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Captain JOHN SMITH led the way

Trelrdicn sigra stre* broccoces: the Jamresiown londing
cfintrec’c Cacrc' - Jor~ S~i't propresized,
tco c-c'her pereer evertin Virginia.
Todcy the ep'zs'c-y ef Ceprarn S~itk and his heroine
Pocchor-gs con be told, 'n fui picture cnd sound,
‘o the gecc e of Virg'ric vic televsion,
InRichmonz i-cc-c- yoe clcover WIVR, row over three
yecrse z c-cd s | Rickmo~¢c’s orly *elevisicn stetion.
L'«e Ceczrein John Srith, Hovens cnd Martin Stations
lecc *~e ~wcy. T~enty-five years of service by these
e Seer'cns of Virginic rove mede on indelible
ress'o~ ¢ ciilzers oftne Old Dominion. I's an

‘~press ¢n the! poys off for cdvertisers.

WMBG -+ WCOD

Hcvens & Merin Stations cre the only

complete broadecsting institution in Richmond

Pionecr NBC outlets for Virginic s first morket.

Represented nctionclly by John Blcir & Company FIRST STATIONS OF VIRGINIA
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$500,000 SALE GOES BEGGING WHIL§ N_ET_S \YEEP—In =i
among network executiwves, SPONSORX learned ¢l c¢ns advertissr witn i72nm ¢ sp=zi

2500,000 on web racio. 3ut none o2 nets, with excsapiicn c¢f Mutusl, nave pitcensl
vigorously for tusiness. Advertiser nimsell resards situzticn as iadicative of
prevailing lack of sales push in net radio circles.

N. Y. CARS EQUIPPED WITH RADIO JUMP 329% IN PAST Y

EAR—Ina Yesw Y:ers Zivwy alcons
there are 770,330 cars with racdies, Pulse survsy disclesss. Thaz's < cut =2 S
3 -

cars, jump of 31.8% over 1930. Says Pulse cirector, Zr. Syvénsy Jcslicw: "I7 1xnis

ratio held true in suturban ccunties . . . t1here are approxizastsly 1,230,000 cars

with radios in zetropolitan New Yorx." =Roslcw plans to extend Jar susvey s 17
other major U. S. zarkets during May, will zaXe results availatle tc asgszcies,

broadcasters as service to incdustry.

MUTUAL, ABC RATE CUTS IMMINENT AT PRESS TIME—C =S negctiaticns o zuv ASC
were cause of delay by Mutual, ASC in =axing rate culs. =IXpscted =cozentarily as
SPONSOR went to press, Mutual cut was cause ¢ lasti-zinute scul-searcnizs., Net-

s
work's dilemma: should we cut when ewventual sale o AZC could put Muzual Iz sirsmgsro
~— - [l b

competitive position? Despite breax-o7 o J335-4A3C :a
remains since ABC sale is still likely, zany Telliesve,

BAB’'S LIGHT WON'T BE HIDDEN UNDER BUSHEL—Ycu can expect t¢ near 12t =zors
about BAB., Inc. In recent weexs. little =zas teen said ccacerning role o 34A% ino

presenting racio's case to advertisers bescause exzergeacy-tasi
3 =)

Affiliates Committee neld center stage., 3ut It
Committee intends to worx closely with 343 ¢on

m O
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of wavy and committee settles down to leng-rang

AFFILIATES COMMITTEE EXPECTED TO BE PER

from stations for support of AfTiliates Comzmitiee rolled in by &czens telore 1T Mavw
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ceadline, insuriag future existence of group. iasilers telisve, Advertisers anxe-
4 : 11 Jellow comzitied’s gotivie

e s
ious to grasp what future holds Jor anstworx radic wi
ties with Xeen interest. Joomittee may worx with webs to
arrangements with affiligtes. Shrewd iadusiry cohserve
working together to fora resional nets with s
for regional research 1o got bed-rock radiv Jacts,

PEPSI-COLA LAUNCHES NEW FAYE EMERSON SERIES ON CBS-TV, CELESRATES SALES [UMP
5

Purchase of prize Saturday aight slot (9 to 9:30 Jcor Faye Zzerscen on J35-IV gSozse
at time when Fepsi-Cola is enjeving 1 sales o concentrate 1o its Lot

it
¢
(A
]
J

1
1

E e
.

(o]]

tlers duriag irst Cour zonths of 19

)

Y -
a-wveek rormat on ABJ-TV. Following Zzerson cn J38 will te Azercican Saflely lazeorT

SPONSOR Vojumee 5 N 20 Mar 13531 P ed Brweexly by SPONSROR Pub. st owes 1= 1 : Ea e e L3 S < AFER=S
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"Show Goes 0:i:," with Robert Q. Lewis as m.c. Interestingly, both Pepsi-Cola and
razor firm to give their stars wide merchandising. Faye Emerson appears in
Pepsi-Cola color ads in national magazines; Robert Q. Lewis is used in ads, point-

of-sale placards, and personal appearances.

AFRA-INDUSTRY GROUP WORKS OUT PROCEDURE FOR ’HANDLINC LOYALTY PROBLEMS—
Aftér months of discussion,7sub-committee representing AFRA, AAAA, NARTB, ANA, and
major networks has developed procedure for handling subversive charges. Plan is
designed to protect radio/TV talent and their employers from irresponsible accu-
sations. Under new set-up, when employer learns of disloyalty charge, he requests
statement from individual involved. This goes to AFRA, without identification of
employer, allows talent opportunity to reply directly to charge without publicity
spotlight. So far no case has come up under new arrangement.

WILL COAST-TO-COAST TV COME IN TIME FOR WORrLl‘J SERIES?—Rumors that coast-to-
coast TV is p;oceeding so rapidly that Worid Series may get nationwide hookup ap-
pear unfounded. Last link in cross-nation connection, the micro-wave relay
facilities from Omaha to Coast, will be completed for carrying telephone calls
by this August. That may be source of rumor. But necessary equipment for carry-
ing TV signals from Omaha to Coast won't be installed till late in fall.

NEW EDITION OF BEN DUFFY BOOK ON MEDIA AND MARKETS OUT THIS MONTH—
gecond edition ofr"ﬁ;ofitagié Advertising in Today'é Media and Marketél"gg;—BBDO
president Ben Duffy, was published by Prentice-Hall this month. Brought up to date
11 years after first appearance, book covers scientific buying of radio, TV, print-
ed media, outdoor. Media savant Duffy rose through agency ranks, was successively
media buyer, media department head before becoming agency president in 1946. 1In
this issue of SPONSOR, Duffy takes look at future of network radio, points out that
appearance of new media in past has not automatically sounded death knell of ex-

isting media (see page 27).

ADVERTEST SURVEY I\iEASURES POPULARITY OF WES'IIRNS ON TV—April issue of
"Televigion Audience of Today," published by Advertest, reports that 51.4% of all
homes contacted said Western program was viewed during preceding week by at least
one family member. Among families with children age 5 to 14, 66.3% report viewing
of Westerns; only 39.2% of homes without children report such viewing. Interest-
ingly, over 63.1% of viewers admit watching Western pictures for second time.
That point is of particular importance to advertisers using Westerns who feel
hampered by lack of new films for TV. Apparently viewers love o0ld Westerns even
second time around.

HOW TV AIDS SPORTS PROMOTERS—New WPIX, New York, survey, reported exclu-
sively in this issue of SPONSOR (see page 30), indicates that sports attendance
can be helped by television. Sample included only sports fans; despite this, 81%
saw some sport for first time on TV. Of these, 30% later bought tickets to sport
and 34% say they want to buy tickets. Statement to SPONSOR by Ned Irish, Madison

(Please turn to page 52)
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No. 23 OF A SERIES

Billy Hamilton

. I B
In Rochester Radio

'M.

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC’s leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B C D E F
MORNING  43.1 19.7 8.0 84 154 3.7

8:00-12:00 Noon
Monday through fri.

In 1943 Rochestoei;zd s

i repor!
Hoqpergll&gHEC hst.ene’rS 2
decies Thi sration’s

ceference: I L mever | AFTERNOON 42.0 284 88 119 54| 24
Hoog:;;::d %1.11 . Kogg;éy?i?r:tllhg"h Fri. Stotion
beer EVENING  39.2 282 86 11.6 10.6 !‘medeom

6:00-10:30 P.M, Only
Sundoy through Sat. FALL-WINTER REPORT ]950—]95]

BUY WHERE THEY'RE LISTENING: -
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VOLUME 5 NUMBER

What is the future of network radio?

Opinions range trom darkest gloom to hope for continued prosperity

through changes in network operation 25
How Rinso and Spry made an about-face

A return to hard-selling spot and daytime radio boosted sales for Lever S
Brothers' Rinso and Spry 28
Does TV hurt Madison Square Garden's b.o.?

New survey indicates TV can increase sports attendance; should help con-

vince promoters that they can continue to allow televising of athletics 30
Hillman-Minx goes far on a small budget

Skillful selection of personality d.j. shows with large local following hypos

sales of British-made car in U, S. 32
VYow yon can see what you're buying

Radio salesmen have transcriptions to use as samples. What can TV's reps .
use? Free & Peters’ answer is new desk-top film-strip selling technique 34
Kate Smith’s first 20 years

Human quality has piled up $29,000,000 in billings for singer. But one mis- .
take was allowing Kate to sell cigarettes, mgr. Ted Collins told SPONSOR 36

Stop sugar-coating your adrvertising

Using too many superlative adjectives woven into glib testimonials about
your product may make your buying public "wary and weary" 38

COMING

TV Dictionary/Handbook for Sponsors

New lexicon of trade terms includes over 1,000 words, valuable data. To be

published in installments, then appear as a SPONSOR supplement 4 June

Kindergarten for sponsors

Contacts with the show world are fraught with pitfalls for the sponsor

who lets the razzle-dazzle go to his head 4 June

Spanish language broadeasting

Why sponsors are missing a good bet by neglecting the millions that

comprise the Spanish-speaking market in the United States 4 June
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COVER: Much of Kate Smith's success is due
to human qualities viewers find in her pro-
grams. Typical of her 20 years of homey
showmanship was recent TV show in which
she helped Brig. Gen. David Sarnoff get Red
Cross drive off to start. RCA Board Chair-
man Sarnoff is Red Cross campaign keystone.
Miss Smith, currently on NBC-TV with day-
time show, may also bring daytime radio
show "Kate Smith Speaks' (Mutual) to
NBC. For Kate Smith story, see page 36.
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(Gw THE ONLY STATION

HICH GIVES THE ADVERTISER
DMPREHENSIVE COVERAGE ..../n the.

_|

BROADCAST MEASUREMENT
BUREAU SURVEYS
PROVE KGW’s LEADERSHIP

No other Portland radio station, regardless of power,
reaches as many radio families or provides a greater
coverage area. KGW's efficient 620 frequency is beamed
to cover Oregon’s Willamette Valley and Southwest-
ern Washington. BMB surveys prove KGW is doing
just that!

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

d

—= Y Comp s B Y W
e o~ N KGW

DAYTIME

KGW 350,030
Station B 337,330
Station C 295,470
Station D 192,630

fiss KGW, on recent Tour Test to Corvallis, made in co-
peration with Oregon Motor Association, visits Chapman
Tanufacturing Company, where Robert Wheeler, Plant
.ngineer shows operation of hydraulic press. Wood waste
rom Oregon’s basic resource are utilized in making product
7ith a variety of uses. KGW'’s Comprehensive Coverage was
roved effective in Corvallis by this Tour Test. Second pic-
are shows Tour Test car in front of big, new Gill Basketball
oliseum on Oregon State College Campus.

NIGHTTIME

KGW 367,370
Station B 350,820
Station C 307,970
Station D 205,440

A < This chart, compiled from ofh.
- 4 e cial, half-milivolt contour maps
L filed with the FCC in Washing-

.~y ton, D.C., or from field intensity
b)) T~ surveys. tells the story of KGW's
Eugens COMPREHENSIVE COVER-
geng AGE of the fastest-growing mar-

ved ket in the nation,

~N\ :

PORTLAND, OREGON

ON THE EFFICIENT 620 FREQUENCY

REPRESENTED NATIONALLY BY EDWARD PETRY & CO.

=)
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Still the most discussed topic in
local television circles is the Mac-
Arthur telecast. The West Coast’s
combined operation, which included
the pooled facilities of the 11 Cali-
fornia TV stations, brought five
million viewers on-the-spot coverage
of the historical event via the San
Francisco-l.os Angeles microwave.
An estimated 45 million eastern
viewers witnessed the telecast by
kinescope.

KSFO aired the event for AM audi-
ences with Wally King, Bob Tutt, Bob
Hanson, Bill Hillman and Bill Hayward

handling announcing chores.

In S.F., KPIX exclusively screened
MacArthur’s address to Congress 9
hours later. Kinescoped in Chicago,
via the Baloban-Katz process, the
kine was flown to Los Angeles and
fed to KPIX on th» microwave.

ADD KSFO AIRINGS

KSFO’s recently inaugurated “Voice
of California Agriculture” features well
known bureau man, Bert Buzzini. Orig-
inating in the KSFO studios, the 15
minute farm show is fed to four addi-
uonal California radio stations, Mondays

thru’ Fridays at 6:30 AM,
STATISTICS . Bay Area TV

set sales have now reached the
180,000 mark . . . according to Tele-
Que, 90.3% of these sets were tuned
to the West Coast’s telecast of Mac-
Arthur’s arrival,

Ragiresented by Wm. G. Rambiioy Ca,

SAN FRANCISCO

by
Robert J. Landry

lem. Mome
il Motive

“Here,” said the doctor. “try this couch on for size.”

“I don’t like it.” complained the patient. “] feel laid out.”

“Hmmm.” said the doctor. seribbling on his pad. “very significant.
You see vourself as a corpze?”

“That’s right.” the patient muttered. “very time I read the trade
press 1 have nightmares in which I am attending my own funeral. |
am cntirely surrounded by smirking characters who are glad I'm

dead.”
* ok ok

“Free associate.” encouraged the doctor, “can you identify any of
the smirking characters in your nightmare funeral?”

“You mean like television editors?”

“Or other strange figments.”

The patient reached back into his dream. I see zombies with big
bellies.”

“Big bellies,” the doctor rubbed his hands. elatedly, “what do they
remind you of ?”

“Undigested inventory.” said the patient, “and they're pale govern-
ment-green around the gills. They keep spitting money and beating
their chests and bragging.”

* * *

“Good. good.” said the doctor, “can you make out what they are
saying?”

“They keep saying something about waiting. just waiting. They
say just wait until October.”

“October?” pressed the doctor, “a revolution in October, new
days to shake the world?”

“Yes, yes,” the patient responded, “in October the coaxial cable
reaches Hollywood.”

“Free associate.”” commanded the doctor.

* * *

“It’s the trade press. I know about the coaxial cable from the
trade press. It’s then that 'm a goner. It’s then they’ll lay me out.”

“But,” said the doctor. doesn’t it depend on what trade press you
read? Otliers say you'll be dead when the freeze ends.”

“When Milton Berle reaches Denver. that's when. that's when,”
the patient groancd at the prospect.

“There is something morbid about this dream of yours.” said the
doctor. “Milton Berle has reached Denver before and practically
nothing happened. Your pressure is normal, your arteries are young.
only a few months ago in 1950 you had vour best year in your entire
life. Why do you suddenly feel convinced you are not long for this
\\'()r|(l?" 5

* ok %

“1 feel strangely inferior,” replied the patient. “In my dreams 1
keep falling by the neck.”

“Ah-ha.” <aid the doctor, “the plunging neckline complex. Very

(Please turn to page 71)
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Whats Louiovitle G-
BESIDE

baidijul Women?!?

Lonisville’s 3-county Metropolitan Area ranks
ahead of Metropolitan Memphis, Miami or

Omaha in both Retail Sales and Effective
Buying Income.*

Louisville’s WAVE gets a Daytime BMB Audi-
ence of 238,490 families. Its BMB Area con-
tains less than a third as many people as
Kentucky’s total, but accounts for 66.29;, as
much Food Sales as the entire State.

WAVE-TV pioneered in Kentueky . . . is now
far and away Louisville’s favorite television
station. It is Channel 5 — NBC, ABC and
Dumont. There are 86.782 TV receivers in
and around Louisville.

Make WAVE and WAVE-TV your Kentucky

choices. Free & Peters can give you all the facts.

*Sales Management Survey of Buying Power, May 10. 1950

WAYE* has a Daytime BMB Andience
of 238,190 families in Kentucky and
Southern Indiana. This area has an
Effective Buying Income of $1.67
billion, as against $2.51 billion for
the entire State. The Effective Buy.
ing Income within WAVE’s Daytime
BMDB counties is 1319 of the In-
come in those Kentucky counties in
which WAVE does NOT bhave a BMB
audience!

INDIANA

*The WAVE-TV Coverage Area
contains 256,100 families.

FREE & PETERS, INC.

Exclusive National Representatives

21 MAY 1951
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¢ or the fifth consecutive year, Mister PLUS
stands alone at the peak of the mountain

called Sunday Afternoon.

Other networks get up into the foothills,
but the view from the top is

reserved strictly for Mutual clients.

|
the difference is ... the MUTUAL broadcasting system !
|
1

And what a view!

More than twice as many actual listenet
tuned to the Mutual Broadcasting Systeif

as to any other network. ..

|
Far more than double the homes-per-doﬂ#‘

]




elivered by any other network...

5, on Sunday afternoons, Mutual clients

re getting the largest audiences in all network

idic —at the lowest costs of all,

Lind there's room at the top for you!

the close up:

AVERAGE RATINGS

MBS 7.3
NETWORK X 3.0
NETWORK ¥ 35
NETWORK Z 3.4

AVERAGE HOMES/S

MBS 319
NETWORK X 143
NETWORK Y 122
NETWORK Z 21

Source: Nielsen Rodio Index—Ocl. “50-Feb. “5I
for rotings; Oct. ‘50-Jon. ‘51 for homes-per-
dollor doto. Averoges for ofl commercial pro-

groms [except religious) 12-6 p.m Sundovys.
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WIL: ON

NORTH LINA

IS THE

WORLD’S
GREATEST
TOBACCO
MARKET

WGTI

5,000 WATTS * CBS Afr.
Sells the 1,250,000

people in the largest

tobacco producing area
in the whole wide world!

Let us send you up-to-the-minute
facts, figures and availabilities!

Write, ‘phone or wire

ALLEN WANAMAKER
GCen. Mgr., WGTM, Wilson, N. C.

10

T oy ! George Miller

Merchandising Manager
Richfield Oil Corp., Los Angeles

o A il

Born four months before the turn of the century. jolly George
Miller has spent the largest part of the time since then selling petro-
leum products. He has been with Riehfield for 12 years: in his pres-
ent position the last 10 of them. Before that George spent 17 years
with Sinclair. leaving as resident manager in Philadelphia to come
to Richfield.

An avid sports enthusiast. George lists too many spectator anid
participating sports as special interests to mention them all. At the
top of the list are golf, baseball, football. )

George gets a kick, too, out of spending over a million doliars a
vear for Richfield’s advertising. About a third of this is spent on
the Richfield Reporter which has grown in its 20 years on the air to
the status of an institution. This 15-minute newsecast is broadcast
daily over the complete NBC Pacific Coast and Arizona Group net-
works with the addition of ABC stations in Washington and Oregon.
(An identically titled show is aired on the East Coast by Richfield
Oil Corporation of New York. This New York organization, which
was originally set up to market Richfield products on the East Coast,
is now a wholly owned subsidiary of the Sinclair Oil Corporation, has
no connection with the West Coast firm.)

Newspaper and outdoor advertising come next with between 20
and 25% of the budget going to each of them.

TV is an up and coming youngster, with additional money being
appropriated for this medium as it becomes profitable to do so. TV
announcements have been used in all markets with good results. The
only program used on TV at present is Success Story. an hour-long
institutional presentation of the workings of Los Angeles industry.
This telecasts weekly over K'TTV. with a different industry reported
cach week. George is proud of the fact that the ratings show this
eduecational feature outpulls wrestling telecasts. He hopes to use this
same program format in the San Francisco area.

George thinks that TV will continue to grow in importance for
Richfield for quite sonme time and that its budget will be added to
year by year. Radio’s place will depend to some extent on TV’s effect
on its ratings and rates, The Richfield Reporter’s large loyal audi-
ence outside of major population centers, he feels, makes it a good
bet to withstand TV for a long, long time.

SPONSOR
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May 1, 1951

Mr. R. E. Jones, Gen. Mgr.,
WJBK-TV

Masonic Temple,

Detroit, Michigan

Dear Dick:

REie Thought you might be interested in knowing about the gratifying
& results we have been getting on a participation basis on the WJBK-TV

;& "Ladies Day'" show.

el

105 We selected a key product which had little previous advertising,
Wy checked the route sales averages a month before, and featured it on
[y "Ladies Day" five days a week for six weeks. During this period the
’Eg‘ product was not advertised through any other medium.

At the end of the six weeks run, we again checked route averages
and found they had increased 25% in sales.

Another spot check of the same test product, three weeks after we
had been off the program with no other advertising, showed even higher
sales. This proves to us, not only the sales results of advertising on
WIBK-TV, but also the continuing effect of your sales punch.

Of course, we have no way of determining the amount of goodwill we
are getting——"meeting" each day with the women's clubs that attend
"Ladies Day”--but we feel it plays an important part in merchandising
our products.

Sincerely yours,
FARM CREST BAKERIES, INC.

< Ralph L. Recor
R Sales Department
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ON THE SPOT SELLING IS |
IMPORTANT ON PACIFIC COAST  §
NETWORK RADIO, TOO!

P

DON LEE 1S THE ONLY RADIO NETWORK on the
Pacific Coast that can release your sales message on-the-spot . . . where the pcople live and spend their}:
money ($21,154,281,000 of it).

The Pacific Coast is big, sprawling and virtually covered with very high mountain ranges. Add low
ground conductivity and you have a situation that demands many stations, each broadcasting within the
markets for good consistent reception, the kind that really makes complcte coverage. Don Lee has 45 sta-
tions in 45 important Pacific Coast markets—Don Lee has the only network station in 24 of those markets.

Does this on-the-spot local coverage really work? You bet it docs. Don Lee regularly broadcasts more:
regional programs on the Pacific Coast for both regional and national advertisers than any other network.

Complete on-the-spot coverage when you want it. Extreme flexibility when you nced it. Buy what you,

WILLET H. BROWN, President + WWARD D. INGRIM, Vice-President in Charge of Sales J‘I
ny
1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA

Of 45 Major Pacific Coast Cities |!
ONLY 10 3 8 24 .

have stations have Don Lee have Don Lee have Don Lee

el -5 — Ao of all 4 and 2 other and 1 other and NO other

networks | network stations network station network station

A
S a/e TR R |
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want to fit your distribution —no waste. An exclusive Don Lee feature and at a lower cost per sales im-
pression than any other advertising media.

Point-of-purchase selling is mighty powerful selling. Put your sales message on Don Lee and sell
them where they live and BUY.

Don Lee Stations on Parade: KUIN-—GRANTS PASS, OREGON

Loeated just a few miles from the boundary between Josephine and Jackson counties, Don Lee Station KUIN
has served this prosperous market sinee 1939. 1950 Sales Management Survey of Buying Power credits the two
eounties with a eombined population of nearly 100,000 and an effeetive buying ineome of $88,464,000. Put your
‘Coast advertising on Don Lee and get the on-the-spot sales influenee of KUIN and 44 other stations that put you
\in LOCAL eontaet with your eonsumers—where they live and spend their money.

Lhe Nation’s Greatest Regronal Network

Moitical

DON LEE

BROADCASTING SYSTEM

Represented Nationally by JOHN BLAIR & COMPANY




’ |

Reaches
early morning

audience j‘//

!

a
DO‘\.‘PP. 1

People come
from

distant points

WBZ

BOSTON

20,000 WATTS

NBC AFFILIATE

KDKA - WOWO -

National Representatives

Radio—America’s Great Advertising Medium

14

, Free & Peters, except for WBZ-TV;

tancible, telling

results!

Reaches

teen-agers

Sold full day’s

quota of coffee
before 9 AM

The Carl de Suze Show.. favorite radio
fare for thousands of New Englanders
each morning from 8:00 to 8:30.. keeps
moving merchandise for a growing list
of participating sponsors! As this letter
shows, the Smith House is one of them..
an important example, because this adver-
tiser sells both service and merchandise.
Important, too, are Carl de Suze’s frequent
public appearances.. not only in Boston
but in five New England states. For
details, check WBZ or Free & Peters.

WESTINGHOUSE RADIO STATIONS Inc

- WBZA -
; for WBZ-TV,

WBZ-TV
NBC Spot Sales

SPONSOR
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. New on Television Networlks

SPONSOR

Anthracite Institute

Bauer & Black
Blatz Brewing Co

Bohn Aluminum & Brass

Corp
Eversharp Ine

Goodall Fabries Ine

Chris 1ansen’s Laboratory
Inc (Junket Brands

Food div)
Nash-Kelvlnator Corp

Northam-Warren Corp

Pahst Sales Ce

"~ AGENCY  NO. OF NET STATIONS

J. Walter Thompson ABC. TV 12
Leo Burnett ABC-TYV 39
Williain 11, Weintraub CBS. TV
Zimmer-Keller NBC-TV 6
Biow NBC-TV 29
Ruthrauff & Ryan CBS-TY
MeCann-Erlekson CBS-TV

Geyer, Newell & Ganger ARBC-TYV 31
J. M. Mathes ABC-TY 29

Warwick & Legler CBS-TV

PROGRAM, time, start, duration

Better Home Show; Sat 6:30-7 pni; 3 May; 32
wks

Super Cirens; Sun 5:30-6 pm; B0 Jun; 3 wks

Auwtes & Andy; Th 8:30-9 pm; 19 Jun; 32 wks

Antecican Fornm of the Air; Sun 1:30.2 png;
29 Apr; 36 wks

Jack Carter Show; Sat 8:15-30 pm; 3 May;
52 wks

Round Robin Tournament; Sun 5-6 pm; 10
Jun eonly

Garry Moore Show; Th 1:30-145 pm; 7 Jun; 52
wks

faul Whiteman TV Teen Club; Sat 8.9 pm:
9 Jun; S2 wks

Laralue Day Show; Sat 1-1:153 pmsy 3 May; 52
wks

Charles-Maxim Fight; W 10.11 pm; 30 May
only

2. Renewed on Television Networks

SPONSOR

American Tobacco Co

Firestone Tlre & Rubber

Co
Andrew Jcrgens Co

Mohawk Carpet Mills Ine

Revere Copper & Brass

Ine

PROGRAM, time, start, duration

AGENCY NO. OF NET STATIONS
BBRDO - __;C-TV 30
Sweeney & James NBC-TV 37
Robert W. Orr NBC.TY 48
George R. Neloon NBC-TV 50
St. Georges & Keyes NBC-TY 42

Robert Montgomery Presents; alt M 9:30-
10:30 pms; 7 May; 26 wks

Yoice of Firestones; M 8:30-9 pm; 21 May;
32 wks

Kate Smith Show; W, F, 4:15-15 pm; 20 Apr;
9 wks

Mohawk Showroom; M, W, F 7:30.45 pm; 30
Apr; 52 wks

Meet the Presés Sun 1-1:30 pin; 8 Apr; 13
wks

3. Station Representation Changes

STATION AFFILIATION NEW NATIONAL REPRESENTATIVE
KOB, Alhuquerque N8C The Branham Co, N.Y.
KOB-TY, Albuquerque NBC, CBS, ABC, The Branham Co, N.Y.

DuMont
KWFC, 1ot Springs, Ark. MBS Adam J. Young Jr Ine, N.Y.
WAAA, Winston-Salem, N. C. Independent Forjoe & Co. N.Y.
wWCBM, Baltimore MBS ©. L. Taylor €o, N.Y.
WCCC, Hartford Independent Indie Sales Ine, N.Y.
WGMS, Washilngton Independent National Time Sales, N.Y.
WIIAY, New Brltaln, Conn. Independent Adam J. Young Jr Ine, N.Y,
WHEE, Beston Independent forjoe & Ceo., N.Y.
WI0OD, Miami NBC The Bolling Ce, N.Y.
WPCF, Panama City, Fla. ABC National Time Sales, N.Y.

4. New and Renewed Spot Television

SPONCOR

AGENCY NET OR STATION

PROGRAM, time, start, duration

Best Foods Imc
Best Foods Ine
Best Foods 1ne
Borden Co

Canada Dry Ginger Ale

Ine

Evcrsharp lne
General Foods Corp

Kreuger Brewing Co

McKesson & Reobbins Ine

KBSL-TV, Salt Lake
WAFM.TY, Birm.

WCAU-TV, Phila.

WCBS-TV, N.Y.

Benten & Bowles
Benton & Bowles
Benton & DBowles
Doherty, Ciifford &
Shenfield

J. M. Mathes WCAU-TV, Phila.

Biow WCAU.TYV, Phila.,
and 19 other stns
Young & Rubiecam KTSL, Mwyd., and

9 other stns
WNBT, N.Y., and 1

other stns
WNBT, N.Y.

Charles Dallas Reach

Fllington

I-min annemt: 2 May; 26 wks (n)
l-min partics 2 May; 26 wks (n)
l-min annemnt; 10 May; 26 wks (n)
20-sec anncemt; 17 May: 36 wks (n)

1-min partic; 2 May: 13 wks (n)

l-min anncmi, partic; 8 May; 532 wks (r)
20-sce annemty; 7 May; 32 wke (n)

8-scc anucmt; 8 May; 26 wks (n)

f-min annemt; 3 May; 17 wks (r)

® In next issue: New and Renewed on Networks, New National Spot Radio Business, National
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments

Numbers after names
refer to category in
New and Renew:

H. W, Betteridge {5)
Allen &. Bishop (5)
W. H. Case (5)
T. K. Carpenter (5}
Wm, Chalmers (5]




Numbers after names
refer to category in
New and Renew:

Ken R. Dyke {5)
Robert Gillham {5)
Alfred Hanser (5}
Horry Harding (5]
Tom Wright {5)

New and Renew 21 May 1951

1. New and Renewed Spot Television (continued)

SPONSOR

Mrs. Paul’s Riteheas

Pun American World Adr-

ways
Procter & Gamble Ca
Procter & Gamble Co

Procter & Gamble Co
Sweets (o of America

AGENCY

WARBT, N.Y.
WCBS-TY. WYL

vitkin-Kynett
J. Walter Tho on

Bewton & B
Dimcer-Fitz
fRample
Benton & B
Mouwelle & FEiven

WPTZ, Phila.

WIPTZ, Phila.

WAFM.TY, Birm.

WBTY, Charlotte,

'NET OR STATION

;’ROGRAM' time, start, duration

f-min annemt: 1 Mays; 13 wks (n)
I-min partie; 11 May: 32 wks (n)

20.sec annemt; | Mays 32 wks (n)
1-min partie: 7 May: 32 wks (n)

20-cec annemt; 7 May; 32 wks (n)
20-see annemt; b May; 532 wks (n)

and 27 other stns

3. Advertising Agency Persounel Changes

NAME

Audy Armstrong
Harry W. RBetteridge

AHen G. Bishop
Robert Carley

Iltoma~ k. Carpeuter Je

I'omr Cupson
Winslow 1. Case

Williaim A, Chalmers
Ricltard B, Consins
Willimm Drager

Jolm T. Dunford
hen R Divke
William VFishier
Robert 8. Gentry
Panl Gerhold
Robert Gillliam
George H. Gribbin
W. Richard Guersey

Alfred Humser
HNarry llarding
James €. logles

I comard S, Kanzer
Bill Kenmedy
Kenweth MeKenzie Jr

Robert P, Yountain
Farlan Myers

11. Reoss Potter
Donald Quinn
Harry Banch

Thomas B. Rhodes

Cecil Richards
Fred L. Ryvner
Burnard L. “ackett

William 1. Saul
Wilson A, Shelton
erbert D, Statt

Arthhur E. Tayler
Max Tendrich
William Tyler

Frank W. Townshend
Henrey F. Woods Je

Tom Wright

FORMER AFFILIATION

Dancer-litzzarald. Sample. Chi.. art dir
Denan & Betteridee. Detroit, exee vp

Buthiranfl & Ryan. Chi., acet exee

o'l & Presbres. NY, vp

henven & Fekliaedt, VYo head of radie-ty
commercial~ dept

Foote., Cone & Belding, N, pecial radio-
ty  comanltant

(:;lmplu-l]-lf\sulll. NY. ose o avp, dir

Reuvou & Fekhardt, VYo radio, ty vp

M Cann-Frickcon. WY, acet exce

Fuller & Smith & Rosso VYL marketing re-
search

Marschalk and Pratt. MY tfe ingr

Young & Rubi < NY, puab rel vp

Young & Bnbicam, Chi., tv prodneer

Gentry, Seattle, pres

Daneer-Fitzgeruld-Sample, researeh mgre

J. Walter Thompson. N.Y., vp

Young & Runbicamm. VY. copy sapervicor

McMamns, Joha & Adams, Baltimore, office
mgr

J. Walter Thowp-oa, Chi., aect exec

Yoz & Bubicmm, VY, p

Youngs Departuent Store. Alton, 11 ads,
divplay dir

Rosenficld. Boston, mer

BBDO, N3, timebuyer

Neale, L.AL, copy chief

Yonug & Babicam, VY. evee

Platt-Forbes, N.Y., tv dir

Dancer-Fitzzerald-Sample. NY. acet eace

Buthrauff & Ryan. VY., head timebuyer

Young & Bubicam. NOY., radio  publicity
dept mgr

Rillups Petroleswm Corp, New Orleans, ade
mer

WEMS, Wadh, sla mgr

Dancer-Fitzgerald-Sawmple, NY.

Barward L. Suckett RadiadTV Produetions,
Phila., pres

Arthar Resemberz. VY., pres

Dancer-Fitzgerald Saumple, NY, vp

Carl S, Brown Co, N.Y. dic pnblication
wmedia

J. R. Pershall, Chi.. acet exee

Weics & Geller, N.Y., exec

Daneer-itzgerald-Sample, Chi., copy ehief

Camphell-Ewald, Detroit, asst gen mge

Young & Rubican, VY. pub rel, publicity
dept angr

BBDO, N.Y.. tv Jdept hus opr

NEW AFFILIATION

Leo Burunett. Chi. «p

Betteridge & Co, Detroit, pres (uew  ageney

Buhl Building)
Warwick & Legler, N.Y. acct enxee
Cunningham & Waldh, VYo exee
Same, vp. eopy dir

in

Benton & Bowles, VY., dir radio<ty timebuying div

Same. also head creative, tv staffs for all Cawp-

bell-Fwald oifices
Grey, NJY., vp
Foute, Cone & Belding, N Y., acet exee

Kenyour & Fekhardt. N, aeet rescarch dir

Same. as-t media dir

Same. also asst to pres

Garduoer, St. L., radie-tv dir

Vieck hwnight, L.A., radio-ty dir

Foote, Cone & Belding, N, research dir
Cunningham & Waldh, N.Y., cvee

Same, vp

VanSant, Dugdale & Ceo. Balto.., acct exce

Biow, NY. acct sapervisor  (Esversharp.

Whitehall)

Same, #lso head of eontact dept and member of

exce comnrittee
Richard B. Ingles, St. L., partner

Name, sp
Led Bates, N.Y., timebnyer

Martin R. Rlitten Ine, LA, member of plans. copy

stafl
Same, wvp
Ced 11, Vactor, L.AL, tv dar
William Estyv. NY.. acet exee
Pedlar & Ryan, N.Y., head timebnyer
Same. vp of Bureau of Indnstrial Serviee

Heebert S Benjamin Associates, Baton Rouge, acet

exee
Onslow and Brown, Wash,, acet exec
Same, research mer

Nat M. Kolker, Phila., acsoe. member. dir radio-tv

dept
Weivs & Gelier, NJY,, acet exer
William Esty, VY., vp
Same, media dir

Same, wvp

Same, dir of media

Leo Burnett, Chi., wvp

Same, MY, ollice mgr

Same, vp of Bureau of ludnetrial Scrvlee

Dundes & Fraunk, N.Y., vp

Ansco,

6. Station PPower Inereases

STATION

WAERYM, Syraeuse

FORMER WATTAGE

2,

NEW WATTAGE

FREQUENCY

1.000 Test basis

7. New Neaworlk Affiliations

STATION

WRAR, ftlaotie City
WIPG, Atlantie City

FORMER AFFILIATION

CBS
ARC

NEW AFFILIATION

Off the air (¢ff 20 Ap=)
CRS (eff 29 Apr)

e ——




Wil

+ for lowa PLUS #
Des Moines . . . 50,000 Watts

Col. B. J. Palmer, President

P. A. Loyet, Resident Manager

FREE & PETERS, INC.

National Representatives

21 MAY 1951

IN 1owaA, WHO s tuE
PREFERRED FARM STATION

Business in Iowa is divided approximately 50-50 between
industry and agriculture, but ahnost everybody in the State
is interested in farming. The 1949 lowa Radio Audicuce
Survey proves that 23.2% of all Towa women (including
even urban women) and 25.3% of all lowa men (including
even urban men) “usually listen” to WHO’s Farm News
and Market Reports.

In fowa, Specific Farm Programs are highly and widely
popular, and more people prefer WHO farm programs than
prefer those of any other station. For three successive years,

when asked to name the sources of their favorite farm
programs, all Towa farm-program listecners responded as

follows:
First Year Second Year  Third Year
WHO — 14.0% 53.9% 55.0%
Station B — 54.5% 13.8% 10.2%

This is Point Three in the Five Point System of Pro-
grammming Evaluation, which helps explain WHO’s out-
standing position as a public facility and as an advertising
medium, in Towa Plus. We suggest your considcration of this
and the other four points as vital factors in time-buying.

IN THE FIVE POINT SYSTEM OF PROGRAMMING EVALUATION—

17




make the neat curve

all table models!

36 MILES
of TV Sets in
KMTV-OMAHA

e If von put the
77,000-plus TV
they'd extend
Norwalk, Conn,
to Cleveland !

|=_. Let's

Omaha  area’s
sets s«ide Dby side,
from the Bronx to

. or from Akron

Saleswise, this nieans your teles

vidden dollar goe< a long wav on

KMTY in Omaha . . . . reaching
| into mntore than 77 000 television
homes_

Omaha is a llve, growing market
where the televislondfamily audience
fs  inercaving by  hundreds every
week |, . , where KMTV features
direct CBS, ABC, DuMont, and loeal
IV programs for this rapidly ex.
panding andience.

For sales results in thls rich
Y¥ebraska-lowa market, include
KMTV.Omaha on your basie tele.
vision schedule.

Cet All the Facts From

Yonr KATZ Man

National Representatives

KMTV

TELEVISION CENTER

2615 Farnam Street
Omaha 2, Nebraska
CBS e ABC e DuMont

rcial Matl Respanse

Over

Camme
KMA{JP 94_8('7(

be SALE

KMA-Shenondooh, fawo

Under Managemani of
MAY BROADCASTING CO.

Shenandeoh, lowa

D BT T

‘ .@Iadison

RKO'S RADIO THEME

Your story. “How RKO stops box-
office sag.” in the 23 April SPONSOR
reminded me | haven’t heard that one
for 15 vears or more. Didn’t vour old
timers at RKO leave out some of the
word=? Didn’t the song go more like
this?

Hello. hello, the RKO

Is sending vou this message via

radio.

From Maine to California

And up to Montreal

And down to dear old New Orleans

You'll hear this friendly call.

All the brightest stars

From here to Mars

Are here to greet yvou with a big

“hello.”

ind in case you like the show,

Be sure and tell your neighbor so—

The voice of the RKO.

Jint BRowx
Manager, Radio-T1” Promotion
& Publicity
BBDO
New York
® Recader Brown is gifted with a remarkable
memory., RKO trotted out its oldest employee to

sing the theme to SPONSOR. But he admltted (as
did others) that the words were hard to recall.

SUMMER SELLING ISSUE

Congratulations on your outstanding
Sunmnner Selling issue. There has been
a very favorable reaction among our
salesmen and among Los Angeles agen-
cies because of down-to-earth approach
and more comprehensive rescarch by
vour staff.

Give my congratulations to Norm
Knight and all your people who worked
«0 hard on the summer story. 1 sin-
cerely believe your efforts will sell the
idea of summer radio. Who is the girl
on the front cover?

Tony Mok
Sales Promotion Director
KNY

Los Angeles

OLDSMOBILE COMMERCIALS

At this agency, we all gave special
attention to vour issue of 23 April,
Lecause of the article on top TV com-
mereials.  Naturally. we were
much pleased to see that our spots for

very

Oldsmobile made the first five in your
survey.

Moreover, I'd like to say that we
find sPONSOR consistently interesting
and informative. Any survey taken in
this office would certainly rate your
magazine at the top of its field.

We have had the pleasure of talking
with yvour editors from time to time.
All the material we have passed on to
them has been handled with skill and
fine judgment. Please call on us if we
can be of service to you in the future.

KenNeTH G. MANUEL
Television-Radio Director
D. P. Brother

Detrout

OPEN LETTER TO CROSBY

Congratulations on vour “Open Let-
ter to John Croshy”

Strange to say, 1 haven’t run into
any defeatisin anent radio versus TV,
but if 1 do, your editorial has afforded
additional ammunition.

JonN CLEGHORN
General Manager

WHBQ
Memphis

I just wanted to let you know how
delighted I was to read your open let-
ter to John Croshy.

My compliments for carrying the
torch so completely and intelligently.

ERNEST LEE JAHNCKE JR.
Vice President
ABC

New York

STATION’S REBUTTAL TO ANA

We observe that. because “
dividual stations affected by TV com-
petition (show declines in) radio time
values . . .”. the suggestion is made
that WLAC’s rates be reduced by 159%.
The following figures prove the utter
fallacy of any such reasoning.

While there has been no rate in-
crease at WLAC since our power was
raised to 50,000 watts in 1942, the
number of radio homes served by this
station over the past 5-year period has
substantially increased:

. 1n-

Radio homes in 25 primary (50¢ or
nore countios ..eceiiei. 1949— 173,110
1944 — 114,461
A gain of 58,649
What has been the extent of the au-

(Please turn to page 81)

SPONSOR




A word to time buyers:

WCUM puts Cumberland

to bed...not to sleep!

And the good people of Cumberland were wide awake on the day
that the City Furniture Company advertised some mattiesses for sale!
From one show—just one—they completely sold out the item! Just
read this letter from the advertiser:

“This is to verify the fact that radio advertising on WCUM pays. I I
sponsor a program on WCUM in Cumberland Monday through Saturday I
at 9:45 A.M. One Tuesday we advertised mattresses and before the
day was over we sold out completely the 50 mattresses we put on sale.
It was through radio advertising on WCUM that we moved this item and
many others."”’
(signed) Robert E. Friedland
City Furniture Company

That’s the kind of sudden results WCUM is used to producing—for
both local merchants and national accounts.

Cumberland’s mountain-locked geographical location makes it a
uniquely rich spot for radio selling. There’s gold, plenty of it, in these
hills. And WCUM blankets the market—produces phenomenal sales
again and again and again.

If you’re not getting your share of this lush market—investigate. You’'ll
be surprised what WCUM has to offer. See your Meeker man for the
whole WCUM story.

CUMBERLAND, MD.
1490 on your dial

FM 102.9 MC

A KARL F. STEINMANN ENTERPRISE, Tower Reatty Compony (Owners ond operofors of WCUAM} © The Joseph Kotz Co.




The minute
she makes up
her mind...

This is the minute the TV demonstration

makes a woman a customer.

Actually. the sale began when an advertiser
accepted Radio Sales™ suggestion for
using TV in Salt Lake City: participations

on KSL-TV’s live kitchen program.

It worked. So well that, after 26 weeks,
the sponsor concentrated «!/l his Salt Lake
City advertising on KSL-TV and renewed
for another 39 weeks...using even more

time on each program.

Radio Sales has been in television since
its early days...has kept a elose watch on
television development. Out of elose study
and experience has come the “know-how”
which makes for most effective television
u«lverllsing. For the sponsor we've Just

told you about...and for you.

Radio Sales

Radio and Television Stations
Representative. .. CBS

Representing WCBS- TV, New York; WCAU-TV, Philadelphia;
KTSL. Los Angeles; WTOP- TV, Wachington; WBTV, Charlottes
KSLTV, Salt Lake Chy; WAFM-TV, Birmingham; CPN and
the leading (the CBS) radio station in 13 major markets,







"t

WKRG

® Every Top CBS Show

® Stimulating Local
Programs

® Astonishing 59.5%, listen-
ership gain

[AM A BELLE OF OLD MOBILE,

WHILE BROADWAY DOLLS

MAY SIP AND PLAY
| WITH HANDSOME GUYS ¢
| IN A SMALL CAFE,

HONEY, AH'M BUSY AS CAN BE
MAKING MONEY FOR
YOU AND ME.

*$322,949,000.00
Total Buying Income
$4,763.00 Average
buying Income per
family

National
Representative,

| Adam J. Young, Ir.
. F. E. Busby,

. General Manager
/ ON THE DI1AL 710
, 5

BS

22

THEY SAY THAT I'4 OLD FASHIONED, ]

Vew developments on SPONSOR stories

P . T T T et

Telemension device provides illusion of scenery surrounding actor in all dimensions

See: “Getting the most out of your canera
and props?”
Issue: 12 Februnary, 1931, p. 32
0 Y Subjo(-t: Illusions created by special effeets cut
costs

New equipment and procedures developed by the Telemension
Syndicate of America (550 Fifth Avenue, New York) are designed
to cut TV production costs to one-tenth the current figure, according
to the company. The method: specially processed motion picture
footage 1s precision-blended with live studio action going on simul-
taneously. The process is intended to elimninate or decrease the ne-
cexsity for construction and storage of scenery.

Other devices the Telemension system makes available include: a
suspended tmage system whereby an average TV studio can be mag-
nified or expanded optically to create an illusion of distance, height,
and depth without actually altering the staging area dimensions;
three dimensional scenery—on the specially processed films, scenery
will appear around live performers in such a way as to appear to
be thrce dimensional.

In addition to other time and money saving factors, the Telemen-
sion system is 1deal for local station requirements hecause of its com-
pactness. The entire unit housing is not more than 24 inches in
length and width.

See: “How to sell on Saturday nite”
Issue: 31 July 1950, p. 19

) -
buhgec(: Advertisers love radio’s barn dance
for its sales punch

Advertisers who want to keep abreast of rural listening tastes can
glean some helpful inforination from a recent KYAK. Yakima,
Wash., survey.

Richard ). Passage, farm service director of this Don Lee-MBS
affiliate. sent out 1,000 questionnaires asking farmers for their pro-
gram preferenccs —exclusive of farm shows. News proved to be
bezt liked, with popular music second. comedy shows third: audience-
participation programs and western music shows were fourth and
fifth respectively. Among the least-liked program tvpes were soap
opera. classical musie, and opera.

SPONSOR
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Poor Ab O'Ridginy, so she'd repine no more, This, on reflection, seemed good for no yaks—
Promised his helpmate to knock off a dinosaur. No one yet, you must know, had invented the axe.

£

For Sales Prowess
in Dayton”

THE SHOW MUST GO ON
WHIO-TV

% How'’s to get your share of sales from Dayton’s
800,000 viewers and their 200,000 TV receiv-
ers? Via WHIO-TV! How else? Pulse says
that they really keep their eyes on us, morning,
afternoon, and evening.* And don’t forget,
those figures prove that aur rich Miami Valley
audience is 54% televised. Ask for the full

So Ab did—and whanging the big lizard’s gizzard, story from National Representative George

Proved that the right weapon makes you a wizard! P. Hollingbery Company.

40 ’ CHANNEL 13

MORAL: You don’t have to invent it! Your
best sales weapon for Dayton

* Pulse March figures

; | -AM show 8 out of top 10
| ! 0
: I -F M televised shows were

WHIO-TV programs.

is ready and waiting—Dayton's

first and favorite WHIO-TV, : -
S

DAYTON, OHIO




In Northern California

MORE PEOPLE LISTEN — more often—to KNB€C
than to any other radio station

KNBC’s 50,000 watt Nor-Directional trausmitter
reaches all the nmarkets of Northern Califorma. ..

.. . KNBC has the biggest. most loval andience i
the San Fraucisco-Oaklaud Metropolitan Market — the
seventl largest, fastest-growing major machet in Amerieca. PLUS-Market Case History
San Jose-Santa Clara
. Aud as a plus;, KNBC peuetrates the rvich, fast-growing markets

- S faro . g . e Populatian—288,938, on increase af 65.2 %
throughoutr Novtheru Califoruia. prus Markers  like Stoekton- P °

. 5 = . . o from 1940-1950
Modesto. U kiali-Mendoeino, Napa-Sauta Rosa, Santa Crnz-Moutevey
1 ¥,

Sacramento, Sau Jose-Sauta Clara, and Eureha-lhanboldt Comaty.

Effective Buying Income* — $415,346,000
up 166.4%

Retoil Soles* — $302,670,000, on increase

O\, T arkets — 1 > (o7
ALY RABC cau veaele all these markets —in one, big e

cconomical package. KNBC sales veps will show yon how...
e KNBC Audience —Week after week, olmost
nine-tenths (89%) of the radio fomilies

r T ~ . . - » 0 » Al M -
s deliver < PE K ¢ pack- .
KNBC delivers MORE PEOPLE (in one pack listen regularly to KNBC

agel)—at LESS COST per thonsand —than any
other advertising medinm in Northern California. *Soles Monagement’s 1951 Survey of Buying Power

Northern California’s NO. 1 Advertising Medium

50,000 Watts —680 K. C. Son Francisca Represented by NBC Spot Soles

-

4 SPONSOR

,j-.
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NETS MUST SPECIALIZE IN LOW-COST SHOWS, MAKING ABOUT-EACE FROM HIGH-PRICED ERA WHICH MAJOR BOWES OPENED

loes network radio
Vit ntare?

Everyene has an opinion. but most helieve

hity

that with structmral changes and expert

aggressive salesmaunship nets can thrive

21 MAY 1951

Does network radio have a
, J future?

The rate cuts, the economy moves at
\BC. and the possible sale of ABC
have spread confusion through all seg-
ments of network radio. (Although ne-
gotiations to sell ABC are temporarily
at a halt. the network is still expected
to go on the block. And the same par-
ties may later be involved. sroasor
tearned that, contrary to published re-
ports, CBS was in the meetings till the
final minute.) For the advertiser try-
ing to plan ahead. the atnrosphere 1=

Svehll

cloudy.

Wil network radio continue to be
the vital force it has been? Answers
on that key problem are many and
sharply divided.
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There i< a sizeable zronp which ar-
vues that because of the h'2h cost of
network TV and its i juate cover-
age network radio wil b an impor-
tant tool for advert for many
years to come, supporters
pointl to its economy operation for
advertiser= and agencics and it= abil-
ity to deliver high-quality shows at
low cost-p er-thousand.  One network
spon~or. I L. Dewey, manager of gen-
eral company advertising. E. I dulPont
de Nemonr< and Company ~ays, “Ou a
cost basis. which i~ the guide for am
advertiser. there is vet no medium to
approach radio for reaching the mass
A <how like CBS" unspon-
<ored Line-Up costx 90 cents per M.

audience.”

Net billings
Ist gquarter *50 vs. '51

CBS NBC ABC MBS
1950 $17.8 $17.0 $10.1 $4.4
1951 $19.7 $15.0 $8.6 $4 5
Chanqe +10.97 —10.450—14,69 +2.87
Fiqures in millions of dollars
Sou Publish [nfe Bureau

Network spokesmen feel that their
setups  will
they are the only organizations that
can produce top-noteh shows at a low

continue  strong  hecause

cosl-per-glation,

Not all networks have declined n
sales, One is at an all-time high. CBS

has~ achieved a 10.9%¢ increase in bill-
ings for the first quarter in 1951;
VMBS had a 2.87¢ increase for the same
Only \BC and ABC have the

sharp decreases. -

pm‘iu(l.

But network pessinnsts are legion.®
Some =ay that the days of the national
webs are numbered. This was prob-
ably put most bluntly by Merlin H.
(Deker Avlesworth in a Look article
two years ago. Avlesworth, first presi-
dent of NBCL caid. 1 predict that with-
in three vears the broadeast of =ound.
or ear radio, over giaut networks will
Powerful network tele-
vision will take its place”

be wiped out.
Now. be-
cause of the TV freeze and delays in
the “Deke™
\vlesworth ix extending the date when
TV networks will supplant the radio
webs by another two vears, “The dif-

laying co-axial - cable.

ference hetween two and three years is
only a detail of progress, however.” lie
(Please turn to page 72)

"Contribnting to
collations, ncluding Longines
(NBCY. Moves of snch
tienlarly  <ignifieant  when
total of wmetwork sponsors
200

the gloom are recent can
(CBSYy, Raleigh
advertisers  are  par
yon conwuder  that
nnmbers  less than
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WHAT AD MEN, RADIO EXECUTY

‘ e

J. M,

Allen.
radio fading away™

v.p.. Bristol-Myers:

It mnst be forexcen by now that the
future of rudio is semewhat like Gen-
cral MacArthur's old soldier who never
dies but just fades away.

At the peak ol radio coverage, 95%
of the 30 miillion families in the United
States had radio sets. Today television
set ownership is around 14 million and
has some distanee 10 go before there are
families as radio

as many television

funiilies. It seems, however. that with-
in the foreseeable future televisiou sets
will reach that satnration peint, Surveys
show that the radio gets very liule at-
tention onee a television set is installed.

Of conrse, while this is going an there
are large important areas where televi-
<jon is not availuble, Where television
is available there are periods of the day
when no television programs are being
presented. Many advertisers are now us-
ing these areas and these periods for
reach their audi-

radio advertising to

ences—and will continue to do so as
long as sueh audiences represent an ap-
preciable proportion of the 1total na-
tional market.

I am eonvinced that TV will eventual-

Iy cover the U. S.. and that present TV

stations will be on 18 honrs a day.

J. . MceConnell, pres.. NBC:
“radio’s fatnre healthy**

I believe radio has a healthy and con-

tinning futnre as a great advertising

mediun.

T'he problem as b see it is not a ques-

tion of whether television will swallow
up radio, but whether we broadeasters
will liave the ingenuity to shape both
these great serviees so that each will do
the most effeetive job. Each has a par-
tienlar job for whieh it’s best equipped;
cach can do a tremendously effeetive
job. Used together they can accomplish
more than any other medinm.

Radio’s job is to establish its basie
advertising values in comparison with
the values of ether media, sueh as mag-
oazines, newspapers, car cards, billboards,
ard so forth, It is inherent that emeo-
tion and imagination dominate in the
carly development of any medium. This
was true with the advent of radio broad-
casting. Many advertisers withdrew
from magazines to go into radio, but
with the arrival of a realistie attitude,
all media were reapprised as 10 their
each medium

proper values and

turned to its proper sphere. Radio and

re-

tclevision together give an advertiser

full eoverage, full impact, and full econ-
Radio will
from the Ameriean seenc than did news-
papers and magazines when radio

omy. no more disappear

broadcasting entered the picture. Radio

will, of course, undergo sowme major
changes, but that is part of its very his-
tory. The ability to change and adapt
itself to change made radio the great
medium that it is, and so it will be in
the future. The advent of television
merely spurs radio broadeasters to new

feats of ingenuity.

&
ad chief,
“aeonomy net radio’s hope®

Don Nathanson, Toni:

In my opinion, there is a definite fu-
ture for network radio . . . if .. . the
networks make the necessary adjust-
ments.

I'im not talking only of price adjust-
mients, but of programing adjustments,
operational adjustiments and sales ad-
The industry will have to

gear itself 10 a smaller andienee, both

justments.

davtime and nighttime. Yet, it will still
be a big and powerful audience in rela-
tion to other media.

The zreat hope of radio hes in its
ceonomy of operation. No other vehicle
of advertising can reach so many peo-
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ABOUT FUTURE OF NETWORKS

ple so inexpensively. lowever, in the
(lush of 1remenduns= profits, the indus-
try has mlled expense after expense to

.

its cost of doing hosiness. These ““ex-

* will have o go in radio’s futnre.

tras’
With fewer listeners, radio rates will
tumble, too (as they alrcady are doing).
It is not enough for a station 10 defend
its high rate on the promise that radio
still reaches more listeners per dollar
than TV, We are familiar with this par-
allel example: Yon pay more for a 4-
color spread in a magazine than yon do
for the same two pages in black and
white.
by the added impact of 4-colors.
Don’t let the radio industry kid itself.

TV has more

The cost differential is justified

impact than radio and
can, therefore, justifiably charge more
for each potential customer it reaches.

What is this ratio of added impaet
that television delivers—two 1o one, five
to one, or 10 1o one? That gnestion is
«till 10 be answered. Advertisers, televi-
sion, and radio men should attempt 10
determine the ratio. Onee they do this,
adjustments in radio rates can he made
on a fair and equitable basis,
will

Already. pro-

Program adjustments certainly
ke made in radio’s fmture.
gram costs are going down. Big budget
shows are becoming musenm relies. Bun,
lowering costs is only part of the pro-
gram story. A research study of the ra-
dio audience should be undertaken by
the nctworks.

For example, a regnlar TV listener
still drives a cary he still listens to his
radio in this car. As home listening
gaes down, car listening goes up in rel-
What types of pro-
That

kind of guestion will become more im-

ative importance.

grams do car listeners prefer?
portant as time goes on.

And, so the story gocs. The key word
is adjustment. Radio has a bright fu-

ture, if all of us in the indnstry don’t
gct blind looking at TV,

=1 it
R

M. 8. Jounes. gen, mgr.. KNX:
“regional net prospeets brighe”

The prospects for regional network
radio on the Pacific Coast are bright as
advertisers are increasingly aware of the
West’s vast sales potential.

21 MAY 1951

Cohimbia-PPacifie is  substantially

ubcad in its forecast for smmmer and

fall business. Onr foreecast shows June,
July, and Angnst to be higher than Jan-
nary, February, and Mareh of 1951, A«
a resnht of the new 109 rate reduction
we do not anticipate any drop in sum-
mer and fall nighttime billing,

Our Cohimbia-acifie San Francisco
office is showing a great billing stride.
We believe this indicates recognition by
astnte on-the-seene regional advertisers
of the great Pacifiec Coast population
increase of 50¢% within the last 10
yvears,

Currently our billings from Eastern
advertising centers is on the increase,
reflecting recognition by business gen-
crally that the great migration to the
Pacifie Coast is being felt in terms of
greater West Coast sales and that re-
zional radio is the most effeetive means

of reaching the arca.

J. M. Outler. gen. mgr., WSH:
“network programing may bhe on
verge of a renaissance™

Any prognosis of what’s ahead in
network radio mnst inclide several per-
tinent angles, One of these is the fuinre
attitnde of the
how dependent they may be on the net-

network afliliates and
works for programs and revenne. Then,
there is the presmmptive attitnde of the
networks toward their afliliated stations
——cither  program-wise or profit-wise.
And both these angles are strung on the
thin thread of the continned privilege
of the the
source of entertainment or information,

That
broadeasting is presently beyond debate.

audience to freely choose

there is a future for radio
But unless the independent network af-
filiates return to first principles and are
able 10 their

their own

both willing and serve

arcas  with resonrces, they

will continue to bhe vassal to and depen-
dent on the vagaries of a network con-
tract.

If radio tune-in has dropped off in

recent months, it is not ~o much be-

cause of the advent of television, per

se, as perhaps the fact that radio pro-
grams—nectwork and local—have them-
incentive for the

selves provided the

audience to seck entertainment  clse-
where.

It is not beyond good reasoning that
nctwork radio is on the verge of a ren-
aissance, and that today’s cirenmstanees
may precipitate better programs, better
program ideas, a better <erviee to Amer-
ican listeners, than has been the case in
the past. The fnture of network radio
is, 10 a karge extent, in the hands of the
network afliliates, Toleration of medi-
oerity can prodnee more of the same,

Contentment or lassitude means a
continnance of present conditions. The
quality of programs and furture progress
of network radio depends on the de-

mands made by the muliiplied outlets,

Beu Duffy. pres.. BBDO:
TV costs conld cause shift back
to radio™

If we are to determine the funrre of
network radio. we must necessarily look
bit.

In 1914, the toral expenditnres for

Fack a

national advertising amonnted to  less

than $1,000,000.000.

have

Today, some ad-

vertising agencics billings which
c¢xceeed this figure.

1t was in the late "20s that radio be-
gan to show its importance as an adyer-
tising medinm, At that time some peo-
ple anticipated that radio would even-
tunally put newspapers, magazines, ont-
door, and other media out of Dasiness,
Let us look at the recard:

Newspapers—National billing in 1929

$260.000.000. This

a banner yecar for newspapers. In no

amounted 1o wirs
previous yvear did the national volime
exceced this amount. In 1950, however,
national newspaper advertising vohime

amonnted to $419,000,000. h

that the percentage of newspaper adver-

is trme

tising as against total advertising yolmme
49¢% in 1929 10 31%

in 1950. Nevertheless, the fact remaine

decrcased from

that the overall national advertising ex-
penditnres incereased from 8532.000.000
in 1929 10 $1.166.,000.000 in 1950.
Therefore, with a smaller percentage of
total volhhme, the total national newspa-
per advertising dollar has more than
doubled.

(Please turn to page 79)
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RINSO AND SPRY SHARE CBS-TV "BIG TOWN" (WITH RADIO COUTERPART ON NBC) TO ATTRACT NIGHTTIME FEMALE AUDIENCE
1 i o

Howard n ‘ i aw. 2 i L2

Bloomgnist ' v

Howard Bloomquist, advertising manager for j = l )

Rinso and Spry at Lever Brothers, has shot , ’ . ‘A ) 24 . ® !

up fast in the advertising world. He's only

32. Born in Minneapolis, he graduated from

University of Minnesota, became assistant

ad manager for Pillsbury Mills and Toni. He .

ioined Lever December 1950, to handle Lux, Sales are up for hoth now that Lever has

recently shifted to Spry, Rinso. He has 1

ome in Greenwich, Conn., where he spends dropped glamour approach, returned

spare time gardening, listening to AM, TV,
to hard-selling dayvtime spot radio
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Not since the dynamic
Charles Luckman left the
presidency of Lever Brothers Conipany
in January. 1950, has there been so
much ad excitement for Rinso and
Spry. This year, the mammoth soap-
and-shortening company is spending
an estimated $3,500,000 to $4.000.000
to advertise those two products on ra-
dio and TV. No ringside tickets are
being sold. But trade spectators can
enjoy viewing a ding-dong battle royal
as Rinso and Spry try to recoup the
rales gains of their two doughty com-
petitors—Procter & Gamble’s Oxydol
and Crisco.

The current suds-and-shortening i
broglio reflects a new revamp in adver-
tising strategy for Lever Brothers.
Only recently is it recovering from the
decline it suffered during the post-war
years. When Luckman took on his
$300,000-a-year presidency in 1946,
the 36-year-old executive just about
altered the company’s advertising pol-
icy from stem to stern. Luckinan
was altracted to glamour show per-
sonalities; he spent much of Lever’s
some $20.000.000 annual ad budget
on big-time radio celebrity programs,
like The Bob Hope Show. In contrast,
Luckman decreased Rinso-Spry’s spot
radio ammunition. And he dropped
veteran daytime radio shows, like Big
Sister, a soap opera that had been sell-
ing Rinso for 10 years. (It was picked
up the next morning by P & G.)

By the end of his four-year tenure,
Luckman could boast of having the top
six radio shows on the Hooper roster.
ranging from the Lux Radio Theatre
to Amos 'n’ Andy. But in the mean-
time, P & G had doubled its earnings,
and Lever Brothers had tumbled for a
multimitlion-dollar loss. the first time
in memory it had ever lost money. A
study made by Fortune Magazine in
1950 reveals this interesting conrpari-
son of figures:

over-all

Sales and Profits After Inventory Adjustments
(Millions of dollars)

Lever Brothers Procter & Gamble

Year Salex Profits Sales  Profits
1946 150 8.0 346 23.0
1947 220 14.0 534 32.9
1948 260 6.6 724 42.4
1949 200 7.0 (deficit) 697 49.7

Since 1950, Luckman has retired to
pasture in Los Angeles, as partner in
the architect firm of Perrera & Luck-
man. Lever's new president. Jervis J.
Babb. an astute and experienced busi-
ness figure, recognizes the virtues of
hard-selling, if outwardly unspectacu-
lar, spot radio and daytime radio pro-
graming. This return to the tried-and-

21 MAY 1951

true verities is seen in lLever's current
broadcast advertising for Rinso and
Spry. Here’s the line-up:

For Rinso, Lever Brothers has been
using a stepped-up schedule of radio
announcements and partieipations over
210 stations in 70 major cities Its Rin-
son network artillery includes: the
10:15 to 10:30 a.m. portion of the
CBS Arthur Godfrey Show on his dailv
90-minute marathou. Mondays through
Fridays: one-third of the NBC radio
Big Town show. shared with Lifebuoy
Soap Tuesday mights; and one-half of
the CBS-TV Big Town, shared with
Spry Thursday nights.

For Spry, Lever Brothers has been
using an equally impressive spot ra-
dio barrage, directed to 180 statious in
75 major cities. Its Spry network
sehedule includes the daily use of the
Aunt Jenny soap opera, 12:15 to 12:30
a.m. on CBS radio; one-lralfl of TV Big
Town shared with Rinso. When Lever
began using the Arthur Godfrey Show
on radio in QOctober, 1950. Spry was
promoted for the first 13 weeks. But
after that, Rinso got the play froni the
indefatigable Godfrey.

Because Lever Drothers releases no
figures for its 30 main products (in-
cluding such varted lines as Rayve
Creme Shampoo. Harriet Hubbard
Ayer cosmetics and Pepsodent tooth
paste and brushes), it’s hard to deter-
mine the specific status of Rinso and
Spry. But trade insiders have no
doubts that these two brands have
upped sales considerably since Lever’s
shakeup.

According to Frank J. Reilly. editor
of Soap and Sanitary Chemicals mag-
azine, consumers hought 90.000.000
cases of packaged soaps and detergents
i 1950, (24 packages to a case) as
compared to 60.000.000 cases in 1949.
In the so-called svnthetic detergent
field, alone, P & G’s Tide 1s tops. easily
dwarfing Lever’s no-rinse Surf, which
oot a late start in promotion during
the Luckman regime. But in the
granulated soap race, Rinso has spurt-
ed ahead, handsomely. In January,
1950, Rinso’s sales were neck and
neck with Oxydol, but today Rinso is
selling 10% more than Oxydol, and
it’s also ahead of P & G’s Duz, trade
insiders believe.

Rinso has done more than increase
its sales at the expense of granulated
competitors. It has also boosted sales
despite the current vogue for deter-
gents,

(Please turn to page 58)

FPreseut Rinso, Spry AM shows

F. NBC's “Big Town" gives Rinso family following
2. "Aunt Jenny," CBS, sells Spry to women at noon

3. Godfrey morning pitch on CBS sells Rinso

In past, Rinso, Spry tended to big shows
like "Amos 'n' Andy" which was dropped
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What Ned Erish told
SPONSOR abomt TV

eeMadivon Square Garden had a ful

program of televicvion dnring the 1950-
51 season, and we still feel the ¢ffeets
on onr hox oflice are not partienlarly

damaging.

The New York Rangers were televised
from the start of the season, bt had a
poor year compe’u rly, so that the de-
cline in attendanee ecannot bhe attribnted
solehy to television, As a matter of faet.
when the team improved in the second
half of the season. the attendanee and
gate reeeipts rebonnded very nicels.

The basketball searon was marred by
conditions ontside of television, s~o that
we eannot get a trne pictnre of it. The
Hor<e Show, held in the first week of
November, 1950, had its best season ever
despite  televising  every  performance.
The Rodeo was not televised for the first
two weeks, and televised the last tweo
weeks withont any appreciable differ-
cnee in gate receipts, Boxing reeeipis
were off . bnt the atiractions were not up
1< par,

AH in alll onr conelnsions were that
the actmal televising of the evenis was
not nearly as damaging a« the great im-
provement in the overall guality of tele-
vision entertainment this past winter.
We still feel that feaching the tremend-
ous television andience will result in
the eventual inerease in the nnmber of
~ports fuans who will hecome spectator
fans as well as television viewers,**

ANED RIS, executive v.p.
Madison Square Garden Corp.

7% of people who bought tickets
to sporis seen first on TV

Nev

The telecasting of sports
Tw one of TV's most powerfnl

attractions — hangs by a
thread.

Some of the choicest events have al-
ready been hamied from video: many
of thix year's college football games.
for example. A dearth of televiewers.
lack of well-heeled sponsors. technical
problems? Not at all.

I°s <imply that sports promoters,
who own the precious television rights.
are getting nervous about the empty-
A pocketful of TV

if it doesn’t mean box-

seal situation,
money is fine
ofice starvation.

Since an advertiser can’t telecast a
sports event withont buving or arrang-
ing the rights to it. the promoter’s
nervousness iz catching. Many a spon-
sor's ad campaigu depends not on the
traditional problem of enough budget.
but on a particular promoter’s attitude
toward TV.

Despite the doleful complaints of the
more pessimiztic  promoters, there’s
evidence to show that televising sports
does not invariably knock boxoffice
sales in the head. To the contrary. it
often bolsters them in the long run—
particularly for lesser known sports,

e

hockey

]

|

roller derby

Does | hart Madison Squ;

survey indicates answer is “no”’; should

Latest straw in the wind is an in-
tengive survey of 1,116 WPIX. New
York, viewers who tuned in on New
York’s famed Madison Square Garden
during the past season. Results of the
survey. conducted for WPIX by the re-
search department of Hewitt, Ogilvy,
Benson & Mather, are reported here ex-
clusively for the first time by spoxnsor.

What makes the survey particularly
interesting and important is the unique
standing of Madison Square Garden
as a sports arena of top national prom-
inence. Millions know it as the mecca
for college and pro basketball. hockey,
track, boxing. Other millions of fans
remember the Garden for its presenta-
tions of the rodeo, horse show and dog
show, tennis. What happens here in
TV’s supposed joust with the box office
may well serve as a bellwether for
other decisions.

More pertinent to the sponsors of
last season’s 120 televised events is
the survey's eflect on next season.
since first-refusal rights are invelved.
The Local Chevrolet Dealers Associa-
tion signed for half the $500.000 pack-
age. with Webster Cigars and Instant

Chase & Sanborn Coffee (Standard

Brands) splitting the remaining half

“*Wonld yvon rather attend
or watch sport on TV?®Y

B e

_LJ basketball
d]' _____' hockey

} j football

I _] track

bexing

|
! !
]

wrestling

BOUGHT
TICKETS

WANT TO
BUY TICKETS

| | | boxing
| | -_H_‘ T | | wrestling
INTERESTED MTEND  walCH TV INTERESTED

|




rden’s h.o.

s of prometers

evenly. When Chevrolet pulled out in
mid-season Dbecause of defense produc-
tion’s impact on auto-making, Thom
McAn (Melville Shoe Corporation re-
tail chain} signed up for most of the
remaining unsponsored events,

Despite the subdued approval of
TV’s part in Garden operations ex-
pressed by its executive vice president,
Ned Irish (see statement at left ). next
season’s approval of Garden telecast-
ing is still unknown.

Even before the WPIX survey in
February 1951, there were encourag-
ing signs that TV was a help rather
than a headache in filling the Garden's
17,000 seats. Take the Horse Show.
for example. Ned Irish says it *had
its best season ever despite televising
every performance.” What happened
is that following the “social” opening
on the first night, which drew a fair
crowd, the second night gate dropped
off. Both performances were tele
vised. however. and on the third night
business picked up. On the remain-
ing three nights the Garden was
packed!

Analyzing this  box-office trend,
many observers might be inclined to
reword the Ned Irish statement above
to read: “it had its best season ever
because of televising every perform-
ance.”

Contrast the horse show situation
with what happened when pro tennis
came to Madison Square Garden. Net
star and promoter Bobby Riggs firmly
squelched the idea of TV coverage.
He apparently subscribed to the idea
that it would kill attendance. Came
the big night and a mere 3.500 people
walked leisurely into the Garden, pick-
ing their way through the 17,000 seats.
Tennis at the Garden had laid an egg.

The WPIX survey., like the Jerry
Jordan sports survey of a year ago,

(Please turn to page 76)

ndal hurt 1951 Garden basketball, but TY aided if’
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Uillman-1my
goes far
on it small
hudoet

d.j.’s

Colorful overcome

prejndice of  Americans

against cars from Britain

\ disk jockey on a West
Coast station recently wound

4 up his commercial on Hill-
man-Minx cars with the off-hand re-
mark :

“If you're 100 lazy 10 go to the
showroom and sec the Thillman-Minx,
send me a check and I'll buy one for
vou.” A few minutes after the pro-
crant was ofl the air the d.j. received
w phone call from a listener who said:
“Sav. 've never seen this British car.
I~ it really as good as< you said it was?™

The radio personality  courteously
as=ured s caller that every word of
Lis praise for the automobile was sin-
cere.

“Well. okav. I'm sending you a
chee this morning.”™ the man on the
other end told the startled d.i. The
check arrnvesd as promised. and the ra-
¢io personality fubfilled his part of the
deal by driving a Hillmen-Minx direet-

32

WCOP's Bragg (right) and Armstrong (left) work closely with Hillman-Minx Boston dealer Hamm (il

Iy to the door of his devoted listener.

This incident. probablyv the ultimate
in selling via a radio personality is re-
lated by a pleasantly amazed agency
man. Victor Seydel. radio and TV di-
rector. Anderson & Cairns. New York.
(Hillman-Minx is one of the accounts
that Anderson. Davis & Platte contrib-
uted in the recent merger with John
A. Cairns, Inc.) Though things like
this do not happen every dav. Seydel
(xplains that the incident does point
up a hey factor in the Hillman-Minx
radio success  the use of carefulhy se-
lected  personality - programs.  Greal
Britain’s Hillmen is now one ot the top
scllers among foreten vars in the UL S,

To appreciate the British advertis-
cr’s shrewd radio strategyv. vou have to
v back several vears ago when the
Rootes Groun of Great Britain intro-
duced 1s {hllman on the American
market. “Rootes had tremendous re-

sources as one of England’s leading
automotive producers.” says Donald

MacVicker, the agency’s account exec-

utive on the Rootes account. “But it
could not bring large funds into this
country for a strong advertising cam-
paign because of the restrichions on the
transfer of funds out of England.
Rootes had to finance advertising di-
rectly from car sales here. Promotion
resources had to be husbanded care-
fully. Every dollar had 10 be spent
with the maximum of advertising efh-
ciency, and that is why spot radio was
tried two vears ago.

‘We decided that the mast potent
wayv lo use spot radio was bv purchas-
ing earlv moming time on disk jockev
shows featuring personalities  with
large followings tn their communities.
Tests on the Jack Sterling show.
WCBS. New York, confirmed this the-
ory. and we began to expand slowly.
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Hillman dotes on the **personality boys® Firm's strategy is to use d.i.'s whosa
strong local following can melt iciness to foreign cars. D.i.'s use their own copy to sell

F. Jack Sterling is WCBS, New York, d.i.

2. "Morning in Maryland," WFBR, Baltimore
3. "Six O'Clock News' {pm), WGBS, Miami

J. Bill Layden, KFWB, L.A., exec. Tim Rootes
5. "Morning Watch” crew, WCOP, Boston

(3. Skitch Henderscn, WNBC, N. Y., and wife

That expansion has by no means come
to a stop,” Seydel points out. Eleven
markets are now covered by radio
through the national office, Rovtes Mo-
tors, Inc., plus a large number of pro-
grams and announcements put on by
the dealers.

The personality approach was de
sigued to overcome two handicaps that
imported cars face. First, Americans
are not accustomed to these cars. Sec-
ond, many foreign car makers have
come and gone in this country. leaving
owners of the cars with a big headache
when parts were needed. The strategy
worked out by the agency was aimed
at building confidence n the name
Hillman. Personal indorsement Iy
sueh figures as Sterling in New York
or Nelson Bragg, WCOP. Boston. is
stressed, all with the object of per-
sonalizing the unfamiliar Hillman
vame for Amerieans. To stir enthusi-
asm for the product among the talent,
dealers make the car available to them
for weckends or special trips. Once
they have driven the smooth-riding car
themselves, the d.j.’s go on the air with
a natural, convineing pitch that begins
with such typical phrases as. A buneh
of us went for a ride in the Hillman-
Minx Sunday and I wan to tell you...”

One large dealer, John N. Hamm.
British Motor Car Company, Boston,
told sPoNSOR how the personality ap-
proach works in his market. where Nel-
son Bragg, WCOP, d.j.. pushes the car.

“I think that the Hillman-Minx is a
product that demands personality sell-
ing and in my opinion the value ot
Nelson Bragg’s commercial is Nelson.
period. I think he’s tops in Boston ra-
dio for personality selling. His com-
mercials are conversational. When he
talks of maneuverability of the car he
speaks of ‘sneaking in and out of traf-
fie” It’s also a matter of faith with
iisteners. Nelson has something he De-
lieves in, and the people believe him.”

This is the way skilled exploitation
of radio’s unique personal hold on its
audience has paid off. “I figure that
at least 16% of total sales,” savs
Hamm, “are directly attributed to

Lim. For automobile selling that’s ter-
J »
rifie.

“In view of my past pessimisin as to
the value of radio advertising in mer-
chaudising the Hillman-Minx I feel in
tairness to you.” he wrote to WCOUI’
recently. “l should offer mny apolooy
at this time and acknowledge my ci1-
roucous thinking. Since you have
>l>rea(l the word Illrl)ugll Nelson Bragg.
we have had a very definite response
in sales volume directly attributable to
station WCOP.”

On the Coast KFWB. Los Angeles,
tells of typical results on its Bill Lay-
den Show. One dealer. Bob Robert-
in Hollywood, phoned Layden recent-
ly with the enthusiastic message that
Layden’s Saturday mormmg commer-
vial was directly responsible for selling
seven cars over the weekend-—a sizable
amount for foreign cars. In Baltimore
the Bittor{-Coburn Motors, Inc.. iz
finding that the WFDBR, Baltimore,
morning amouncements are bringing
heavy traflic into their showroom.

Radio’s contribution in the national
picture was praised with earnestness by
Robert A. Wimbush. Rootes Motors
sales manager. Wimbush. whose speech
is as British as his name, says, “Radio
has been extremely effective for us.”
He found it difficult to assess the me-
diun’s exact contribution to the large
boost in sales since magazines and
newspapers play a big part in the Hill-
man promotion. Newspapers, maga-
zines and radio share in the national
budget estimated at about $200.000 in
foreign car circles.

The potency of advertising is sharp-
ly evident in the registration figures
for foreign ears. These figures. aceord-
ing to the Automotive News, show
3279 Hillman cars registered in 1950
as contrasted with 575 in 1949. Regis-
tration figures run behind actual sales
by a number of weeks. And foreign
car people usually add about 1.000 te
the registration figure to get a more
zccurate sales picture: that would make
Hillman sales for 1950 abhout 4.279.
Austin - Motors Company. Hillman’s
most important competitor. had a reg-
istration figure of 5.452 units in 1950
against 3.642 the preceding year. Aus-
tin, not a consistent air user. is thus

(Please turn to page 60)
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Use of desk-top films, color slides, is

boon to buvers of AM/TV shows

S a® Not long ago, Trico Auto
%x Sz Parts Company (via Bald-
win, Bowers & Strachan. Buffalo) de-
cided to add WPIN-TV. New York. to
its spot TV list of 45 video stations.
The realization that TV was right for
them in New York was the result of
a unique film presentation- the Tele-
strip.

Trico had shunned New York be-
cause 1t fell few autos were us=ed there.
But I'ree & Peters. Ine.. by using a
portable filhm unit placed directhy on
the advertiser’s desk. revealed visually
that areas surrounding WPIX included
one of the nation’s best auto part re-
placement markets. So elated was Tri-

co with the fihm presentation that it
asked F & P to repeat the performance
as a merchandising device before the
spring sales meeting of the company’s
New York wholesale dealers.

The new visual technique that F & P
has adopted to sell TV markets and
programs may be used profitably by
sponsors themselves to merchandise
their advertising to their sales staffs.
The broadeast industry. which has
trailed other industries in using film
presentations. could also do wel in du-
plicating this visual aid. Recently, pto-
neers like the Associated Press and
the Broadcast Advertising Bureau have
found presentations via slides of enor

ETERS |

New Telestrip desk-top film unit is being studied (above) by Free & Peters salesmen. They'l use it e
visual presentation to clients. Typical film strip (left] viewed by admen shows Texas markefjie
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alter Thompsen: (l. to r.) Admen Laem-
-ethauer, Rorke, with F&P Demonstrator Kieling

mous dollar-and-cents value. Here are
typical comments from advertisers:

Said Patrick Gorman, advertising
manager for Philip Morris, Ltd., New
York: “The Telestrip is one of the best
sales tools | have ever seen for getting
the complete and concise facts from
seller to buyer. 1 may use it myself.”

Said Don Elliott, executive vice pres-
ident, Purity Bakeries. Chicago: “This
is one of the finest TV presentation
techniques I have seen.”

Most dramatic is the Telestrip, de-
veloped by Free & Peters and Burt
Kleerup. engineering vice president of
the Society for Visual Education. It
consists simply of a folding screen, a
small projector, and a strip of film.

“We’ve finally licked the problem of
selling TV ‘blind’,” says F & P’s na-

tional TV sales manager. I. E. Shower-

AP'S COLOR SLIDES GIVE SPONSORS

-
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Pnrity Boekeries: F&P Demonstrator Tynan with
Purity execs Brown, Elliott, Nieman observing (l. to r.)

man. “Radio has its recordings; print-
ed media have their easel presenta-
tions. Now TV. which was stymied by
the prohibitive cost of kinescope equip-
ment, has its visual tool for selling pro-
graming at the local station level.”
Not only is the Telestrip cheap (both
projector and screen cost less than
£100) : its visual impact works remark-
ably. The salesman, facing the pros-
pect across his desk, can pace his pic-
tures and sales story according to the
expression on the client’s face.

A variation of Telestrip. used suc-
cessfully by the AP. consists of a port-
able screen and a 25-minute color slide
presentation. “Your News and Its Rev-
enue Potential.” Oliver Gramling, as-
sistant general manager of the AP, un-
reels this compact unit before local sta-

INSIGHT INTO OPERATION OF NEWSROOMS,

PROOFS

tion owners. While the color slides are
shown. Gramling sells the broadcasters
on the dollars-and-cents values of ra-
dio news. The device is so simple-
he merely pushes a hutton to change
slides—that Gramling expects to give
similar demonstrations to admen.

The slides feature a cartoon charac-
ter, nicknamed Archy, who represents
a station time salesman (conceived by
Joe Cunningham, Al cartoonist, and
Art Miltenberger. commercial artist).
Archy is seen selling a local auto deal-
er on 8:00 a.an. newscasts (when 75%
of men listen) ; a feed store dealer on
market programs (when

noon news

85.3% of feed customers listen): a
coal dealer on weather reports in Au-
gust (for which 90% of all listeners
tune ).

x Kk %

(ABOVE) OF RADIO NEWS VALUE
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PPhilip Morris: F&P veepee Griffin gives vis
sales pitch to Ad Manager Gorman across the tal
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OVERCOMING HANDICAPS, KATE SMITH BROUGHT HOMEY TOUCH TO RADIO, UPPED SALES FOR SPONSORS LIKE GRAPE-NUTS

She has done 7,612

shows, grossed

$29.000,000 thus fai

mith's fiest 20 years

2

“Hello.

Ted Collins masterminded Kate's rise to top

36

] everybody.
. © With those words an un-
known singer named Kate Smith intro-
duced her first broadcast, a 15-minute
musical sustainer.  She closed the
show  -for which she received $50—
with a heartfelt “Thanks for listening.”
The date was I May 1931.

Two months later she went commer-
cial. and has been sponsored contin-

uously ever since.

In the 20 yecars that have elapsed.
she has done 7,012 radio programs.
for which advertisers paid $29,000,-
000, not including time costs.

Last fall she made her debut in tele-
vision with a five-times-a-week, Mon-
day through Friday, hour-long show
(NBC-TV, 1:00 to 5:00 pm.). To-

day, every minute of it is sponsored—
to the tune of over $£06.500,000 in an-
nual billings; and its average rating
on 63 outlets is a husky 25.0 (A.R.B.),
which, according to \NBC, adds up to
more than 10.000.000 viewers a week
—approximately twice as many as any
other program.

Yet it hasn’t been all milk and
honey. Except for the emergence of
TV, and the remarkable business acu-
men of Ted Collins, Kate might today
be on the toboggan.

Like Amos 'n” Andy some years be-
fore. Kate began to lose out in the
rating struggle. But along came day-
time TV. And Collins, pioneering
again, arranged an afternoon show on
TV. Tt had litile competition; gained

SPONSOR
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193 1-radio: Kate worked on NBC, went

astronomic ratings (for daytime). So
the shadow of the tohoggan is current-
ly forgotten as sponsors wait for avail-
abilities on a show that’s sold out.

On the basis of dollars-and-cents re-
sults, Kate Smith continues as a top
sales personality. Her phenomenal suc-
cess poses a series of key questions
whose answers add up to a composite
of what makes Kate Smith tick.

1. What keynotes her audience ap-
peal?

The late President Franklin D.
Roosevelt gave his answer when he in-
troduced Kate to the King and Queen
of England. The words of one of his-
tory’s greatest phrase makers were:
“This is Kate Smith—this is America.”
“Kate has what it takes,” is the way
Ted Collins. her close friend and nan-
ager, sums up her audience appeal.
“She has the common touch,” is the

21 MAY 1951

to CBS for LaPalins

laconic comment of a spon:zor waiting
for an availability on her TV show.
The dominant, tangible factors of her
mass popularity are her naturalness
and sincerity. These are reflected in
the sentimental, folksy quality of her
singing, and by her practice of going
to almost any length to bring what she
calls “a little sunshine” into the lives
of ailing people. Her patriotic appeals
and activities in the field of human re-
lations {described later in this article).
have substantially increased her per-
sonal stature and her value to spon-
sors.

2. How has her commercial tech-
nique evolved over the years?

Sales managers agree that a “nat-
ural salesman” relies, for the most
part, on an
proach. Top saleswoman Kate has not
changed her sales personality over the

mstinctive, simple uap-

1931-TV: Ten advertisers fill schedule of five hourly shows a week

vears. Her celling i: always marked
by the same qualities which are part of
her singing style.  An example of the
Smith-Collins’ emphasis on sincerity
prompted him to tell sPoNsOR that 1
made one big mistake in my 20 years
as a producer-—insofar as sponsors are
concerned. Much against my better
judgment. I allowed myself to be talked
into accepting a cigarette account for
a vear. - Since Kate doesn’t smoke. she
had no participation in the commer-
cials. The' efféct was so distasteful, |
refused to ‘allow the company to take
up the option.”

3. What innovations were made in
the format of her radio<program?

Just as a steadfast policy governed
commercials, there was an equally
steadfast policy on program format.
Always try the new is the Collins-

{Please turn to page 30)
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says advertisin

E Is the appeal in advertising
' ! being overworked today by
the use of too manyv superlative adjec-
tives. and those siened. sealed, and de-
livered fat <o much per delivery) tes-

timonials that are drifting into our
vervday reading and listening?

counselor George H. McCormick

Today's fixed pattern as cast in the
mold of common advertising usage
seems to indicate that it is—especially
those luxury item announcements that
crash into the climax of a program at
the most interesting point, and testimo-
nials previously prepared for outstand-

A langnage of their own: Amusing repartée below appeared in Space &
Time, billed as "dialog between two S & T subscribers, by Fairfax Downey"
[free lance writer and author). It aptly illustrates Mr. McCormick's complaint

*I was drinking a glass of tomato juice the other day. In response to
my beatific smile the hKttle woman remarked: “That’s the Insertname

Brand.

Its soothingly-extracted super-savor cannot be excelled!”

“Most interesting. But what is that sweet, sonorous, super-heterodyne
bl Al -

strain of nmrusic 1 hear?”

*“That’s my combined, angmented, super-symphonic Insertname Radio.”

“Did you know that the Joneses are due in Patagonia today? Let’s

telephone them.

The rates all over the world are so low now it’s

ridiculons.  Let’s put through an Insertname System call.”

“Soon as I've had another delicious cup of this 97.348% caffeine-free

Insertname Coffee.’

“I'lt bet your wife, who knows how to please the man in her life with a

man's brew, is smart enough 10 use Insertname Brand tooihpaste.

kAl

She flashed a pearly sniile, ““It’s the hydrogen iu it,” she said.

“My wife.”” he boasted, *“has a

snow-white laundry, super-flowing

drains, rose-ved nails.  Iler whole day, is a mass of big values.”

“Do you know iy doctor wanted nie 10 cnt out simoking ?”

“Ineredible!”

“1 said does Medical Science offer proof positive I should and when he ¢
replied he Ju~l thought I'd feel better I said that B Jot proof posi-

tive, it wasu't even positive proof.”

*Bally boy!™

“The trouble with you, doe,” 1 said,

uname Brand cigarettes which has
Car less irritating to Xerays.”

e stroked his chin «cientifically.
baeceo smoke cures people”

‘ < 3 e - .
“!lv wnn!dn'l give you aii cndorsemenmt? Pass him by, Don't coumt %
him, le'd throw yonr copy off .

“is von don't know abont Insert-

0009 less. nicotine and is naturally

e’

“That dectar didn’t kuow that to-

ka,
- e

!

George H. McCormick, of Houston, wrote ar-
ticle below out of pique at ad excesses. For
views of other adv. professionals, see p. 44.
“"Mack" had own adency in '20's, was publicity
director of KTRH; is now advertising counselor

ing personages, who are paraded in the
newspapers and magazines—ad libi-
tum. In the latter class, we have per-
sons who have a reputation for being
ultra exclusive—because of their pop-
ularity, social strata and/or financial

fibre.

It may sound a little oafish and un-
tutored to inquire. and without any
piquancy. “What have they geot that I
kaven’t got when it comes to appraising
quality ?”" But when Johnnie and Susie
Shopper do a big percentage of the
annual mass buying. isn't the idea of
relying too much on the elite for opin-
ion and testimony just a little crass?

Just for the moment let us dial your
radio station and hear your favorite
program. But as you push the button
and connection has been made, meticu-
lous Mercedes Scenario, star of radio,
screen and stage, informs you in dulcet
tones (we omit the studio or produc-

s plug), “I’m faithful to the luxuri-
ous charm afforded my delicately tex-
tured skin by Blah-Blah’s Oatimeal
Soap. 1 use it because chapping would
end my career, and Blah-Blah’s Oat-
meal Seap with its velvety, creamy,
feathery, sudsy suds keeps my skin so
clear, smooth, soft and radiant.”

Thus little Mercedes speaks her
piece, and as she speaks—her nionolo-
gistic effort is accompanied by music
written originally for “You made me
what T am today, I hope vou’re satis-
fied.”

Then pick up a copy of Ilis Fireside.
and on page 68 we find Mortimer
Jodhpurs leaning against ‘the fireplace
mn his country estate home. Yes, there
is Mort carelessly flicking the ash from

(Please turn to page 69)
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Alze you reoreplicssed abodd o MATUS

If so, UTP has 39 fine BRITISH FEATURES (22 have been made
since 1948) edited to speed up action and for censorship.

No epics — just mystery and light comedy drama. Call us now. ..
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The largest distributor of quality TV films

LCHICAGO: 360 N. Michigan Ave., Fl 6-2388 ® NEW YORK: 665 Fifth Ave., PL 3-6690 e BEVERLY HILLS: 226 N. Canon Dr., WE 8-918|
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LIPSTI(CK

SPONSOR: Wart & Shand
CAPSULE ¢ ASE HISTORY -

AGENCY : |

] e-niiniie ”(""

strati how, lepar 1mc

stich of th ! e T1

to 18 d out

davs. 1 was a

As a dir e (cost. X(
Wan & at 81.20
<1.209 / [ repeat b
WOALTY PROGRAM: Demc

KITCHEN KNIVES

SPONSOR: Home Test Products AGENCY: Direet

CAPSULE CASE HISTORY: The offer: a set of 10
kitchen knives at $4.95 per set. To reach prospects, the
company invited phone orders on their participation in the.
Charm Kitchen TI" show, Thuarsdays, 4:00-5:00 p.u. A
ter cight sueh announeements. Home Test Products pulled!
in 2.000 orders. Their TV expenditure of slightly under!
a thousand dollars bronght in a sales gross of $9.900. g
return. of alnost 10 to one on their T1” ad dollar.

WXYZ-T\. Detroit PROGRAN: Charm Kitchen!

SALAD DRESSING

SPONSOR: Heari's Food Product~ Co. AGENCY: Cramer-

Krasselt Co. |

CAPSULE CASE HISTORY:  This Milwaukee firm par

ticipates one-time weekly on a morning show, Betty Hans. |
comb’s Homemaker’s Fun Fest. Weekly expenditure: $65, |

The product they advertise on the show. a salad dressing,
is nsced in program recipes. TV is the only mass medium
on which the product is plugged in the Minneapolis-St.
Paul area. The assistant sales manager reports that sales
lave doubled in this market since these once-a-week an
nouncements were started.

KSTP-TV, Minneapolis PROGRAM: Homemaker’s Fun Fes

-

BANKING SERVICES

WASIIING MACHINES

SPONSOR: Central Natienal Bunk

CAPSULE CASE HISTORY:  Two objectives spurrcd this
Richmond bank’s entry into T1. First, they wanted to
keep their customers apprised of all banking facilities.
Secondly. they wanted to increase bank business. To ac-
complish this they purchased three chainbreak announce-
ments weekly for $112.50. After fonr months, the bank
reports incrcased activity in all departments. And. insti-
tution-wise. cnstomer comments have been most favorable.

AGENCY: Direct

WTVR, Richmond PROGRAM: Annomicenments

SPONSOR: Monitor Washing Machine-
CAPSULE CASE HISTORY:

AGENCY: Tullis Co.
The company offered a 10-

day free trial on their $49.95 machine. But first, to limil |

the number of trial machines. they added a qualifying
gimmick. Participations requested listeners to phone “in
the next half honr and namne the second largest city in the
U. S Two such annonncements costing 3108 pulled 44
leads. And the 44 free trial installations gave salesmen a
potential sales gross of $2.197.80.

KFLTV. Los Angeles PROGRAM: Are Ya Looking?

APPLIANCES

BEER

SPONSOR: Paramount Radio Shop AGENCY: Allen & Reynelds
CAPSULE CASE HISTORY A quick gross volume in-
crease was sought by this radio shop. And. to achieve
this, the firm sponsored two 30-niuate live telecasts week-
ly. one a give-away. the other a non-professional variety
show. The weekly expenditnre: 8210, Now, after a brief
period in TV Paramounnt reports, conservatively, a 2>5%
increase in gross volume; are able 10 trace a goodly por-
tion of this increase to their T advertising.

KMTY, Omaha PROGR AM: Paramount Peymy Auction:

Paramount Radip Plavhouse

SPONSOR: Acme Breweries

CAPSULE CASE HISTORY:  Acme’s  weekly audience
participation program started as a call-in give-away. Af-

AGENCY: Foote, Cone & Belding

ter three weeks. viewers were completely tying up tele-
phone exchanges and format was changed to “mail a card
in and get called.” Cards are coming in by the thou-
sands. And Acme’s ad manager reports that despite o
new label, a price increase and bad weather, Acme beer
sales are skyrocketing. Cost per program: $180.

PROGRAM: Watch and Win

RPIX, San Francisco

)



PHILLIES

and

ATHLETICS

Games on

WDEL-TV WGAL-TV
Wilmington, Del. Lanceaster, Penna.

Play Ball means that all Saturday home games of both
Phillies and Athletics are telecast over WGAL-TV

and WDEL-TV. This splendid baseball feature is important
on two counts. First, because it has definite appeal in -
these two markets. Second, because it is only one of a greaf
many special features which are the result of effecﬁve,
long-range programming. These two stations are increasing
their number of viewers constantly. They're keeping ‘
these growing audiencés loyal and responsive through
programs which are worthwhile and diversified. They offer
TV advertisers an unusc.rally fine opportunity for

profitable business. Investigate.

- WDEL-TV—Wilmington, Delaware
Only television station located in this market—
which is first in retail store purchasing; has
the highest per capita expenditure ;oﬁ any state.
Ly

WGAL-TV—Lancaster, Pennsylvanias’;. STEINMAN STATIONS
Clair R. McCollough,

Only TV station in this large, prosperous area e T
of Pennsylvania. Presents the top shows of
four networks: NBC, CBS, ABC and DuMont.

Producing outstanding sales results. ZV B C

TV « Afliliates

¥

*  Represented by -
ROBERT MEEKER Associates » CHICAGO - SAN FRANCISCO : NEW YORK - LOS ANGELES

21 MAY 1951 41



W RyvTHA

The Perfect Combini

) " Anthony, America’s
. \

Page, America’s Nunilk

and “The Queen of !:’pe

These kids are todayffy»al
tres, hotels and nighiri

. . . their fans are leghx
1

Send for special brochilii
two of the “‘hottest” peille
soon for sponsorship ovji

LANG-WO!

f

Network
113 WEST 571t .‘




lew radio program co-starring Ray
r dance band, and glamorous Patti
ile vocalist — *‘The King of Dance”’

perfect musical marriage.

7 are top attractions in leading thea-
ir recordings are current favorites

:asing daily.

‘this exciting NEW show co-starring
he entertainment field . . . available
wrth affiliated stations. It’s a natural!

|‘
|
I
i

FEATURE PROGRAMS. Ine.
at Local Station Cost
EW YORK 19, N. Y.
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The

picked panel
aANSwWers

Mr. Krauns

I am not one of
those people who
helieve that  the
mtellectual  level
of the average
adaht i~ that of
a 12-.year-old.
Many hold this
beliefl close to
% their hearts,

e<pecially  those

responsible  for
the many low-calibre programs being
fed to the radio and TV audience.
However, even if this theory were true,
my answer to your question would still

Mr. Black

be ves!

The average 12-year-old boy or girl
of todav. living in an era when revela-
tions of corruption in government,
sports. clc..  are commonplace, no
longer has the illusions that a young-
ster of the same age who lived 50 or
cven 25 years ago might have had.
The 12-year-old of today suspects that
noney may have had something to do
with a particular celebrity’s testimo-
nial.  And how right he is! If this is
the reaction of a youngster. the aver-
ave grown-up, whose illusions have
been worn thinner than the 12-ycar-
old’s, convinced by
celebrity testimonials on radio or TV.

certainly  isnt

However, other types of testimonials
can be very effective.  In one of our
new Vaseline Cream tair Tonic eom-
merecials, to be included in the Great-
est Fights of the Century TV series. an
average-looking young man, NOT a
celebrity. delivers a simple testimonial.
Iu my opinion. this kind of testimonial

44

e Spomsor asks...

Does the believability of your radio or TV com-
mercial suffer through the use of celebrity testi-

monials?

is a thousand times wmore believable.
and therefore more effective. than a
ecelebrity testimonial.

More and more celebrity testimoni-
als are appearing on TV. However,
this is not necessarily a sign that this
type of commercial brings results. In
many cases, the advertiser reasons that
since his newspaper ads feature celeb-
rity testimonials, he'll simply use the
same slant in hx TV advertising. But
this advertiser doesn’t realize there’s a
big difference between the two nedia.

Say, for example, that a sports celeb-
rity is being used. lt’s a simple mat-
ter to make up a newspaper or maga-
zine ad consisting of a photo of the
celebrity plus a quote in praise of the
product.  Although 1 don’t put much
stock in celebrity testimonials even for
newspaper and magazine ads, these
ads do contain a fair amount of be-
lievability. However, take the same
celebrity and have him read the same
lines for the TV camera -there vou
have a horse of another color. Your
celebrity may be a crackerjack ball-
player but when it comes to reading
his lines he usually sounds very un-
convineing.  Either he speaks in a
dreary monotone or he tries too hard
and  sounds insincere. His deadpan
expression is also a drawback. Add
all of this to an initial skepticism on
the part of the viewer and you end up
with a commercial that has a very low
helievability.

A commercial that does a good sell-
ing job. whether in radio or TV. must
have an air of sinceritv about it. In
my opinion, celchrity testimonials con-
vey a minimum of sincerity.

ALraN Brack
Radio-Television Director
Cayton, Inc.

New Yorl:

President

O. E. Kraus ‘ Personna Blade Company, Inc.

New York

The believability
of a radio or
television ¢ o m-
mercial using ce-
lebrity testimoni-
als depends upon
the product.
Since this type of
advertising is be-
ing used to such
a tremendous ex-
tent today. ut-
most care must govern ils use.

Mr. Smith

Products that require no physical ae-
tion for use can normally have celeb-
rity testimonials and be believable.
Products that require physical use, es-
pecially those in the household field.
are poor risks for commercials of this
lype as the public is well aware that
these individuals would never perform
tasks of this nature.

Details of the lives and living habits
of the motion picture stars as well as
personalities in the radio and television
field are completely covered in the
many fan magazines published about
the individuals in the entertainment
field. With these magazines enjoying
a large circulation, it is important for
the advertiser using celebrities in these
fields for his commercials to make sure
his product and the use of it would
blend with the living habits of the
individual.

Another drawback on commercials

of this nature is the over-use of certain
stars and celebrities, many of these ap-
pearing so frequently that all impact
and believability is lost.
Commercials of this nature have tre-
mendous impact for mmmediate view-
ing or listening as the name or picture
of a celebrity always captures atten-
tion. This is especially true of prod-
ucts  with “kid” appeal. The hero
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worship of the audience in this age
group will make them believe the en-
dorscments on any product of interest
to them.

Celebrity  testimonial commercials
can be, in my opinion, one of the
strongest types of spot radio commer-
cials but, as stated. can offer many
problems and must be used with the
utmost care and planning.

BiLL Smrru
Manager, Radio-T1 Department
Buchanan & Company

New York

No, provided cer-
tain most impor-
tant elements are
properly handled.
[t is an accepted
fact that through
the use of celch-
rities, you can
draw greater at-
tention to your
commercial. It is
also an accepted
{act that you have gained little in se-
curing greater attention if the commer-
cials fail to sell. Believability is only
another term for the selling impact of
a commercial.

At the Duane Jones Company, we
believe in the use of testimonial adver-
tising by celebrities. However, we are
most careful to use only those celebn-
ties that can be considered experts by
the public. For Sweectheart Soap we
use the world’s best known and most
beautiful cover girls. As beauty is
their business, we feel the public will
accept them as experts.

For another product. Mennen Spray
Deodorant, we use top sport celebrities
—baseball, golf, etc. We believe these
sports celebrities are qualified to dis-
cuss the relative effectiveness of deo-
dorants in that they perform violent
physical exercisesvand therefore tend
lo perspire to a greater degree than a
normal person.

We also believe that the copy used
1s most important. As a celebrity is
not necessarily a great actor or an-
nouncer, the copy should be prepared
for his particular style. In other words.
make 'your copy claims but in the nor-
mal conversational style of the celeb-
rity.

;M
Mr. Martin

GERRY MARTIN
Director of Television

Duane Jones Co.
New York
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Appears In Every Edition!

fu Bt

\\’l\\ ORLEANY } M

. Highy
2 Jz‘,_‘:"t "9hts

oK's Doles For G2

Gt e e font Y

oS

i B
C Smigy o fon.

y
p aten; o

W b ¢ alted Roat . l"\(‘ °~rno,,/ s |
PORUETN o5 { 95 p Tlsreny 5,
: e Loge Hiaee

(27 0.
ng? Orie
ANatey™ rageS leaq.
~—— 17, rh' Il;ln""
=

§
\m/"“ gradley W arns Emergency s

LEERAC S ER

jors Rebel At Hew Contep

e The front page—most widely read page of any news-
paper—carries this exclusive, daily feature which high-
lights WDSU programs. Every reader of the front page
of New Orleans’ leading afternoon newspaper, sees
this “"Highlights’’ Box.

NO OTHER NEW ORLEANS STATION OFFERS
THIS PROMOTION “PLUS” TO SPONSORS!

® Write, Wire
or Phone Your
JOHN BLAIR Man!
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more spoj

“Tremendous aid in selling Phillips 66 product‘%,""

0. E. BETTIS, Advertising Manage b
Phillips Petroleum Cctm

Bartlesville, Oklals
0
“We're more than happy with the results of ouhgi
AP sponsorship over KRMG," Advertising Man rscfe
ager Bettis reports. “Everyone in the PhlIIlps
organization is proud to be associated W|th|
KRMG and The Associated Press."”

P NE

L1

are buying Al

“My biggest advertising buy.”

W. T. HANNA From Henry B. Clay, General Manager of KWKH:

(Lincoln-Mercury Dealer) “The terrifically high ratings of our newscasts

Address-Hanna, Inc. Shreveport, La. explain the importance‘we place on AP. For ex: |

ample, the 8:00-8:15 A.M. Monday-Saturday AP

“The regular renewals on my 10:05 ¥.M. AP news news has a Share of Audience of 59.4%, greater
over KWKH are proof that I'm satisfied”, re- than all four competing stations combined.
ports Mr. Hanna. “Whether it's new cars, used Hooperatings range from 7.0 to 13.1 on the 40

cars, service or parts, news delivers the results. sponsored AP news programs we carry weekly.d |
I'll keep my AP newscasts as long as | possibly ‘

can and they will be the last thing I'll let go.”

“THIS

Hundreds of the country’s finest stations announce with pride . . .

STATION IS A MEMBER




m Robert B. Jones, Jr., KRMG General Man-
r: “In looking for an advertising vehicle for
llips 66, our first thought was AP news. The
son is that since the day we went on the air,
mail response has shown that our AP news-
ts created effective listener interest.”

R
L\ s
&: ¥

Associated Press...constantly on the job with

e a news report of 1,000,000 words every 24
hours!

¢ |eased news wires of 350,000 miles in U.S.
alone!

o exclusive state-by-state news circuits!
* 100 news bureaus in the U.S.!
o offices throughout the world!

¢ staff of 7200 augmented by member stations
and newspapers...more than 100,000 men
and women contributing daily!

For audience penetration with dynamic
sales impact...more advertisers choose
AP news to sponsor. AP news returns
the advertising dollar-investment many
times over...by building peak listenership
on a solid base of trust. Sponsors, Adver-
tising Agencies and Member Stations know
the value of AP's reputation for accuracy,
speed, thoroughness.

If you are not yet taking advantage of AP
news service...WRITE AT ONCE FOR
DETAILS.

I RADIO DIVISION]

THE ASSOCIATED PRESS

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




gy THEIR
METHODS
OF lNTERpgngNG
BMB FIGURES

Some agencies and advertisers i
have been unwittingly turning up ‘
the wrong answers through methods
of interpreting B M B figures I
which fail to eliminate the frequently
misleading popularity factor. |
This organization has developed “
a method of using BM B |
figures which keeps the record
straight on this important point
—and is therefore uniformly fair
to all types of stations, whether
NBC, CBS, ABC, Mutual
or Independent.

We will welcome the
opportunity to demonstrate
the value and soundness

of this method
to agencies and
advertisers anywhere.

c}41’éum W gn(

RADIO STATION REPRESENTATIVE
22 EAST 401h STREET ° NEW YORK 16, N. Y.

NEW YORK « ST. LOUIS
CHICAGO + LOS ANGELES + SAN FRANCISCO
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badio commercials...

by BOB FOREMAN
Radio’TV copy v.p., BBDO

H my own family is even vaguely
indicative. we average about 115 miles
per weekend these days with the radio
blaring every mile. It's mostly daytime
driving and on weekends, so our car-
listening is primarily restricted to disk
jockevs and baseball festivals —usual-
Iy on independent stations. This gives
us a stiff dosage of commercials—in
fact, it does more to kcep me up-to-
date on who's saying what than a
month of sedentary home-listening.

It's a kind of radio diet that gives
a listener more commercial repetition.
I believe, that he gets at home with
the high-rating network shows., Thus.
I. when driving, become as nearly a
normal radio listener (non-profession-
al. that 1) as | ever get to be and 1
can’t ever recall having heen repelled
by hearing the same nessage too of-
ten, whether that message is spoken,
sung. or gimnncked-up some other
wayv. All of which leads me to: when
does a radio announcement {or show
commercial) wear out? The answer
is: only half as fast as the sponsor
and account man think so. speaking

radio review

PRODUCT: Personna Precision Blades
(Personna Blade Company)

AGENCY: J. D. Tarcher, New York

PROGRAM: Gabriel Heatter, Mutual;
Live middle anncmt.

Whether or not you consider Mr. Heatter’s
treatment of this chaotic globe in keeping
with the sceriousness of same, his commercial

technique must offer a lesson in point. When

I last caught the framiic gentleman, he had
Personna Blades flanked by the batile of
Seonl—having launched his attack on razor-
blade economy with hardly a pause for
breath and certainly no diminntion of ardor.
1f you're one that looks for integration of
show and commercial, liere is the Wedding
of the Year. Personna was presented as
“real news" and the vital importance of the
new price-reduction as breathlessly dealt

conservatively. 1 daresay most copy
changes are made. not because of a
change in market-situation or in prod-
uct or in copy-approach. but because
sponsor thinks he isn’t working agency
hard enough. This could be the case
and thus serve some purpose, but mere-
ly redoing a commercial approach to
keep the writers limber and the ac-
count man lithe can very well destroy
something in which there is a sizable
investment. ['ve worked on one ac-
count that’s now into its fourth jingle
in as many years. The money spent
last year should be working for them
this year. But in this case it isn’t.
We're starting all over. Another ac-
count hasn’t changed its tune in 12
vears. They’re really cashing in. every
playing. Still another has changed its
message (because times made this es-
sential) but kept its tune. This is
adroit foot-work.

When I'm asked (and hardly a week
goes by without the question) how
long before an announcement should
be changed, | usually say: “I can’t

(Please turn to page 08)

with as Korea.

Those who are followers of this news-
caster, and there are many, cannot help but
be impressed and convinced by the way Mr.
lleatter sells his sponsors’ products. Some-
times, when in a soul-searching mood, I
draw the acid conclusion that this approach
is perhaps far more honest than that of those
other newscasters who pride themselves (and
their nctworks) on the fact that they re-
main totally aloof from the folks who are
footing the bill. Onc of these commentators
(as they prefer to be titled) graciously of-
fered 1o deliver a three second lead-in to a
comtmercial format 1 was preparing just so
long as no adjectives or other words of
praise were tncluded.

And the most high-handed case 1 ever ran
into was that of the big-name Hollywood
star-turned-commentator who proudly boasted
to mec that his contract stated he didn’t
even have to deliver his sponsor’s name any-
where in the entire 15 minutes. Tell me—
why do people buy these guys, huh?

SPONSOR




radio review

PRODUCT: Spud Cigarettes (Philip
Morris & Company, Ltd.)

AGENCY: Biow Company, New York
PROGRAM: One-minute spot anncmts.

Perhaps the snazziest new commercial
ditty that’s come my way of late is for Spud
Cigarettes, This opus has a lilt and bright
quality whicli serve to set the tune off from
its immediate neighbors (always the prol-
lem W jingle-production) and helps to an-
swer anotlier query that sponsors are cou-
stantly tossing at their agencies when the
latter comes up with a musical aunounce-
ment; namely, aren’t jingles outmoded? The
answer, of course, is, “No sir, not good
ones!” In fact, to ask whether jingles, as
such, should be relegated to the limbo
shared by the dodo and crystal set is like
asking aren’t all-type ads out-of-date. Not
when they’re done correctly for a produet
that should use them.

I might add in passing that one of the
prohlems inherent in all commercial lyrics
is the fact that you’ve got to warp your
sales-story to fit a meter and a rhyme scheme
which sometimes gets you caught off base.
For example, “mouth happy” is an impor-
tant theme-phrase in the Spud story but in
the jingle it’s pretty well lost in the rhythm
of the lyric since the word “mouth” is a
throw-away and the accent hits on the “hap”
of *happy.” Listen carefully and you'll see
what a job the producers of the jingle had
in getting the phrase to register at all.

radio review

PRODUCT: Carolina Rice (River Brand
Rice Mills)

AGENCY: Donahue & Coe, New York
PROGRAM: One-minute spot anncmts.

Carolina Rice, you might think, is just
about as prosaic a subject as a lyricist might
encounter. But, undaunted, the product is
airing a singing commercial which both
musically and talent-wise is as pleasant as
a pop tune. In fact, the ditty is patterned
after a pop number rather than the hrief
repetitive and utterly simple format of the
usual commercial opus. As such it doesn't
provide the immediate impact, instantaneous
recognition, but actnally Carolina Rice’s
theme song has a more insidious, and possi-
bly more lasting, effect. Once the tune sticks
to you, I think it’s bound to stay. The blues
effect is most attractive and the gal who
does the solo puts more sex in a kernel of
rice than I, for omne, had ever imagined
possible, In answer to the query posed in
this department (abeve), lere’s a singing
commercial which T don’t believe will ever
become cloying.
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23 years of service and smart programming have made and
kept WMMN in number 1 position in the rich north-cen-

tral West Virginia area.

WMMN is the only station programmed and powered to
serve both day and night the 18 counties that comprise a healthy

portion of the state of West Virginia.

7/ pawer
packed

])roducer

of sales

5000 watts Represented by KATZ

VVAVIVIIN

A FORT INDUSTRY STATION
Mailing Address, Fairmont, W. Va.

— —

——— ]

49




Summer is only colossal!




Take a long look at Southern California
in the Summertime.

In this land of superlatives nearly !1 of all retail
sales (24.4%) are made in June, July, August.
Summer food store sales of $1,473,577,000 are
higher than they are during the Winter.

Vacation figures? Colossal, too. More than
2,500,000 tourists visited Southern California
last year. .. and 40% during the Summertime.

One more colossal fact. Winter and Summer

Southern California radios attract the same big
audience. Sets-in-use reveal only a slight differ-
ence. 21.1 in Nov.-Dec. and 20.2 in July-Aug.
And, of course, 50,000 watt KNX commands the
largest share of this audience in Summer just
as it does every other season.

To make your Sumimer sales colossal just ask
Radio Sales about the most-listened-to station

in Southern California. . ..

KNX Los Angeles

Source material on request.




REPORT TO SPONSORS for 21 May 1951
Continued from page 2)
uare Garden executive vice president, indi-
cates he regards TV as asset. WPIX survey,
itude of Irish, should help convince other
promoters to allow television. At stake are
valuable franchises for many regional, national
advertisers.

RADIO LISTENINC STRONGER AMONG LONG-TIME J
vV SET OWNERS, WOR STUDY FINDS—Adding to |
svidence furnished by Trendex study recently,

WOR, New York, survey by Pulse shows that long-
time set owners listen to radio much more than _
new TV homes. Families with TV sets for over 2
vears spent 50% more time listening to radio than
9 months or less owners. And they devoted 19%
less time to TV.

“10 YEARS OF UNQER-SELLING’:—-—Grey Matter,
newsletter published by Grey Advertising

Agency, recently addressed pithy comments on
current sales slowdowns to retailers. Grey
Matter termed retail recession "shortage of

shortages, " warned that "currently we are suffer-
ing more from under-selling than over-produc-

THERE'S NO guess work tion. Indeed, we have had just about 10 years of
when Bill Wright of the NY under-selling." Grey comments add to chorus
Katz office tells agency time from agency executives who point out that, pro-

buyers about WGBS leadership.
For WGBS now leads the
second station by 78%, the

portionately, advertising is getting less and
less of sales dollar, despite over-all increase

third station by 80% in el Gl AR
daytime quarter hour averages! LUCKIES COMMERCIAL “BEST LIKED” IN SURVEY OF
VIEWERS—Lucky Strike commercials led "liked |
. best" list in viewer survey by John Meck Indus- J
From the desk of és ,
BILL WRIGHT: tries; got 70 votes compared with 8 for second- |

This summer will be the biggest
in greater Miami history,

place Dill's tobacco, 5 for third-place 014 Gold.

according to all signs . . . hotel Sample was too small (154 replying out of 500
and travel reservations, tourist . . .

tacilities, employment, general queried) to yield definitive conclusions.
business conditions, Get your

share of s er profits, too, b
Telling your story on WGBS, AMERICAN ADVERTISERS HEAVY USERS OF SOUTH
AFRICA RADIO—Lourenco Marques Radio, Johannes-
| burg, reports new business and renewals from

many of same firms which are heavy users of air
inU. S. Atlantic Refining, Bayer Aspirin, Vick,
Ovaltine are among buyers of time on South African
radio. Reader's Digest, which uses announce-
ments 5 days weekly, reports: "We have proof that
radio advertising from here has substantially
stimulated sales." |
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Salesmaker to the Central South

During 1950, a work garment
manufacturer with one WSM half-hour
program a week increased his Central

South sales by 21 percent!

Radio Stations Everywhere
But Only One...

NASHVILLE

... with a talent staff of 200 top name
entertainers . . . production facilities that

originate 17 network shows each week
... a loyal audience of millions that sets

its dial on 650 . .. and leaves it there!

CLEAR CHANNEL
‘g 50,000 WATTS

TSEE o S, e B8 SR R A T
Rz \r.".aki‘si&‘{% IRVING WAUGH Cammercial Manager
EDWARD PETRY & CO., natianal Representative
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5 STATIONG
[N | MARKET
OFFER THEIR
COMBINED
AUDIENCE

(the second largest in the area)

2§ a unit buy
at lowest
cost

per listener

This is the effective new way to

buy Daytime Radio Coverage.

WASHINGTON, D. C.
METROPOLITAN
NETWORK

WARL 83 e

Md.
WBEE £ A&l

WERK 2t 25
WGAY i

dria, Va.
WPIK 736"&" 1abo W.

For details, write or phone Jack Koste,
Indie Salea, Inc.. mational repa., 60 E.
sond St., NYC—MUrray Hill 2-4813; or
J. Douglas Freeman, commercial man-
ager, Munsey Bldg., 1329 E St., N.W.,
Washington, D. C.—STerling 1772,

54

This SPONSOR department features capsuled reports ot
broadcast advertising significance culled from all seg-
welcomed.

ments of the industry. Contributions are

Famed stars sell Emerson radios on local level

Big name stars in a 30-minute tran-
scribed show will xpearhead the latest
radio advertising drive of the Emerson
Radio and Phonograph Corporation of

Robbins and Jane Pickens form talent duo

New York. Budgeted at 5100.000 for
each 13-week ¢ycle. the show is sched-
uled for one radio station i each of
the TV markets.

The program, Robbins Nest. was
packaged and produced by Emerson’s
agency, Getschal & Richard. Inc.: <aid
Richard Ash. ageney vice president:
“The show has more of a local flavor

than one put out by a transcription
firm: it ties the Emerson “sell” direct-
ly to a store. Local sponsorship of this
show ix similar to putting the dealer
name into an Emerson ad mat, with
the added advantage of interviews with
top names like Ella Fitzgerald, Milton
Rerle. Ava Gardner. Perry Como. Kyle
MeDonnell”

\ cue-in is provided. after the tran-
scribed interviews. allowing the station
announcer to introduce a local listen-
er's record request.

Fred Robbins. the show’s muc., de-
livers three Emecrson commercials
each transcribed show. Then. at the
close of each Robbins” commercial. the
local announcer airs the local dealer’s
message.

The show. designed to increase TV
set sales. is free to dealers and distrib-
utors. and station time is chargeable
against the distributor’s advertising
fund: the dealer pays 50¢. Distribu-
tors can arrange to run the program

with from one to five dealers a week.
* Kk k&

Customer is alwways right on Ayres’ shopping show

L. S Ayres & Company. Indianapo-
lis department store. has a simple pro-
gram formula for its Ayres’ T1” Shop-
ping Guide. Their policy: let viewer-
customers decide on how the show is
1o be presented.

The program. telccast on WIFBM-
TV. Indianapolis. reaches anr audience
within a d40-nmile radius of the city.
Thus letters and calls from eities like
Terre Haute. Anderson. Plainfield. and
Fort Wayne, have mfluenced program
content and format since 1ts start on 5
Febrnary. This format is the result:

First, nrerchandising personuel <se-
lect itens of best value: then they de-
ctde if an em has visual appeal and
suggest methods of presentation. Then.
from viewer conments, items for each
dav’s TV presentation are sclieduled,

Typical comments are: “1 like the me-
dium price range of items presented”

or “I like the idea of giving the
price so that we can determine what
we want to buy.”

Similar comments are taken into
consideration when information about
cach item is compiled including the
possibilities of a demonstration by a
model. salesperson. or manufacturer’s
representative,

Carolyn Ackors, the show’s “TV
Salesperson” explains her sales philos-
ophy in rhyme:

Select the itemn
Mdake it sell

Time tt, try 1t
Then vou tell

‘Bout size and color
The use and all. * &k %
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“Off-season’ show reaps S193,000 implement gross

Ordinarily the winter months are
bad for farm implement dealers. Farm-
crs are just not interested in buying
machinery when there's a foot or two

Radio put "sold" sign on tractors for dealer

of snow on the ground and normally
combine sales start around 15 June.
But this past winter. George McCul-

loch. local Massey-Harris dealer at
Brandon, Manitoba. decided to experi-
ment with radio and gct the jump on
competitors,

thirds of his

The result: he did two-
1951 Dbusiness in two
months, January and Februar.
Starting 1 January. the implement
dealer Lought a Weather Roundup on
CKX. Brandon, on weekdays at 12:25
p.n. The program, costing under $200
& month. included a fanfare, an 18-
word introduction, a 50-80 word com-
mercial: then a brief weather report.
ending with a 50-60 word commereial.
The results were amazing. Up to 28
February, MeCulloch sold 40 Massey-
Harris combines. Thirty of them sold
for 85.100 each; the other ten—smaller
models—averaged $4.000 apiece for a
sales gross of 8193,000 on a radio ex-
penditure of under £400, * X

Singers transceribe special occasion salutes

Greeting card manufacturers have
made holiday and special occasion
commemorations big business. Now
there’s a growing trend toward special
transcribed program offerings avail-
able to advertisers who want to capi-
talize on holiday promotions.

Newest of these offerings was a set
of five 15-minute programs readied for
Mother’s Day by Associated Program

Briefly . ..

General MacArthur's visit to Mil-
waukee on 27 April was marked by
complete coverage of the event, with a

Milwaukee station execs plan MacArthur net

“MacArthur Network™ formed by five
Milwaukee stations. WEMP., WFOX,
WISN, WMAW, WMIL. giving a sev-
en-hour eontinuous broadcast. G. W.
Grignon. WISN general manager.
headed the organizing of the network.

21 MAY 1951

Service. Featuring singers Vie Da-
mone. ’hil Brito. Robert Merrill, Hayes
Gordon and Guy Mitchell the programs
were reproduced for ready use on the
five days preceding Mother’s Day or as
a tandem operation saluting American
mothers on the day itself. A similar se-
ries featuring vocalists Evelyn Knight,
Mindy Carson, Kay Armen and others
will be available for Father’s Day. *%*

A 72-minute recording of excerpts
from WTAG’s daily program schedule
for the indoctrination of sales repre-
sentatives is the idea of Robert J.
Brown, the station’s commercial man-
ager. Played for executives of the Paul
H. Raymer Company recenily, Brown
thinks it’s the ideal way of letting the
reps know what they’re selling.

WTAG's Brown, Krueger, Raymer's McKinnie

The

The latest Pulse of Birmingham
proves once again that WAPL news
is hot news for advertisers. It shows
that WAPI broadcasts eight out of
the top ten news programs. day and

night. Monday through Friday *

best

Best is the word for WAPI news
And for WAPDs star newseasters,
Newsmen like CBS” Edward R,
Murrow (12.9 rating) and WAPDs
Lionel Baxter (9.0 rating, 5:30-5:45

p.m.. Monday through Friday).*

Nnews

News and more news is what Ala-
bama listeners demand. Which
makes WAPI news great news for
you, too. Because all Alabama is
booming with new industry and
loaded with spending money.

Iu cases where WAPI quarter-hour
iews shows compete with other loeal
programs, Pulse shows WAPI news
always gets a higher rating. You get

a bigger audience (more customers)
when you ehoose WAPT news.*

Alabama

Alabama-hound advertisers who
know a good buy when they sec onz
should look in on WAPI and get the
news. For complete details and avail-
zbilitics, get in touch with the

nearest Radio Sales office or..,

*Pulse: Mar.-Apr. 1951; Mon.-Fri.

WAP!

“The Voice of Alabama”
CBS in Birmingham
Represented by Radio Sales
55
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Scarce as good time and program availabilities are today, hardly a week ever

= —

goes by in which F&P doesn’t have at least a few #9p opportunities in the
important markets listed at the right. Over a period of time, we can help you
build such a choice selection of high-rated, low-cost programs that you may

wonder why you ever even considered mere announcements.

Talk it over with F&P, and let us do some digging for you. That's the way

we /like to work, here in this pioneer organization of radio and television

=]

station representatives.

—— o mmg——

E & p CTERS, INC.

Pioneer Radio and Television Slalion Representalives ‘i
Since 1932

NEW YORK CHICAGO
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO




MINNEAPOLIS-ST. PAUL?

EAST, SOUTHEAST

WBZ-WBZA Boston-Springfield NBC 50,000
WGR Buffalo CBS 5,000
WMCA New York IND. 5,000
KYW Philadelphia NBC 50,000
KDKA Pittsburgh NBC 50,000
WFBL Syracuse CBS 5,000
WCSC Charleston, S. C. CBS 5,000
WIS Columbia, S. C. NBC 5,000
WGH Norfolk ABC 5,000
WPTF Raleigh NBC 50,000
WDBJ Roanoke CBS 5,000

MIDWEST, SOUTHWEST

WHO Des Moines NBC 50,000
. WOC Davenport NBC 5,000
WDSM Duluth-Superior ABC 5,000
WDAY Fargo NBC 5,000
WOWO Fort Wayne NBC 10,000
KMBC-KFRM Kansas City CBS 5,000
WAVE Louisville NBC 5,000
WTCN Minneapolis-St. Paul ABC 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KSD St. Louis NBC 5,000
KFDM Beaumont ~ ABC 5,000
KRIS Corpus Christi NBC 1,000
WBAP Ft. Worth-Dallas NBC-ABC 50,000
KXYZ Houston ABC 5,000
KTSA San Antonio CBS 5,000

MOUNTAIN AND WEST

KOB Albuquerque NBC 50,000
KDSH Boise CBS 5,000
KVOD Denver ABC 5,000
KGMB-KHBC Honolulu-Hilo CBS 5,000
KEX Portland, Ore. ABC 50,000

KIRO Seattle CBS 50,000
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“We've been spending well over
509% of our total ad budget for Rinso
and Spry on radio and TV. There are
several reasons. One is that broadcast
.dvertising packs such a wallop. An-
other is that radio—especially daytime
radio reaches a larger audience at a
lower cost than anv other medium.”

When azked why he devoted the rest
of the 3097 advertising appropriations
largeh to newspapers and Sunday sup-
plements and spurned slick magazines,
Bloomquist replied: “Newspapers and
conne supplements provide us with se-
lective market selling. But when it
comes to the matter of mass selling, we
favor radio, rather than magazines, be-
cause of radio’s blanket coverage.”

Mass coverage. with an emphasis on
female listenership. seems to have been
the key broadcast advertising formula
for Rinso and Spry right from the be-
sinning. Anyway, that’s what a glance
at their advertising  history  would
strongly suggest.

America’s first granulated
laundry soap for heavy-duty washing.
started in this country quietly in 1919,
& product of the gigantic Anglo-Dutch
Unilever combine with headquarters in
London. Eleven years later, in 1930,
Rinso had grown big enough to war-

Rinso,

rant a radio program. It made its
debut. significantly, on a daylime soap
cpera, Ted aud Jean, heard every
morning from 11:30 to 11:45 over
seven stations of the old NBC Red Net-
“I(’)rk.

After that. with the chaperoning of
Ruthrauff & Ryan (which had aggres-
sively taken on the account in 1926}
Rinso began a long and blissful mar-
riage with radio. At first, the stress
was on soap operas, like What Hap-
pened to Jaue? (1930 to 1931) and
Big Sister (1936 to 1946). But grad-
ually, beginning in 1936, Rinso turned
its affections also toward variety and
big-time dramatic shows.

In 1936 to 1937, for example, Rinso
squired the Tuesday night Al Jolson
Show, which featured such dazzling
old-timers as the Mammy-singer him-
self. Martha Rae. Sid Sikvers. Victor
Young's orchestra, Pakyakakus, Frank
Fave. and Zasu Pitts. That same year,
1936, Rinso sponsoved Laugh with
Ken Murray. and it featured Fie Ar-
den. Russ Morgan., Phil Regan and
Jack Oakie. Then. in 1937, it began
radio’s Big Towu, an enormous Hoop-
erating bonanza, with Edward G. Rob-
inson as the hardboiled managing edi-

tor and Claire Trevor as his Girl Fri-
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BIGGEST SLICE! S
WGAR still delivers the largest slice of -
pie. WGAR leads a// Cleveland stations in
share of audience (Hooper, October’50 —
February ’51) ... more than the two next-
best stations combined! Further proof of
WGAR'’s popularity is the winning of the
Cleveland Press Radio Poll for the fifth
consecutive year. WGAR has the listeners.
WGAR is the best buy.

SAFETY FIRST!

“So Help Me—It’s The Truth”...WGAR has won another
award for its series of programs by that title. Mr. J. C. Hiestand
(right) presents WGAR script writer Jim Orgill (left) with
the Qutstanding Achievement Award of The Ohio State Safety
Council. In the interest of public service, WGAR has author-
ized the production of these shows over 14 Ohio stations.

CAPITAL BUY!

WGAR makes capital of
news in the nation’s capital
with two fully accredited
Washington correspondents
and reporters. Kay Halle
(right) and Gunnar Back

DONALD C. HYDE?

The man with the pipe is Donald C. Hyde.
Two men? Two pipes? Two Donald C.
Hydes! WGAR'’s special events director
(right) conducts “Ask City Hall”. He is
well versed on public issues and current
local problems. In this instance, Donald
C. Hyde (left) of the Cleveland Transit
System is answering queries on public
transportation. The similarity of these
names is as synonymous as WGAR and

PUBLIC SERVICE! Ask anvone.

WGAR Cleveland
50,000 WATIS ... CBS

®
%,

ot AN
“’wuuul“
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RADIO. .. AMERICA’S GREATEST ADVERTISING MEDIUM o,

bring Northern Ohio listen-
ers the reactions of their
legislators to significant
events, often in their own
voices, plus human interest
stories. This exclusive feature
is available for sponsorship.

";:‘ Represented Nationally by

~  Edward Petry & Company
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... and in Buffalo
CBS is WGR
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18 of the 20 top-rated (’ TN
programs are on CBS Q\

o

RAND BUILDING, BUFFALO 3, N. Y.

National Representatives: Free & Peters, Inc.

lea J. ("Fitz") Fitzpatrick
L. R (“lke”) Lounsberry

dav. Lorelei. Ultimately. in the "40’s,
it bankrolled such nighttinte radio vet-
erans as Mavor of the Toun (1912 to
19431, starring Lionel Barrymore and
Agnes Moorhead, and Amos 'n° Andy
(1943 to 19511, starring, of course.
the great burnt-cork jesters, who are
row phing their humor for Rexall
Drugs.

Rinso hopped onto the spot radio
bandwagon heavily in 1942, It was
then that it tried its new “Rinso white,
Rinso new.” singing commercial on ra-
dio stations in the New York area.
“The results were remarkable.” says
ad manager Bloomquist. “After only
six weeks, a studv showed that 629%
of the women questioned could iden-
tify our spot announcements. And af-
ter 14 weeks. when women in Syracuse
id Hartford, Conn.. were surveved,
3 had heard it on the radio. and
) could identify it correctly.”
Unlike Rinso. Spry. the all-vegetable
~hortening. made its broadcast debut
with announcenients. When the prod-
vet first came out on the market in
10306, it was only distributed on a re-
gional basi<. The problem was to build
up its name, and Ruthraufl & Ryan
found the answer. The agency execu-
tives noted that station breaks. whicl
heretofore had heen used entirely by
watch manufacturers. like Bulova.
seemed ideal for Spry announcements.

“The results”™  says  Bloomquist,
“were outstanding. So much so. that
Spry used these brief announcements
successfulh for a number of vears.”

By 1937, station breaks had estab-
lished the Spry brand name sufficient-
Iv for the produet to take on a network
show. This it did with Aunt Jenny. a
CBS daytime series that it has con-
t'nued to this day. In the interim.
Spry has sponsored the half-hour quiz
show, Uncle Jim’s Question Bee (1910
to 19411, and it has participated. with
tinso. in bank-rolling the Saturday
morning Vaudeville Theatre of the Air,
starring  Marty  May as mee. Dick
Todd, the singer. and the comies.
Kemp & Mack.

Lever, apparently, believes in intra-

1
«
€

(

.
e
«
(W1
[9]
(93

mural sponsorship of its stable of
products, For some time. it even had
Spry participating in Lux Radio The-
atre. In this case. Spry was given a
“hitch-hike.” with the Lux show ended
30 seconds carly. and this spare time
devoted to a Spry commereial.

Asked whether  joint Rinso-Spry
sponsorship of the 'tV Big Town

i doesn’t weaken the potency of the com-
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e 7-BAND WORLD-WIDE
RECEPTION

e WEATHER and MARINE
COVERAGE

MODEL ‘401"

Built to OUTPERFORM any
other portable in its price
class! DialSpeaker design
for better tone. Maroon or
Gray. AC, DC or Battery.

NEW ZENITH SUPER
TRANS-OCEANIC

—world’sfinest,mostpower-
ful radio, it’s in a class by
itself! Designed to perforn
under the most difficult con-
ditions . . . virtually any-
where, ANYTIME!

o COMPLETELY
HUMIDITY-PROOFED

e PLAYS on TRAINS,
PLANES and SHIPS

THE UNIVERSAL

Plays even where other
portables fail! Tip-Top dial
1s easy to read. Black or
Brown leather-grained
case. AC, DC, or Battery.

Display material .. . promotion ma-

terial that's really SALES-PACKED!
New 3-piece portable display that’s

1 EFFECTIVE FOR FULL LINE ., . OR IN-

et ¥

IN ADVERTISING!

- \
Lttt
[ty

DIVIDUAL usage. Dealer Promotion

Kit. .. contains every-
thing for a record-

breaking Portable
Year! Streamers, stuff-
ers, hard-selling
newspaper ads.

National ad-campaign
KICKS-OFF a sales drive in
your own neighborhood.
The result... sales volume
in portables that you've
never realized before!

ZENITH RADIO CORPORATION, CHICAGO, 38 " kioiouiccivamesy -
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PORTABLES

wow e RADIO
and TELEVISION
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wercials of each product. Bloomquist

sa “No. b t r ducts aren’t
competitive.  Of ve'd prefer
) vidual progra wch. But the
V are igh, we feel

. { bill jointly, in

m | Any-

i~ doing a
|

. both Rinso

efficientlv by Lee

A\t Ruthraufl
and Spry are har

Frierson. account rvisor, aided by
Walh  Righy. ac execulive, and

Frederic :’,1;.“;!1;. assistant  account
cxecutive, Tl

ided

copy s

A. Mat-

nercial

| .
cenerath by Henry

LAKE

MICHIGAN

‘ CHICAGO

SOUTH BEND.

| MISHAWAKA

i |

toon. creative supervisor, with Frank
Dennis looking after TV copy, and
Robin Dunham. radio copy. Rapport
between agency personnel and
Bloomquist i~ very close.

Frierzon iz reported to have been in-
strumental in developing Rinso’s fa-
mous ~“Bob White” <inging commer-
cial. Interestingly. while the ordinary
Bob White bird tweets three short and
one long whistles, radio, being a great
cimplifier. offers but two short and one
on the Rinso jingle. The
complete commercial begins with the
three whistles and appends these hrics:

Happy little washday song!
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The South Bend-Mishawaka trading arca

m these eight counties alone. They spend nearly half-a-

I)”“()ll (|n||urs a4 yodar on I"('»lll” l)lll'(‘lllthS.

And that’s just part of WSBT’s primuary coverage! The
ontne primary arca takes i 1% milhon people who spend

nearly §17
coverage!

Want your share of this big, ricli bonus? It’s yours with
WSHT, the only statton which dominates the entire market.

billion a ycar. That's what we mean by bonns

SBT GIVES YOU BONUS COVERAGE!

all by 1tself 1y

a market worth covermg, Over half-a-million people live

PAUL H. RAYMER COMPANY ¢ NATIONAL REPRESENTATIVE
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For a wash that’s whiter

And brighter than new

Rinso washes, Rinso new!

Rinso white, whiter than new,

Rinso bright, brighter than new!

Rinso new!

Happy little washday song!

Since last January, the Spry coni-
mercials have emphasized the product’s
“water whip pie-crust method”—that
ie. while other shortenings need to be
cut into the dry ingredients, you only
need to whip boiling water into Spry.
On Spry’s one-minute spot radio com-
mercials. sound effects are used heav-
ity this way:

Three Girls: Water Whip (Brushes)

Water Whip (Brushes)
Water Whip (Brushes)
Water Whip (Cymbal)

Ist Announcer: 1t’s here! Homoge-
nized Spry’s amazing new discovery—
the Water Whip Pie-Crust Method!

2nd Announcer: s faster . . . it’s
easier . . . it's surer . . and it gives
you the BEST pastry you ever tasted!

Girl: lmagine making pie dough
without “cutting in” your shortening.
Imagine mixing vour dough in half
the time. And no guess work about
the water!

Znd Announcer: All you do is whip
boiling water into Homogenized Spry
until it looks like whipped cream. . .

In acquiring time for Rinso-Spry’s
announcement time slots and partici-
pations, R & R timebuyer Stan Schloe-
der is primarilv coneerned with mass
coverage in major cities. Four er five
stations mav be used in one market,
and the emphasis is on daytime disk
jockey shows and domestic shopping
programs, like Mrs. Goes A-Shopping
on WCBS. Here are typical stations
that have been used for Spry:

In St. Louis. KMOX, KSD, KWK.
KXOK; Chicago. WBBM. WGN.
WIND, WLs. WMAQ; Philadelphia,
WCAU. WIP: Cleveland, WGAR,
WHK. WJW. WTAM; Buffalo, WBEN.
WEBR. WGR. WKBW.

And here are typical stations used
for Rinso:

In Boston, WBZ, WCOP, WEEIL
WHDH: Memphis, WDIA, WMC.
WMPs. WREC: New York City,
WCBs. WJZ. WMCA. WMGM. WNDBC,
WNEW. WOR: DPitsburgh. KQV.
WCAE, WJAS. WPIT, WWSW,

Quite obviously. Lever is happy with
its long-time Haison with Aunt Jennv,
and it’s not hard to understand why.
The program definitely gets Spry re-
sults  from its hausfrau audience.
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.. thanks the Presidents

of the State Broadcasters Associations

for Endorsing the BM1 Program Clinics

I

BMI
presents

AMERICAN MUSICANA

An exhibit of original
manuscripts, autographs
and other musical rari-
ties

In conjunction with the Program
Clinics being held under the aus-
pices of the individual State Broad-
casters Associations, BMI has made
available its exhibit of ""American
Musicana."

This unusual display of rare docu-
ments, shown recently at the NARTB
Convention is being exhibited
throughout the country, wherever
Program Clinics are scheduled.

“American Musicana' is open to the
general public and presented as a
contribution of local broadcasters.
Already shown in Springfield, lllinois,
Milwaukee, Indianapolis and Ann
Arbor, the exhibitions have received
acclaim of civic and education
leaders.

BMI has provided the physical por-
tion of the exhibit — specially con-
structed display units and portable
crates — as well as a major number
of the manuscripts and autographs.
Portions of the exhibit are on loan
to "American Musicana' through the
cooperation of the Foster Hall Col-
lection, the Roger Barrett Collection
and the Carl Tollefsen Collection.

21

MAY 1951

Unanimous support of the 29 Presidents of State Broadcasters
Associations for the plan to expand the BMI Program Clinics
on a national scope is accepted by the entire BMI organization

with sincere appreciation.

That the series of Program Clinics conducted by BMI in
New York and other areas in the past have proved so helpful

to our industry is also gratifying.

Now, with the strong backing of State Associations, Program
Clinics will be conducted i all parts of the country. A Stand-
ing Committec of Presidents of State Broadcasters Associations
now is actively engaged in furthering and developing the

Program Clinic schedule.

Through the coordinated efforts of BMI and the individual
State Associations the fulfillment of what broadcasters have
termed “a genuine necd of the industry” is in sight—opportun-

ities for the exchange of views and ideas on local progranuning,

BROADCAST MUSIC, INZC.
580 Fifth Avenue, New York 19, N.Y.

CHICAGO * HOLLYWOOD * TORONTO * MONTREAL
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(Once. when Spre <tased a 30-day con-

H len-
< R

I name
am i

davtinie seri-

H asts from three
ns with a

sonie-

new

characters.
However, it sticks tc the folksy formula
i the sense that Aunt Jennv. the sage
of Littletown,
against leaving tow

wiarns hooster citizens
to go to nearby
med =odom and

1elropole. “c

LN atts,

Although it might not seem apparent
at first, the radio and TV Big Town
programs are alzo directed to women-
folk. \s Lever executive puts it.
“"We usc onlv good. clean gore for
fear of alienating sensitive women.
There's nothing messv about our mur-
ders.

\ctually. the TV Big Town is di-
rected toward the whole family. A=
sislant account executive Burghard ex-
plains it this way: “We have to appeal
to both Mont and Dad on a nighttime
TV show. Otherwize. if it had too
feminine a slant. Dad wonld want to
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ROANORY,

*C. E. HOOPER, Inc.

Get the entire story from FREE & PETERS

CBS - 5000 WATTS - 860 KC

Qwned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA.
FREE & PETERS. INC., Nationa! Representaiives
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turn the set to am)tller_ more robust
type program. 1f Mom were sharing
the set with him. she might be willing
to agree to keep peace in the house.”

This poliey seems to have worked
out well. The TV show gets a high
Nielsen rating of 37 to 40, and. ac-
cording to R & Roa 46% female listen-
ership, which virtually equals the Kate
Smith Show.

Of mterest to other sponsors is the
{act that Lever does not simulcast its
1wadio and TV Big Town. Diflerent
networks and even different casts of
characters are used. On radio, Walter
N\. Greaza plavs Steve Wilson, the
managing editor, and Fran Carlton,
Lorelei. On TV, Pat McVey is Wilson.
and Mary Kay Wells his Girl Fri-
dav. lInterestingly. Steve Wilson was
changed from an editor to a reporter
on TV, in order to make his wide-rang-
ing traveling seem more authentic. In
fact. the TV version places far ore
stress on atmospheric validity than the
radio one: its newspaper office furni-
ture was exhumed from the defunct
New York Sun, and a “‘spotter.” Bill
Markham. is hired just to discover New
York landscape than can be filmed for
the show in the documentary tradition
of House on 92nd Street and Call
Vorthside 777,

What of the future of Rinso-Spry’s
broadcast advertismg? From all ap-
pearances, it would seem that Lever
will stress davtime radio and night-
time TV. “We particularly like the
time slot of Aunt lenny,” savs Bloom-
guist. “*because that daytime period is
most apt to withstand longest the in-
roads of TV.”

Moreover. it would seem that Lever
is tending more to regard radio and
TV as a fusion of advertising media,
rather than complementary ones. In
this connection, Bloomquist does not
believe that the recent CBS rate slash
will tend to hvpo radio network sales.
“With TV time and talent costs rising
increasingly.” he says, “the recent ra-
dio rate cut does not compensate for
the total amount of money that a spon-
sor must spend. if he wants to buy both
radio and TV." It is signifieant that
George Duram. a leader in the ANA
rate-slashing project, is media director
of Lever.

Finally. in the long-range future,
consider this straw in the wind for
Rinso-Spry advertising. Says Bloom-
quist. with a heavy stress on his words:
“We're verv much interested in the
vast possibilities of color TV." * % %
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Tune in this RCA Victor “Personal” radio
—no bigger than a book. Out pour the
full tones of anv orches'ra—so full of
“living presence”—that it’s like holding
a band in your hand.

This compact instrument grows directly
trom basic research conducted at RCA
Laboratories. Scientists and engineers here
perfected highly efficient circuits and elec-
tron tubes—powered by compact RCA
Batteries. Its built-in antenna gives peak

performance anywhere —at home or “on the

@
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RCA Victor “Personal”

road.” Its miniature loudspeaker offers fine
acoustical performance in a minimum of
space.

Development of this handsome portable
radio, weighing less than 4 pounds, is another
example of RCA research and engineering at
work for you. Result: a totally new satisfaction

from a small “Personal” radio.

* * *

See the latest wonders of radio, television and elec-
tronics at RCA Exhibition Hall, 36 West 49th Street,
N. Y. Admission is free. Radio Corporation of America,
RCA Building, Radio City, New York 20, N. Y.

“Live artist”

quality is a characteristic of the new

radio, one of the most compact ever built.

See the compact new RCA Victor

“Personal” radio today. Model
B411—now on display at your local
RCA Victor dealer’s.

RADIO CORPORATION of AMERICA
World Leader in Radio — First- in Television
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WEED & CO. NATIONAL REPRESENTATIVES
% Average Daytime Share of Audience, Hooper Feb.- Mar. 1951

WASHINGTON, D.C.

is happy
to announce

that we are now
represented
nationally by

JOHN BLAIR

and Company

OFFICES IN
NEW YORK ¢« CHICAGO « DETROIT
ST. LOUIS « SAN FRANCISCO
DALLAS « LOS ANGELES

NELSON

489,000 CUSTOMERS FROM
ONE MEMPHIS STATION!

HOOPER RADIO AUDIENCE INDEX
City: Memphis, Tenn. Months: Feb..March, 1951
Time Sets WDIA B c D € F G

M.F BAM-GPM 20.1 26.2 23.1 19.8 16.8 12,0 5.0 1.2

WDIA, programming exclusively to a Negro audlence,
completely covers the 44% Negro portlon of Memphls’
394,000 populatien and Inexpensively gives you the
489.000 tetal Negro population in WDIA's BMB coun-
tles. The 5 other Memphis statlons split up the white
audlence. The Hooper above proves the toverage and
case historles of such QUALITY advertisers as Purex,
Linit, Camel Clgarettes. Alaga Syrup and Kellogg All-
Bran prove the sensational results. Write for facts.

Radio Station WDIA, Memphis, Tenn.

Hareld Walker, Com. Mgr. — John E. Pearson, Rep.
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HILLMAN-MINX

(Continued [rom page 33)

far behind Hillman in rate of sales
gain for the period m which Hilliman’s
air advertising was heaviest.

Steel shortages abroad and the shift
of heavy industry to war produetion
means that the Hillman sales curve
will probably level off. The demand
for the car now far exeeeds the supply.
Nevertheless. Hillman is continuing its
radio promotion to make its name
more familiar to the American market.
Participations form the general pat-
tern of the radio campaign usually be-
fore 8 a.m.. on early morning dish
jockey shows, although a few evening
programs are also used. Frequency
varies considerably through the year
on each station. Sevdel savs. He cites
three participations weekly as the min-
imum in most cities.

The programs on the present sched-
ule include Morniug in Maryland,
WFBR, Baltimore: Morning Watch,
WCOP, Boston: Distractions. WCOG.
Greensboro, N. C.: Bill Layden,
KFWB, Los Angeles: Bob Lynn,
WIOD, Miami: Sports and News,
WGBS, Miami: Jack Sterling, WCBS,
New York: Skitch Henderson. WNBC.
New York:; Koiu Klock, KOIN, Port-
land: Sun Dial, WTSP, St. Petersbury,
Sunrise Salute, KIRQ. Seattle; Dinner
with Dennis, WDAE, Tampa; Looking
Them Over and Waiting for Weaver,
KCBS. San Francisco: Sports Round-
up. KTUC, Tucson; and Starlight Sa-
lute, KNX, Los Angeles.

Television is being used in Greens-
boro with a 15-minute film on WFMY-
TV, Wednesday nights, 7 p.m. to 7:15
p.m. Hillman may expand its use of
the new medium. with TV announce-
ments now under consideration. The
company is beginning experiments with
radio in Canada, a ripe narket for the
British-made automobiles. Tests are
now underway in eight Canadian cit-
ies.

The Hillman technique for spot ra-
¢io has been successful in the U. S,
because of the choice of stations and
broadcasters. Their disk jockeys must
have a good following and deliver com-
mercials in their own individual styles.

. The disk jockevs are sent advertising

fact sheets.

The big selling pitch in all copy is
the economy theme. First, the models
are priced below American makes. The
Hillman sedan sells for $1.510. acces-
sories not included. while the converti-
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ble is stumewhat higher, $1,790. “Drive
in style for less per mile,” is the slo-
ean that points up the gas consumption
savings for the four-cylinder British
cars. The Hillman averages 32 iles
per gallon and niileage as high as 44
miles per gallon has beenr seen on test
runs. The transmission with four for-
ward speeds which save gas on the
piekup is another economy factor.
Other sales points stressed on the air
inelude the safetv resulting from an
integrated body and frame of all-stcel
construction, plus comfort and styling.

One strong prohibition that all d.j.’s
mnust observe is that there must be no
implieation that tlis is a midget car.
Although smaller than Anierican ears,
the Hillman is still larger tlian the
squeeze-size automobiles which most
Americans do not like. Over-all length
of the Hillman is 160 in. so that
Rootes promotes it as a fanrily-size car.
Advantages of the smaller type car are
emphasized by stressing the easy-to-
park argument.

All radio advertising is coordinated
with promotion efforts in newspapers
and magazines. The printed media ad-
vertising frequently includes mention
of other Rootes makes, Humber Hawk,
Humber Super Snipe, and the Sun-
beam-Talbot. For its magazine adver-
tising Rootes use such publieations as
Time, New Yorker, and Holiday to get
a distinet class appeal.

The advertising poliey of this com-
pany is still in a formative stage be-
eause of the newness of its sales effort
and the shifting of its market. “It real-
ly has been a great puzzle to us,” says
Wimbush. “When we first started out
we were told that our clientele would
be the three-car families. But as we
analysed our sales later we found that
many of our eustomers were one-car
families. Now there is a shift back to
the two- and three-car families. A Bu-
ick owner, for example will buy a cou-
ple of Hillmans for the other members
of his family. The car’s lightness and

ease-of-handling have particular appeal |

to women,” he says. Another tip-off

to the type of market that Hillman aims |

for is that a large number of sales are |

made to people traveling abroad. The
cars are ordered and paid for here.
then picked up in England. Then when
the trip is completed, the owner ean
turn the ear back to Rootes who ship
the ear back to the U.S. at the com-
pany’s expense.

Travelers worried about service
problems abroad are told that Rootes
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advertisers

The ““St. Louis Ballroom’™ plus is promotion! Bigger, better than
ever! 24 sheets, exterior bus and streetcar cards, interior bus and
streetcar announcements on Transit Radio, newspaper display
ads, special mail promotions and personal appearances, pro-
motion announcements on KXOK are scoring a wide plus for
“St. Louis Ballroom'’ advertisers. Get details from vour
John Blair man or from KXOK today.

Louls’ ABC STATION
uszlmamm CHESTNUT 3700
530k¢+5000 WATTS«FULL TIME
OWNED AND 0
THE 1. loUls PERATED BY

Represented by John Blair & Co
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dealers. The 300 dealers and distrib-
ntors in the L. >. are concentrated
cn the Ea-t and West Coast where most
of the foreign car business in this
countr transacted. The reason is a
reverse F.0.B. Detroit situation. All
imported cars have the same price at
any port of entrs. Once the car is
shipped inland. the price mounts with
the increased freight charges. The
closer to Detroit a purchaser is. for ex-
o1 the price on the Hill-
man. Siuce foreign car shipments have
Lot heen large. importers prefer to
build up the coastal dealers and make
them strong hefore devcloping the ter-

ample. the hi

GEARED TO A
FARM MARKET

WIBW furnishes the “drive”
that turns Kansas farm in-
come into retail sales. That’s
because WIBW is an out and
out farm station. Our enter-
tainment, services, and way
of selling is geared to the
needs and interests of our
farm friends. That’s why
they respond so quickly to

our buying suggestions.

sales Munagement 1950
Kansas Radio Audience— 1450

Servlng and Selling
"THE MAGIC CIRCLE"

Rep.: Copper Publications, tnc. « BEN LUDY, Gen. Mgr.- WIBW - KCKN

Our farm listeners control
the spending of over a bil-
lion dollars cash income*
In personal interviews these
families said they listen more
to WIBW than any other
station.t That’s why WIBW
can shift your Kansas sales

program into overdrive. Let

us prove it!
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ritory inland. Rootes does have a
string of dealers across the country so
that Hillman owners traveling across
the country do not have a service prob-
lem. With typical British thorough-
ness, showroom literature includes a
map of all dealers in North America.

To many an observer in the foreign
car field, it has been significant that
Hilhman. which has been the largest ra-
dio buyer in the field. should have one
of the top rankings among imported
cars. Radio has not been used much
by other firms except Austin which is
returning to the air with participations
on the John Gambling show. WOR.
New York. after a long layoff. (]. M.
Mathes. New York. is the Austin agen-
cy.) Austin recently concluded a serics
of one-minute TV announcements in
New York. Boston, Seattle, and Buf-
falo and will probably resume this type
of schedule in the fall. Plans for more
extensive use of the broadcast media
have been shelved hecause of the inter-
national scene. Newspapers are now
Austin’s principal medium. * & X

RADIO COMMERCIALS

(Continued from page 43)

answer that EVEN with all the facts.
To the best of my knowedge. no one
KNOWS. But I will improvise an
opinion if yvou tell me how often the
announcement rtuns (frequency)} and
what kind of an announcement it is
(technique). Some tend to get less
believable and less interesting than
others. For example, a cute tune should
wear longer than a dramatized com-
mercial of the “Why. Ethel. what ever
did you do to your hands? They look
like spun silk!” But maybe that's be-
cause phoney dialogue isn’t very good
from its first performance. On the
other hand, a straight announcement
should NEVER wear out. Onece it has
so imbedded itself in a listener’s mind
that he mentally tunes out becaunse he
knows what it savs. the spot has done
its job on him and is being aired to
reach another ear. And remember
other cars are available! FEven the
Lux Theatre and Jack Benny get tre-
mendous  audience-turnover in  the
course of a month of broadeasts. And
the turnover a catch-as-catch-can spot
announcement gets is sufficient to war-
rant yvour leaving it before many. many
months after you’re as bored by it as
an oak tree that houses a pileated
woodpecker. * ok &
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STOP SUGAR COATING
(Continued from page 38)

his carefully blended—casy on your
throat—longer lasting fag. There he
stands with a library background—
with glass in hand—showing off to ad-
vantage his 2-carat flasher. We then
read that Mortimer’s liquor larder is
bulging with that good Old Shotgun
Whiskey. composed. developed, and
bunged over 16 years ago; also that
Old Shotgun is what it is, because of
the conscientious, untiring, and pater-
nal care given to it by its old master
distiller, who knows his cornjuice
recipe.

Yes, it is this trundlebed care of Old
Shotgun in a specially prepared.
charred oak-staved vat (a secret with
the O’Bourbon Company ) that gives it
that nild, smooth, exquisite. subtle
bouquet, and alluring “come-on-let’s-
have-anotlier” flavor, Mortimer has
just returned from the hunt. His dogs
are tired and so is his faithful regis-
tered, pedigreed niongrel by his side.
So Mortimer pours himself a stiff
snorter of Old Shotgun and poses while
the candid camera man shoots Mort
while the cameraman sips come of the
same. Why, of course. Old Shotgun!

These two examples suflice to show
the type of exaggerated piffle that
bursts in on Mom as she tries to un-
tangle one of the problems on her fa-
vorite program The Schoolteacher Who
Went Astray, or while Dad wet-thumbs
page after page in the latest copy of
His Fireside—for men only. while
looking for the concluding chapter of
“Twelve Minutes Past Twelve.”

What do the readers think? Do lis-
teners to radio programs really belicve
what they hear? How do they react
to this zany appeal for business? Is it
good advertising? I doubt if anyone
will ever know. regardless of all the
precise research that any scientific or-
ganization could make. | would not
venture a guess, but if the current re-
action as expressed in some few state-
ments that | heard can be taken, col-
lectively, as a barometer by which to
measure public thinking. I would say
“there will be some changes made”™—
advertisingly speaking.

In a rather casual manner. I made a
few notes on several little trips across
town—just to sense the thoughts of the
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YOU MIGHT GET A 128
BLACK MARLIN —

| 2T
BUT ... -
YOU NEED WKZO-WJEF =
AND WKZ0-TV TO LAND * =
BUSINESS IN WESTERN MICHIGAN!

WKZ0O, Kalamazoo, and WJEF, Grand Rapids,

cateh the biggest radio audience in Western Michi-

gan. In their home cities, listener-preference is so
heavy that we've even quit subscribing to Kala-
mazoo IHoopers! Out in the country, 1919 BMB
ficures give WKZO-WJEF a 46.79 inerease over
1946 in  unduplicated Daytime Audience—a
52.8% increase at night! Yet WKZO-W JEF's com-
bination rate is 209, less than the next-best tico-
station choice in Kalamazoo and Grand Rapids!

When it comes to television, WKZO-TYV is the offi-
cial Basic CBS Outlet for Kalamazoo-Grand
Rapids. Coverage includes five Western Michigan
and Northern Indiana markets with a buying in-
come of more than one and a half billion dollars!
WKZO-TV telecasts to more receivers than are in-
stalled in sueh metropolitan markets as Atlanta,
Kansas City and Rochester. WKZO-TV, Channel
3, is first choice on most of the 120,269 sets within
the .1 MV line.

Write direct or ask vour Avery-Knodel man for
whatever faets yon need!

*In 1926 Laurie Mitchell got one this long, weigling 976
pounds. in Bay of Islands, New Zealand.

| wiEr |  WKZO-TV " wkzo

w i CRAND RAPIDS ToPd i WESTERN MICHIGAN fﬂ?‘ ™ KALAMAIOO

anp KENT COUNTY | AND NORTHERH INDIANA ano GREATER

\ WESTERN MICHIGAN
cas) (B3}

ALL THREE OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY
Avery-Knodel, Inc., Exclusive National Representatives
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“AROLINA'’S

P U ALSO: WPTF-FM =d
AFFILIATE for RALEIGH DURHAM and Eusfém North Carolina

North Carolina

tes More Firsts In

S Management Survey

Other Southern State.

ore North Carolinians Listen
to WPTF Than to Any
Other Station

WATTS

680 «c.

NATIONAL REPRESENTATIVE FREE & PETERS, Inc.

— Over
160,000 Y
S a,Zea’“

IN ONLY] 5 WEEK/S

* A 15c Item In |
43 Retail Outlets

For the complete story
Contact any

BRANHAM COMPANY
* OFFICE -

OR
WABB

MOBILE, ALAPAMA
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Wheels,

Chckety clack—chlickety clack

wheels. wheels

Fun cn the run

Wheels, wheels, wheels
Clickety clack—clickety clack
Home again — tired
Routine again routine again

Wheels, wheels. wheels

Get wheelmg on the

The vt MHosly Statious

5000 Watts 250 Watts

Night & Day Night & Day
MISSOULA ANACONDA
\/ BUTTE

MONTANA

THE TREANURE STATE OF THE 48

In a somewhat covert
manner, here and there. in
stores, on the street, in hotels and cafes,
on buses going to and from my home,
1 heard what a small cross section of
my city of about 500,000 is thinking.
Want to hear the intake? Briefly, here
it 18

buying public.

l]]O\'lI]g

“Sure I heard what she said, but it’s
just so much advertising. 1 tried it
just the way she said and look at me.”
“Ab, he’s paid real money to say that.”
“I'll bet a dollar that she never used
that lotion.” “He’s not telling the
world anything new.” “That’s all hog-
wash.” *“l don’t believe in advertising
anymore.”

No. this hearsay is not a criterion by
which to measure the total reaction of
the buying public. But it does denote
what may be taken as a fair sectional
sample that shows how much reliance
is being placed on all these high-blood-
pressure adjectives and pre-treated tes-
timonials radio, newspaper, and
magazine advertising. That the buy-
ing public is becoming wary and weary

in

' with all this veneered approach to their

pockethooks is quite evident. If you
keep your ear close to the ground

| whereon the buyers tread, while shop-

ping, you'll find the foregoing state-
ment rings true.

No, dear little vivacious, loquacious

| Mercedes is not to blame, nor is Mor-

[ tives

timer, tired after a day’s hunt. They
are both on the payroll. The prime
fault lies with the advertiser who is
guilty of too much thin thinking about
how the public is accepting all this
sugar-coated jargon. The answer to
this reaction, which is growing, is a
revision of copy. The remedy, first of
all. must be actuated by a desire to
produce advertising—simple statements
of facts—all wool and a yard wide—
without all these high pressure adjec-
and testimonials—without the
bombast of a cheap sideshow barker
with tongue in cheek when it isn’t wag-
Radio is chock-full of it.

This should be a good time for an
old-fashioned bonfire of adjectives in

ging.

copy and testimontials from the persona
grata—deluxe editions, or for the ad-
vertising agencies and others to spon-
“adjective-less” To be

sure 1 believe adjectives are necessarv

SOr an week.

in advertising, but | like to hear and

see them used sparingly, and not just

' to fill time and space. or hecause they

l

sound “pretty.”

SPONSOR




I feel the same way about adjectives
and testimonials as [ do about a base-
ball game. A nine-inning game gives
e my money’s worth. and I like to
get up and stretch in the seventh iun-
ing, but I don’t care for double-head-
ers. They are just nine innings too
long for my enjoyment.

Maybe you don’t agree with me, bhut
out of curiosity, why not get out that
old dictionary and look up some spe-
cific definitions?

Adjective. “An adjective is a word
used with a noun to denote quality.”
But the dictionary doesn’t say anything
about countless words of sinilar mean-
ing used with @ noun.”

Testimonial. “A testimonial is a to-
ken of regard and admiration in ac-
knowledging a service rendered.” Usu-
ally given as a token of esteem without

Tegard to reward or compensation. It |

doesn’t demand a price. * ok K

MEN, MONEY & MOTIVES
{Continued from page 0)

common this season. You feel that
nothing stands between you and dis-
loyalty to radio but a bit of crepe de
chine?”

“Yes, yes, you've been opening my
dreams.”

“You’re jealous of not having a
plunging neckline at your station?”

“Well,” mused the patient, “there’s
our receptionist.”

¥ ok ok

“Now think carefully,” said the doc-
tor, “do you recognize among the
smirkers in your nightmare funeral
any prominent agency time buyers?”

“There’s one. Marshalk & Pratt.
They keep challenging the corpse to
get up and fight.”

“But no other agency time buyers
are at your funeral?”

“W}ly, no”’

“They seem to have ignored your
funeral altogether ?”

“Yes.”

“Does it occur to yeu you're not
dead at all?”

“Not dead at all! But the trade
press—?7’

“Do you have a single terminal
symptom? How did you feel in 1950
as distinct from 1949?”
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.. "Night and Day” "

£

Let us PROVE to you that WOW-
TV has the LARGEST audience
nearly % of the time — Both Day |}
and Night!

® Yes...ask usto PROVE it. This is no “guess-
work” claim. It is based on a thorough, well-
planned “Telephone Coincidental Survey,”
covering about 3% of the TV set-owners. This
is the FIRST survey ever made in this market
giving information so complete.

Full details of this survey —how it was
carried on, the questions that were asked, the
number of set-owners responding in each hour,
and their answers — all these, and other im-
portant data, are available to you in our pres-
entation of the Survey, sent at your request.

You car’t judge the Omaha area TV mar-
ket (now OVER 75,000 sets) without this vital
information — these FACTS. Write, wire or
telephone to WOW-TV.

) AHA 1:1:7. .

A

Frank P Fogarty - General Manager John Blair TV - Representatives




“Well. I had spots be-
f ny eves.”
Y o1 ean ith  dollar
Oh.” said tl . light dawn-
¢ what h
r ab avage tribes
1 FE doctor, “They

the «¢urse on
that at a certan

el . announce
of a eertain day

~ h,
"Sometimes, ' i he believes
t r=e. Then | tes. If he doesn’t
Leli l urse. if he is too busy
his oy iture to believe in

PLUS WELD-FM
POWER WBNS 5000 - WELD 53,000 - (BS COLUMBUS, OHIO .

72

WBNS giv?s_youﬂ}his
rich portion of sales
producing Ohio.

This is o big chunk of prosperous OhLo
“ territory you sell when you advertise on
_ WBNS. There are 187,980 WBNS fomilies

with _on” income of -$1,387,469,000. WBNS
covers the market at lower cost to
advertisers.

A test will prove ta you that you get the
best results in central Ohia radio when the
station is WBNS.

witcheraft. he goes right on living.”
“Well, thanks. doc.” said the pa-

tient. rising and reaching for his hat,

“ouess ['ll do the same.” * Kk

NETWORK RADIO FUTURE

(Continued from page 20)

told spoxsor. But others modify that
prophecy by =aving that advertisers
will eventually be dealing with just two
surviving networks.

On the basis of the shifts underway
today. veteran radio people believe that
sponsors will be dealing with a differ-
eut type of network radio in the fu-

ASK JOHN BLAIR
NATIONAL REPRESENTATIVES

ture. These are some of the trends
they see eoming:

1. The network’s position will weak-
en as the individual station’s position
grows stronger. Affiliates, stung into
action hy the recent rate cuts, will be
asking — and  probably receiving —
more time from the networks to sell at
the national spot rates.

2. Regional networks like Don Lee
will continue to thrive since groups of
stations in particular areas of the coun-
try will be vital to advertisers. Sueh
non-link setups as Keystone will also
prosper.

3. Networks will offer advertisers
more flexibility in the ways that time
can be bought and stations lined up.
Flexibility will be evidenced in other
directions. too.

4. Programing will continue to
shift to low-cost formats such as mys-

teries. news, music, and sporls sum-
maries.
Sponsors will find more and more

time available for economical satura-
tion campaigns. One broadcaster cites
this example of how networks changed
their attitude on the short periods of
broadcast. CBS permitied a five-min-
ute news ~trip during the evening hours
onlv as a wartime emergency. After
the war ended, the program
dropped because the network did not
want to break up half-hour segments.
Now. with fewer half-hours sold. the
networks are eager to sell the smaller
segments.

Nielsen has shown that a great num-
ber of listeners can be reached over a
week’s time by using a number of dif-
ferent shows with unduplicated audi-
ences. More advertisers are expected
to follow the strategy of the large soap
companies which fill the air with 15-
minute shows at different times. Spou-
sors with smaller budgets can apply
this tactic. one network official says.
by using the five-minute and one-min-
ute segments.

was

Network announcements often en-
able thie advertiser to buy more sta-
tions for less money than if he buys
them individually: this tyvpe of buy
also has an appeal to agencies because
they are saved staff work in lining up
stations for a national spot eampaign.
Naturally. such a trend is meeling
lieavy opposition from the stations and
reps whose income could be cut dras-
tically by this development. As a coun-
ter argument. one network suggests
that a metwork saturation eampaign

SPONSOR
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wiil bring in new money for the sta-
tions that they would not otherwise
receive for national spot eampaigns.

In buying shows for this fall. adver-
tisers will find an absence of high-
priced Hollywood talent.  Most broad-
casters see less expensive packages defi-
nitely in the cards. Although NBC is
announcing plans for The Big Show,
the network’s new economy wave may
easily force abandonment of this ex-
pensive entertainment.  Eventually,
low-budget efforts such as niysteries,
music, and sports will be the network’s
program diet.

“When a sponsor wants to present
conmedy or variety shows he will use
TV." one broadcaster predicts. Mu-
tual. with its present emphasis on low-
budget programs. appears to be in
cood shape for this transition.

When industry “prophets™ are asked
whether advertisers will be interested
in such plain programing fare, the
answer is, “Yes. When conmipared with
the $70.000 per hour time charges pre-
dicted for TV in 1955. low-cost radio
shows will always have buyers.”

Another ehange that is predicted for
network radio is greater flexibility in
the way adveriisers can buy stations.
Sponsors expect the networks to per-
mit more tailor-made networks such as
the hookup that Mutual arranged for
Bab-O recently. The time may come
when. if an advertiser wants Mobile
instead of Birmingham, he will be able
to buy it without paying a penalty.
The networks are hesitant about going
along with such predictions. They say
there 1s a point where a network ean
become so flexible that it is no longer
a network. One offieial says ruefully.
“Some advertisers’ idea of flexibility
is a hookup that avoids all markets
where there are now TV stations.”

Other ways that greater flexibility
may be seen is in produet acceptance.
Radio has long had higher standards
than other media; now the more strin-
gent restrictions may be eased. There
is already greater freedoni in the ad-
vertising of deodorants. Laxatives are
being mentioned more frequently on
some networks. Length of commer-
cials may be increased beyond the
present network limitations.

[f weakening of the networks takes
place. advertisers will he dealing more
and more with the stations, whieh can
point to prosperity currently; their
tinme sales are at an all time high and
there are waiting lists of sponsors at a
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Keeping Steady Company
with an Influential Fellow

“That fellow has pull,” writes Mr. Frank Bishop, Sales
Manager of the Dimond Motor Company. to station
KATO, Reno, Nevada. “We've just rounded out our
first quarter of keeping eompany with Fulton Lewis, Jr.
and we are more than satisfied with our reeent ’51
Dodge eampaign. I want to authorize you to eontinue
with ‘this is Fulton Lewis; Jr. speaking for Dick Dimond,

your friendly Dodge-Plymouth dealer.” ”

Fulton Lewis, Jr. is sponsored loeally on more than 310
Mutual stations by 572 advertisers. His progran; is the
original news co-op. It offers local advertisers network
prestige. a ready-made and faithful audience, a nationally
known eommentator—all at loeal time eost with pro-
rated talent eost.

Sinee there are more than 500 MBS stations. there may
be an opening in your locality. Chcck your Mutual
outlet — or the Cooperative Program Department.
Mutual Broadcasting System, 1440 Broadway, NYC
18 (or Tribune Tower, Chieago 11).
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T or e sl \dvertisers  coming 10 treasurer George Storer by

mortaliti - al e with affiliates with a  the score. Groups throughout the U.S.

new feolin(r of are protesting the cuts in various wavs

{ r W hat is most impor sce "CORN in the Northwest.” page
t is the way lhe lo u»H.

1 veloped the man The loudest complaints among the

of pro, - stations are those 1 the non-TV areas.

a to The action taken was particularly wn-

into actio.r just to them. they assert. In analvzing

1 Tle committee  {he broadcasting picture over the en-

s tl ) the leadership of  ire conntry, stations are advancing all

1 Panl W. (Fritz) Moreury may become  Linds of reasons for the cut. Some

] r a ation.  Checks to fee] that CBS and NBC are spending

[ upport a nanent organization are oo much time fighting each other rath-

er than going after new business.
Others maintain that it is because the
television buildup is in full swing. and
the networks have shifted their ener-
5" s gies towards what they believe will be
T E L E w A Y S ‘ thelr greatest source of revenue in the

) future. Stations are still maintaining

that the networks should never have

S U C ‘, E S & F U I bowed to the ANA demands since ra-
dio continues to produce powerful

’ sales results.
Transcrlbed - One timebuyer drew this parallel.
Shnws “Radio’s reduction of rates is akin to

Life cutling rates and consequently
Transcribed and ready to broadcast: folding hecause Look came into Dheing

RIDERS OF THE PURPLE SAGE \\‘ith"a large circulation and much fan-

156 15-minute top western musical programs fare.

THE FRANK PARKER SHOW - ther cuts, one advertising manager of

132 dcllghtful 15-minute musical programs with the Modern- e U M,
aires, Bea Wain, Kay Lorraine, Dolores Gray, and Andre their rates. the networks have set a
Baruch as M .C. ‘ precedent. What happens when TV
TOM, DICK & -HARRY ; : has 409 to 5077 penetration?” he

156 15-minute programs of music and chatter asked.

MOON DREAMS R . . The rate reduction was praised by a

158 15-minfhite romantic'musical programs number of advertisers who said that

. the rising cost of TV made it difficult
CHUCKWAGON JAMBOREE ‘

. to use both radio and TV at the same
131 15-minute programs of good western music time.  Radio, by cutting its rates, en-

STRANGE WILLS | abled advertisers to continue their use
26 half-hour dramatic programs ™ | of AM, they argue.

DANGER, DOCTOR DANFIELD | This cut in network radio rates is

26 half-hour &xcititig mysteries not necessarily the beginning of the

end for the national organizations.
BARNYARD JAMBOREE

W o . some radio officials say. Their argu-
52 half-hours of g°°d hill-billy music ment 1s that since networks fulfill a

STRANGE ADVENTURE need for advertisers. the networks can
260 5-minute stories of interesting adventure - survive and prosper if they revitalize
OR : : their operations. These steps are

urged:

Advertisers will be asking for fur-

Custom-built Transcribed Shows,
Spot Announcements and Smgmg Jingles

For Free Auditions aﬂd Prices Write . s ont-of-home listening and secon-
RADIO dary sets in the home still unmeasured

T E L E WAY S PRODUCTIONS excépt for specific markets where re-
L= v 4 INC. “ searchers sueli as Pulse have made

8949 sunset Bouievafd Ho“’wood 4‘6 Calif | St“(li('!‘. /\ “aliﬂ”\\'i(]e eﬂﬂrl \\'ilh a”

1. Radio is in a strange position
as the greal uncounted medium with

the networks and stations working to-
gether is needed.  Unified plausible re-

CRestview 67238 . BRadshaw 21447
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wo
hate
(o brag.

bust . . .

I You said vou loved our 1917 Fall Facts Issue.

Our 1948. 1919. and 1950 Fall Facts Is~ues, too.

2 We say vou'll be even happier about our

5th Fall Facts Issue (out 16 July)

$000. a (ip (o stalions . . .

You'll get vour money’s worth and then some when
vou tell your story in the
Fall Facts Issue. read and used

by every decision-maker on your list.

SPONSOR

THE USE MAGAZINE

Get the full story on the Fall Facts Issue without obligation

by calling or writing your nearest SPONSOR office:

Norm Knight—SPONSOR ¢ 510 Madison Ave., New York 22, N. Y. Murray Hill 8-2772
George Weiss—SPONSOR ¢ 161 E. Grand, Chicago, Ill. Superior 7-9863

Ed €Cooper—SPONSOR » 6087 Sunset Blvd., Los Aungeles 28. Cal. Hillside 8089
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HITCH YoUR
PRODUCT A

K-NUZ “ADIO
RANCH STAR

> |

Walter Colvin
as Joe Chrysanthemum
on ““Spinner Sanctum’’

2:30 to 4:00 P.M., Monday through
Friday

National and regiona!l com-
pany you keep cn “Spinner
Sanctum”:

Alaga Syrup
Doubleday & Co.
Fair-Maid Bread

Hadacol
Hellman’s Mayonnaise
Jax Beer
Lone Star Beer
Pepsi-Cola
Robert Hall Clothes
Southern Select Beer

(Plus a choice list of local advertisers)|

For information call

FORJOE

National Representative

or DAVE MORRIS

Ceneral Manager
at KEystone 2581

“RADIO RANCH" “
P. 0. BOX 2135 3
TWX HO 414 i

search on behalf of all radio and all
networks would help.

2. The towards low-cost pro-
granung does not mean that entertain-
ment has to suffer. Expensive Holly-

wood talent is not the onlv way to hold
audiences, as many a local station has
found in developing programs that
have high showmanship or are close to
interests of it< community.

3. The big BAB offers networks
an excellen portunity to get rid of
the promotional feebleness that has
characterized all radio. including the
Consolidated presentations
based on consolidated thinking is
called for. The networks havent vet
decided to do right by BAD.

1. The uetworks can profit hand-
somely by using the techniques of mag-
azines such as Life in merchandising.
Individual siations. WLW or WWL.
for example, have gone a long way
with hard-hitting merchandising strat-
egy. CBS has made some good starts
in this direction.

5. Salesmen must be trained. the
way firms like National Cash Register
prepare their representatives, to do a

networks,

thorough. creative selling job. To il-
lustrate  nctwork sales apathv. the

spokesntan of a large drug firm told
what happened. or rather did not hap-
pen. after he dropped a long-time radio
show. The advertiser has $500.000 to
invest.  He contmues to be sold on
radio and is just waiting for the right
buy to present itself. ut net radio
salesmen are slow in calling on him.
Probably more important than all
these specific approaches is the basic
sales principle that the networks them-
selves must have full faith in a medium
that has more listeners now than at
any time in history, The pessimism in
certain network quarters is the surest
way to weaken an advertising force that
penetrates 95% of all homes with a
persuasiveness beyond question, * * %

TV AND GARDEN B.O.

(Continued [rom page 31)

coufirms the foregoing indications that
TV is not the ogre many sports pro-
moters claim it is. lere are the high-
lights.  They represemt the 1,116 an-
swers from a total of 2.000 question-
naires sent to viewers who requested
Garden scorecards, I other words,
the saniple consists of Metropolitan
New York sports fans who have TV
sels.

Think
FIRST
of

“CANADA’S
FIRST
STATION" \i

In the big Montreal area—
one of the best markets in Q

Canada — CFCF gives you b
maximum coverage and the
friendly listenership of in-
creasing numbers who prefer b

“the Station of the Stars’’.

Many distinguished advertis-
ers agree '‘It's easier to sell |
through CFCF".

U. S. Representative: Weed & Co. 1

MONTREAL

2 o

k
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_ L. Herschel Graves, Gen'l Mgr:

John H. PhippS, Owner

FLORIDA GROUP
Columbia
Broadcasting
Systgm

National Representative
JOHN BLAIR AND COMPANY

Southeastern Representative
HARRY E. CUMMINGS
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The acid test was applied to respon-
dents with the very first question:
“Have you been to Madison Square
Garden during the past year?” A
whopping 78% said they had.

Further, when the 1.116 returns
were broken down into five groups by
length of TV set ownership, another
interesting fact came to light. As
shown in the Jerry Jordan study, in-
person attendance at a sports event in-
creased progressively with length of
ownership. Specifically. 647 of the
owners with six months viewing or
less went to the Garden, Among own-
ers of two years standing or more, the
attendance figure rose to 847 . Atten-
dance of other groups was proportion-
ate to how long they had owned their
sets.

Breaking down the matter of atten-
dance in more detail, the questionnaire
asked how often viewers had attended
“during the past years.” While some
people claimed to have seen as many
as 80 events (equivalent to one-and-a-
halfl a week), most went from one to
10 times in the year. For example:
91 went once, 104 twice, 91 three
times, 71 four times, 78 five times. Al-
together, 856 persons answered this
particular question.

What kind of sports fare did these
televiewers choose when they visited
the Garden in person? Baskethall, for
which the sports arena is famous,
topped the list (77% said they’d at-
tended a game). Hockey rated second
(60¢), the circus third (319), and
boxing a close fourth (27%). None
of the other six sports listed drew at-
tendance from more than 8% of those
questioned. They were track, ice show,
horse show, dog show,
rodeo.

Getting around to the why of arena
attendance. those surveyed were asked:
“What single factor most influences
vour decision not to attend an event at
Madison Square Garden more {fre-
quently?”  The four possibilities of-
fered on the questionnaire and the re-
sponse:

tennis. and

Seats are too expensive.......o........ 40
("an see the event on telenexon .......... 109,
Not interested in teams playing........ 17%
Location of Garden inconvenient...... 14

These percentages add up to 1119
because some people checked more
than one reason.

Suspecting that individual sports
might vary in their on-TV and in-per-
son appeal, respondents were asked
“Would you rather attend or watch on
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CLEVELAND’S

CLEVELAND'S (%24 STATION - WJW - CLEVELAND'S, (% sges? SIGNAL- W)W - CLEVELAND'S 40 ST4

“SOUPY’’ HINES

3:30 to 5:30 p.m.

JACK CLIFTON
Spins the platters every day
from 1:30 to 3:30 p.m. on “'Clif-
ton’s House Party.” A hit with
housewives —and advertisers.

5000 W,

WJW BUILDING
REPRESENTED NATIONALLY BY H-R REPRESENTATIVES,

@ " BASIC ABC
CLEVELAND 15, OHIO

Stirs up new business for
happy advertisers twice a

day—6:00 to 8:30 a.m. and

>
ANVIIATIO-W (MNOLLVLS 777 S.ONYIIATIO-M I TUROIS 27840 30"s, aNvTanatos Eme N O™

Ss

INC.

l=

,————-———————————————————-

4
/
! /

SERVICE-ADS MAKE
SPOT TIME BUYING
EASIER

“Suppose 1 go into a new market.” zays a well-known
Time Buyer. “I turn first to SRDS to size up the stations
in that market, their afhliations, their power, their rates.
Then | want to know their coverage. 1 try to determine
which would give me the most for our money.”

Many stations are running Service-Ads alongside their list-
ings in Radio Advertising Rates & Data* and near their
market listings in Consumer Markets to make that Time
Buyver’s job easier. These Scrvice-Ads give him additional
useful facts when he’s comparing advertising opportunities
—fac1s about coverage, audience, programs, service. The
WGAR Service-Ad shown here is an example.

When youre checking RARD* and Consumer Markets for
station and market information, check the Service-Ads as
well as the listings.

*Formerly known as the Radio Scetion of SRI§

\’

edia-buying teapn,
the unl:nat:\““b‘e " !

ADVERTISING RATES AND DATA

Published by Standard Rate & Data Service, Inc. wolrer € Borrhot, Pubhsher
333 North Michigan Avenve, Chicago 1, llinois *

New York * los Angeles

TVNDIS yoo b

'-,' double /7 check
the facts!
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This lassie is classy . . . she's

liked quite a lot.

But the problem you have is
being “‘put on the spot”

When clients get fussy—want
more for their dough

Here are Toledo statistics—

you should know.
In Toledo are people—300,000

we find

98% have a radio plus retail
buying in mind.

So, if your client wants action,

for results he is greedy

Give him the best—with his
dough buy WSPD (ee)D

TOLEDD,OHI0

CHANKEL -13

Represented Nationally by KATZ

18

TV the following sports events?”
{=ome fans were not interested in cer-
tain =ports at all--whether on TV or
in person: tenuis, for example, ranked
lowest in general appeal with 017 not
interested. |

Among the eight =ports investigated,
a pattern emerged. Four showed up
most strongly a~ in-person sports: the
other four were preferred on televi-
sion.  Ranking of the predominately
“rather attend™ sports went like this:

Barehall R3f
Baskethall 617
Hockey ... ... Gl
Foothall AR

The following percentages of people
preferred to wateh these sports via

video:
Boxing 6HR G
Track 42 G
Wrestling 40t
Tennis 2.4 ¢

An interesting sidelight ou peoples’
preference for watching sports at the
arena or over television: cach sport
vains more im-person adherents as TV
ownership lengthens. AllL that is; ex-

cept for tennis. Strangely enough.
35°¢ of those who had owned sets a

vear or less preferred to attend a ten-
nis match in person——with the percent-
age falling off drastically for owners
of longer standing. Set owners with
13 to 23 months experience who pre-
ferred to attend tennis matches com-
prised only 147, Those with over two
vears experience comprised an equally
low 177¢. Tennis is apparently one of
those aty pical sports with its own spe-
cial problems.

While at the outset TV adapted it-
self to an already established pattern
of spectator sports. it's now reached
the stage where it influences that pat-
tern.  This is pointed up by the fact
that 81°¢ of those quizzed in the
WPIN survey reported seeing at least
one new sport on TV. Further tand
more inportant to promoters) 377
had actually attended this new sport.
Another 1297 caid thev'd like to.

Top mention in the “saw it first on
TV category was wrestling and the
roller derbv. the latter strictly a TV-
made sport.  Both have heen featured
heavily in New York sports telecasting.
After seceing the roller derby initially
on TV, 4179 subsequently went to
watch. Among the new wrestling fans
made by TV 359 actually went to see
it in person.

Wrestling and the roller derby point
up the most valuable function of tele-
viston to the promoter: sparking inter-

The
dollars-and-cents value of filling Madi-
son Square Garden’s 17,000 seats for
every event. instead of just a few thou-
sand. Properly handled,
there’s no reason why 17,000 of New
York's more than 2,000.000 TV -set
owners can’t be persuaded to attend
each Garden event in the flesh.

These results of the WPIX survey
made by Hewitt, Ogilvy. Benson &
Mather are the station’s best argument
for another season of television from
the Garden. It had no problem sell-
ing last season’s $500.000 package and
should have no problem with next sea-
son's—if the rights are for sale. Mel-
ville Shoe (Thom McAn Shoe Stores),
Webster Cigar Company

est in the lesser-known sports.

i= obvious.

(Webster
Cigars). and Standard Brands (Instant
Chase & Sanborn Coffee) have first re-
fusal rights on the next such deal. A
shift in media strategy has put Stand-
ard Brands out of the running for
next season.

Although no exact figure on this
vear’s rights cost is available, trade
estimates put it at $150.000 to $200,-
000. Balance of the $500.000 went for
time. announcer and technical talent.

SPONSOR




Originally, the Local Chevrolet Deal-
ers Association contracted for half the
120 events—at a cost of $250.000.
Webster and Standard Brands picked
up a tab of $125.000 each.

Prospects for a repeat performance
by the Garden and some or all of this
season’s sponsors are considered
bright. Results of the WPIX survey
and experience with many types of
sports add up to the conclusion that
TV most frequently supplements. rath-
er than robs, the box-office. No one
applauds this more than the happy

sports spousor and the telecasting sta-
tion. * % %

DUFFY ON NETS’ FUTURE

(Continued from page 27)

Magazines — Magazines showed an
even more significant growth. In 1929,
total advertising revenue was $180.-

000,000. In 1950, it was $430.000.000

S T AT

GAINING

= in AUDIENCE
o in TIME SALES

And Our Low Rate Card
Remains Unchanged
5000

5l

U T

Represented Nationally by
THE BOLLING COMPANY
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| magazines

—almost two and a half times the 1929
volume. Put on top of this the fact
that radio advertising 1ncreased in
1929 from $25,000,000 to $370,000,
000 in 1950, and you have a picture of
what can happen in the United States
in these days of commpetitive selling
even though this entirely new medium

—radio—now takes a large percent-
age of the advertising dollar. The
question now 1s, “What will television
do to network radio?”

In a reeent survey which we made at
BBDO on leisure time, we stated that
“those who anticipate . . . a blackout
of radio listening, magazine and news-
paper reading, and other leisure time
activitics at the hand of television arc
due for a disappointment. Without de-
tracting in the least from the impact of
television, we can conclude that other
activities are far from dead.”

“As for radio, 677 of those in tele-
vision homes listen to the radio as
compared with 87%¢ listening to radio
in non-television homes. Despite this
decrease in homes which have televi-
sion sets, those who listen to their
home receivers devote an average of
two hours and 10 minutes a day to this
leisure-time activity.”

It is true, perhaps, when television
reaches out into every market, that net-
work radio at night may be very seri-
ously affected. But this situation does
not prevail now. Daytime network ra-
dio will probably never be as badly af-
fected as nighttime. Again, because of
low costs and greater coverage, net-
work radio will no doubt be used as a
selective medium by many advertisers.

In view of these comments and fig-
ures, the fact remains that network
radio will be judged on what happens
to it as a medium for producing sales.
In the final analysis if network radio
can continue to produce sales for ad-
vertisers, it will be important as a me-
dium, However this question can not
be answered right now. From a prac-
tical viewpoint we also have to con-
sider television costs. If television
costs get out of line, it may not be eco-
nomical for certain advertlisers to use
television in a big way or in a manner
that would be productive of results.
In such an instance there may be a
shift back to radio. One should re-
member that for a temporary period in
the early 193('’s when radio was mak-
ing its biggest gains and we were in a
depression period, and
suffered. they

newspapers
However,

e Sl

Millon |
People i
(BS
Means |

WDNC

DURHAM,
North Carolina

5,000 warrs
620 «c

'PAUL H. RAYMER, REP.
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A valve ... PLUS
in “BRU! CREEK
FO S”

with

IRAM
HIGSBY

KMBC
KFRM

PLUS ONE—"Brush Creek Follies" is
in its fourteenth successful season!
PLUS TWO—Playing again to a live
audience from the stage of the huge
new KMBC studio playhouse!

PLUS THREE—A great new arrange-
ment on commercials for advertisers!
PLUS FOUR—An outstanding new
promotion and merchandising plan!
PLUS A DOZEN—Write, wire or
phone KMBC-KFRM or your nearest
Free and Peters colonel!

of Kansos City
‘for Rural Kansas
e e 6th oldest CBS Affiliate ¢« «

Ur. J. A. Reilly
Armonr and Co.
Chicago, Hinois
Dear J. A.:

Shore wnz glad ter see Varrene
when she wnz in Charleston, I est
Virginny, fer
Viss  Wisconsin
Cheese. Us joiis
ar BCIHS is al-
tis glad ter see
a purty gal, ’spe-
cially eflen she's
merchandisin’
sumpthin’ fer one
v arr sponsors.
Incidentally, .
A., yuh shore got
STARS OVER
HOLLYROOND
on th’ right sta-
tion in Charles.
ton.  Th' latest
Hoaper shows
thet W CIS has
13.0% wv th’ au-
dience fer th’ to-
t2l rated periods

an’ they’s fire
alio stations in
f\\ own! Now ain’t
ther snmpthin’
ter crow “hout?
Tell all yur frens ar th' ageney thet
WCHS really deehivers th lisseners in
Charleston, West Virginny!

Yrs.
Algy

WCHS
Charleston, W. Va.
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quickly recovered when things began

to settl ind the advertiser could
take a ‘tive look at all com-
petitive Ii * x K

KATE SMITH’S 20 YEARS

(Continued from page 37)

Smith appr \ stream of “firsis”

are attril the full-hour variety
program s i in 1933, Collins
was the f sell the antagonistic

movie stry on condensing new
films an eviewing them with the
original stars on Kate’s show. Ben
Beruie and Kate Smith initiated the
now common practice of guest appear-
ance exchanges between radio stars of
rival networks.

Collins put an unknown group called
The Aldrich Family into the middle of
the variety hour, starting the serial on
the road to sponsor recognition. Kate
developed the idea of “taking” her au-
dience to a different ¢ity each week.
Her programs were the springboard
to fame of Abbott and Costello. Henny
Youngman. Harry Savoy. Harvev
Stone, and many others.  About the
only things in the program formai that
didn’t change over the vears were the
familiar sign-on and sign off.

1. What's the difference in her AM
and Tl selling techniques?

When  General Foods sponsored
Kate’s radio variety show—-1937 to
1947—the commercial copy was writ-
ten especially for her. In addition.
the advertiser gave his star the right
to make any changes in the copy she
wished.  On her TV program. Kate
and Collins have the right to refuse
products. but the sponsor of each
product they accept may use a testi-
monial by Kate Sniith. Actually, a 15-
second introduction to the TV com-
mercials is the extent of her involve-
ment. She does ot give the pitch per-
sonally as was the case in radio.

5. What philosophy underlies her
client-agency relationshipe?

There is a third steadfast policy.

Savs Collins: “It is extremely impor-
tant to sell the products sponsoring the
broadeast.  Consequently. we spend a
lot of time conferring with the agency
involved on hLow to get the biggest
sales. Except for the cigarette sponsor,
all of our agency relations have been
of the best. We have always done
everything we could to keep the spon-
sor-ageney relationship a happy one.
We have found that by taking this at-

titude the agency and the sponsor ex-
tend more cooperation.”

Miss Smiths’ realistic evaluation of
the purpose of air advertising coin-
cides with that of sponsors—hers and
others. “Fundamentally,” she told a
SPONSOR reporter who interviewed her
in NBC’s Hudson Theater during a re-
hearsal session of her video show, “the
media—AM and TV—present eunter-
tainment and/or information to pro-
mote sales.”

From that level-headed analysis we
proceed to an account of her two dec-
ades of broadcasting to promote sales.

The story of Kate Smith’s fabulous
carcer begins with “Kated.” the hypo-
thetical corporation named for her and
Ted Collins, her partner-manager. 1t
came into being in 1930 and has been
functioning ever since— on the strength
of an oral agreement based on friend-
ship and faith in each other’s integrity.
Neither has had cause to complain.

Kate. just 17 at the time. was doing
moderately well as the singing comedy
lead in a play called “Flying High.”
Ted. sales manager of a phonograph
recording company, was so impressed
by the beauty and perfect pitch of her
contralte voice he invited her to make
some records for his firm. Unlike the
self-appointed comedians in the show,
he didn’t pull any gags about her
size. That and his genuine interest in
her vocal range of two and a hall oc-
taves impelled the censitive girl to
burst into tears of gratitude. The
potential personality and the man des-
tined to develop that personality be-
came a tcam then and there.

The “then”—1930-—was a vear of
important radio expansion. Plans for
Radio City were on the drawing board.
William S. Paley, the new president of
the Columbia Broadcasting System.
was cooking up competition for the
older National Broadcasting Company.
Broadcasting was becoming a big busi-
ness, with prospects of rich rewards
for ideas and initiative.

Under Collins" guidance, Kate’s
growing popularity led to several
guest shots on NBC and an offer {from
CBS—the program deseribed in the
first paragraph of this article. The
CBS time slot was available because
nobody else wanted it. For the compe-
tition opposite was Amos ‘n° Andy.
Another tribulation concerned Kate’s
acconipaniment, the network providing
only a five-piece band for that. Ted
added seven musicians and paid them

SPONSOR
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out of the salary from his recording
job.

The show rolled on, and in a few
weeks they had to hire three secretaries
to handle Kate's fan mail. That was a
strong contributing factor in celling
the program to her first sponsor—-hLa
Palina cigars — who carried 1t for
three years at a weekly cost of $5.000
for the package. (Kate did not handle
the cigar commercial personally as she
did in the cigareite show referred to
above by Collins.)

That marked the end of the quarter-
hour series. The next year Hudson
Motors sponsored Kate Smith’s first
hour-long radio series. At the end of
the second year, the show was switched
to the Atlantic and Pacific Tea Com-
pany. In 1937 General Foods took
over for a decade.

Seven years after Kate's debut as a
radio singer, Ted again did the un-
expected and cast her in the role of a
daytime commentator. Her Kate Smith
Speaks cooperative sirip is now on
Mutual, may move to NBC. The deal
1s currently in the negotiating stage.

Kate Smith Sings, also a 15-minute
strip on MBS, involves Kate and Ted
doing a d.j. routine with her record-
ings. According to Collins, this stanza
is slated to become a serics of syndi-
cated platters to be offered locally.

Ted’s managerial brilliance, or luck,

s var g
e e anes

SN
.5

- “TOP-DOG”"
ON THE COAST

“Boy, am I happy. Latest Elliott-
Haynes survey of the Greater
Pancouwver area—the one-hundred
mile radius—gives me top billing.
Yet I'm always first or second
right in TUancouver, too.”
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as some people call it, has delivered the
goods again, and Kate has stepped from
a declining radio rating to a top tele-
vision position. By getting on the air
early in the development of afternoon
broadcasting. the Smith-Collins team
was able to get the cream of the mar-
kets. The program boasts a weekly
talent budget exceeding that of such
NBC-TV productions as Four Star
Extra and Your Show of Shows. lts
success has led to Kate being sched-
uled for a weckly full-hour night ses-
sion on NBC-TV next fall.

During her 20 years on the air, Kate
has received a list of awards that
makes her one of the world’s most cited
women. Her World War ]l activities
included travelling nearly 52.000
miles to entertain the men and women
of the Armed Forces: christening mer-
chant ships and Army bombers—one
of the laiter being named for her: pre-
vailing on 25.000 other Smiths to do-
nate blood to the Red Cross: and sell-
ing a total of $500,000.000 worth of
war bonds— more than any other sin-
gle person- —with a series of round-
the-clock radio appeals.

The celebration of her two decades
of broadcasting—1 May—was com-
memorated by the presentation of a
special Red Cross citation for “dis-
tinguished humanitarian service”
signed by President Truman. and by

- her induction into the Radio Pioneers
Chub by H. V. Kahienborn.

Kate Smith and Ted Collins have
conie a long way in those 20 years.
The two have sometimes been com-
pared to Svengali and Trilby, but the
analogy 1s without justification in fact.
From the start, Ted classified Kate as
“a natural talent. of which there is
never more than one in a generation
in any given field. There was one
Babe Ruth. There was one Knute
Rockne, There is one Kate Smith.” In-
stead of trying to create synthetic qual-
ities, he encouraged her to rely on her
innate characteristics. As a result, Kate
Smith sounds sentimmental because she
is sentimental; she sounds sincere be-
cause she (s sincere; she sounds friend-
ly because—underneath the defensive
veneer necessitated by thoughtlessly
sadistic barbs—she s friendly. * * *

' 510 MADISON

(Continued from page 18)

dience move from radio to TV in this
! area? Here is what the record shows:

| (BS STATIONS.

TWO BI6.

SOUTHWEST
MARKETS

ONE LOW
COMBINATION
‘RATE

KWT

WICHITA FALLS, TEX.

620 K(

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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. the Grea
W Wheeling (
0
1l Marke*
¥ you ne

High Hoopers (Avg. 24. 5)
[ Low Cost
The ECONOMICAL way to
SELL
The Wheeling Market
Check
THE WALKER CO.

810 ke.

10,000 WATIS NIGHT

Notional Represenlolive

THE KATZ AGENCY
82

37.4

5
4.9

This figure +19) represents a drop
of 1.4, in Nashville tune-in. Obvious-
lv. this percentage appllc~ to home

onlv.  Of all the TV sets sold

area. 7o« have been

placed in home county, 257C in out
side counties, Using this as a yard-
stick. reduced tune-in for outside coun-

in  primary

ties is that of home county, or
CE

...... 11,875

090

oss 14,9653

'V home for

lio he hat e el i

55,649

€#i1n i rahio Lhomes
On overall night tune-in. primary,
=econdary and tertiary, BMB's 1949

report showed WLAC with an 897
gain over the measurement made in
1946.

Station comparizon
1944 Jan-Feh &

Hooper:

of Audience WEAC 308 WSM 51.3
1951 Jan-Feb ¢
of Audience WILAC 313 WSM 31,3
(+ Loss 16.8
Average Night Rating
1014 WhLAC 71, WSM 187
19351 WLAC 104 WSM 10,4
WLAC L we 14.0%

*It is noted that WsM is
l)a(‘k under the formula.” This displays good
yudgment. rat are generally  recog-

. Z1ven no cut

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED {930

HIGHLY RATED

s2.8
AVERAGE WINTER 1951

ABC STATION

WBTM

HOLLINGBERRY

JOE ADAMS

REACHES ALL

NEGROES

LOS ANGELES

K O WL &R ciaiin

nized as being too low, and even with the tune-
in loss as shown above, their rates still are
under what they should be,

We leartily endorse the statement
that . . . the user of spot radio must
be considered. He is obviously con-
cerned with the relative values of time
on individual stations.” However, this
surely does not represent new thinking

-it always has been true. That is why
WLAC has consistently 1naintained
rates below the actual value of the
service rendered.

When we count up our mail we are
all the more convinced of the reason-
ableness of our rate structure. In 1950
WLAC’s mail count passed the 900.000
mark, almost 10.000 in excess of that
received in 1949. A station that can
draw mail in such volume is bound to
“make friends and influence people”
in behal of the accounts using our
medium.

We understand that ANA arrived at
its rate-reduction figures on the basis
of an “analysis.” We have ot seen
the analysis they made of WLAC, so
we shall have to content ourselves with
the one produced by our own audi-
tors. We hope it makes as much sense
to vou as it does to us.

F. C. SowEgLL
General Manager
WLAC

Nashville

FIRESTONE'S 23 YEARS IN RADIO

{ In the 26 February issue of SPONSOR
you had a very wonderful article en-
titled “23 years with the same pro-

| gram.”

In one of the west’s

RICHEST MARKETS
Idaho's Fabulous Magic Valley

Ask Hollinghbery
ABC at
Twin Falls, fdaho

Frank C. Mclntyre
V. P. and Gen. Mgr.

HEADACHE? Toss TV

film spot problems to TELEFILM Inc.
Hollywood (28} Calif. since 1938

LO% ANGELES - SANTA MONICA, CALIF,

SPONSOR




We would like to send reprints of
this article out to some of our district
managers and key division men and
are wondering whether it would be
possible for us to secure about 75 re-
prints of this article.

If reprints are not available would
it be possible to get that many back
copies of this issue?

I would apprectate your advising me
on this as we know this article would
he very interesting to our district man-
agers.

E. H. SWINEHART
Advertising Department
Firestone Tire & Rubber Company

Akron

@ Reprints of any SPONSOR article are avail-
able to subscribers, Rates on request,

MERCHANDISING AT WCOP

1 have always been impressed by
spoxNsOR being impressed with tle nec-
essity of merchandising by radio sta-
tions. Your Applause column in a
recent issue of SPONSOR occasions
this perhaps too long letter, but !
have wanted to write you about what
[ {feel is one of the most complete nier-
chandising operations in the country.
and which sronsor alas, has not seen
fit to mention in 1ts frequent stories on
merchandising.

We here at WCOP have a special
Merchandising Department which is
certainly unique in the area. If you
are statistically minded, you might be
interested in knowing that in 1950 our
Merchandising Department made no
less than 1,635 calls on retailers vary-
ing from hardware stores to sporting
goods stores. These merchandising
calls are. of course, a regular aspect
of the WCOP merchandising operation

/R

and are designed to call the retail
trade’s attention to WCOP-.advertised
products. In conjunction with this, we
also conduct sales survevs in an at-
tenipt to give the sponsor some concep-
tion of his product’s acceptance at the
point of sale; how it dues against com-
petition; the effectiveness of its adver-
tising. Twenty-four separate such sur-
veys were made in the calendar year of
1950. and in addition to the usual drug
and groeery accounts were included
such esoteric products as photographic
equipment and shoe polish,

We also keep in touch with retailers,
wholesalers. and jobbers witlt special
mailings (and sinee this turns out to
he an annual report I may as well give
you some figures on iti; 51 mailings
accounted for almost 29.000 separate
pieces of mail.

WCOP is also fortunate in having a
good high-traflic ground floor location,
and we have a professional display
house continually keeping our windows
filled with WCOP-advertised products
and photographs of the program on
which they are featured. One hundred
such window displays were exhibited
during the year featuring products as
varied as clothing, petroleum products.
and niotion pictures.

This by no means wraps up our com-
plete merchandising cooperation with
radio sponsors. We maintain travelling
displays that appear in drug and gro-
cery outlets throughout greater Boston.
We carry a regular column in the New
England Grocery & Market magazine.
and conduct similar types of merchan-
dising services for advertisers.

Joun WILKOFF
Promotion Manager

wcor

Boston

en circle”
335,000 people.

Not the biggest station, but the BIG BUY in cost
per thousand homes reached in Knoxville’s “gold-
.. . the industrial metropolitan area of
Cover this compact market with
WBIR AM and FM, both for the price of one.

The Bolling Company

21 MAY 1951

CHICAGO'S lOOP

itz
"‘1

¥
BOSTON OYSTER HOUSE

Historic

e
World Famous

TERRACE CASINO

Available for Any Type Function

@
bf a2
AL @ ang AK
°
Many people are literally

resting easier beecause KQV
is doing an eutstanding job.
One of our clients, after
using the “News Flash® paek-
age for a month, said—*"My
business is very goed while
other mattress companies are

Ask Weed &

Company about this and the

screaming.”’

niumerous other reeent salos

success stories on KQV.

KQV

Pittsburgh, Pa.
MBS—5,000 Watts— 1410
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What radio men fear most

It 15 important that advertisers who
are looking at the several media con-
what radio

structivelv  understand

broadcasters fear niost.

During these days of network rate
slashes and network sale negotiations
cne thought constantly presses hard on

That

thought: m the uncertainty over night-

station owners and managers.

time network radio are advertisers, to-
tally without intent or malice. building
up the notion that radio as a medium
1= dechining?

Broadcasters have been remiss in
'oming forward with simple logical as-
sessmients that the national advertising
fraternity will “buy™ as bonafide evi-
dence of the worth of radio. Pending
such time as this evidence is forthcom-
mg (the No. 1 objective of the new
BAD is to provide this as early as pos-
stble) much harm can be done. After
all, the average advertiser has much
more to think about than the problems

of radio. It's eazy to see how the pres-
ident of a large company or his adver-
tising nianager can. almost totally with-
cut conscious thought. project his
downgrading of nighttime network ra-
dio to all of radio.

In a last.minute effort to fight this
osmosis of thought the network Afhli-
ate= have organized; some stations
whose cost-per-thousands are the most
favorable in their existence are raising
national spot and local rates: many
stations are calling attention to their
audiences. impact. and snowballing na-
tional spot business. What is happen-
ing ix that a medium which has heen
criminally backward and shortsighted
in its own promotion is finally taking
the offensive.

As one agency put it, “Radio sta-
tions are finally coming around to real-
izing that it's better to advance radio
as a medium than to tear down one
another.”

Unfortunatelv. the simple straight-
forward evidences that advertisers need
to make up their minds about the true
dimensions of radio won’t be forth-
coming immediately.

So sPoNsoR makes these interim sug-
gestions:

1. Be as tough as you like, but keep
an open mind about radio. The facts
on the medium will be coming as soon
as the BAB can ready them.

2. Look at the network gyrations in
their proper light—simply adjustments
mm one segment of radio that hasnt
auite kept abreast of the times. And
remember. the networks are making
adjustments.

3. Remember that newspapers and
phonograph records have both made
radical adjustments in the last decade

Applause

We tip our hat to
Herbert Trueo Gardner \dvertising
Co.. St. Lonis
IV Dictionary Handbook for Spon-
sors, to be published starting with the
} June sroxsor. 1s the culmination of
months of painstaking research. analv-
sts, contact. double-checking.  And to
M=, True. who pitched i every step

whose magnificent new

of the way
Edgar Kobak who at a still young-
i<h age s rapidly becoming the elder
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statesman of advertising. especially air
advertising. 1lis ability to pin down
and express solutions to key problems
is of inestimable value to this field to-
dav.

Radio and TV station representa-
tives  whose present-day alertness and
expansion of service make them per-
haps the most progressive single seg-
ment on the broadcasting scene today.
Their service both to stations and ad-
vertisers  goes far beyond anyvthing
dreamed of a few vears ago.

or two Today. despite earlier pessi-
mism, both fields are sironger than
ever before in their history.

CORN in the Northwest

“Seattle calling,” said the operator.

It was late Thursday night, 10 May,
and we were busy putting our 21 May
issue to bed. We took time to get on
the phone. A prominent Seattle broad-
caster came on, shortly followed by
two others. And there was plenty of
excitement.

It developed that the Board of Di-
1ectors of the Washington State Broad-
casters had just adopted, unanimously.
a resolution which they hoped network
executives would take to heart, as fol-
lows:

“Whereas the networks of the great
American system of broadeasting have
jitters . . .

“Whereas evervone even remotely
comected with the great American
system of Dbroadeasting has experi-
enced direct evidence of those jitters
in their income . . .

“Whereas mass desertion of brass
within network ranks is further evi-
dence of the jitters . . .

“Therefore we of the great altruistic
Washington  State  Association of
Broadcasters do hereby create the or-
ganization which shall henceforth be
known as CORN (Cooperative Organi-
zation for the Relief of Networks).

“We hereby invite all broadcasters
and the great American public to join
with us in forwarding to those ‘disa-
bilitated’ persons any contribution of
food. clothing. or other material so
that they may survive to maintain our
great systen1 of free democratic broad-
casting.”

A certain anonymous midwest drug
manufacturer—who dropped his long-
time radio program but insists on
plowing the appropriation back into
radio. His point, well taken and useful
for other sponsors: radio is the No. 1
mass medium (an importanmt factor to
19 out of 20 families. including TV
families). 1 can’t afford to drop it.
But new developments give me better
buys with other programs than the one
I’ve been sponsoring. So I'm making
a change.

SPONSOR




ARTHUR GODFREY (alks to
millions of housewives over WIR

Monday thru Friday

the

GREAT VOICE
of the

GREAT LAKES

1,000 WATTS CLEAR CHANNEL

The buying habits of millions of housewives (and their families) in the rich
Great Lakes area are conditioned by their listening habits of many years.
Stay tuned to these profitable buying habits with WIR— the

Great Yoice of the Great Lakes...Remember!...First they listen...then they buy!

) Represented nationally by Edward Pelry & Company
FREE b

N

SPEECH N - ) o .
MIKE B Radio— America’s greatest advertising medium
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It’s all right with us, but better be careful.

You really ought to break the habit of set-
ting your watch, say, by Jack Benny’s voice,
even though you've been hearing him at the
same time for sixteen years. You should know
there can be a gap of anywhere from 3 to 30
seconds between radio’s official time signal
(the hourly “beep”) and the start of a program.

Chances are you know better. It’s just a
habit with you.

Just as it's a habit to turn on the radio
for a favorite comedian, or to find out whether
the road’s safe for driving, or whether school
keeps; or to tearn the path of the hurricane
or the course of the battle.

In one generation, radio has become per-
haps the most typical American habit. More

of a habit than the Sunday drive (we own

more radios than automobiles). More of a
habit than taking a bath (we own more radios
than bathtubs). Most Americans would find
it hard to live without a radio. It almost ranks
with meals as something we couldn’t regu-
larly do without.

This habit of listening is a most useful one
for advertisers.”

Through radio, customers make their own
daily or weekly appointment with the adver-
tiser...come to him deliberately, time after
time, ready to listen to what he has to say.

What you have to say, and what you have
to sell, can very easily become a habit with

millions of people, through radio.

GREATEST HABIT: listening to CBS. 23%% more pecople listen here
than anywhere else,
*RGREATEST ADVERTISING HABIT: CBS, wlere 150 more is in-
ested thau on any other wetwork,

The Columbia Broadcasting System




