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" 12 hours in the life of
""”" \ } an account executive—p. 27
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Public utilities like N.Y.'s Con Ed use air heavily—see p. 36
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The valor that Virginia born-and-bred William Henry Harrison
displayed in the famous Battle of Tippecanoe
helped bring him the presidency of the United States
and the nickname “Tippecanoe.” This son
of a signer of the Declaration of Independence,
grandfather of still another president
of the United States,was from the mold that traditionally
has kept Virginia in the forefront of Southern progress.
With this rich heritage, it's no accident that WTVR
was the South’s first TV station—that WCOD was
Yirginia’s first FM station, and that WMBG now

is celebrating its Silver Jubilee of service. These are

-

; o = Havens and Martin Stations, the First Stations of Virginia.
Battle of Tippecanoe

. '!- .‘..- ﬂ’":-v .
Havens & Martin Stations are the only theBUTHs first wlCVlSlOD._S_EElth
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia’s first market.

Represented nationally by John Blair & Company FIRST STATIONS OF VIRGINIA
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AM ’soaps’ may
! gain in P&G
TV checkup

What's your
| problem? John j.
| Anthony is back
!

| Sponsor interest
in news still high
despite Korea lull

| Hooper signs
first sponsor
{ for Media-Meter

Roach-Official
pact will mean
more films for TV

"See It Now”’

costs Alcoa
$1,000,000-plus

SPONSOR, Volume 3, No. 23, 3
510 Madlson Ave., New York 22,

Trade is keeping keen eye peeled on P&G, which has asked its agencies
(Benton & Bowles, Young & Rubicam, Pedlar & Ryan, Biow, Compton) to
check up on effectiveness of its TV advertising. Soap company's con=-
cern is natural, since it now spends $27,000,000-plus on radio and TV.
One P&G agency exec told SPONSOR: "P&G will compare sales results in
each TV area. If P&G finds its TV results don't warrant the huge cash
outlay, it may well be the company will siphon some of the money into
more daytime radio soap operas."

—SR—

John J. Anthony, bleeding-heart Solomon of the airwaves, who hit his
peak in '30's, is on comeback trail. Beginning 6 January, Sterling
Drug's Ironized Yeast will bankroll lovelorn expert (cost: $450,000-
plus) over full MBS web. Anthony goes into 9:30 to 10:00 p.m. Sunday
slot (via Dancer-Fitzgerald & Sample).

—SR—

Despite tedious Korean peace stalemate, 3 recent sales reflect contin-
ued sponsor interest in radio news: (1) Beginning 31 December, S. C.
Johnson Wax (via Needham, Louis & Brorby, Chicago) sponsors biggest
news schedule ever on any network—$2,000,000-plus annual outlay for 4
separate newscasts on 539 MBS stations; (2) Atlantic Refining Company
(via N. W. Ayer) is experimenting, to tune of an estimated $100,000,
with B-minute newscasts over 30 stations in Virginia, North Carolina;
(3) Credit Union National Association (via J. Walter Thompson, Chi-
cago), first time on network radio, debuts 1 January with 7:30 to 7:45
p.m. portion of Gabriel Heatter over MBS, with $250,000 outlay.

—~SR—~

Brown Shoe Company, St. Louis, is first sponsor to underwrite C. E.
Hooper's new "Media-Meter"—telephone coincidental service which pro-
vides comparison of time audience devotes to radio, TV, newspapers,
and magazines. "Media-Meter" costs $4,500 per city surveyed, and
Hooper expects to begin using it 1 January in 10 cities.

—SR—

Look for much-needed increase in supplv of big-time TV films, as re-
sult of "joint participation" agreement signed by Official Films,
Inc., N.Y., and Hal Roach, Jr., of Hal Roach Studios, L.A. Official
(nation's second largest producer of home movies) has guietly been
producing English-language TV operas in Italy; half-hour religious
films for TV in Holy Land; 0. Henry-style dramatic short stories; and
30-minute low-budget musicals in Hollywood for TV. Official president
Bill Goodheart, Jr., will screen these offerings to trade "in next few
months." Roach (nation's biggest studio for TV film production) turns
out Philip Morris' "Racket Sguad," General Mills' "Trouble With Dad."

—SR—
Unlike his expensive "Hear It Now," which was never sponsored, Edward

R. Murrow's new "See It Now" over CBS-TV will be bankrolled in new
year by Alcoa (via Fuller & Smith & Ross), to cost $1,000,000-plus.

December 1951. FPublished biwcekly by SPONSOR Publications. lnc.. at 3116 Elm Ave., Balthmore, Md. Evecutive., Editorial, Circulation Of
$8 a year in U. S. $9 elscwhere. Eniered as second class matter 29 January 1949 at Raltimore, Md. postoffice under Act 3 March 1879,



REPORT TO SPONSORS for 3 December 1931

NBC all out
to bolster AM,
McConnell says

Denny outlines
plans for NBC
radio net

Nets continue
| to build TV

Star system

CBS ““one-shot”’
plan has
sponsors biting

AM gets boost as
clearance hassle
sours firms on TV

Stress which NBC places on strengthening radio network was indicated
when President Joseph H. McConnell said at Boca Raton confab that NBC
was prepared to loose 51,000,000 in 1952 to rebuild radio net. Of
major importance is merchandising operation under direction of Fred
Dodge. Already, Dodge has completed pilot merchandising effort for
Pet Milk and Aerowax in St. Louis and Cleveland with promising re-
sults. He has 10 field men stationed strategically throughout U.S.,
SPONSOR learned.

—SR—

Direction in which NBC radio network will evolve was summarized by
Charles R. Denny, NBC executive v.p., before affiliates assembled at
Boca Raton, Fla., last week. He stressed enlargement of net facili-
ties to grass-roots towns; increase in net option time; programing de-
sign to utilize AM strong points and also make effective use of NBC's
TV stars; realistic pricing of programs; sales policies to increase
usefulness of net for present and future clients; strong merchandising
services to increase NBC radio's effectiveness (See story on network
radio evolution, page 38).

—SR—

Recent signing by CBS-TV of 5-year exclusive contract with Ginger
Rogers, and ditto NBC with Judy Canova, are most recent developments
in battle between TV webs to grab off Hollywood stars. Biggest invad-
er of Hollywood preserves is NBC, which has pacted names like Jimmy
Durante, Eddie Cantor, Martin & Lewis, James Melton, Jack Carson, Bob
Hope. MGM, in part to placate its stars nursing TV ambitions, has
just signed %2,000,000-plus contract with MBS, allowing over 100 of
its top talent to star in Mutual shows next year. But it's still ver-
boten for MGM talent to enter TV. Among MBS-MGM radio stars will be
Bette Davis, Errol Flynn, Lionel Barrymore, Mickey Rooney, Orson
Welles, Ann Sothern.

—SR—

Sponsors are biting CBS' "buy-a-piece of Skelton" and other "one-shot"
radio offerings. John J. Karol, CBS sales vice president, told SPONSOR
"at least 8 sponsors" have shown high interest in acquiring piece of
"Red Skelton," in near future, including Packard, Pepperell sheets.
Also, "over 6 advertisers" are interested in one-shots of other shows.
Pontiac (via McManus, John & Adams, Detroit) is buying single perform-
ances of "Broadway's My Beat," "Hearthstone of the Death Sgquad."

Buick is one-shotting 2 other shows.

—SR—

Radio will get shot in arm as aftermath of increasing number of spon-
sors leaving TV, because webs can't give them enough stations, or
clear good time slots. DLatest is Bonafide Mills, Inc. (via Gibraltar
Advertising Agency, N.Y.), which cancels "Versatile Varieties" on ABC-
TV 14 December. Gibraltar producer Charles Basch told SPONSOR: "We
ordered 31 stations, but ABC could clear only 17. We probably will
use radio from now on." Another, American Safety Razor Corp. (via Mc-
Cann-Erickson) cancels Robert Q. Lewis's "Show Goes On" 8 December,
because "CBS-TV switched show from Thursday to Saturday night," oppo-
site formidable NBC "Your Show of Shows." Said Ad Manager Buddy Solo-
mon to SPONSOR: "We're talking about a new radio network show or
morning radio newsstrip."

(Please turn to page 62)

SPONSOR




No. 30 OF A SERIES

BOB REYNOLDS
In Rose Bowl Play”

WHEC

cord has

ed J'I.Ilfe./

IN ROCHESTER 432 weekly quarter hour periods are
Pulse surveyed and rated. Here’s the latest score, =

STATION  STATION  STATION  STATION  STATION | STATION

WHEC B C D E F
FIRSTS..... 226...136..... 38..... 4...... O.....11
TIES....... 17... 15..... 2.....0...... O..L... O

Station on
‘til synset only
WHEC carries ALL of the "top ten” daytime shows! PULSE REPORT—
SEPTEMBER-OCTOBER, 1951

WHEC carries the top seven evening shows LATEST BEFORE CLOSING TIME

and is tied for ninth and tenth places!

BUY WHERE THEY’'RE LISTENING: — VW/“_"“"

.
N el

NEW YORK
\‘ 5,000 WATTS

R;presénfmives: EVERETT»M:KINNE?, Inc. New York, Chicco, F. O'ONNEI,I. CO., Los Angeles, San Francisco,
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ARTICLES

12 hours in the life of an aceount executive

To cope with the demards of his job, an A.E. must be a combination of
Standard Rate and Data, Demosthenes, Freud—and have an iron stomach

Oyster Shell cevers 56 markets with S10.000

Using spot radio 52 weeks a year to reach farmers in 20 states, this chicken
feed supplement firm makes small ad budget go a long way

Do viewers remember your comamercial?

SPONSOR presents an exclusive report on a new study of TV commercials
conducted by Advertest Research. You will find the results highly useful

Why blawme the program director?

When he tries to please the station manager, sponsor, and account executive
—all at the same time—no wonder the P.D.'s efforts are often uninspired

Publie utilities on the air: Part 11

Here's how local power companies have made increasing use of radio and
TV to build good will and ward off government cwnership

News roundup

The latest developments on (1] network reorganization; (2) sports sponsor-

ship on TV; (3] Ken Baker's new BMB study; (4) NBC-CBS listening research

Are you overlooking station breaks?

Many advertisers have found—to their profit—that they can pack lots of
e

“seli'" irto 20 seconds—or less

COMING

Let your salesmen in on your adrertising

Case histories prove that if a sponsor doesn't turn his sales force and his
air advertising into one effective team, he may lose out

Feature fihwas tailov-made for TV

Who's who in production of feature films, who doss the distribution, and
what results sponsors have had in using them will be included in this roundup

TV in radio howmes

Many studies have bean made attempting to show the effect of TV on radio
listening. SPONSOR will present a cross-section of results

DIGEST FOR 3 DECEMBER 1951
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32

31

36

38
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MR. SPONSOR ASKS 48
ROUNDUP 52
RADIO COMMERCIALS 56
AGENCY PROFILE: BARRY RYAN 58
SPONSOR SPEAKS 84

COVER: Electric and gas utilities are using
broadcast advertising increasingly. (See story,
p. 36.) Typical big-city air user is New York's
Consolidated Edison. Conferring on Con Ed
commercials are {from left) George Minasian,
community relations; Charles B. Delafield, Con
Ed v.p.; Tex Antoine, star of firm's TV weather
series; advertising director Ray Martin; Cress
Pugh, BBDO account executive on Con Ed.
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Here’s something hot in public
service shows—so hot, in fact,
that we may change the name to
“Fireworks on Sunday After-
noon!”

Actually, the name is—“The
Citizen Speaks.” WHIO-TV

supplies the prime half-hour (2

P. M. Sundays) and the mod-
erator. The rest of the cast is
Dayton city officials and Day-
ton citizens.

A subject of city-wide interest
is announced each week. Quali-
fied city officials appear before
a panel of citizens who want to
know What? Why? Where?
When? How Much? During the
show, viewers can phone in addi-
tional questions, thus making it
a widespread free-for-all.

To use an overused phrase—
this is democracy in action—and
we do mean action. It was
launched with much finger-
crossing. Would the people of
Dayton take an interest? If you
doubt it, you should be on our

“This would seem to indicate television on the local level is reaching

for adulthood,” says the Dayton Daily News’ Bill Barton.
Stuart Strand passed along many telephoned questions during the
half hour. He was still clutching a handful when time ran out and citi-

“Moderator

zens were still telephoning WHIO-TV for some time after the show.”

switchboard and read our mail.
Would city officials like the no-
tion and cooperate with it? The
answer is: Both!

To quote Mayor Lohrey,
“This is one of the healthiest
things in city government I’ve
ever experienced. The public re-
sponse is amazing. On this
WHIO-TV program we're able
to bring the democratic processes
of local government into the liv-
ing rooms of Dayton. This pro-
gram answers a real need.” To
quote ourselves, “Here is public-
service programming with a
BANG!”

CHANNEL 13

jo-tv:.

City Manager McClure, Mayor Lohrey and Moder-
ator Stuart Strand (below ) discuss program details.
With members of Dayton City Commission (above)
they appear on premiere of “The Citizen Speaks.”

Pulse for September shows 8
out of top 10 weekly shows
were aired via WHIO-TV.,

Represented nationally by The Ceorge P. Hollingbery Company
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KPIX’s tele-version  of
Margo Trumbull’s popular
radio  series—“Top of the
Mark” has proved to be one of San
Francisco’s top TV productions.

Televised directly from the world famous
Too of the Mark, the half hour weekly
program features
Margo's interviews
with the world’s best
known figures in en-
tertainment, political,
literary and profes
sional circles

Such celebrities s
Celeste Holm, Dor:
othy Thompson, Vin.
cent Price, Pierre
Monteux. Marsha

Margo Trumbull Hunt, Warden Clin-

ton Duffy, Andre
Previn A-ch Obler, Yehudi Menuh.n, Arthur
Fiedler, Opera and Ballet stars and numerous
o hers have guested with Margo in the glam-
ourous Nob Hill setting,

The interesting visitors . . , the scenic
“Top of the Mark” . and the well.
paced wperformance of hostess Margo
trumbull, who has acquired a wide.
pread reputation for her interviewing
tochniques, combine to make for a
s:mooth production.

WINTER CONCERT SERIES

KSFQO's third annual Winter Concert Series
has resumed on-e again and is now featuring
two full hours of classical and operatic music
each Sinday afiernoon

Mursical host, Bill Hillman, also brings
KSI'O listeners interviews with leading
concert artists appearing in San Fran.
cisco,

CHANNEL
3

Reprosenind by The Kaiz Agency, Inc.

560
{4

Represanted by Wm, G. Rembaau Ca,

SAN FRANCISCO

lomey | .

Robert J. Landry

Oh. did youn invite the writer? We neverdo. ..

You are a sponsor. You have decided to risk a program. Radio.
Or television. You know how much you want to spend and have
confided this intelligence to your advertising ageney. As a conse-
quence of your deeision to embrace sponsorship, or at least your
expressed willingness to consider it. a whole series of conferences
have heen set in motion. These conferences are indubitably educa-
tional. but unfortunately a trade-wide addiction to secrecy prevenls
detailed reporting of them. Hence we resort, unsatisfactorily, to
“impressionistic projection.”

* * *

You vourself may be present at come of the conferences, perhaps
not at the best ones. The meetings will vary with you, the sponsor,
the particular agency. network, package house, and the amount of
starch in the assembled shirt fronts. The staren will be related to
the fat content of the appropriation.

£ E3 %k

You will note, on the table, many lists of available programs, stars,
tie-ups. and merchandising stunts. It may be that of 15 major “rec-
ommendattons.” they have their real choice hidden as number 13.
Yon mav not know that for a long, long time.

% k%

Everybody will be amazingly familiar with the William Morris
\egeney. Musie Corporation of America, Nielsen and other indices.
Some of the smoother gents will be subscribers to Celebrity Service,
a remarkable method for knowing the hotel and room number of
every star in town. Yo will be awed by men who rattle off popu-
larity ratings like Brookhyn barbers rattle off Dodger batting averages.
There will be aunditors present. and statisticians, and economists,
and men who can get Abe Lastfogel on the telephone, even in Palm
Springs,

L *

Got the pictnre? You are witnessing, in vour mind’s eve. the
<olemu ritual of program selection by executive conference. This
i= big town. big time cryvstal gazing. Notice the omission.  Almost
never. bhut abmost never. i an author, a mere seript writer, invited
to be present. In all the strange folkways of the conlerence. this is
the great rule. Statistics. yes.  Market data. OQut of your ears.
\ngles? By the bushel. Bnt no observations from the euy who has
to convert “lormat™ into livable, plavable, manageable seripl. Grue-
some indeed are the complaints of writers at the assignments handed
them out ol executne conferences at which executives have decided
that writing was too important to be entrusted to mere writers until
all the fundamental literary commitments were first made.

(Please turn to page 77)
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Thanks ga%p/é@c@ /
KT FROM WASHINGTON” ON OUR 25IH ANNIVERSARY

S ON WLAC EVERY WEEK.

—a

Thanks, everybody! Those two words express just the way we feel

toward the people who have made possible WLAC's 25 happy,

prosperous years of broadcasting. —
‘ Of course we mean the advertisers—there were none in 1926,
nearly 200 in 1951. But, we also are thinking of the millions of
plain, ordinary citizens who listen to our station—especially the
L 932,500 who wrote us last year.
‘ Thanks to the Columbia Broadcasting System for giving us "'radio’s
JVERNOR GORDON BROWNING ]

USES WLAC FREQUENTLY IN best”" in programming, programs that brought us to the top in

ORTING FROM STATE CAPITOL. Hoopera’rings

And. in equal measure, our appreciation goes to the government
officials who used our station for keeping the public informed on
*" matters pertaining to the general welfare . . . the schools, the
churches, the charitable organizations and the U. S. Service or-
ganizations. Each has helped to spread the story of WLAC's —*

operation "in the public interest™.

And so, on this our 25th anniversary, we want to make known our

B, feeling of gratitude by woicing that familiar, old-fashioned Amer-
{IASHVILLE'S MAYOR BEN WEST p— i

) L it
B eREADY AGCESS TO ican expression, ''Thanks, everybody!

WLAC MICROPHONES.

J. T. WARD, Owner F. C. SOWELL, Manager ‘
50,000 WATTS « (IS o NASHVILLE, TENN.

Represented Nationally by the Paul H, Raymer Co.

AMBER OF COMMERCE PRESIDENT
H. HACKWORTH CRUSADES FOR
IVIC IMPROVEMENTS ON WLAC

. MA‘{??; . - o I - anh i . 1
WLAC'S "GARDEN GATE", lith ANDY WILSON, ONE OF WLAC'S MARY MANNING'S "INTERESTING PEOPLE" IN THE NATION, THE STARS'
‘(‘%'I‘\LRLSN CB%, IS NATIONWIDE MANY ARTISTS, PULLED 22,832 SHOW IS FIRST CALL FOR VISITING ADDRESS IS CBS. IN

i OARD'' FOR NASHVILLE. LETTERS IN 2 WEEKS CELEBRITIES. {PHIL HARRIS) NASHVILLE, THIS MEANS WLAC.
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Your eyes, too, would reflect the
uncomplicated charm of “Betsy

and the Magic Key.”

You’d hve every magic moment
of all 260 of these quarter-hour
film fables...know as well as your
own name bright-eyed, light-hearted
puppet characters like Betsy, Texas
Ranger, Mr. and Mrs. Bear, Tommy
the Bumblebee, “Dumb” Bunny,

Sir Anthony the Elephant...

As an advertiser, you already know

that this kind of spell —with 1ts
wide-eyed fascination and day-n-
and-out devotion—will help you

sell more of your product.

“Betsy and the Magic Key”* will
open new doors for you. For
first-run nghts n your television
markets, subject of course to prior

sale, just get in touch with...

*Written and produced by Elizabeth Ruaines, with the

famous Sue Hastings Marionettes.

GBS TELEVISION
SPOT SALES .

offices in New York, Chicago, Los Angeles,

Memphis, Detvoit and San Francisco




S

10

St. Louis’

Pied. Piper!

..that's super salesman

Tom Dailey o

“RECALLIT
AND WIN”

Like the pied piper of
legend, Tom Dailey's
music gathers listeners —
plenty of them every day
at 11 a. m.~from St. Louis,
out-state Missouri and
lllinois.

Those housewives love to
hear Tom play the songs
of yester-year. . . the
music that brings back a
host of pleasant and
treasured memories.
Call them sentimentall
But rain or shine, six days
a week, the studio’s
packed. And the air
audience is packed, too.
It's such o following that
adds to Tom's sales . . .
with more sales!

Globe-Democrat Tower Bidg.
Saint Lovis

R

epreieniolive
The KATZ AGENCY

W

W adison

BANKS ON THE AIR

This has been my first opportunity
to write you and congratulate you on
what 1 believe is one of the most com-
plete and accurate analyses of bank air
advertising I have ever liad the plea-
sure of reading . . . and I have read a
lot of them.

It was rather amusing to me to sce
how vou hit the nail square on the
head. and it is really too bad that the
top officials. such ax presidents ans kev
administrators of banks do not lave
an opportunity of reading it. Baaks
usually have been very progressive m
recent vears in modernizing their serv-
ice to the public. but advertising is jnst
something that is passed by lightly and
usually put in the hands of people that
know little if anything about that in-
portant phase of business.

Thanks also for vour kind remarks
about my agency and | am in hope that
we can continued to live up to those
standards.

C. H. Pearsox, Pres.

Pearson Adv. Agency, V. Y.

® SPONSOR's article, “Baunk< can do better ou
radio TV, which appeared in the 10 September
1651 issue, will be reprinted in the December
jertte of the Finaneial Pablic Relitions Assoeiation

Eulletin,

CAROLINA JINGLE CREATOR

| was quite intrigued with the won-
derful article in your 22 October is-
aue of sronsor highlighting the amaz-
ing success of the Carolina Rice jingle

. especially, since | wrote, produced
and directed the litle gem!

There are mamy  more additional
facts in mny file that would have en-
hanced the story: as. for instance, the
ridiculously low budget that I estab-
lished to produce the spot in order to
“sell”” both the ageney and the client.
You sce. four years ago. Donahue &
Coe were very antagonistic toward ra-
dio and particularhy radio people. 1
had to do a selling job right from
scratch and practically shoved the jin-
ole down their collective throats, You
can nnderstand my satisfaction now
that all the claims T made have been
substantiated by your article.

The story was hazyv on the account
cxecutive whose hobby was jingle writ-
ing.  Actually, T've written many jin-

¢gles both national and local—at natu-
ral follow-up to my bandleader davs,
But vou'd have enjoved hearing how |
had to sing. all at once. the lead part |
wrote for Janette Davis plus the five
background parts of the quintette plus
the musieal accompaniment—to the chi-
ent in Bill Schneider’s office before 1
could get an okay to cut the platter. . . .
Again. let me congratulate you and
your staff for pointing out to the trade
the continuing effectiveness of radio
tand TV): and for crystallizing the
arguments that 1 found so hard to put
across just a few short years ago.
E. Joxny GRavr. J.P.
Suader Telescriptions Sales, N. Y,

AD MEN WANT TV TERMS

We understand that the complete
“TV Dictionary /Handbook for Spon-
sors” is available to vour subseribers
by request.

We would appreciate receiving a
copy of this just as soon as possible.

Thanks very much.

EUGENE J. REILLY, Ass't Adv. Mgr.

Chesebrough Mfg. Co.. N. Y.

I have been reading with interest the
early installinents of vour “TV Dic-
tionary /Handbook for Sponsors.” |
would appreciate your sending me the
copy | understand is available to sub-
scribers. This subseription is in the
name of our Advertising Manager, Mr,
Vernon D. Beattv.

Jonn AU Burnas, Radio-T1” Mgr.
Swift & Company, Chicago

I would appreeiate your sending me
a copy of the “TV Dietionary/Hand-
book for Sponsors.”
I find myself often turning to the
set I've elipped out of my issues.
"Tis most helpful.
Katnryy MarEwria
Radio & TV Coordinator
The Borden Compauy. N. Y.
@ Seventy-two page TV Dictionary (ree to

SPONSOR  subscribers on request. Eatra coples
82,00,

Pl LIST INACCURATE

An organization called The Mail Or-
der Media Research sells a list to ad-
vertising agencies and/or prospective
sponsors purporting to give informa-
tion on which stations “conduct a per-
centage-of-sales plan with advertisers

(Please turn to page 83)
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i Paper Money...

.. income from manufactured paper products exceeds

' 308 million dollars annually in the two Carolinas.
Whether you write, wrap, box-or smoke, chances are

'you contribute to the income of WBT's 3,000,000
_»

listeners—the largest group of your prospects

“you.can reach through any single advertising fmmg®

medium in the two Carolinas.

OTTE

L0SSUS OF THE CARDLINAS

; | BROADCASTING COMPANY

¢ylly by CBS Radio Spot Sales
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It takes roots of a different kind. for the youngest

tree in the grove to become the largest of all.

Mutual. largest of all radio networks for the past
12 years. owes its stature to a unique root-structure:
552 affiliated stations in 48 states—nearly

twice the size of the next-largest network.

During the heavy weather of the past three years, the
penetrating grip of these roots has provided Mutual clients

with plus-benefits available in no other medium.

)t-structure in all advertising

an ever-greater yield from this thriving root-system.
(Already. Nielsen reports more family-listening to

sponsored shows on MBS, 1st 8 months of "51 vs. ’50.)

To the individual stations that make this promise

possible, Mutual pledges ever-stronger network service.
(We are now adding 10 M-G-M all-star shows, full network,

6 evening hours every week, starting December, '51.)

And to other networks lately engrossed in plans for
adoption of the Mutual pattern, we offer all good wishes.
(All rights reserved, however, on unmatchable combination

of MBS plusses: flexibility, economy, TV-resistance, etc.)

THE 552 AFFILIATED STATIONS OF

the mutual network




YOU MIGHT FLY NON-STOP AROUND
THE WORLD —

Hh"x
0 ‘~Rx\..

B U T 5B B N
YOU NEED
THE FETZER STATIONS
T0 REALLY BOMBARD
WESTERN MICHIGAN!
WKZO-WIEEF and WKZO-TV arc the best radio WKZO-TV is the official Basic CBS Telev|
and tclevision buys in Western Michigan, and here’s Outlet for Kalamazoo and Grand Rapids. A
the proof! 24.county Vidcodex Diary study made by Jay

Graham Rescarch Corporation proves that WE
TV dclivers 54.79% morc Western Michigan

Northern Indiana television homes than telev

vears, They dehiver about 579, more listeners, at Station “B.” The WKZO-TV market is BIG—
209 less cost, than the next-best two-station choice cities, with an cffective buying income of more

in Kalamazoo and Grand Rapids. BMB Rcport No. two billion dollars!
2 credits WKZO-WIEFEF with big incrcascs since
1946 in unduplicated rural audiences, too—up 52.9%,
at night, 46.79% in the daytime! In the Grand Rapids

WKZ0O, Kalamazoo, and WIEF, Grand Rapids,

have been consistent leaders in their home cities for

arca, alone, WKZO-WIELF have an unduplicated Get the whole Fetzer story today. Write dires
coverage, nisht and day, of more than 60,000 familics. ask your Avcrv-Knodcl representative.

*The United States Aiv Foree did, in FFebruary, 1949.

wier | WKZO-TV " wkzo

w‘ N GRAND RAPIDS Wﬁ IN WESTERN MICHIGAN tﬂﬂ IN KALAMAZO0O

AND KKENT COUNTY aND NORTHERN INDIANA AND GREATER

. . ‘| WESTERN MICHIGAN
(CBS) _ [CBS)

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., ENCLUSIVE NATIONAL REPRESENTATIVES




I. New on Television Networks

SPONSOR

AGENCY

NO. OF NET STATIONS

" PROGRAM, fime, start. duration

America

(Bendix
div)

Aluminum Co of

Aveo Mfg Co
Home Applianees

General Mills Tue

General Motors Corp
(Frigidaire div)
Kaiser-Frazer Dealers
Kaiser-Frazer Dealers

Kaufman Bros & Bondy
Inc

M & M Liud
Proeter & Gamble Co

Roscfield Packing Co

C. A, Swanson & Sons

Fuller & Smith & Ross
Tathawm-Laird

Dancer-Fitzgeraid-
Sample
Foaote, Conc & Belding

William H. Weintraub
William TII. Weintraub
Grey

William Esty

Benton & Bowles

Guild, Bascom &
Bonfigli
Tatham-Laird

CBS.TV 29
ABC.-TV 39

ABC.-TV 31

ABC-TV

ABC-TV 38
ARBC-TV 4t

CES.TV 28

CRS-TV 61
NBC-TV

ARBC.-TV 32

ABC-TY 39

See It Now: Sun 3:30-1 pm; 2 Decs 52 wks

The Name’s The Same; alt W 7:30-8 pm; 5
Dee; 260 wks

Letty Crocker Star Times; Sat
3 Nov; 532 wks

Playhouse; alt W

12 noon-i pm;

Pulitzer Prize 10-11 pm;
26 wks

By-Line; San 7:30-8 pm;

Adventures of Ellery Queeny
9 Dee; 52 wks

Unnamed; San 5-6 pm; 9 Dee only

1 Nov; 5 wks
Sun 7:30-8 pm;

Unnamed; Sun 12:30-1 pm: 6 Jani 52 wks

Those Twos M, W, F 7:30-45 pm; 26 Nov;
52 wks

You A-ked For Tis M 9-9:30 pm; 10 Dee; 532
wks

The Name’s The
Deey 26 wks

Sames alt W 7:30-8 pm; 12

3 DECEMBER

2. Reuewed on Television Networks

SPONSOR

AGENCY

NO. OF NET STATIONS

PROGRAM, time, start. duration

General Mills Ine

Goodyear Tire and Rubber
Co

Ranger Joe Ine

Kknox Recves
Young & Rubicam

Lamb & Kecen

CBS-TY 35

ABC-TY 38

ABC-TY 18

Live Liie A Millionaire; alt F
21 BPee; 32 wks

Panl Whiteman
pmy 32 wks

Sun 12

10-10:30 pm;

Goeodycar Reyvue: Sun 7-7:30

Ranger Joc; noon-12:15 pm; 2 Dec;

52 wks

3.

Station Representation Chaunges

STATION

AFFILIATION

NEW NATIONAL REPRESENTATIVE

CFDA, Yictoriaville, Quebee
CHEF, Granby, Quebhec
CJS0, Sorel, Quchee

KJBS, San Francisce

KLOU, Lake Charles, La.
KNOE, Monroe, La.
WDAR, Savannah, Ga.
WI'OX, Milwaukee
WHOO, Orlando, ¥Fla.
WKYB, Paducah, Ky.
WNOE, New Orleans
WTSP, St. Petershurg

WUST, Wash., D.C.-Bethesda, Md.

Independent
Independent
Independent
Independent

cBS
NBC
AlC
Independent
ARBC
NBC
MBS
MBS
Independent

Radio & Television Sales, Montreal

Radie & Television Sales, Montreal

Radio & Television Sales, Montreal

11-R  Representatives, N.Y.  (eff 1
Jan)

Johni E. Pearcon, N.Y.

II'R  Representatives, N.Y.

Juhn E. Pearson, N.Y,

John E. Pearson, N.Y.

John E. Pecarson, N.Y.

John E. Pearson, N.Y.

H-R Represcntatives, N.Y,

11.-R Representalives, N.Y.

il F. Best, N.Y.

4. New and Reunewed Spot Television

SPONSOR

AGENCY

MET OR STATION

PRORAM, time, start, duration

Canada
Ine

D. L. Clark Co

Continental 0il Co

Dry Ginger Ale

Frito

General Foods Corp

Creat Atlantie & Pacifie
Tea Co

J. M. Mathes

BIDO

Geyer, Newell &
Ganger

Ruthrauff & Ryan

Young & Rubicam

Taris & Peart

WCAU-TV, Phila.

WRBZ-TV,
WBTY, Charlotte

Boston

WTOP-TV, Wash.
WNBT, N.Y.
WNBQ, Chi.

I-min partie; 28 Nov; 9 wks (r)

20-~¢e stn break; 21 Novy 26 wks (r)
20-se¢c annemt; 10 Dee; 26 wks (n)

20-s¢e annemt: 19 Novi 8 wks (n)
20-~ce stn break: 30 Dee; 52 wks (r)

20-sc¢e¢ annemt; 13 Nuv; 52 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

SPONSOR

1951

& N

Numbers after names

refer to New and
Renew cateqory

A. H. Beamish (5]
W. Charland (5]
Hal Davis (5)
Tom Fry (5)
Rush Hughes (5)



Numbers after names
refer to New and
Renew cateqory

Hal James }
G. McCulloh (5]
J. E. O'Bryon (5}
J. K. Strubing (5)
G. W. Tasker (5)

4. New aud Renewed Spot

SPONSOR

Great Atlantie & Pacifie

l'ea Co
Chartes F. Ilires Co
Philip Morris & Co

Natioual Brewing Co

New York Telephone Co
Personal Produets Corp

Procter & Gamble Co

Rapidol Distributing
Corp

Stawdard Brands Ine

Sun Oil Co

Ward ltakiug Co

New and reunew 3 December 1951

AGENCY NET OR STATION

Pari~ & Peart WOALTY, Phila,

N, W, Aver WTOP-TV, Wash.
Biow W NRBQ, Chi.
Owen & Chappell WABW, Wash,
BBDO WOEBS-TV, N.Y.

WCRS. TV, N.Y.
KSL.TV, Salt Lake
WRZTV, Baston

Compton
Younz & Rubicam

Dowd, Redfield &

Johnstone
wWOBsS.TV, AL
WTOP-TV, Wash,

Compton
Hewitt, Ogilvy, Beun-
soen & VMather

J. Walter Thompsan WCBSTV, WY,

Television (coutinued)

PROGRAM, time, start, duration

20-~cc annemt; 10 Deey 32 whs (r)

l-min partics 7 Nov; 13 wks (n)
20-s¢c stn break; 4 Dec; 52 wks (r)
10.se¢ stn break; T Dces; 32 wks (r)
8-.see anncmt; 16 Novi 26 wks (n)
1-min partic; 3 Dec: 52 wks (n)
20-sec anncmts 19 Novsi 52 wks (n)
20.sec stn break; 22 Novy 13 wks (r)

1.min partic; 22 Novi 39 wks (n)
20-scc annemt; 12 Nov; 13 wks (n)

20.scc annemnt; 29 Nov; 32 wks (n)

NAME

I hilip W, Abrams

3. Advertising Ageney Persounnel Changes

leury C. Bainbridge

Allevw H. Beamish

Exerctt F. Braden
Wilfrid Charland
Fugene J. Cogan
Chiric Cross
Tial Davls

Ernest A, Dreher
J. K. Frickson
Tom Fry

Alhert W, Gass
Iarey Gianaris
Oliver W, lleath

Sherman 1oyt
Rusli 1ughes

flal James

Ilerb Laundon

W, Seott Leonard
\nson €. Lowitz
Glenn E. Martin
Gordon  MeCulloh
Alfred S, VMoss
Russell T Nazle

James Eo O'Bryon
Falmund J. Phillips
Y. Daniel Smith

Johin K. Strubing Ir.

Gerald W, Tasker
Bita J. Wagner

Bobhert Y. Woatson

George D, Worrell

FORMER AFFILIATION

Phil Gordon, Chi., vp
Gordon Baird, N.Y., radio-tv dir, acct exec

N.Y., State Departmment of Commerce, Al-
buany, asst dir div state pnblicity

Jolin G, Paton, N.Y ., sls prom mgr
Whitehall Broadcasting Ltd., Montreal, pres
Gever, Newell & Ganger, N. Y.

United Natjons, N.Y., ehijef U.S, radio-tv

Kenvon & Eekhardt, NY., micmber ageney
plan board

Mouroe . Preher, N Y., wcey

Caples, Chi., vp

Kenvon & Eekhardy, N.Y . natl acet exee
Young & Rabicam, Chi,, aee¢t superv
WTMA, Charleston, news dir
Cosmopolitan, MY,

otpoint Inc, Chi.

Ru~h Jlughes Radio and Television Featnres
Co, St. L., owuer

Fllington & €Co, N, dir radio-ty

Kenyen & Fekbardt, NoY . asst pale dir

Ruthrauff & Byan, Chi., acet supery

J. Walter Thompson, N. Y., vp

C. Wendel Mueneh, Chi,, copy ehief

Cunnipglitam & Walih, N.Y.. acet exce

Peck, N.Y,, wvp

Frwin, Wasey, LA head merchandising,
prom

MBS, VY., pub rel dir

Ross Roy, Detroit, acel exee

Phil Gordon, Chi., gen mzr, acet exee

Compton, VY. vp

Cumnipgham & Walsh, NY.. head research
dept

Hewitt, Ogilsy, Benson &  Mather, N.JY
aeet enee

Ruthranfl & Ryvan. N.Y,, vp

Poremns & Co. N.Y., copvwriter

()

NEW AFFILIATION

Same, exee vp
Wendell P, Colton, NY,, exee
Woodard & Voss, Albany, pub rel vp

Foote. Cone & Beldlng, N.Y., merch dir
MeKim, Montreal, dir, vp

VMarsebalk & Pratt, N.Y., media dir
Kenyon & Eckhardt, N.Y., asst pub dir

Same, also prom, pub p

Same, vp

Name, sr vp creative sves

Namic, vp

Saunie, vp

Robert E. Bradham, Charleston, pub rel dir
L¢o Burnett, Chi., acet exec

Ruthranff & Ryan., N.Y., head home appliance
nierehandising

Lynn Baker, N.Y., radjo-tv dir

Same. vp

Same. pub dir

Sante, vp

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

Gordon Lest, Chi,, eopy ehief

Same, vp

Bozell & Jacobs, N.Y., vp, plans board mewmber

Same, vp

Bozell & Jacobs, MY, aect exece
Willard G. Gregory, LA aect oxce
Sawme, pres

sﬂllll', ®xce \')

Same, vp
Morey, Humin & Johnstone, N.Y., acet exce

Same, alse hoard dir

Same. eopy dir

6. Station Power Incereases

STATION

WIEAN, Mountgemery, .

FORMER WATTAGE

250

NEW WATTAGE

30,000

FREQUENCY

710 ke (laytime only)

7. New Neavorlh Affiliations

STATION

WBAT, Marion, Ind.

WAL Fayetteville, NV.C.
WINC, Winchester, Va,

FORMER AFFILIATION

Independent
hsdependent
AR

NEW AFFILIATION

(W 1]
CB38
NBC




HE 1951 lowa Radio Audience Survey#, just off
the presses, reports the enormously significant fact
that 98.49, of all lowa homes are now electrified — that
99.59, of all lowa’s radio homes now have electric power!

Yet only 1.7% of lowa's radio homes hare electric
and only 2.7% bave electric

dish washers . . .
clothes driers!

Sales of dish washers and clothes driers are booming in
the State, however. 41.79, more Iowa homes
have dish washers now than in 1950 — 42.19
more now have clothes driers. And the surface
bas hardly been scratched!

This interesting opportunity is only one of
many that any advertising man can find in the

1951 lowa Radio Audience Survey. This au-
thentic, dependable annual study has long been

considered one of America’s finest radio-research
projects—a “must” for literally hundreds of
leading advertising, sales and marketing men
who are interested in radio in general, and the
lowa market in particular. A copy is yours on
request. Write direct or ask Free & Peters, today.

The 1951 Survey proves again that WHO
continues to be your best radio approach
to the Iowa market. With its 50,000-watt,
Clear Channel voice, its top-grade pro-
gramming and its enlightened Public Ser-
vice attitude, WHO is lowa’s greatest
radio outlet— listened to by more Iowans
night and day than any other station in
the State.

3 DECEMBER 1951

™ l'"mo
owA BA 1
AUDIENCE, SURVEY S C ‘ '

. Jpp i Wichita University and his staff. It

Lt on

IOWA s

VAST MARKET

FOR
DISH WASHERS

AND CLOTHES

+ for lowa PLUS #

Des Moines . . . 50,000 Watis

. Col. B. J. Palmer, President

‘_\P. A. Loyet, Resident Manager

FREE & PETERS, INC.

National Representatives

%The 1951 lowa Radio Audience Sut-
vey is the fourteenth annual study of
radio listening habits in lowa. It
was conducted by Dr. F, L. Whan of

is based on personal interviews during
March and April, 1951, with 9,180 lowa
families—all scientifically selected from
lowa's cities, towns, villages and
farms, to present a true and accurate
picture of the radio audience in lowa.

17
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FOREST &1

: Rdd?’o has 'a long, long reach. reminder coin” ta the first 5,006
4 - <1 w ) Tistemers who wwote in. Affer
Long engugh o give you com- three broadeasts the offer was
hastily withdrawn, because 6,137

T Tomwom), plete coverage...to pull in mass
=7 #eturns not gnly from metro-
politan areas but fram hundreds
= of “sutside® communities and

rural areas cis well,

requests flooded in from 244
-communities in North Carolina

and 142 in South Carolina,

Typical example #1: Blue Cross- e N herever Fo

want to reach eustomers,

Iz Blue Shield wanted new
Az, & s - . -
¥ * 4 b
i 2t subscribers in the Northwést. Zrouggélf a"\‘vlde c:'ea Rc.'d'o
=74 Using' K5-second Class & statiow :; g; A%‘:? } ez:. : c::.o ':h 7
gwt | breaks ohly on WECO, they" ": . "‘t s °’ :' Sl
= pulled 12,000 mail and phone O R 1 O 1Y
= .. . markets, the top-rated, most
requests for applications in | ) o,
sales-effective Radio station is

three weeks. From 500 diffgrgnt;

the station represented by

<communities in Minnesota— )
' CBS Radio Spot Sales.”

and 180 communities in seven

neighboring states ‘ e i '
ght g > *Representing: WAPI, Birmingham

WCBS, New York WBT, Charlotte
Typiccd exum'ﬂe #2: French ‘WCCO, Minneapolis WRVA, Richmond
. KMOX, St. Louis WEEIL, Boston
Market Coffee dexided to Tesf WTOP, Washingfon KCBS, San Francisco
. a. KNX, Las Angeles KSL, Salt Lake Cit
the pulling power of its WBT WCAU, Philo!:lelphig and he Columbi:
show. So they offered a “Bible 'WBBM,. Chicago Pacific Network

e TR T L S S-SR S N ok

Y, <A

TS > -"-ﬁ'{-s = TS
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= ¢’s Your Man!

i!

1000

KOKOMO,

BOB NANCE, ASTANDOUT
FARM SERVICE DiRECTOR,
tackles the world’s largest
business in the back forties
— at the county fairs —
farm meetings — schools —
Where

gather in Indiana’s 18 most

churches. farmers

prosperous counties you’ll
tind BOB NANCE drumming
the wares of his sponsors.
WIOU’s record sales achieve-
ments merits your considera-

tion.

WATTS . 1350 KC
INDIANA

Represented  Natianally by T

WEED & COMPAN

Jack S. Hewitt

Executive Vice President
Anahist Co., Yonkers, N. Y.

W hen unusually blustery weather hits big cities. Anahist. and its
companion product. 1ist-O-Plus, increase their radio and TV drives
with what’s called an “epidemie” budget (i.e.: increased broadeast
expenditures to sell sniflle-sufferers on benefits of antihistamines).

Beliind this Jupiter Pluvius campaigning i= hard-driving Jack
Hewitt whose work briefcase resembles a sea-going trunk.

But the only thing nautical about 53-year-old Hewitt is his sloop
sailing on Long Island Sound. The rest of the time, his feet are on
the ground—and solidly.

Nis apprenticeship began in 1919 with the B. J. Johnson Soap
Company (old Palmolive Company). Then Jack went through suc-
cessive up-the-ladder stages “as a very fine salesman and very fine
district manager” for the Palmolive Company. This from an ex-
employer. Then. brief tenures at Pabst and Borden’s cheese division,
as sales manager. led to an Andrew Jergens vice presidency in Cin-
cinnati, a position he held until 1949,

It was during this 16 vears at Jergens. with Walter Winchell and
Louella Parsons as the firn's air stars. that Hewitt got a complete
grasp of the selling power of network radio,

But spot radio and TV are the answer for Anahist and 50% of the
add budget goes into these media. Anahist (BBDO) and Hist-O-Plus,
the firm’s antihistamine-A1'C product (Ted Bates) rely on onc-min-
ute announcements and station breaks to build np consumer accept-
ance. Anahist, close-mouthed. puts a tiny portion of its sales success
under public serutiny and admits it was garnering 207 of all anti-
histantine sales after a six-week radio campaign. (Last vear’s indus-
try-wide sales figure was $27.4306,000.)

Supplementing the radio campaign in 55 major markets was Ana-
hist’s atomizer campaign on DuMont’s Cavalcade of Stars. A one-
winute film commereial on this show puslied atomizer sales up 5077
in TV enties as compared to sales in non-TV cities.

AnahixUs current campuign theme: antihistamines are not a cure-
all for colds; if symptoms persist, consult vour physician.

For sociable Jack 1lewitt who, incidentally, belongs to Gyro, an
international friendship club. this campaign is bonnd to win friends.

SPONSOR
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Again for the 1951-52 season,
W JBK heads hockey net! For
the third consecutive year,
WJBK has been selected ex-
clusive Detroit outlet for the
Red Wing hockey games and
key station for the largest
hockey network in the nation.
Broadcasting all the Detroit
Red Wing home games, plus
important away games and
the Stanley Cup play-offs,
WJBK feeds 16 out-state
stations which make up the
Stroh hockey network. Is it
any wonder that WJBK is
considered Detroit’'s greatest
sports medium}!

SON avenyg,

Al Nagler, sportscaster in
this red-hot hockey town for
20 years and play-by-play an-
nouncer for the Red Wings

since 1935, is once again

thrilling hockey fans with his

colorful reporting.

Sure, it’s logical {2 2"

that WJBK was N\

chosen to origi-

» .

nate the fast-moving Red Wing hockey games.

And it’s just as natural that smart sponsors
everywhere choose WJBK to advertise their
products in Detroit. The tremendous sales re-
sponse of WJBK s vast listening audience can
make your advertising dollar pay top sales

dividends.

wealth
Y Detroit Market, check wi
o with you, KATZ man
- FM ] | |
-TV I T
ith a mi; |

on Friends

ELDORADO 3-2455

21
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ON

MOBILE

Met. Pop. 230,400

Ret. Sales
$174,670,000

AND

Pop. Primary Cover-
age 1,326,550

Ret. Sales
$578,089,000

CALL 4
Adam Young, Jr.

National Representative

or

F. E. Busby
General Manaqer
ON THE DIALT710

/77

MOBILE. \LABAMA

22

New developments on SPONSOR stories

See:

“Canadian Radio Seetion™

cialization and “Americanization”™ of
Canadian programs

- Issue: 27 Angnst 1931, p. 60
Subject: Four Massey Commission members
Y 0 nphold CBC for fighting commer-
|

The recent Massev Commission report to the Canadian government
on radio ignored two major complaints presented by 113 privately-
owned Canadian stations.  The first. that CBC “is at once competi-
tor, regulator. prosccutor. jury, and judge.” And second. they re-
jecled the slations’ proposal that a separate. permanent body. like
the FCC. be set up to regulate both the CBC and private stations.

Instead. four of the five commissioners stoutly upheld the CBC for
“comballing connnercialization and excessive Americanization”™ of
Canadian programs. To pursue this decommercialization policy, the
VMassev conmumission, in a majority report, says the CBC needs about
$14,200,000 to operate and improve services.

The commission also reconmmended that the annual license fee be
retained and the so-called less desirable commercial programs be re-
placed by CBC-sponsored shows. Differences between revenues from
licenses and commercial programs and CBC needs, the commission
suggested, could he met by Parliament. In 1950-51, the CBC had a
$1.271.874 deficit after an expenditure of about $9,573,253.

See: “The tape recorder: it is revolution-
izing radio programing”
Issue: 8 October 1951, p. 32
0 o Subjeet: Tape euts radio programing ecosts by
two thirds

Tape recorded, on-the-scene documentaries, news shows, and com-
plete series of taped dramatic shows have brought AM production
costs down one-third to two-thirds below live show tabs. Now, a film-
lesz camera developed by two electronic engineers with Bing Croshy
Enterprises, promises to slash TV program costs as drastically.

The engineers, John T. Mullin and Wayne R. Johnston, employ a
tape recording device which doesn’t take a picture. Instead, a TV
camera is the “eye,”” with their electronie machine recording on
magnetized tape what the camera sees. The cost saver, according to
the two men, is the tape which is one-tenth the price of movie film.

Further indications of cost cutting comes from CBS-TV. See It
Youw, the video counterpart of radio’s Hear It Now, carries its sound
on tape instead of film with fidelity up to “live” standards. One of
the savings: half-hour sound recording on tape might cost approxi-
mately $10; sound track on film requires development of the nega-
tive then a composite print making the cost about four times higher.

»

See: “Looking vs. Kstening”

Issue: 4 December 1950, p. 29
0 0 Sllhjt‘('l: Advertest cheeks on what happens

after TV set has been in the home 18
months or over

KLAC. Los Angeles, is now in the second week of a two-week radio
survey coulest to determine night radio listening habits during prime
TV viewing time. The survey method: a “Name the Sundae” contest
with a tic-np with Thrifty Drug Stores.  The air campaign is con-
ducted during the 9:00 10 11:00 p.m. time slot with contest an-
nouncements restricted to the sane time allowed KLAC commereials.
Larry Buskett. AM sales manager. zave KLAC gets the henefit of a
radio mail check: Thrifty Drug some free advertising.

SPONSOR

|



when it comes to placing your

television programs, remember

gou can do
better” with Spot...

much better:

Free choice of markets.

No “must” stations or minimum
group requirements.

Wholehearted station cooperation.

Better picture quality than kinescopes.

L I S

Savings in time costs—enough to cover
film prints, their distribution
and other costs.

full details from any Katz representative.

' I'I E K A T z A G E N c Y, INC. Station Representatives

NEW YORK ¢« CHICAGO =« DETROIT ¢ 10OS ANGELES o SAN FRANCISCO ¢ ATLANTA ¢ DALLAS « KANSAS CITY

ﬂ—————



Edward G. Gardner
General Manager
WBTM, Danville, Va.

“Year after year . .. a steady source of income.” ]

Gordon Allen
President
KGAL, Lebanon, Ore.

“66 AP news programs sponsored!”

Hundreds of the country’s finest stations announce with pride “THIS STATION IS A ME




‘AP service pays its way for us,” says WBTM General Manager
dner. “We carry 56 Associated Press news shows each week,
ty one sponsored. Biggest sponsor is the First National
k with a daily 15 minute AP program. They've had this show
10 solid years. In surveys it pulls an astounding 72% share
wudience. Nearest competition has 22%. No wonder AP news
s itself! Year after year it provides us with a steady source
ncome. In the past 10 years we calculate AP has been re-
nsible for 15% of our local income.”

ays Ben Booth, Jr., Vice President of the First National
k of Danville: “Our AP newscasts over WBTM do a fine job.
ran a special promotion on savings accounts. We were
mped with responses. The results far exceeded even our
it optimistic expectations.”

eports President Allen of KGAL: “All our 66 AP news pro-
ns are sponsored. KGAL derives 20% of its income from
iscasts sold to year-round sponsors. We go heavy on our
1 staff’s good local coverage along with AP. This is an
eatable combination. Of our audience, 75% prefers news
[ all other programs. When | saw the percentage of gross
1ed from news, | took one salesman off . . . made him News
"Public Relations Director. We have no trouble at all selling
news."” .

‘elmar Clem, owner of Delmar Clem Men’s Clothes, KGAL's
est sponsor of AP news, says: “I've sold suits to people
2 all over the Willamette-land. area who listen to my 7:15
Newscast. KGAL's AP news is tops!”

:YH,E ASSOCIATED PRESS.”

Figures talk! Figures prove AP
news pays off . .. in profits . . . to
station and sponsor! Authoritative,
alert, concise news coverage at-
tracts listeners . . . and holds
them. Sales messages beamed to
AP news audiences produce
results . . . and profits.

For additional case histories or
information on how you can profit
with AP news . . . write

RADIO DIVISION

THE ASSOCIATED PRESS

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

Associated Press . . . constant-

ly on the job with

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

o leased news wires of 350,000
miles in the U.S. alone!

o exclusive state-by-state news
circuits!

100 news bureaus in the U.S.!

« offices throughout the world!

o staff of 7,200 augmented by
member stations and news-
papers . . . more than 100,000
men and women contributing
daily!
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ETO Ehow c;::nolexl'nes of account man's job, SPONSOR photographed BBDO's
{

Harald Blackburn {DuPont a.e.,

2. Time Buyer

=~

1

4
4
5
J

h dn;\: One of the most 111yth-clus-
SicBatid tered personalities of the
advertising profession is that httle un-
derstood feltow—the account executive.

His finger-tip knowledge must be as
diversified as the antipodes. ranging
from roto to radio. from the tabloids
to 24 sheets. He must understand at a
rapid speed the full functioning of his
client’s complex business. whether it

3 DECEMBER 1951

3. legal

QQ

hours 1 the Nie of an
account ey

4. Publicity

"Cavalcade of Bestecki, 3. K. Winn,

ecuty

be rubber bands or rocket engines. He
must be a diversified student of human
retations, with nimble post-graduate
work in the three-phases of selling-
house-to-house. wholesaler to retailer.
manufacturer to jobber.

And when. on a quiet Monday morn-
ing. a tradepaper item like this—*“For
tire first time the gross bithngs of the
four major television networks moved

America"] with people he deals with in one day: I.
4. J. lshell, 5. T. Anderson, 6. A. Bellaire, 7. J. Zoller

- 1. Director §
- 8. Account Executi

.
-

J. Driscoll, 2. J.

Based on actual experiences of
several account men. here’s
the diary of a ‘‘composite’

a. e. for an all-important day

ahead of the gross income of the four
major radio chains”—explodes on the
ptanning board table at 10:00 am.
Mr. A. E. must have the answer.

He may walk quietly into the con-
ference room. with a glass smile. and
a queasy stomach, and say. “Gentle-
mern. we are not wrong in going ahead
with our proposed radio network night-
time broadeasting. And here’s why.”

27



12 hours iu life of SPONSOR's composite acconnt executive is wmarked by:

7:45 ltem in tradepaper tells of television's impact, gives him
soncern that client will misinterpret it, grow sour on agency’s proposal
for network radio show which is due to be unveiled this same day

He must talk with conviction, with
facts and figures on a dollar-for-dollar
basis. and he must do it withont antag-
onism or excessive pressure. And, on
top of everything. he must be especial-
Iv careful not to undermine his own
delicate position with the advertising
ageney.

Precarious indeed is the life of him
who remains the one absolute in the
midst of the <hifting uncertainties of
market-nraking. Tle is the account ex-
ecutive. contact man. service man, ad-
vertising man. advertising manager. or
ad representative. Call him what you
will: for he ix as diversified in title as
in personalits. Yet always, his fune-
tion ix the same— to sell what his ¢li-
ent makes. and to sell more of the
coods than has cver been sold before.

spoasor has kaleidoscoped the day
of many account execntives, in order
to portray what might be considered
a typical day in the life of one. And in
<o doing, hopes to hring about a closer
relationship hetween the elient and his
representative in the advertising agen-
cv. For although the story is fictional.
it is based upon careful research, and
the facts pertaining to the account ex-
centive’s job are essentially true,

\thongh he's Tisted in the hooks as
a tensto-fonr gov. with a Westehester

ansion, an A\l Baba expense acconnt,

the warm dternoons off for
the hooks write anlv of the Tew
terms gzeneral. Tlere 1s how

7:00 a.m. Monday again. No noles
on the bed table pad from last night.
... And still a headache. Eyes. [ guess.
Poor light and working late. But there’s
something lacking in the insurance
commercial. I don’t know, . . . The

conference i< at ten.

7:10. Using the electric razor. Eas-
ier.  Reading over the copy again.
Basically-— lacks fire. He can write but
lie falls in the slick rut too often. In-
surance copy can’t run slick. Conserv-
ative with convietion. 1 wonder if 1
should have had him along when 1
toured the insurance agencies?

7:20. KNissed wife. Good! ... But
not enough. Just vealized that | haven't
said a word to her. hardly, since Sun-
day morning. Bad! [ asked about the
news ol the week. and she said theve’s
bridge this afternoon. T asked where
I had put the minutes from the budget
committee 1
when the Blaines came in. Alongside
my overcoat in the hall. . . . Orange
juice and coffee hot and black.

was reading yesterday

7:30. In car. wile driving. Onion
skin paper typed in green. “The Bud-
get Committee’s Report of Advertising
Appropriations and Calculating Sched-
ales for 1952.7
arc conservative wlien it comes to ad-
vertising. but the results expected have
to be fabulous. VMake a note to call
Tom Wilon in the sales department
first thing.

l naurance ('()I]][)ill]i(‘S

7:35. Leave wife at Scarsdale sta-
tion. Don't know which train I'l he
home on. Try to call before lunch. Get
briefcase. Get Herald Tribune. Good-
bye . . . wife. . , . How much longer
can you put up with me like this?
Must reread network und new premium
station schedule on train.

7:15. Train. Forgot to look at
plants in cellar. Think they need Vig-
oro. Ed sat down beside me. Ed’s
copy chief at the agency. Inserts fire
into copy when needed. e just point-
ed out to me the item on TV sales
versus radio sales in the paper. Why
did he have to do that? Tough to ex-
plain at the mecting. Foolish to make
comparisons of this nature. Radio and
television are two entirely different me-
dia for advertising. Insurance needs a
completelv conservative radio approach
for at least another vear. Got to get
more figures on this from research.

8:530. Cleaned off my desk when |
left I'riday. Something confusing about
a clean des<k. It demoralizes me.

8:535. Called Copy. My man isn’t
in yet. Decided to take a crack at what
I want myself. Writing copyv’s chal-
lenging. Gives me a feeling of accom-
phshment.  Wonder whether or not 1
wouldnt be happier if I'd stayed in

Copy?

9:00. Call from client’s radio man-
ager. As | suspected, wants to know

SPONSOR

12:20 Lunch with copywriter, several other agency men. Writer,
who is to attend big meeting with client, gulps two martinis, causing '
SPONSOR's a.e. concern that he'll be foggy during the meeting |



/

';OO Conference to present client with next year's air plans begins. Account man's objective is ‘o
Jet O.K. for drama on network radio, even though client is worried about TV's effect on AM
audience. His argument is that AM can still do effective job. For outcome of meeting see text

what the deal is on net TV passing ra-
dio. Got around the question quietly
for the time being. Told him 1'd have
fresh facts and figures to substantiate
the proposed campaign for the ten
o’clock meeting. Informs me that the
meeting has been postponed until two.
He’s a good egg. Used to be one of the
lawyers for the insurance company.
New V.P. made him radio manager.
No reason. Isn’t too informed in the
field but takes advice. . . . Called re-
search for figures and listing on night-
time radio broadcasting. Want revised
report by meeting time. Think I'l
bring research man along to support
testimony.

9:15. Sally’s in. Heavy week-end
she says, but looks fresher than I feel
without heavy week-end. Brought cof-
fee for me. Like Sally. Had her five
years. Commutes from White Plains.
The agency’s afraid that a lot of the
girls would quit if it moved away from

the Grand Central area. . . . But not
Sally!
9:30. Good news! New account

brought into the agency. Must go
downstairs at ten and welcome it. They
make scientific instruments. Wonder if
I'm still adept at writing consumer
copy for technical goods?

| 9:35. The mail’s in. Trade publi-
| cations, market reports—N\ielsen, Hoo-
per. Letter from a college junior who
wants to know how to go about get-

3 DECEMBER 1951
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ting a job as account executive. Won-
der if I'll ever be able to answer that
one? Maybe something like this: Un-
derstanding people, analysis, sales po-
tential. “Annual Report” from the cli-
ent. The past year’s sales figures, bro-
ken down for each account. Look
promising.  Other routine matters.
nothing rush. and that’s good Monday
morning news. . . . Went over my ex-
pense account for the year. and noticed
a sharp increase in night club spending
since taking over this insurance ac-
count. Why?—a relcase from conserv-
atism?

9:45. R. H., T. W., and A. D. came
in to get my point of view on putting
selling words on paper. My problem
now. too. Looked over their campaign
—heavy oil. Art work is weak, I felt.
and follows too closely competitor’s
ideas. Again, a case where the fire is
missing. So often the trouble is that
the copywriter can’t visualize his orig-
inal idea in print. They agreed with
me. Then we got off on a discussion
of sounds and symbols in our lan-
guage. Decided that the advertising
mian’s main function is to convey his
message in a medium that is best un-
derstood bv the public in terms of what
heé has to sell. In other words (bad
expression). he must be able to spot
the right medium to do the right job.
.« . And 1 still feel insurance needs
radio.

(Please turn to page T7)

Four accounnt wmien and what they do

Robert W, Day

Albert, Frank, Gunther, ] x
Law

Kiplinger magazine, "Changing - 0
Times," account executive: he fo-

cuses on spot radio advertising, - ¢

buying local programs which have
loyal audiences. Typical activities
for Mr. Day:
method for resolving client's prob-

Determines best

lem of building circulation for his magazine; sets up
distribution of sample copies. Represents need to
timebuyer and station to get best one-minute avail-
abilities once a month in 75 local markets. Drafts
suggested commercials with szlient points for pro-
gram's m.c. to emphasize in ad lib pitch. Telephones
client in Washington capsuling each day's progress.
Compiles daily sales increase in individual markets.

Kenneth McAllister
Benton & Bowles

Crosley radio and TV program ac-
count executive; helped plan ads
for $2 million “Crosley American
Way of Life Contests,” which were
pushed via i05-market spot radio
saturation campaign. Typical ac-
tivities for Mr. McAllister: Confers
with agency staff and client to determine nature and
philosophy of contest. Goes after choice radio avail-
abilities by briefing timebuyer on client's needs.
Helps select motion picture stars to talk up contest
in firm's recorded announcements. Makes weekly con-
tact with client, reporting time and locations of an-
nouncements so that local dealers can be alerted.
Keeps abreast of daily sales statistics.

Charles E. T. Scharpes
BBDO

DuPont account executive on Ze-
rone, Zerex talking duck TV spot
commercial campaign. Typical ac-
tivities for Mr. Scharpes: Details
eight-week spot campaign with
DuPont and agency staff. Hires
animator for duck's voice on disk.
Studies weather conditions to tie-in anti-freeze just
ahead of local cold waves. Helps timebuyers jockey
with stations for best availabilities. Prepares radio
and newspaper commercials to use in case of last
minute TV cancellations. Guards against eight-second
advertisement overlapping station's call letters. Su-
pervises filming of campaign. Anticipates next year's
advertising with costs, rates, and sales records.

William C. Martin
Geyer, Newell & Ganger

Embassy Cigarettes account exec-
utive in charge of the half-hour
CBS-TV show, "The Web," which
is in 35 markets. Typical activities
for Mr. Martin: Determines cam-
paign theme. Gets hard pressed
class A time by close cooperation
with timebuyer. Supervises and coordinates all phases
of eye and ear appeal commercials by Jonathan
Blake. Directs story conferences. Through the assis-
tance of the research department, accumulates daily
sales reports. Carefully studies each of the 35 mar-
kets to eliminate sales weaknesses. Attends afternoon
dress rehearsals, and evening performance to make
sure show and commercials maintain a high standard.
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How Ovster Shell covers:
30 markets with $40.00(

Spot radio. used yvear="round (o reach farmers, sells chicken-feed

supplement in 20 states. makes a little go a long way

When city-bred
exceutives hear about how
wide a coverage is achieved
by Oxster Sheli Products Corporation
in using vear- round spot radio in farm
markets and how little they spend, the
reaction is nearly always the same.
Most of them raize their eves mmplor-

DAVE THOMAS. CECIL & PRESBREY V.P. [FAR LEFT),

advertising

ingly to heaven, and then feel like go-
ing out to the nearest recruiting ofhce
of the Foreign Legion.

It just doesn’t seem possible. For a
erand total of sonme $40.000— nearly
half of the finu's total ad budget-
Ovster Shell Products manages to cov-
er a total of 56 farnm markets with ra-
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dio. in 20 big agricultural states. And,
the feed firm manages to make that
$40,000 figure s-t-r-e-t-c-h over a pe-
riod of 52 weeks. not just a month or
two.

Results? Just look at the record:

1. A high percentage of the nation’s
farmers and poultry-raisers feed their

HANDLES THE OYSTER SHELL ACCOUNT, SITS ON KEY PLANS BOARD
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crushed oyster shells, in various sizes.
to their flocks to promote better laying.
and to help hens lay eggs with stronger
shells.

2. Radio is considered by both the
firm and its ad agency, Cecil & Pres-
brey, as one of the key factors in build-

| ing a business that now runs, according
to trade estimates, to quite a respecta-
ble annual wholesale rate.

3. The firm’s nanme, and its “Pilot
Brand” feed supplement product, are
as familiar a piece of Americana on
poultry farms today as the Sears, Roe-
buck catalogue, tractors, and red barns
—thanks largely to farm-area radio.

What does this neat trick for Oyster
Shell Products in radio is not as magi-
cal as it might sound. In fact. like all
good tricks, the explanation is disarin-
ingly simple.

Basically. the secret lies in two
things: (1) A consistent approach that
hasn’t changed in 30 years of general
advertising and. except for refinements
in technique and timebuying. hasn’t
changed for 15 years in radio; (2) Ef-
ficient use of the radio medium. based
on both client and agency knowledge
of living and listening habits of farm-
ers.

From a humble, live-copy campaign
on three big farm stations (KOA.
Denver; WHO. Des Moines; WDAY.
Fargo. N. D.) in 1930, the spot radio
announcement campaigns of Oyster
Shell Products have made real prog-
ress. Today, they are transcribed one-
ninute announcements on 56 big farm-
area stations. Frequencies haven’t
changed. however. In the beginning,
one announcement per week was used.
Except for a stepped-up two-per-week
campaign during the food-hungry years
of World War II. it’s still one-per-week.
All that’s grown is the station list.

Timebuying is done by Cecil & Pres-
brey’s Charlotte Corbett who puts all
the care into it she might use on a
multi-million  dollar campaign, al-
though it is one of the smallest “na-
tional” accounts in the shop.

e,
WEARES

T

N8 “.«\\““ 3
U AR VA R i \
: F. S S\ W\ A Oy A\
! Vg, R s s \\\ \\\\\\\\\\\\\ v A )
l. R ———— \ \ ! \W - \“\‘Mmm\\““‘\

‘\\\\“‘“\“\\\\\\\\\\\\\\\\\\\\\\\\

RN

(N
N “_“.‘w\mm\-«““l“\ ) " - \\&“\\\\\\\\ .
f‘ \\ \‘. \\\\\\‘\\\ \ I - : \“ \.\\'\ \"‘.\;\ A\ m\\\\\\\ \\\\}\X\\\%\\\\\\T\“\
y ' N&\\\\ vl

“We add stations to our list for two
reasons,” states the C&P timebuyer,
who also handles agency timebuying
for Philip Morris, Electric Auto-Lite,
and Red Top Brewing. “When the cli-
ent decides that a sales area needs bol-
stering with spot radio, the word is
passed to me and we start looking first
for good early-morning, then for noon-
time availabilities. These are nearly al-
ways adjacencies next to farm news
programs. Or, we may spot something
good in what station reps offer us, and
1 will recommend it.up the line to the
account executive.”

Adds Miss Corbett: “There’s no set
formula we use in selecting stations,
such as using only ‘powerhouse’ sta-
tions in farm areas. We do have sev-
eral 50 k.w. stations on the list to get
coverage in a thinly-scattered poultry-
farm area. Often. however, we will
buy time on small stations that do a
good job of coverage in a concentrat-
ed poultry-raising area.

“The big yardstick that we use is
‘Does the station reach the farmer we
want to reach, and does the availabil-
ity offered us have a good audience?’
Incidentally, since about 60% of our
buying is in less-expensive early morn-
ing slots, we seldom have ratings to go
by. We judge, therefore, on the basis
of good mail responses, success stories.
and dealer reaction.”

Since Cecil & Presbrey has to work
against a tight spot budget, which av-
erages between $700 and $800 per sta-
tion per year, the timebuying is done
very cautiously. There’s no plunging,
no “saturation” campaigns. Not when
each one-minute announcement slot
can’t cost more than about $15 each
week, on a 52-tiine basis. Often, good
slots which cost more have to be passed
by.

The growth from three stations in
1936 to 56 stations today has been
slow, but it has been steady. In 1937.
three more were added: one was added
in 1938; one each year in 1940 through

(Please turn to page 69)
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Charlotte
Corbett and
Hazel Speight
of Ceeil &
Presbrey
help hand-
pick radio
outlets

Oyster Shell Products air budget goes for e.t.
daytime announcements on these stations:

KOA | Denver | Colorade
WBRY Waterbury Connecticut
WDAN Danville Illinois
WMBD Peoria |

WGEM Quincy

wDZ Tuscola |

WGBF ’ Evansvilie Indiana
wOoOwo Ft. Wayne

WFBM indianapolis

wiou Kokomo

WMT ‘ Cedar Rapids lowa

WHO Des Moines

KDTH [ Dubuque

KGLO Mason City

KMA Shenandoah

KSCJ Sioux City

KwwL Waterloo

KGNO Dodge City Kansas
KOAM Pittsburg

WIiBwW Topeka

KFH Wichita

WCSH Portland Maine

WBZ Boston Massachusetts
WBZ-A Springfield

WELL Battle Creek Michigan
WIBM Jackson

KDAL Duluth Minnesota
KYSM Mankato

KSTP Minneapolis

KROC Rochester

KFRU Columbia Missouri
KWTO Springfield

KMM] Grand Island Nebraska
KRVN Lexington

WJAG Norfolk

wWOow Omaha

WKXL Concord New Hampshire
WHCU Ithaca ‘ New York
WIJTN Jamestown

wDOS Oneonta

wGY Schenectady

WDAY Fargo North Dakota
KFYR Bismarck

WADC Akron Ohio
WHKC Columbus

WHIO Dayton

WRFD Worthington

WORK York Pennsylvania
KDSN Aberdeen | South Dakota
WNAX Yankton

WWVA Wheeling West Virginia
WBAY Green Bay Wisconsin
WCLO Janesville

WKBH La Crosse

WKOW Madison

WOMT Manitowoc

e © o o 8 o 8 0 0 06 o & o & o
STRATEGY: By limiting farm radio schedules to
one daytime announcement per week per station,
Oyster Shell Products manages to stretch its
$40,000 budget for the above 56 stations. The

payoff comes from consistent, 52-week formula
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Most efficient: Godfrey's Lip-
ton plugs are high on "Best
Remembered' lists, are tops in
getting viewers to buy brands

Waning appeal: Texaco's com-
mercials on Berle TV show are
now more disliked than liked;
have high remembrance score

GRANGE PEKQE
L

Do viewers remember
vour commercil” ... ...

“disliked” commercials sell if they’re remembered well by viewers

Philip Morris adimen delight
in telling this story:

TV

Soon aftey ene of the “Big

Three tobacco hirms hegan nsing a
catehy jingle m wally all of its T\
Aline

Philip Morrvis adman was
naking a tram Iril) down to PVMs I)i;.'.

e had just set
insell  comfortabl whimd  a
wewspaper. when be heard two men
«t irited  discussion ye-

32

\ condi-
tioned reflex acted; he perked up hix
From their voices, he soon rec-
ognized them. One was an agenev ex-
ecutive: the other was a high ranking
official of a compelitive cigarette firm.

The ageney man wax talking. “Let
me tell vou. evervbody i« gong for
that TV jingle welve ereated for vou.
My owife hams it My Kids hum it
Fven the masd hams i, 10 terrifie!

garding tobacco advertising.

Cars,

Viewers adore it Why ...

The cigarette man broke in sourly.
“Maybe so. maybe so. But why do
they all go out and buy Philip Mor-
ris?”

The above story may. or may not.
be apocrvphal. even thongh spoNsor
heard it from a reliable source.

LHowever, it illustrates a point: The
TV viewers may love yvour commercials
1o death. hut the funcral mav be held

SPONSOR



at the cash register. On the other hand,
viewers may reach to turn off their scts
when your TV commercial squeczes
every bit of selling out of its allotted
time, but they may remember it—and
act on it—when their hands are reach-
ing for a product on a supermarkel
shelf.

To wmost hard-working TV admen.
this isn’t news any longer. Studies re-
ported in sPOXNSOR. such as those made
by Hofstra-NBC (sce “Hofstra study
No. 2,7 18 June 1951) and the Ameri-
can Management Counsel (see “Before
vou think your commercial,” 2 Janu-
ary 1950) have confirmed this. So
have other studies wnade by Horace
Schwerin and Daniel Starch.

Well, then. what does make a TV
commercial work . . . that is, scll?

A good deal of light has now heen
thrown on this tricky question by a
new study of TV commercials. made
by Advertest Research (New Bruns-
wick, N. J.). The study was made dur-
ing the period of 11-20 October 1951
in the New York City and New Jersey
areas in range of New York’s seven TV
stations. A careful. socio-economic
sample of some 759 viewers were
quizzed personally by Advertest on a
variety of subjects.

Respondents were asked detailed
questions about the commercials they
remembered hest, liked or disliked
most, or which had prompted respond-
ents into “sampling” a product. View-
ers were also asked how they felt about
commercials generally. and allowed to
air some favorite gripes.

sponsoRr feels that this exclusive re-
port on the full findings of the new Ad-
vertest study is important to all users
of the TV air. whether at the network
or local level. This can be judged
from a look at the highlights of the
recent TV study:

1. “Remembrance” seems to be the
strongest link between a TV commer-
ctal and a viewer who is motivated by
it into sampling the product.

Among the first five products in a
list of those “sampled” because of TV.
three of them--first place Lipton’s Tea.
second-place Ajax. fourth-place TV
Guide—were also the leaders in their
product categories respectively aniong
“best remembered” commercials. Two
others—third-place Tide and fifth-place
Heed deodorant—were also very high
on the remembrance lists among prod-
uct categories, Others on the “sam-

(Please turn to page 79)

It

. How 29 leading TV advertisers were ranked

in remembrance, like-dislike, sampling*

{dvertest study results shoi that products which rank high in
their respective categories by having the “Best Remewbered”

conuercials are wost likely 1o rauk well amoug “saupled”

products whose testing is traced to TV conuuercials

Product name of Score in “‘Best Rank in ‘17

Rank in “8 Rank among “11

category leader Remembered” Best Liked”” Most Disliked” Most Sampled”
Ronson (lighters) 77.5% '

Chesterfield (tobac.) 74.7% 3 .
Lipton’s Teo (hever.) 74.0% 12 1
Texaco (gas. auto) 73.0% 6 2

Bulova (watches) 72.9%

Pepsi-Colo (soft dr.) 61.0%

Schoefer Beer (heer) 58.9% 11

Ajax (cleansers) 58.0% 9

Lux (soaps) 54.1%

Philco (radio & TV) 52.0% 6
Westinghouse (appl.)  50.2% 7 7

Ford (automobilex) 47.3% 16

Beechnut (candy) 41.4%

Armstrong (rugs) 33.2%

Birdseye (foods) 28.9%

TV Guide (pub.) 17.5% 4
Con Edison (utility) 15.8%

Howard Clothes 15.0%

Stopette (drugs) 14.2% 6
Others of interest

(not leaders)

Lucky Strike 54.8% 1 3

Tide 41.8% 3
Philip Morris 28.1% 1

Heed 14.0% 4 5
Rheingold Beer 14.0% 5

Ivory Soap 12.4% 7
Muriel Cigors 4.1% 2

Lustre Creme 2.4% 0
Johnson's Wox Less than 2% 8
Dri-Glo Wox Less than 2% 9
Blank space indicates product did not score g p gr t specific
*SOURCE: "5t of T ommerc e | Survey n
economicC sample of /5Y view > 1NN, Y.-N . darea auring period T 11-20 Dctober |95

2. Viewers® choices of TV commercials as to

type and method of presentation®

Types:

Live action . ) .
Cartoon and/or stop motion
Film (oport from cartoons)

Slides S

No choice

Method of commercial preseutatiou:

Singing or dancing

Story or dramatic

Announcer reoding

Borker or pitchmon -

No choice .

Method of produect preseutatiou:

Showing product being used
Showing how product is made
Telling what product does
Description of product

Famous person endorsing product
No choice

NOTE: In many cases respondents named more than one choice.

45.27%
44.5%
8.4%
9%
4.3%

*SOURCE: "‘Study of TV Commercials’” made by Advertest Research.
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{(‘ 5 Many readers of SPONSOR no

J -,d"' doubt have seen the article
‘\.‘.— in a recent trade magazine
(editor’s note: Broadcasting). a forth-
richt article by Tom Hotchkiss in
which he referred to “the tired radio
salesman . . . plodding his route from
door to door. peddling the same dingy
wares.” Hotchkiss also had some point-
ed comments on “diseased program-
ing.”

Both scourges. tired selling and dis-
eased programing. have been the de-
spair of self-respecting radio men these
many years. But when Mr. Hotchkiss
placed most of the blame for unin-
spired programing on the shoulders of
the program director. we wondered
whether someone shouldn’t offer a
word or two in defense of the unfortu-
nate P.D.

The program director is placed in
the not-too-enviable position of having
to please most of the people most of
the time. Program directors have their
failings vet even with the Dbest of
equipment. energy, and intentions—
our harried program directors must try

to please. at one and the same time,
the manager. who someliines measures
over-all programing by what his friends
tell him: the sponsor. who may expect
his local show to sound like a network
show. to pull results like a network
show—without paying the network
price: and the aforementioned sales-
man (account executive) who often
doesn’t know just what he wants. ex-
cept that it’s not what he’s getting.

Sometimes, by chance, the program
director even tries to please the listen-
er. But too often a distressing chain
of circumstances stifles the director’s
urge to be creative and original.

Nor, in the case of the radio sales-
man, should the sincere, hard-working
breed be discredited by classification
with the “tired” variety who, along
with their “dingy wares,” are ham-
pered by dingy selling methods and, in
some cases, even by dingy personal ap-
pearance or a poor sense of what con-
stitutes good manners. In fact, in mea-
suring the radio salesman, we might
paraphrase “let's separate the men
from the boys™ to read: “Let’s separate
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the account executives from the ped-
dlers.”

In short, let’s not brand the genuine,
versatile. and inventive program direc-
tor and radio salesman with the same
iron we use on the “tired” of the lot.
Faulty operation in any department of
radio reflects on all other departments.

But let’s presuine that good program
ideas do inspire good selling methods.
Just how far should an average local
station go in elaborating on produc-
tion? Should the station press its lim-
ited facilities to the hilt, to satisfy the
determined bidding of a salesman or
sponsor—and end up sounding like a
burlesque of big-time? Or should the
average local station rely on simple for-
mats, clean-cut, down-to-earth pro-
grams—in keeping with limited talent,
equipment, and funds on hand?

Even the use of the tape recorder,
recommended by Mr. Hotchkiss in his
desire to escape the usual stereotyped
studio-produced program, can be over-
done and, indeed, as we listen to the
canned parade of transcribed, taped,
and rebroadcast programs day after

salesmen) keeps him from oheying

-

day, station after station. we long for
the pioneer days of “live” programs
that may have been of “bush-league”
caliber by modern, hot-shot standards
—7vet one felt there was someone at
the other end, at that precise moment,
alive and in the flesh and trying to he
at least mildly entertaining.

Mr. Hotchkiss also might have
brought up the epidemic of imitation
in radio today. Radio has become mo-
notonous to its own memher& just as
to listeners, because of its enslavement
to imitation. One quiz show, one mys-
tery show, one half-hour of screaming
females and overbearing m.c.’s begets
another. Everything must bhe framed
around a complex format, allowing for
an overload of commercials, including
cow catchers and hitch hikes. The feel-
ing of spontaneity, freshness, and un-
assuming human interest is scrapped
in an attempt to compromise the stip-
ulations of sponsor, manager. sales,
programing, and God bless ’em(?),
the temperamental talent. The listener,
God rest his tortured soul. is welcome
to the residue!

B. L. BENNETT
Continuity-Publicity Director. WKBZ, WKBZ-FM (Muskegon. Mich.)

Pressure from too many masters (sponsor, station’s manager.

the real hoss — the publie

The ulcer-producing disk jockey ma-
nia is another source of sewage result-
ing from radio’s addiction to imitation.
The poor man’s Robert Q. and Garro-
way have burdened the jaded listener
with their own warped ideas of music.
their own little gems of musical mis-
information. All listeners are “squares”
in the disk jockey's way of thinking.
He knows better than the man with his
hand on the dial what should be played
on the air—or at least that’s the -
pression one gets from listening to such
segments of bedlam and cacophony.

When we tune in at any one hour
and hear nothing but news. nothing but
audience shows or soap operas. nothing
but drama or disk jockeying—we may
well assume that someone is trying to
outdo someone else. that programing
is based on just how far one station
can go in trying to cop another’s idea
and put it to better. or worse. use!

Hotchkiss places the blame for what
he calls radio’s “crumbling founda-
tion” on “diseased programing.” We
wonder if, in turn, diseased program-

(Please turn to page G8)

The article above—a defense of the harassed
station program director and an attack on the
bugaboos inflicted upon him—was written by
B. L. Bennett, continuijty-publicity director for
WKBZ-AM-FM, Muskegon, Mich. Bennett has
a varied background fusing the practical and
the scholarly. The 37-year-old director began
at WKBZ in 1940. Before that, he spent three
vears in display advertising for William II.
Hardy Company, Muskegon’s biggest depari-
ment store. 1le also spent one year in display
advertising for the Cunningham Drng Store
chain, Detroit. Tle left WKBZ once, for 22
months, 10 engage in an unsuccessful struggle
to make something of a near-bankrupt day-

timer station—first as assistaimt manager. then
as manager. A broadeasters with a literary bent.
he has written mmmerons freelanee magazine
articles. lis topies have ranged from the Lone
Ranger 10 littde-known historical personalities.
like Captain Walker. “The Man With the
Branded Hand.”™ He has had published a boys”
adventure novel, “Danger Trails North.” Be-
sides turning out a weekly movie column for
Seltlossman Theatres, Ine., he is now writing.
for the third time, his first adult novel. Ben-
nett, who is single and articulate, says: *I be-
lieve working radio men should speak out
against some of the uncomplintentary (and. in
many eases, nnjustified) gripes abouat radio.”
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) Public utilities on the a

o Two'PART&J Use of radio and TV has gone up sharply on

local level. SPONSOR study finds news preferred

programing by far. with drama also favored

When it comes to local-level
- advertising, the nation’s elec-

tric and gas utilities are be-
coming verv broadcast-minded.  This
fact stands out clearly tn every recent
survey of local and regional utility ad-
vertismg. meluding a two-month-long
study by sronxsor. Here are some of
the outstanding symptoms:

e \hout three out of four utilities
are usmg spot radio. About one out of
four of the larger firms is using spot
television. where there i= TV coverage.

e The broadeast advertising share
of local utility budgets is growing
steadilyv.  1Us averaging 13.5¢ today

a 25'¢ inerease over last year. The
total expenditure i an estimated $5,-
300.000 annnally.

o The approach i+ far more varied
than it once was. Utilities used to con-

fine  themselves largelv to spot an-
nouncements and “prestige” program-
ing: today broadeast audiences are
reached via campaigns that include
everything [rom TV feature films to
radio farm news.

o The “sell” is more
Caught between the devils of cheap
government power and higher taxes
and the deep Dlue sea of higher oper-
ating costs and the need for new con-
sumer markets, utilities use every good
device of broadeast advertising to tell
their public relations storv. add more

vigorous.

customers,

On the other hand. spoNsor discov-
ered that several important electric and
ga= firms ignore atrselling completelyv.
or give it only a passing nod. Radio-
TV's share of ad budgets can be as

anall as 0.1°7. A billion-dollar firm

Public ntility program preferences in spot radio & TV*

TR SN

like the West Coast’s Pacific Gas &
Electric can be locked in a life-or-death
public-relations battle with government
power and practically ignore air ad-
vertising, meanwhile pouring fortunes
into other ad media.

At the same fime, a gas company in
the Midwest reported recently to the
Public Utilities Advertising Associa-
tion that it was putting “about 70977
of its ad budget into radio. Certainly.
the use of radio and TV is increasing.
but there are still many inconsistencies
and much misunderstanding. However.
many utilities are learning how to
profit by the air experiences of firms
like those included a little later in this
SPONSOR study.

In one utility field—that of business-
managed electric companies and com-
bination electric-gas firms—some of

L]
l [ 3
. - o » ‘
Activity % using | N
L]
N - -
News, news commentary, farm news.. ... 16.5% - !
*.
Drama (e, shows. co-opsc film) ., 19.5 2
Service shows (cooking. homemaking, ete) 2.5
Popular music (e.d. shows. records. ete) . 6.0 - news
) g [ ] -
Live or e.l. or TN annonneemenmts, e 1.0 4"'..)
Variety, quiz. sports, entertaimment shows........................ 4.0 Most popular program form with utilities is news “and
. ) commentary, like that of MBS co-op Fulton Lewis, Jr.
Classical music (c.a. shows, vecorded) i 3.0
Forum and panel ~hows ... 3.0
"Mr. & Mrs.” shows, ineryviews, elC i 1.5
Votal 1000%

*Note: This chart is based on a SPONSOR study of loral-devel public wiility
progiam prefereiwces covering souw 250 radio and TV statiouns in the U. S.

In a ferw cases. owe large wtility wanld spoasor a similar shiow ia several

rarkoets,

Othencise, shows were figured separately,

This 1was figured as one “air operation™

to aroid orenceigliting.,

drama

19.5 _iﬂ\

Ziv-transcribed

/2

"Bright Star" is

typical of star-name
drama vehicles used locally in koth radio and video
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Action
on Television

TELEVISION: NEW YORK'S CON EDISON PROMOTES TV NEWS, WEATHER SHOWS IN BRANCH-OFFICE DISPLAYS

A
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EVENING CONCRRI

8 10 10 celock every night cxrept Sunday o KFAC diaf 1330
Two-Hour of the Worlds Finest Music

RADIO: LA'S SOUTHERN CAL. GAS COMPANIES PLUG 11-Y

the smokescreen of mystery that sur-
rounds the proper use of broadcast ad-
vertising is being blown away. The
prime mover here is the Electrie Com-
panies Advertising Program (see “Pub-
lic utilities on the air, Part I,” spox-
sor, 19 November 1951). One of the
major effects within the industry of the
ECAP year-round campaigns in net-
work radio since 1943 has been to
make many utilities (1) aware of the
abilities of broadecasting in handling a
tough public relations job. and (2)
to set an example in reaching audi-
ences at low cost—as little as 81.66 per
thousand, via Corliss Archer on CBS.

An N. W. Ayer executive who works
closely with ECAP, Dwight C. Van
Meter, puts it this way: “I don’t think
there’s any question about public util-
ities becoming more air-minded. Al-
though we have not made an official
survey to determine local-level use of
radio and TV by ECAP members. |

ean tell vou that a good deal is being

3 DECEMBER 1951

S et e L

done. In the periodic ECAP advertis-
g plans sessions with ECAP mem-
bers. many ad managers among some
140 member firms have told me that
they are consistently using radio and
TV. or are increasing their use. Many
employ the local commercials ECAP
prepares for them.

“ECAP would not take all the credit.
of course. We know it's made many
members and non-members aware of
how broadcasting can do a publie rela-
tions job for them, as well as improve
business. Other national, regional and
state associations have done an equal-
ly-good job. However, much of this
would probably have happened any-
way. For instance, the rapid develop-
ments in rural electrification have cre-
ated new utility and appliance custom-
ers among farmers, and many firms
use radio to reach them. Television is
being used. more and more. since it
is at the same time an eflective ad
medium and a source of new revenue

AR-OLD CLASSICAL MUSIC SERIES VIA HUGE POSTERS

through added load factors. The grow-
ing awarencss of the value of good in-
dustry public relations has caused
many utilities to expand their adver-
tising into an ever-growing media list
at the local level. There’s still much to
be done, but we're glad that we've
helped.”

Even with the excellent educational
jobs being done regarding utility ad-
vertising by organizations like Pub-
lie Utilities Advertising Association,
ECAP. Edison Electric Institute, Amer-
ican Gas Association and other groups,
there is a distinet scarcity of informa-
tion available regarding one major
point: What types of local-level air ad-
vertising are most widely used by elec-
tric and gas utilities?

To find the answer to this question,
sronsok recently conducted a nation-
wide survey on this subject. Two
months were spent hy sroxNsor staflers
in querving some 250 radio and TV

(Please turn to page 72)
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WHAT ARE THE HOT ISSUES THI

€D Radio networks are being reborn

To the average spousor. the twists and turus of
the four nationwide radio networks has been a source of
confusion during the past vear. Changes in basic net-
work policy have occurred in increasing number, to the
accompaniment of rumors galore. But the clear fact
beginning to emerge amid the rate readjustments, sales
policy changes. merchandising innovations, etc.. is that
<ponsors are now witnessing the birth of the network of
the future.

Most current and most talked about among network
radio’s birth pangs is the new \BC reorganization plan
which got an airing last week at the network’s Boca Raton
meeting. Here, in brief, are the highlights of what’s hap-
pened to the NBC plan thus far—[loHowed by highlights
on changes shaping up among those other lusty infants.
CB>. MBS. and ABC. {Boca Raton details appear on p. 2.)

sroxsoRr’s general conclusion alter a nationwide sur-
vey of NBC affiliates is that NBC's effort to reevaluate
rate sthructures of its afiliates will be generally success-
ful, despite adjustments as NBC and individual station
meetings continue and discontentment among those affili-

ates who lose revenue thereby, But the important po'il«[
for advertisers to remember is that it makes little diff{
ence for them precisely how NBC adjusts internally. Tg
total cost of the present NBC network (before new .
tions were added) does not go up or down as a result’
the individual station adjustments since they balai
one another out. What is important for sponsors ab¢
NBC’s reorganization is that it is designed to please th
in the long run by making network radio easier to b,
more flexible. Not part of the originally announced
organization plan but definitely linked with this ent}
trend is the recently announced NBC guaranteed-circus
tion plan. With its guarantee of the number of listeny
who hear the spomnsor’s commercial, this plan combhj
the benefits of a magazine’s guaranteed circulation wi
network radio’s inherent advantages. It goes inagaziry
a step further by guaranteeing attention to the ad mg
sage rather than mere guaranteed purchase of a copy §
the magazine. The new emphasis on merchandising
another step 1n the inagazine-technique approach.
NBC’s major rival. CBS. meanwhile is going throughi
process of evolution all its own. Efforts to describe whi

(Please turn to page 82) !

& Sports tip: check on local rights

Spousors, who've been picking up the radio and
TV tab of football, haseball, hockev, wrestling and Dox-
ing tourneys, will keep a sharp eye pecled on the legal
s«corecard i U3, District Court. Philadelphia, the 17th
of December.  The courtroom competition there nvolves
professional football v particular. but the outcome may
well have far-reaching effects on sponsorship of all sport-
g evenls,

In a nutshelll here’s what the Philadelphia legal hassle
1« about:

The National Football League. which represems 12
pro football clubs throughout the nation. will contend it
has every right to deternnne whether or not pro foothall
zames shall be televised. It will maintain that bringing
the games free into the parlor will be equivalent to cut-
ting the throat of its boxoflice carnings.  Consequently,
it will petition the conrt 1o dismizs the Federal Govern-
ment's anti-lrust <uil against it.

The Government's care. as sronsor learned in Wash-
meton from Victor kramer, of the UL, S, Justice Dept.’s
\nti-Trust Division. hinges on three questions: “Are the
foothall teams conspirin

to resirain trade?  Fivst, are

they depriving broadcasters of revenue and sponsors
the benefits of advertising? Second. are they deprivij
the public of the right to see the games free on TV?”

Only a toss of the coin can now determine which si
will win this showdown case. What scems fairly c¢
tain, sPONSOR learned. is that the NFL will shrug asi
the issue. by decreeing that henceforth football teams i
dividually will decide whether or not their games sha
be televised. I

In following this course. NI1. will he taking its c
from the National and American Baseball Leagues. Th
past fall (24 hours before the Government took actic
against the NFL) the baseball leagues voluntarily avoi
ed possibility of an anti-trust <uit, by ceding game-tel
vising decisions to the individual baseball teams.

It follows that if the NFL. too, pursues this cours
[ootball-loving sponsors would he wise, now. to budc
up with promoters of their local foothall teams,

From an overall viewpoint. the Philadelphia court ca
brings to a head the long-seething sponsor-vs.-sporis pr
moter debate: Noes televising of sporting events in fa
increase or decrease the boxoflice take?

Auswers are a dime a dozen. depending on who v«

(Please turn to page 83)
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network radio is changing fast
report to ad men on sports sponsorship
new BMB-type study is on the way

survey shows 777, listening outside parlor

(©) Baker launching BMB project soon

1A bigger und befter version of the 1919 BMB
‘ineasurements of the circulation of broadcast advernsmg
{which still remains a vital buying tool) will be in time-
‘buyers’ hands sonetime after March, 1952, .

That’s the word from Dr. Kenueth C. Baker., who used
‘to head up the now-defunct BMB. Baker is now a partner
lin Standard Audit and Measurement Services, Inc. of
New York. With his partner. Michael R. Notaro, Baker
is eurrently in the process of reviving the BMB-type
study. one of the most useful items a timebuyer can have
“at his elbow.

According to Baker. the new study, for which CBS
‘(sece Howard S. Meighan’s comment regarding CBS and
ithe new BMB on page at left) and about 325 stations have
already signed up, will be “precisely comparable” with
the old BMB figures. Also, it will show much more data
on non-subscribing stations. (Other webs will soon get
‘a strong pitch from Baker.)

f Thece factors alone should be a boon to agency time-
‘JbU)erc Comment (from J. Walter Thompson’s Jane
Shannon) is representative of many “We very definitely

need such a study in buying time. We're still using our
1949 BMB, even if it is out of date, Of course. we pen-
cil in our own corrections as best we can and wake in-
formed guesses as to changes in cireulation. But. if the
new BMB-type reports live up to minimum expectations,
we'll really have something useful.”
study, for which some 750,000
ballots will be mailed to lsteners and viewers this March,
will have some new wrinkles. Here are a few:

1. Agencies and networks will be able to run special
IBM tabulations. showing distribution and circulation
among families that have car radios. Also,

Even so, the upcoming

it will show
data on “extra sets” in radio homes.

2. TV will be charted in the new study. Some clear idea
of how TV has affected AM’s circulation will be given.

3. The base samnple for the study will be bigger. but
not too much higger. Says Baker: “There’s a point of
diminishing returns in this. After you reach it, the in-
creased accuracy isn’t worth the extra money.”

4. Advertisers who want to measure radio or TV sta-
tion circulation in order to determine individual dealer
shares in a group or co-op air advertising campaign will
be able to do so.

@ Nets measure individual listening

To measure radio’s circulation and listening, it’s
o longer accurate to make vour yardstick family listen-
'ing and radio homes. You have to visit a radio or radio-
lTV home and find out what the individual is doing. where
listening is going on. Further. you've got fo fo}lou the
~md1V1duaI as he drives fo work. eats i breakfast in the
dining car. visits the barber shop, works in the factory.

Thls 1s the great lessou contained in a new study, made
‘jointly by CBS and NBC, and compiled from diaries of
the American Research Bureau. Washington, D. C. A
nationwide cross-section of 3,600 individuals were mea-
sured, and the results. just aunounced. are eye-opening.

Highlights of the NBC-CBS study :

1. TV has definitely not killed off radio listening.
Video’s entry into a home has had the effect of dispers-
ing radio listening to other loeations than the parlor.
Now. 77% of all radio listening in TV homes is done with
“secondary sets” in kitchens, bedrooms, dining rooms.
cars. etc. In fact. TV families have more radios than
non-TV families. Some 46% of TV families have three
or more radios: only 35 of radio-only families have
that many.

l
i
’_—___——

2. Here’s how the dispersal of radio listeners to other
areas in the home has worked out. and how it affects dis-
tribution of total radio hstening, For a typical day in
August 1931 (not a strong radio month) covering the
period between 6:00 a.m. and midnight:

Location Radio Only Radio-TV
Living Room 19,577 22.9%
Kitchen L 27.2 50.0
Bedroom 13.2 9.6
Dining room . 3.6 6.2
Automobile 1.5 6.3
All others 5.0 5.0
100.0% 100.0¢

3. 'The woman of the house is now radio’s
tomer, which accounts for the high rank of the kitchen as
an “outside-the-living-room” radio listening area. Wom-
en do most of the histening in 52% of the families quizzed
by ARB. Others: in 217, father; 13% . daughter: 107,
son; for the rest.

4. Radio wins hands-down in competition with print-
ed media for the public’s attention. The survey found
that the average L. S. individual ¢pends triple the amount
of time with radio compared to newspapers. five tinies as
magazines, Daily figures:
newspapers. 35 minutes;

greatest cus-

with radio as with
radio, 109

magazines. 19 minutes. No figures given on radio vs. TV.

much
minutes average:
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THIS 20-SECOND ANNOUNCEMENT {OVER-
COMPLEX} GOT POOR REMEMBRANCE

Correctly Scrambled
recalled name
brand unrecog-
name nizably

Named rival

-— product

Recalled no
name

THIS 20-SECOND ANNOUNCEMENT {NON-
COMPLEX) WAS WELL-REMEMBERED

Cotrectly
recalled
name

amed rival

__,—-"’/ product

Recalled no
name

Source. Sihwerin Research Corporation

60 SECONDS TELLS" AS MUCH AS 180

OTAL COMMERCIAL TIME | % OF VIEWERS

DEVYOTED TO PRODUCT REMEMBERING

O 60 sec. N %

100 87
94

180 94

TP

Souree: Schuerin Research Corporation
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* What can station breaks do best? ¢
* L. Sumulate buying action *
« 2. Build brand acceptance .
e 3. Announce product improvement .
. 1. Create demand in desired retail outlet
3. Tie-tn with holiday or seasonal sales
* 6. Provide broker and dealer support :
L] - L]

7. Reach hand-picked audiences

e 8. Pin-point sales messages according ®

to region. weather, time, other factors

rlooking station breaks:

You may bhe surprised to find how much “sell”

vou c¢an pack into 20 seconds—or less

" A few ycars ago choice ra-

] dio station breaks* were
about as secarce as a winning
ticket in the Irish Sweepstakes. But to-
day “adjacencies” next to Jack Benny.
Lux Radio Theater, Your Uit Parade
and between high-rated soap operas are
going begging in many markets . | .
while good one-minute availabilities.
which used to be a distant second in
the sponsor hit parade, are sold out and
often have waiting lists.

Why this swing to minute announce-
ments and away {rom day or night sta-
tion breaks—a reversal that’s happened
in the last year or so?

SPONSOR queried station representa-
thves, timebuyers and copy chiefs, re-
scarchers and advertisers and found
that:

I. Both stations and advertisers are
responsible  for the trend stations
build vehicles for minute announce-
ments and usually =cll them at the same
rates as station breaks: advertisers feel
thev need longer zales messages to sell
new products and meet inereased com-
pelition.

2. Agency people generally were un-
aware of the trend  “whether we buy
20-second  or one-minute  announce-
ments depends on the basie strategy of
the campaign.”

3. The evidenece indicates station
breaks are still an excellent boy and ad-
vertisers mayv be passing np many a

*Sration breaks refer to the 30 seconds be-
tween programs, are ¢alled chainbreaks when
bhatween network shows, Five seconds are de-
voted 1o Toeal <1ation idemtification and the
remaining time s s<old for announcements.

sales “gem” if they overlook them. In
the words of Murray Grabhorn, man-
aging director of the National Associa-
tion of Radio and TV Station Repre-
sentatives, Ine., “It’s an abnormal trend
that will run its course before it goes
back to normal.”

Already, “some advertisers that
dropped station break schedules a year
ago are re-cvaluating them now and
find that they still represent an eco-
nomical and efficient advertising buy,”
according to Bob Leder, Eastern radio
sales manager, NBC Spot Sales.

For example, a Midwest candy ad-
vertiser, who had heen putting most of
his advertising dollars into station
breaks in 55 markets, last year cut out
nearly all radio in TV areas and went
as deeply into TV as his budget would
allow. But results were discouraging
and unsatisfactory hecause TV couldn’t
cover outside areas served by radio.
and TV forced the advertiser to spread
his dollars too thin. This fall he was
baeck in radio full blast with a new sta-
tion hreak campaign over 55 stations.

SPONSOR ran across plenty of sue-
cess stories that reveal solid *reasons
why”” for buving station breaks. Here
are three of the most important:

1. They deliver sales messages with
impact to maximnm audiences. “They
are a fine value for reminder copy.
P&G maintains a gold-plated list of sta-
tion breaks and shuflles themn on their
products.” reported P8G timebuyers.

“Life  Savers have used station
break announcements sinee 1911, ex-
cept for a hiatns during the war, to
gel across their <ales theme,” says a

SPONSOR
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How many selling points can

you get over in 20 seconds?

Young & Rubicam spokesman. Cur-
rent schedule calls for 75 announce-
ments a week on six stations. ([It's n-
teresting to note that they’re TV mar-
kets and that Life Savers uses no TV.)
A recent announcement ended with a
little boy saying, “Gee. [ wisht I had a
nickel” (sPoNsoR, 26 February 1951).
A goodly number of listeners have sent
in nickels!

2. Station breaks offer great flexibil-
ity, enabling advertisers to pin-point
their sales story and reach hand-picked
prospects. Current campaign for Pres-
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toue Anti-Freeze uses a “floating”
schedule of six and eight-second an-
nouncements tied in with freezing
weather predictions. during early morn-
ing and evening. “These quickie com-
mercials pre-sell Prestone, stimulate im-
pulse buying and remind the listener
to buy.” explained a station rep sales-
man. Prestone is a consistent user of
station breaks.

3. Station breaks can achieve quick
results. as was discovered by the owner
of two restaurants in Washington. D.
C. He advertised Christmas dinners on

Parlor game fFor sponsors: Read
20 seconds’ worth of your sales copy. Have an
associate time you, The number of sales points
you can get in will no doubt prove surprising

Examples of the way three promineni
air users have boiled down sales

messages into a few well-chosen word:

Five-second annonncements:

(#1) Auner: Need a personal loan to take
care of bills? Think first about the First Nationa
Dank of Boston!

(#2) Anncr: Save with Jenney! Add mileage wit,
Jenney! Get solvenized Jenney Gasoline now!

[Q-second annonncement:

P.M., Bulova Watch Time.
For a great watch value—choose the
handsome Bulova DIRECTOR! Complete with

expansion band—only $35.75!

I Jesecond annonncement:

Bov: Say . .. Why do they call ’em Life Savers.
Girl: Because of the hole in the middle!

Bov: Why put the hole in the middle?

Girl: So they can call em . . . Life Savers!
Boy: You’re going around in circles!

Girl: So do Life Savers!

Boy: Oh—Nonsense!

Girl: No—Five cents!

Anner: Yes . .. only five cents for delicious
Pep-O-Mint Life Savers!

WTOP. By 10 a.m. the advertised-res-
taurant was 1009 reserved. His other
restaurant had only 70 reservations so
at 1:45 he asked to have special an-
nouncements prepared and aired. Be-
fore the day was over, he had served
250 persons and could have served
more, if space had permitted. By ac-
tual count. 99 guests mentioned they
had come because of the radio an-

nouncements,

The restaurant owner is

continuing to use station breaks on

WTOP.

(Please turn to page 64)
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PLASTIC SPRAY

atories, Ine. AGENCY: Grey

( talie  Beuell  on What's
New features wer o ol products: stimal
a bomb

s. T 1gle SO0 par-

Ne
resnlt of unusnal demand. Bostwick's home
ofhee in Bridgeport had to ship additional bowb sprays

PROGRAM: What's New

SKIN AID

SPONSOR: Sea Breeze Laboratorie<, Inc. AGENCY: BBDO

CAPSULE CASE HISTORY: Sea Breeze’'s TI" objective
was to Introduce and [oster distribution for their all-
purpose antiseptic skin aid. Three participations on the
Home Is Happiness show mentioned a [ree sample offer.
Within an eight-day period, WDTV was sicamped with
1.800 requests for Sea Breeze and they continued to come
in. About 1077 of the requests were from outside the
inmediate Piitsburgh wvicinity, enlarging Sea Breeze’s
potential sales area,

WDTV, Pittsburgh PROGRAM: lome Is Happiness

Y

results

RITCHENWARE

SPONSOR: Permanent Stainless AGENCY: A. S. Black

Steel Corp.

CAPSULE CASE HISTORY: The cornp(zuy’s TV ﬁ]m an-
nonncements ask that interested viewers call and arrange
for a [ree demonstration of the merchandise at home.
Under this set-up. the sponsor was swamped with in-
guiries after only two participations on TV Kitchen, an
afternoon show. One man. as a result of these 850 par-
ticipations, sold three cookicare sets in one morning. And
each complete stainless steel set costs over $250.

KPRC-TV, Hou~ton PROGRAM: TV Kitchen

TV SERVICE POLICY

SPONSOR: Consolidated Television AGENCY: Direct

CAPSULE CASE HISTORY Cousolidated Television ven-
tured fnto T1 advertising with a one-time annonncement.
Their offer (via an S81 participation on a 4:00 p.n film
cature) was a Tl service poliey for 31995, Within a
21-hour period. 16 T1" serrice poliey sales were made.
Thus Consolidated's mid afternoon. experiment brought
a gross retnen of S917.70, or a return of S11.33 on every
N1 ospent on T

KT, Hollywoo PROGRAN: Filin Feature

COSMETIC FORMULA

SPONSOR: Dr. LeFohn AGENCY': Direct

CAPSULE CASE HISTORY: The (]oclor, a Phoenix
woman, developed a cosmetic formula [or the skin which
she then wanted to put on the marker. She decided upon
fire minntes of TI” time to show her special formula to
women viewers. Within A8 hours after the five-minute
demonstration. more than 100 phone and mail orders
came in for the $3 jars of cream. The gross return: well
orer $1.200. Cost to Dr. LeFohn: 305 for station time.

PROGRAM: Five-Minute
Demonstration

KPHO-TV, Phoenix

CHAIRS-LAMPS-DRESS

SPONSOR: Crowley Mibyer VGENCY & Direet

I fveaninute show offered
a specral on living room chairs and lamps plus a woman’s
ted 1o phone in orders imme-

4 1 wlav. And, before the
frone wcas ended. the suitchhoard was | I. News-
T b, but

e | a[]ﬂ

CHILDREN'S RECORDS

SPONSOR: MceGowan'’s Record Shop AGENCY': Direct

CAPSULE CASE THSTORY:  Jimmy's  Junior Jamboree
tinuny Valentine) is a variety show with a changing day-
to-day format aimed at children. It includes kid talent,
spelling bees. hobby time, and a birthday club. Recently,
VeGowan's wanted to annonnce the personal appearance
of Capitol records” “Bozo The Clown™ at their store;
spur children’s record sales. A single 20-second announce-
ment awas the only promotion and hundreds of kids
jammed the store to see the clown.

KSTP-TV, Minneapolis PROGRAM: Jimmny's Junior
Jamboree
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Once upon a time, an orator rose
in the Roman Senate, perhaps ad-
justed his toga, looked over at a
fellow senator
sitting oft by
himself — and
then launched
into a tirade
that has come
down through
the years.

. This orator—

Cicero, by name
~—~damned Cati-
line for civic
immorality.

And in the
course of his
condemnation, Cicero cried out:

“Q tempore—O, mores!”

The pony translation would be:
“Q, the times; O, the customs!”

A more punchy translation would
be : “O, those snocking times!"

And in the centuries that have
passed since Cicero's oration against
Catiline, any number of men and
women have stepped up to the pub-
lic forums and cried out with the
same militant tone for all decent
people to be decent to one another—
not because of laws but because
we'd like others to be decent to us.

Beginning tonight—and continu-
ing for the next three or four Thurs-
day nights—WDEL-TV (channel 7)
becomes a forum for a discussion
of morals in our time.
* % *

A5 T Tl e —

Represen e by
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And aptly enough the over-all
title is “These Shocking Times!”

Wilbert Smith, executive secre-
tary of the Wilmington Council of
Churches, will be moderator. Ap-
pearing with him tonight will be
Mrs. Dorothy Banton, superintend-
ent of the Kruse School; Dr. Henry
H. Welch,
the Welfare Council of Delaware,
and Judge Elwood F. Melson of the
Family Court.

They will probe, as it were, into
the problems of youth and will
wrestle with the subject: “Are We
Giving Youth a Fair Chance?”

Next week, a panel will discuss

morals “and education; then comes

the topic of morals and politics
and finally morals and business

* * %
The other day I g2t
luncheon —==
Walsh,
the
for

Ago » Sap

*

executive secretary of

By Bill Frank

And so, mm these days of 185],
when the question of morals and
public life is being examined, we
find a local television station
couragequsly defying other TV com-
petition by staging a program that
might not be exactly entertaining
in the popular sense of the word.

But the management of WDEL-
TV takes the positionr that perhaps
its local “voice” might go out into
the community and stir at least a
small discussion of what's happen-
ing to moral codes and moral think-
ing.

*x * *
A successul hostess I know has al-
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[t pays to buy the giar

Now, more than ever. Forin
Chicago, WBBM now delivers 56.A{
more radio homes*—and a 36.89%
higher average weekly rating |
among these homes™—at a lower ’
cost per home than before

the advent of television: Today
WBBM delivers more radio homes
and higher average ratings |
at a lower cost per home than

any other Chicago radio
station or major advertising

medium. The buy is WBBM"

*1947-1951 comparison of actual radio homes tuned

to WBBM per quarter-hour. In these four years, the
number of radio homes in metropolitan Chicago alone has 1
increased 15.7% . . . and even more throughout the

entire 237-county WBBM area.

fFrom July-August 1947 to July-August 1951,
This increase is apparent during every period of Lthe
broadcast day—morning, afternoon and evening, It means
an increase of more than 15 million home impressions
delivered by WBBM each week during 1951 over 1947 in '
metropolitan Chicago where TV is strongest...and ’
cven more impressions in the five-state “outside’” |
area where WBBM has virtually no TV competition. ’
A

® For the same cost as in 1947, you now get 56.4- more
WBBM listeners per dollar than in 1947, before TV,

*Chicago’s Showmanship Station - CBS Owned
50,000 watts * Represented by CBS Radio Spot Sales.
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The

picked panel
answers

Mr. Aron

We have used ra-
dio and TV to do
such a tremend-
ous job of selling
men’s apparel
that to us the
(uestion is pure-
Iv a rhetorical
one. Our client.
Barney s Clothes,
Ine.. grew [from
a small “hole in
the wall” to the largest independent
men's and boys” ¢lothing store in the
city of New York. exclusively through
the use of radio. 1n later vears, we
hroadened our schedule by the addi-
tion of newspapers and then television.
We have since dropped newspapers.
and Barnev's advertising has been con-
centrated in radio and come television.

Mr. Mogul

Another famous men’s wear name
that we snceessfully promoted almost
exclusively through the use of radio
is “Flevators” in sure 1 don’t
have to tell you how famous that name

18,

S]]()(‘\'.

For many vears we handled the ad-
vertising of Clinper Craft clothes whose
grealest snecess was nn(]n(‘slimml)]y at-
tained dnrmg the period when their
entire national advertising effort was
concentrated in network radio,

The productiveness of am advertis-
ing medinm denend< on hosw 1t s used.
takes that
mch-abnsed thing catled “know-how™
to reabize the Ml potential of radio
and TV ta <ell man’s apparel. but the

A< inoevervthing olse. 1t

48
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Is it impossible to sell
on radio and TV?

fact that we have done it successfully
every time we had the opportunity is
certainly proof that it can be done.
I Mocun
President
Emil Mogul Company
New York

In these times
when such media
as radio and es-
pecially television
are reaching into
bud-
gels, many nien’s
weur makers are
among those pon-
dering this ques-
tion. Usually,
they stick  with
the familiar printed media. But only
because these are familiar, not risky.

In my opinion men’s apparcl can be
sold on radio and television as success-
fully as in printed media. Take a look
at the new world of television. Our
largest men’s wear maker, Arrow, took
a fling a couple of scasons back with
the Phil Silvers show. They gave it a
good budget hypo but they didi’t have
the formula that makes even printed
The show lacked
excitenient so the eonsumers passed it
up. It's the same in printed media.
I the ad 1 not dramatic, it doesn’t
matter whether 1t appears in Life or
the Peoria Gazette. the commercial
won't be read in spite of the money
spent.

Today, however, Arrow has the sue-
cessful how that i< selling men’s wear.

advertisers’

Mr. Brandfon

media interesting.

Thevve got the show and showman in
Terb Shriver and theyv’ve got the right
budeel. Another of our famous men’s
wear names, B.V.DL placed 20-second

men’s apparel effeetively

Vice President
Wings Shirt Compeany
New York

Bernard Aron

amouncements and recerved substan-
tial proof of the success of this form
of television advertising. It is still rec.
ognized as one of the great success
stories on television.

Radio has already proved that it
can sell men’s wear. Such large cloth-
ing chains as Robert Hall, Barney’s
and others have had and are having
amazing success through their radio
appropriations. A nationally branded
line like Clipper Craft clothes enjoved
similar results with Stop the Music,

The men’s apparel makers who are
today passing up radio and television
are doing it because they just can’t af-
ford it. But the ones who can are seri-
ously considering these media.

The success or failure of men’s wear
advertising on radio and television de-
pends on: (1) How much can the mak-
er spend? (2) How effectively is the
show presented with the budget used?
(3) Will the commercials have the en-
tertainment so necessary in these me-
dia?

SHEPHERD BRANDFOX
Account Executive
Hirshon-Garfield

New York

First of all, we
cannot speak for
radio as we have
had no

experi-
ence with  that
medium.  Now,

as regards tele-
vislon: we¢ ran
our fourth show

starring Herb
Shriner on 1 No-

Mr. Phillips
P vember  (ADBC-

TV). To date, both we ourselves, Shri-

SPONSOR
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ner and the television station have re-
ceived hundreds of letters from dealers
and consumers. all complimentary. on
the show. Although it is too early to
report in geueral on the effectiveness
of the medium from a standpoint of
sales, we do have some indication from
the mail received so far, that some
viewers are purchasing the merchan-
dise advertised on the show.

We have likewise heard from some
retailers who have conducted success-
ful promotions tying in with the Ar-
row TV show.

Perhaps in about two months we
will be in a better position to report
further as to whether TV will effective-
Iy sell men’s apparel.

GEORGE A, PHILLIPS
Advertising Manager

Cluett, Peabody & Co.. Inc.
New York

Certainly not. We

% feel that as far as

Robert Hall 1s

_ concerned radio
=~

definitely sells
men’s apparel —

»— 2 suits. coats. slacks
B oo and sports togs.
In talking about

- Robert Hall we

are talking about
more than just
selling apparel itself. For we are sell-
ing a method of merchandising that
apparel—the low overhead, supermar-
ket way of selling clothing which defi-
nitely appeals to men because we're
showing them the reason why they can
buy quality at a reasonable price.

Mr. Bess

Therefore we find radio is an ideal |

medium for this “reason why” copy.
The whole principle of Robert Hall
clothes merchandising is summed up
thusly: the family can now buy their
clothing the way they buy their gro-
ceries. And using radio gives us fre-
(uency coverage in a market which we
can’t get out of a newspaper. We sell
n our announcements not only specific
items such as all-wool worsted suits,
sports jackels, overcoats but, in the
same announcement. we sell a policy
of why they should buy this merchan-
dise. At Robert Hall we do use news-
papers in a very heavv degree as part
of our over-all picture but the papers
may stress only one promotional item
and not the store’s entire over-all pol-
icv.
(Please turn to page 71)
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New Orleans’ Top Afternoon Show
Is Setting New Records for Sponsors!

¢ |t's the “Hit Parade” of New Orleans. ..

two hours of popular platters . . . interspersed with
breezy comments by genial Bob Hamilton.
For sales-a-plenty, buy “Top Twenty” ...

the perfect combination for spot participation!

e Write, Wire
or Phone Your
JOHN. BLAIR Man!
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.. . Aname 1o 1remenber

Considered one of the world’s most beautiful buildings,
the Taj Mahal represents a standard of excellence 1n
architecture unsurpassed for more than three centuries.
Built entirely of white alabaster by an Indian ruler to
symbolize the beauty and purity of his wife, the Taj
Mahal is remembered by all who view 1ts magnificence

and breath-taking splendor.

Acknowledged as a leader 1n the broadcasting industry
for nearly twenty-five years, FORT INDUSTRY, In each
of the busy markets where its stations are located, rep-
resents the finest in high-caliber programming and
spirited public service. The name FORT INDUSTRY is
remembered by successful advertisers as first choice for

sales results.

THE FORT INDUSTRY COMPANY

WSPD, Toledo, O. ¢ WWVA, Wheeling, W. Va. * WMMN, Fairmont, W. Va. ¢ WAGA, Atlanta, Ga.
WGBS, Miami, Fla. . WIBK, Detroit, Mich. o WSAIl, Cineinnati, O.
WSPD-TV, Toledo, O, * WIBK-TV, Detroit, Mich. * WAGA-TV, Atlanta, Ga. * KEYL-TV, San Antonio, Tex.

NATIONAL SALES HEADQUARTERS:
188 Madison Ave., New York 22, ELdorado 5-2455 * 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498
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This SPONSOR department features capsuled reports of
broadcast advertising significance culled from all seg-

ments of the industry, Conftributions are

welcomed.

WGY marks 25 years of farm airers with dinner-broadeast

In upstate New Yerk recently. WGY
celebrated a quarter-century of farm
broadcasting. To wark the event 300
friends of WGY. Schenectady. and sta-
tion perzonnel gathered for a dimer
and ~pecial broadeast at Schenectady s
Hotel Van Curler.

The hour-long  broadeast featured

Chester 11, Lang, General Electric Com-
pany vice president, as principal speak-
ery Stanlev G. Judd, Vermont siate
commissioner of agriculture; C. Ches-
ter DuMond. New York state commis-
<ioner of agriculture and markets; and
lean FEhzabeth  Lee Vineent, New
York =tate (‘0“(‘;_'0 of home economics,
Cornell Universitv. Other program par-
ticipantz inclinded Merl Galusha, WGCY's
farm broadcasting supervizor, and lid
W, Mitehell, WEY farm adviser.

Photographed at the festive gather-
ing were (photo above): Robert F.
Retd, WGY-WRGE supervisor of sales;
James Betenmeister. Maritime  Milling
Co.: Meal Galusha: and George L.
Peck. WEY-W ROD supervisor of pro-
motion, pnblicity. Photo in next col-
nmn: Robert B, Hanna. WGY-WRGD
~tation~ manager: Merl Galusha; Vs,
Walter Whitaev: the Reverend Walter
Whitney : Dean Elizabeth Lee Vineent,
college of Trome economics Cornell UL,
and Mrs. Merl Galusha.

The event branghit 1o mind the ac-

tnal amonnt arr time devoled 1o

aerie dn thi- 25-vear period.
\ 1.500 ~ohid honrs of
i i service, reaching

v rural andiene 51 connties of cast

52

ern New York and western New bEung-

land.

Among the notables appearing in
past years before the WGY mike on
farm shows have been Franklin D.
Roosevelt and Harry S, Truman.

How successful this endeavor has
been is shown by WGY's schedule
with farm broadecasting a programing
cornerstone,  And, in the 25-year span.
1,000,000 picces of mail have been re-
ceived pertaining to agriculture and
WGY farm airers. Additionally, a re-
port from the New York State College
of Agriculture sbows that over 80"%
of the requests for bulletins on agricul-
ture and gardening comes from WGY
listeners. * * X

Liberty Cash Stoves up
food sales 30-553 9%, with d.j.

Liberty Cash Grocers, Inc.—one of
the mid-Soutlr’s largest wholesalers—
have parlayed a big vear-round daily
radio promotion into increased sales
for 63 independently-owned Liberty
Cash stores located in Memphis, Ten-
nessce, Mississippi. Arkansas, and Ala-
bama.

The step-by-step  prograni-building
procedure. seemingly simple enough,
brought rapid satisfaction to product
participants and store owners, First,
a program, called Cherry at Trwo, was
bnilt to run from 2:00 10 3:00 p.m..
Mondayvs through Saturdays, on
W AMPS. Memphis. The format: a d.j.
show featiring Hugh Cherry, one of
the nation’s outstanding tnne-spinners,

Picking up the tab was to be a cooper-
alive venture between Liberty Cash
Central warehouse and its suppliers.

A cocktail party and banquet ac-
quainted the public and Liberty Cash
<tore owners and personnel with the
details. In the lobby of the hotel where
the dinner was held were attractive dis-
plays of 10 products co-sponsoring the
d.j. show (including Mufti spot re-
mover, lighter fluid. shoe white; Diam-
ond matches; Liberty coffee; Evergood
meat products). There. Fred Montesi,
president of Liberty Cash stores, and
H. R. Krelstein, WMDPS vice president-
general manager. gave store owners
full promotion details: showed them
a sample of a specially-constructed bin
wherein all products would be dis.
played in each store.

Grocer cooperation was quickly evi-
dent after this introductory display,
with  cooperating products  getting
1007¢ distribution: prominent store
position; and sales surges up 30% to
75 for all items. To help maintain

sales, WAMPS emplovs a retail coordi-
nator. LR

Poster adds value to
brewery TV impressions

The Peter Hand Brewery Compauy
(throngh BBDO. Chicago) is heighten-

Meister Brau

“One bear that’s light like you like it

THE ROTER MAMD GNEWIRT 0. ¢ CHICADE Flisask

Three-sheet poster plugs beer, Boston Blackie

SPONSOR
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ing the impression value of their local
Jevel poster advertising and, at the
same time. cutting production costs on
TV film commercial presentation.
Botlt poster and TV plugs for their
Meister Brau beer are tied in by ac-
tually using a three-sheet poster on the
opening and closing commereials of the
Hand Brewery’s Boston Blackie show

on WGN-TV (a Ziv production).

These same three-sheet posters are
placed in shopping centers throughout
Chicago on or near retail beer outlets.
Thus Meister Brau gets valuable point-
of-sale zone advertising. In future
months. the beer will be fcatured on
the posters, with Boston Blackie pro-
moted on the lower half of the poster.
This suggests a way for an advertiser
to combine two visual media—one in
the home in black and white; the other
in full color where beer is sold. * * *

Grandwma Cookie built on
solid radio foundation

The Grandma Cookie Company of
Portland distributes varieties of cook-
ies through all of Oregon, southwest-
ern Idaho, and southwestern Washing-
ton. For this distribution they employ

Merrie Virginia, pals like Gulbert cookie jars

10 truck driver-salesmen who service
3.000 delars. Just recently, the firm
expanded and built a new building.
Right now. 85% of the ad budget is
in radio and supporting material, and
Grandma Cookie’s aggressive policy,
through Searcy Advertising, is work-
ing full-time. First, the cookie com-
pany started with the Firefighters show
in 1949. Program tie-ins were ad-
vanced with the aid of the Portland
fire department, with three Fire Fight-
ers Brigade mectings attracting 3,000
children at each get-together. At the
meets. there were demonstrations of
fire fighting equipment bv men of the
Portland fire department. And, for kid

(Please turn to page 76)
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BE MEAN TO YOUR SALES STAFF
—and boost sales doing it! Here are
ten ways to make life miserable for
your order-takers:

1. SPOIL THEIR CHRISTMAS by
holding a big sales-meeting on Friday
afternoon, December 21, setting up a
big sales goal to be met December 26-
29. This will recover that “lost week”
between Yuletide and New Year’s, get
vou off to a good start in 1952.

2. RUIN THEIR PLANS well in
advance by announcing that no vaca-
tions will be allowed except those Dbe-
twecn May 15-June 30. This will free
them when you need them least, keep
them working in August when there’s
real Fall potential.

3. KILL THEIR TV WATCHING
by assigning every man to one cvening’s
work each week. making calls hetween
7-9 PM. This will make them tell your
story without intcrruption to many new
prospects.

4. UPSET THEIR SMUGNESS by
talking to any newspaper classified ad
manager about the difference between
“voluntary and solicited” business . . .
then set up a new commission plan that
pays off only on the lattcr.

5. UNCOVER THEIR WEAK-
NESSES and cure their shyness, too,
by making them go through practice
pitches in front of your cntire staff at
regular meetings. Thix will make them
better salesmen, though they'll hate
you for it.

6. TAKE THE SOCIAL FUN out
of life by asking them to put a note on
your desk each nierning telling what
they plan to do that day and where they
expect to be. This system has been
known to produce calls occasionally.

7. JANGLE THEIR NERVES by
popping into the coffee shop at erratic
intervals and ordering them all back to
work. They'll find another place, but
it will never seem the same again.

8. CRUSH THEIR PRIDE by offer-
ing their services as sales clerks after-
hours during December to retailers who
stay open nights. This will teach them
why businessmen get gray. make them
more thoughtlul and considerate sales-
men.

9. SHAME THEM INTO GREAT-
ER EFFORT by taking a few tough
prospects under your own wing and
making direct sales ealls yourself. This
may liave just the opposite cffect. of
course, in which case you will have
learned something about vourself.

Associated Program Service 151 W. 46th, N. Y. 18

Advertisement

. Vice-Pres. Gen'l Mgr.

10. DEFLATE THEIR EGO by
showing, with figures, what a really
inadequate job they've done in com-
parison with local newspapers and other
media. Set an c¢ven liigher goal for 1952
and make them produce—or else.

HOW TO MAKE SALESMEN
HAPPY? EBasy. Equip them with
APS’ exciting Commercial library
of over 175 different musical ad-
vertising lead-ins . . . and help
them become better salesmen by
giving them a chance to join the
hundreds of alert radiomen who
listen each month to the APS
series of Transcribed Sales Meet-
ings. The entire package — at
cigarette prices! Total cost less
than $5.00 per week, and one year
is contract limit. It’s a wonderful
Xmas gift for your sales staff!
Write, phone, wire today! We'll
deliver by Christmas.

& * * * ¥

How's your business? Ours at APS
is excellent, thanks to you. As we near
the end of 1951. we note with pride the
fact that we shipped more brand new
APS full basic libraries than in any
vear for the past several, with the new
specialized small libraries accounting
for several dozen additional subscribers.
Reason? Among others. simply because
we've provided the only new and differ-
ent approach to library service
sales training. bulletins that lelp huild
better station sales and operations, and
specialized libraries of all sizes and
prices to meet every need. This year
has been jusi the beginning. of course
—we have even more extensive plans
for change and improvement in coming
months. Watch for the news. We keep
receiving letters about sales problems.
Most of our subseriber stations, happily.
feel that our adviee and experience in
the sales field can liclp them over a
rough spot now and then. They write
us about help in selling various lines of
business . . . about network problems

. about their own promotion plan:
and presentations . . . cven abont per.
sonnel problems {we’ve placed a flock
of good people in sales and program
jobs this year!). It's a nice family
feelihg and we cxtend a cordial invi-
tation to every subscriber to use us as
consultants whenever our advice seems

likely to be helpful.
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by BOB FOREMAN

Mr. Norman Glenn, ditor
~PONSOR Magazine
510 Madizon Avenue

New York, N

D Norai:

Pound mvsell at a surprise birthday
party given for Dick Stark the other
evening where a big part of the sur-
prise turned out to he on me.

To my amazement, 1 learned that
Dick and Nelson Case, also present.
read sroxsor regularly ax well as thor-
oughly. 1 might add that this informa-
tion was yvolunteered without so wmuch

radio review

SPONSOR: Lux Flakes (Lever Brothers)
AGEN J. Walter Thompson, N. Y,
PROG ““Lux Radio Theater,” CBS

There aren’t many shows or many com-
mereial writers who haven’t learned a thing
or two through the years {rom listening to
the Luy Theater. Per-oually, | don’t hear it
a~ much a~ I osed to. and on 12 Noveniber
it wa~ like Duz, good to get back to—as
Jdick as ever with James Stewart starring in
a drama entitled “Winchester 73.7

Commercially, too, the Lux approach was
as polislied and a mrelligently format-ed as
ever. M. Keighley, as usnal, m.e.’d and then
launched into a straight, bt brief, commer-
cial on Faox Flakes
tricks, no jingle just straight talk by an

no faney lead-in, no

able salesman,

Following o tense first aet replete with
Indian charge<, rifle contests, and a Western-
type love <cene (minns even a trace of the
Keighley once

cornbally, commercialized

e, this time deseribing the movie, “Quo
adis henee 1o a damsel talking abomt

iew s Flakes, “enriched with eolor fre<h-
Fherve

adroitly as well us convincingly.

ner.” the movie lead in was handled
The third act break introduced us~ to an
Batex,
le<aalk after a relevant as

18-year-old let. Sesan and got

vound 1o o

I as interes Awain. ¢ood copy
1 owrin Farx i nvine-
ely, | ivle Latx o
Tornee Lo and ie now fol-
W alhvertisers, the elow-
SN
r 73T il
[l
)

as a sly segue from vours truly, The
reason these able announcers read the
book. they said, was that they feel they
should be up on what advertisers are
attempting to do—and your efforts sat-
isfy this craving. Al of which leads
me to an idea for a column on the fact
that good amnouncers have to have
brains. The difference between an in-
telligent announcer and a voice-wor-
shipper is what can be called The Au-
tomatic Inflection.

Having directed thousands of record-

( Please turn to page 69)

in. Good dialogue and not a phony line in
it. Here is radio entertainment at itz best.

radio review

SPONSOR: Rheingold Beer (Liebmann
Breweries) -
AGENCY: Foote, Cone & Belding, N. Y.

PROGRAM: Announcements

Again it's the hior makers setting the
pace in radio copy with Rheingold utilizing
Les Paul and Mary Ford, who get name bill-
ing in this new warbled commercial. A typi-
cal Paul-Ford tune, this ~uds opus is the best
I've heard since Nat “King”™ Cole did the
Wildroot Cream-Oil Charlie aria about six
years ago.

Latching on to the fact that Les Paul
arrangements are the big thing right now,
Rheingold has gone right te the sonree and
put together a Paulict ditty with its bewitch-
ing out-of-halance strings and amazing lhar-
mony betwixt vocal and background. the lat-
ter coming in first by a hair. And unlike
most Paul jobs, this one has lyriec which are
as clear as a glass of heer.

Here is a slick connmereial with plenty of
appeal and as np-to-the-minute as what you
hear in the juke boxes at your own expense.
I 'don’t know what Rheiugold had 1o pay the
piper for tnne-and-treatment  (someone told
me 25,000 for talent), but with the frequen-
cv of the Rheingold spot-sehiedule, whatever
the fee, it was well worth i, There onght to
be more n-e of top-name talent on jingles,
Cantion and cconomy are probably all thal’s
holding it up, I'd say. So. mavbe this one’ll
lonsen things np a bit.

radio review

SPONSOR: Theater Guild
AGENCY: Blaine-Thompson, N. Y.
PROGRAM: Live announcements

Maybe this is old hat, but I can’t pre.
viously recall hearing a legitimate B'way
drama resorting to the most plebeian of all
art-forms, radio, as a stimulant to box-office.
But I did hear just that the other evening on
WMCA; sponsor—the Theater Guild: prod-
uct—*-"Barefoot in Athens,” AMaxwell Ander-
son’s play about Socrates. Sandwiched be-
tween a Ilalo jingle and a Dynamie Stores
harangue, both Socrates and Max A. prob-
ably had the strangest bedfellows of their
joint-carecrs.

The copy delivered on behalf of the show
did perk my interest and make me feel that
it was well worth secing. But the capsule-
plot and high lights (sueh as the dramatie
trial of Socrates) could, T feel, have been
spiked up a bit perhaps by a dramatized
vignette or even a two-announcer treatment;
anything but straight announcing. T guess
it was the vagaries of recording that kept
the Guild out of canued announcements,

On the other hand. I wonder why more
Broadway shows don’t spend some of their
newspaper money in local radio- -either in
advance of opening or during the first eru-
cial week? It's true, I guess, that the inde-
pendent-station audience may not be the typ-
ical legit-theayter-crowd, still it must contain
a big potential that’s never been tapped.

radio review

SPONSOR: Robert Hall Clothes
AGENCY: Frank B. Sawdon, N. Y.
PROGRAM: Announcements

Robert 1all, wlio knows more about sing-
ing commercials than Macy’s and Gimbel's
put together, has a new ditty which jumps
on the hillbilly bandwagon and does same
with grace, ease and a lilt. A real cornball

vocal treatment backed up by a straw-hat
combo (found a copy of Variety in the
washraom!) pulls all the stops on this type
of music-making. The lyrics are as com-
mercial as all of Robert’s previous arias and
sell price plus quality soundly.

The only bone I have to pick with the
type of tune selected to bhe the clothing
chain’s spokesman is this: shouldn’t the mm-
sic be relevant? In other words, is it smart
to cloak clothes in a haysced garb? len’t
the relevance destructive? Despite the pop-
ularity of hillbilly music and the decided
cleverness of the rendition, lyrie, and clarity
of the latter, maybe it’s going to nn-scll the
chain’s product in the mind< of the most
literal (their customers, T daresay). Buck-
wheat cake.mix and spert shirts, to name just
two off the top of the head. are the type of
produets for which hillbilly mu<ic would be
valnably relevant, T'd say.

SPONSOR
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NO KIDS
HEREK

No, you won’t find many
youngsters watching the
WHEN “Mystery Theatre.”

BUT, if it's a massive ADULT
audience you‘re after, you’ll
find it here. They all stay up
to watch the full-length film
features on “'Mystery Thea-
tre,”” four nights a week on
WHEN.

There are just a few choice
participations available in
“"Mystery Theatre,” Monday,
Tuesday, Wednesday and
Thursday nights at 11:35 on
WHEN.

TO YOUR NEAREST KATZ
AGENCY MAN AND PUT
"“MYSTERY THEATRE” TO
WORK FOR YOU!

e Nz

/ WHEN
TELEVISION

SYRACUSE,

A=

CBS « ABC « DUMONT

OWNED BY THE
MEREDITH PUBLISHING (O,
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Barry Ryan

President, Ruthrauff & Ryan, Inc.

agency profile

Every ad agency worth its salt (and its 159 ) has a philosophy
by which it operates. And if Barry Ryan, president of Ruthrauff &
Ryan, had his way there would be more signs reading “HUMAN BE-
HAVIOR NEVER CHANGES™ hanging around the R & R offices than there
are “THINK signs in the .LB.M. world headquarters.

Does the philosophy pay dividends? Turn to your copy of Stand-
ard Advertising Register Agency List and take a look al the two full
pages of eight-point type it takes to list R & R clients! An increase
in billings since 1946 can be shown by many agencies. but how many
of them have stacked up a 45-30°7 increase in the past five years?
Well, that’s the record of the agency Barry Ryan has heen president
of ever since he got out of the Navy in 1945.

Barry’s father, one of the founders of the firm, had been trained
as an engineer, worked as a draftsman, and was a successful real
estate operator before he joined Wilbur Ruthrauff in their success-
slated venture. No such moving around for Barry. A few days after
the Dean kad handed him that important piece of paper at Yale in
1928, Barry was the new office boy at R & R. He may have been
the boss’ son, but they worked his tail off at progressive jobs before
he was allowed to move up to the next higher bracket. That’s the
period during which he picked up his basic radio know-how.

In those days, when everybody was a jack of all trades. Barry
learned the basic concepts of human behavior: a subject that con-
tinues to fascinate him. R & R built its rep on mail-order copy:
perhaps that's why R & R campaigns have always emphasized the
“sell” angle rather than the “arty” approach. Soap powders. autos.
and TV sets are highly competitive fields, but R & R’s Rinso. Dodge.
and Motorola accounts snag a hefty slice of the business in each field.

Barry says, “There’s no such thing as one ideal media. The im-
portant thing is that the product’s market characteristics and media
pattern must jibe.”

How is a radio or TV show selected? “We’d rather buy a good
show i lerms of cost per thousand than one that has more ‘name’
performers than listeners.” say he. That would account for R & R’s
nse of Aunt Jenny (Lever Brothersi. Gene Autry (Wrigley's), Ar-
thur Godfrey (Leveri. and Ted lusing (Dr. Pepper) on radio, and
Big Town (Leveri. Hollywood Junior Circus (Hollywood candy),
aund Gene Autry on TV, '

Barry keeps a check-rein on the ageney by living in New York
City. You'll see himn at his office on the hollest sunnner day. but as
soon as the first snowfall. the bonefish better go into hidiug because
Barrv is Florida-bound. * k%

SPONSOR



No matter how you slice it...

Alibis won’t feed the kitty, or fill the cash register.
And if you have to give your customers alibis instead
of thc particular brands of merchandise they want,

it’s bad business all around.

Impartial surveys show that among your own
customers, the preference for makers’ brands is 8 to 1!
They won’t buy alibis, substitutes, “just as goods,”

or whatevcr you call them.

As brands mcan satisfaction to your customers, they
mean moncy to you. Wcll-known, advertised brands

pre-sell your customers beforc they set foot in your store.

Give your customers what they ask for—

it's bad business to substitute

3 DECEMBER 1951

The prestige and reputation of these makers’ brands

guarantee high standards of quality—assure fewer
adjustments, markdowns, or complaints. And, of course,
products so well known and trusted move faster, turn

ovcr and over to increase your proﬁts.

That’s why you make your business stronger whcn
you kecp the forcc of farmous brand names behind your
selling. Let your customers know they can get from
you the brands they know and want. Why be content—

or ¢xpect them to be content—with anything less?

%{”m/’ A lﬂ/'/;Z(’J/ %/M?Iﬁb/

INCORPORATED

A non-profit educational foundation
37 WEST 57 STREET, NEW YORK 19, N. Y.

=
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GERS” First-Run, First-Produced—with the same action, the sa
; impact of the famous radio show of the same name!

1 llalf-hour episodes—each a complete story.

- 2 Allows for 5 product identifications includif
time for Full-Length Commercial spots.

3 Authentice stories {rom files of Texas Rangerd
with a ready-made audience.

4 lleavy promwotional backing.

f



NBC-TV FILM SYNDICATE SALES
30 Rockefeller Plaza, New York, N.Y.

] Rush complete information and prices on “Texas Rangers’ and
“Dangerous Assignment.”

[0 Express postpaid: Audition film, “Tales of the Texas Rangers.”
Audition film, “Dangerous Assignment.”

Name.

Station or Agency

Address - I

e first time! “TALES OF THE TEXAS RANGERS?”

now avatlable for local and regional TV programs

This top-rated. big-time show offers all the advantages of a network production. Mail
coupon above for exclusive programming in your area!
Just about every business in every market wants to get into TV. Unfortunately, though. the
average firm with limited product distribution can’t compete with national advertisers . . .
they run up against prohibitive cost and waste coverage.
The answer? NBC-TV Films. Take the latest development—the offering of major shows like
“Tales of the Texas Rangers” and “Dangerous Assigninent” for local and regional
sponsorship on a long-term basis. They’re already established through radio . . . and they’ve been
getting high ratings, a good big share of audiences everywchere!
We suggest you bring these shows to the attention of your better prospects. Perhaps there’s a
bakery. a soft drink distributor, or a laundry for “Texas Rangers.” And if there’s
a brewer in your market. how about Brian Donlevy’s “Dangerous Assignment”?
Phone, wire. or send coupon above for immediate action—for prices in your market
and audition film. Don’t Delay—Mail this coupon today!

N B c 5 I v FILM SYNDICATE SALES

30 Rockefeller Plaza, New York, N.Y.




Ceorge W. Brett, of the New
York Katz office, can show
you where one new dwelling
unit has been built for each
6.6 persons in Greater Miami
during the past five years—
against a national average of

one unit for each 30.8 persons.
From the desk of és

GEORGE BRETT:

Sixth in the nation in per capita
wealth, the people who live in
these homes listen more to
WGBS—still delivering the bil-
lion-dollar Miami market for less
than any other medium or
station.

FLORIDA

MIAMI
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REPORT TO SPONSORS for 3 December 1951
(Continued from page 2)

Programing for love-starved
is developing trend via airwaves

Pitching woo to love-starved via air waves, a la
radio's "Lonesome Gal," is coming wvogue. Newest
sponsor to enter fluttering-heart-sweepstakes is
Burlington Mills (for its Cameo hosiery). In new
year (via Hirshon-Garfield, N.Y.), it bankrolls, at
cost of $150,000-plus, 39 weeks of new 15-minute
show, "The Continental," on TV web not yet an-
nounced. M.c. of 11:00 p.m. show is suave, mono-
cled, wavy-haired Italian actor, Renzo Cesano,
who's been making females swoon over KNBH, L.A.
NBC has asked packagers Masterson, Reddy & Nelson
for audition, with S5-times weekly radio version in
mind.

To turn tables on high costs
keep close check on prop buying

Need for sponsors to keep close check on procure-
ment of props for their TV shows was highlighted by
recent episode. Major hard-goods advertiser was
sponsoring TV show that called for many tables in
one scene. Network got high bid which sponsor was
able to cut substantially by renting tables on its
own from lower-cost outfit.

| Ex-FBI spy in Communist Party
‘ now seeking job ““clearing’’ talent

One 39-year-old ex-FBI employee, who for 9 years

was paid $100 weekly by FBI to work as bartender in
Communist Party, recently sought job "clearing"
talent accused of Red ties with one network. He was
turned down. But he told SPONSOR he still hopes to
get "Red clearing" post with one of other webs,
feels his experience can help prevent public-rela-
tions difficulties like recent Elmer Rice blast
against Celanese by weeding out just from unjust
accusations.

 Lever Bros. going all out to

push Rinso jingle contest

Lever Brothers is merchandising to hilt its current
Arthur Godfrey $125,000 Rinso jingle contest (via
Ruthrauff & Ryan). During 4-week run of contest, it
gets full play over "Arthur Godfrey" CBS-radio,

"Big Town" on NBC-radio and CBS-TV. Further hoopla
comes from ads in 109 newspaper-comic sections,
dealer contests, posters,tie-ins with local West-
inghouse Laundromat dealers. Prizes include 400
Laundromats, $10,000 jackpot.

SPONSOR
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HOW Radio 7@0/(1(51 WORKS

The microwaves used for telephone and television trans-
mission travel in a straight line. So relay towers, like
those shown, are usually built on hilltops, about 30 miles
apart. Each tower picks up microwaves from its neigh-
bor, amplifies and focuses them like a searchlight with
electronic equipment. then beams them accurately at the
next tower. Radio and television programs and tele-
phone calls can ride the beams at the same time.

e M g

New skyway spans nation with words and pictures

On September 4, the Japanese Peace Treaty Confer-
ence at San Irancisco was flashed by Reelic. Koty
and coaxial cable facilities to viewers throughout the
nation, and coast-to-coast television was a reality.

This transmission of pictures across the United
States has been made possible by the new transconti-
nental RKadio-HRelay system of the Long Lines
Department of the American Telephone and Telegraph
Company.

Behind this system are years of research and millions
of dollars. Special equipment had to be designed and
built. Personnel had to be trained in its special use.

Today, the value of the Bell System’s television net-
work stands close to $85,000,000. Yet the charges for
the use of this network are low — averaging about 10
cents a mile for a hal-hour program. This includes
both video and audio channels, all station connections,
switching and local channel charges.

PGE N

& L
BELL TELEPHONE SYSTEM Qﬁv
A A

.
AT

Providing transmission channels for the radio and television industries todav and tomorrouw.



STATION BREAKS

(Continued from page 41)

Station reps generally seem to be rid-
ing with the trend to minute announce-

ments  “if advertisers want minute an-

nouncements, =ell ‘em  minute an-
.. .

I 1~ And advertisers, par-

ticularly those with new products, fecl
that station breaks are just too short
to “educate” the prospective buyer and
at the =ame time build Itiin up into a
slight frenzy to buy the product. This
strategy on the part of major advertis-
ers started a game of “*follow the lead-
er

Several stations represented by CBS
Radio Spot Sales, however, are active-
Iv secking to reverse the trend. They
are offering special inducements such
as package discount~ and local talent
tie-ins to prospective buyers of station
breaks.

And most station reps agree that sta-
tions would be wise to help revitalize
the station break business. Comparison
made the similar situation
with one-minnte announcements sever-
al vears ago. “Stations approached the
one-minute problem vigorously by
building disk jockev shows and home-

was to

WDBJ .

FOR ROANOKE AND
OUTHWEST VIRGINIA

Day — 90,320 families

WDBJ

The million people in WDBJ’s coverage

area will earn nearly a billion dollars
this year. Here’s WDB]J’s family cover-
age, according to the 1949 BMB:

Day — 110,590 families in 36 counties
Night — 85,830 families in 31 counties
and 3 to 7 days weekly

AND in Metropolitan Roanoke WDB]J’s
average share-of-audience is from 50.8
to 74.4 percent of total sets in use from
8:00 A. M., to 10:00 P. M. (C. E.
Hooper — 23,191 coincidental calls
Dec. 1950 through Feb. 1951.)

For further information:
Write WDBJ or Ask FREE & PETERS!

Established 1924
CBS Since 1929

AM—5000 WATTS —960 Ke.
FM—41,000 WATTS —94.9 Me. -

SOUTHWEST VIRGINIA'S Pcowecer RADIO STATION

Night — 66,230 families

64

maker hours . . . by offering extras of
added time and loeal personality deliv-
ery,” commented a leading station rep
salesman. ABC and Mutual also creat-
ed co-ops as vehicles for one-minute
announcements. NBC recently has
opened up one-minute “adjacencies™ to
five nighttime sustaining programs,
CBS. Mutual. and ABC all have such
slots available.

But most stations today offer no in-
centive to buy station breaks. Rate
cards read. “announcements, one min-
ute or less™ and the price for all lengths
is the same. Advertisers justly ask:
“Why should T tell my story in 20 sec-
onds when 1 can do it in 60?” Also.

' daytime minute “slots” in TV markets

generally have as good ratings as night-
time station breaks, and they cost about
half as much.

Several CBS Radio Spot Sales repre-
sented stations are meeting these prob-
lems with paekage discounts. WEEI,
Boston. for instance, offers a 107 dis-
count for a three days-a-week schedule,
207% for six-days-a-week, plus a 5%
discount on a 26-week contract or a
109 discount on a 532-week contract.
In addition. an advertiser gets another
257% discount if he buys 21 or more
announcements a week.

Guy Cunningham, head of presenta-
tions for CBS Radio Spot Sales. ex-
plained that there were other special
inducements, including announcements
recorded by top local talent and five-
second announcements at 50% of fuli
station break rate.

The local talent “extra™ can pay off
handsomelv. Cedric Adams, CBS-
WCCO’s star on-the-air salesman, re-
corded 20-second announcements for
Blue Cross-Blue Shield. They were
aired nightly for a month. Some 3,000
listeners wrote Adams for information
on enrolling in the health insurance
plan. Responses came from 500 indi-
vidual towns in Minnesota. and from
180 other towns in seven neighboring
states. In addition. 9.000 letters and
telephone calls were received by the
Blue Cros=s-Blne Shield office. (The suc-
cess of this campaign has led them to
purchase a half-hour show on WCCO,
Dinner at the Adams’. also featuring
Cedric Adams.)

Inherent nature of the station hreak
is to sell hard. They drive home the
big feature, the main appeal of the
prodnet with a walloping blow. They
should do it with clearness and eon-
ciseness: they should do it with dis-
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Shortest distance between buyer and seller

. . . pinpointed to the national advertiser and
his advertising agency. For complete data,
write Norm Knight at 510 Madison Ave.,
New York 22.
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" tinction to catch listener attention in-
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HH *a compact market of 54

® 22 cities caunties in Eastern New
York and Western New

e 428 towns England whose population

exceeds that of 32 states.
e 54 counties

e 2,980,100 citizens

e 840,040 radio families

e only NBC station

e more people than 32 states

e more goods purchased than 34 states

e more spendable income than 36 states

the CAPITAL of he 1110 state

A GENERAL ELECTRIC STATION REPRESENTED NATIONALLY BY NBC SPOT SALES

mediately—points stressed by a top
ageney eopywriter.

The telephone ring followed by “Hel-
lo, Breyer's calling—", “W hiz-z-z, best
nickel eandy there iz-z-z!”, the whim-

' sical boy-and-girl conversation for Life

Savers, the talking train whistle for
Bromo-Seltzer are just a few of the
announcements that combine an atten-
tion-getting device with their sales
message.

Schwerin Research Corporation stud-
jies emphasize the importance of avoid-
ing the temptation to try to put over
too many sales points. Generally, only
the brand name and one idea assoeiat-
ed with it can be gotten across effee-
tively. A kind of “mental indigestion™
in the listener takes plaee when too
much is crowded into the announce-
ment. Schwerin tests (eharts on page
10) reveal that only 579% of the audi-
ence remembered the brand name in

* * * * * * * *

¢6We have a definite respeet for radio
and will eontinue 10 use it to the utmost
as long as radio continues to do a good
job.**

ROBERT J. FABACHER
Adv, Mgr.. Jackson Brewing Co.

* * * * * * * *

an over-complex announcement. where-
as 707¢ remembered the brand name in
an uncrowded one.

Schwerin studies have also shown:

1. That longer commereials are not
necessarily better remembered. A lab-
oratory experiment on this point re-
vealed that in two eases where the test
copy was cut down from three full min-
utes to one minute there was no sig-
nificant difference in audience remem-
brance of elaims made. The extra time
was not effectively employed. For ex-
ample, three-minute Commercial A was
remembered by 940 of the audience.
But when Conuercial A was eut down
to one minute, it was remembered by
91‘¢ of the audience.

2. That placing a commereial with-
in a program does not automatically
gain higher remembrance. Commer-
cials can borrow from shows, bul a
great many ol them do not. In some
cazes, non-identity of mood between
program an deommercial seems actual-
lv to have lowered effectiveness of the
announcement.

3. Under the above conditions, sta-
tion-break announecements often stand
a good chance of doing as good a job
as longer anmouncements— they deliver

SPONSOR




their message in a concentratea man-
ner, and only a minority of “program
commercials” are at present succeeding
in borrowing effectiveness from the
shows they are in.

Station breaks generally use less than
half the wordage of minute announce-
ments. Rate cards usually specify 15
to 50 words for station breaks, 125
words for one-minute announcements.

WHEN should station Dbreaks be
used, and WHY? HOW MUCH do
they cost?

Most frequently named uses for sla-
tion breaks, because of their suitabil-
ity 1o light or heavy repetition, were:
to stimulate buying action . . . to build
brand acceptance . . . 1o announce a
product improvement or a package
change . . . to take advantage of a
holiday or seasonal tie-in . . . 1o create
demand in desired retail outlets.

To cite just one example of the ef-
fectiveness of station breaks used in a
saturation campaign, Continental Trail-
ways Dbought 21 announcements on
KNX, Los Angeles, weekly for four
weeks. During the campaign a small
branch office reported a 700¢¢ increase
in bookings. Station breaks have been
continued by Continental Trailways.

Flexibility was the second most pop-
ular “reason for use” named by agen-
cy and station rep sources. An adver-
tiser can pick his audience—male or fe-
male. adolescent, child or adult, citv or
rural home and according 1o interests
—symphony or popular music, comedy
or drama, and so on. Advertiser can
also pick the time of day or night. day
of week or month, hot weather or a
blizzard, and city, state or region.

Prestone Anti-Freeze’s “floating”
schedule of announcements, tied in
with freezing weather predictions, util-
izes the flexibilitv of station breaks and
their unique ability to meet special
needs of advertisers. Prestone has gone
into 200 major markets throughout the
country with six and eight-second an-
nouncements. They have complete run
of schedule within the time limits of
6:00 to 8:00 a.m. in all markets and
from 6:00 to 10:30 p.m. in non-TV
areas.

What kind of monev must an adver-
tiser have for station breaks? Satura-
tion schedules can be fitted to hudgets
ranging from $200 to $2.000 a week
on individual stations.

For a six-a-week schedule on KNX,
Los An<zeles. advertisers can now huy
Class “A” five-second announcements
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To a time buyer
who missed these items

in the papers

It’s just possible that you didn’t see this in the Prairie du Chien
papers. So we quote: “John Pettra, owner of the Zoo, has been
using radio advertising this summer and fall to let people know that
lhe has an outstanding attraction right in their own backyard.

It has paid off in big dividends. If you are doubtful, drive down
that way any Sunday afternoon and see for yourself the number of
people who came here to see the Zoo. Mr. Pettra gives a large
share of the credit for his influx of visitors to Station WMT

of Cedar Rapids.”

Prairie du Chien is in Wisconsin, 98 miles northeast of us.
The Zoo’s three floating spots a week cost about as much as
elephant feed, namely peanuts.

While we're on the subject of news items, did you see the UP
release which related how some folks out this way worked
themselves into a tizzie about certain belly dancers at the State
Fair? There was talk which questioned whether or not that
particular sort of muscle control offered the right kind of evidence
of Jowa’s greatness. One of the Fair voung ladies said she

had no apologies to make, and several fair-goers allowed as how
they agreed with her. Far as we're concerned, we'd cut off our
legacy before getting mixed up in such controversies. Whatever
figures you look at, lowa is richly endowed, and WMT caresses
lowa ears like corn-on-the-cob. Statistic: lowa cash income from
corn (1950), $203,267,000. What wasn't converted into cash

went into hogs which were worth $781,498,000.

What went into people isn’t known, since exact corn-on-the-cob
fizures are not available. But for data on what can go into,
and come out of, WMT, please see the Katz Agency rep.

5000 WATTS, 600 KC

DAY AND NIGHT

BASIC CBS RADIO NETWORK

REPRESENTED NATIONALLY BY THE KATZ AGENCY
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from ~13.20 per announcement. under
K\\X's new discount plan.
Here are more ~tation break rates:

Class “A™ e
Y
~

WhY
Yk
KYW

12.00

W
1 Uo.UuU
N0-time 15.50

That station breaks have their own
special place in the broadeasting pic-
ture and deserve re-appraisal mow is
evidenced by alert advertisers who are
combining station breaks with one-min-
nte announcements and ‘or with televi-
sion.

\fter using both radio and TV dur-
ing the past year. a large New Fngland

regional advertiser has come up with
this successful formula—five “*quickie™
announcements per week on TV and 21
«tation break announcements per week

on =tz radio stations in the market.
* * %

PROGRAMING GRIPES

(Continued from page 35)

ing is not the by-product of diseazed
~elling. What chance does the program
director have granted that he does
possess a sense of relative valies in
good programing—when the almighty
dolar and the shaky accomplishments
of a sponsor-worshipping salesman de-
termine what goes on the air? Why
all this fear of sponsors. anyway? We
have [ound very few that would not
listen to reason if diplumatically edu-
cated in the limitations as well as the
broad expanse of radio and radio ad-
vertising.

Wilham ¥, We

mirauh & Company. 10t

Averising
488 Madiso
| New Yorh 2

n Avenu’

2 N Y

October 21, 1950

Musical Commercials for Radio and TV

PHIL

DAVIS MUSICAL ENTERPRISES, INC,
650 BROADWAY, NEW YORK 19, N, Y. * COlumbus 5-8148

It may be true that program direc-
tors are responsible. at least in part,
for the self-opinionated, cloistered pro-
egraming that stupefies the nation’s air-
waves. But “diseased programing,”
like any other cancerous growth, has
spread through the years beyond the
confines of the program department;
and many other branches of radio can
e blamed along with the P.D., regard-
less of his personal crimes against the
hand that feeds him.

Good production is a worthy goal
but, there again. a new possibility
arises. The small station, we know
from experience, may be so fired with
the zeal for good production that it im-
ports one of those awesome genius-type
fellows who assault the air with obtuse,
neurotic one-man creations that only
they and their forced-into-it wives un-
derstand. Too many local stations, we
fear, have midget Corwins in their hair
and the listener is the one to suffer—
until he learns there is better listening
at the other end of the dial.

Nor can we see enlirely eye-to-eye
with Hotchkiss on the construction of
“simple, honest informa'ive shows
around ‘fundamentals’ such as home
building. gardening. health, haby care,
fishing. business—farming them out to
non-radio people who are experts in
each of these and many other fields.”
We have a few such “non-radio” types
on our own station and. between bark-
ing into the tender mi%e and running
three minutes ahead of or behind time
—from their total inabilitv to grasp
the few simple fundamentals of effec-
tive public speaking—all thev do for
us is drive us back to the waiting net-
work line which Hotchkiss decries. The
nel. though sometimes lousv. is at least
lousv in a professional manner.

Now in our eleventh vear of radio,
we discover with each new day how
mueh we have vet to learn. If. along
with our program direc’ors, the rest
of us here in radio would descend from
our agencv-blueprinted towers and ap-
proach the people on their own terms,
all our programs would be better re-
ceived—whether live or tared. spoken,
sung. or played on a zither!

There are certain schools of art and
music which produce precious brain-
children purely for their own self-adu-
lation and for the synthetic praise of a
few similarly off-beat friends. The
same may be said for much of what
springs up in radio to drive another
nail in its coffin. * k%
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RADIO COMMERCIALS
(Continued from page 50)

ed commercials in the last decade, ['ve
all too few recollections of intelligent
announcers, such as Dick or Nelson.
on the other side of the glass window.
What points we were trying to make in
our copy, men of the Stark-Case caliber
were sure to understand and dem-
onstrated same in their delivery of the
announcement from the very first read-
ing. Their emphasis came at the right
places and sounded precisely like nor-
mal conversation. Every now and then
there’d be a suggested change in the
wording by the announcer so he could
do a better job of putting across the
ideas about which the copy was writ-
ten. When you have the privilege of
working with people like this. you come
to realize that they themselves are copy-
writers. There is no doubt in my mind
that Dick Stark with pencil-in-hand
could write a topnotch piece of copy

18 THOUSAND
TELEGRAM
REQUESTS

. « . tell their own
success stories

Bob Trebor’s “BEST BY
REQUEST” is the highest
rated local afternoon disc
jockey show. Listeners
have sent in 18 THOUS-
AND telegram requests in
2Y5 years.

CIN ROCHESTER N. Y

Represented Nutionully by
THE BOLLING COMPANY

3 DECEMBER 1951

out of his years of experience in the
mediunt. But even without the pencil,
whether ad lib or strictly from the
script, he can create copy by his ju- |
dicious use of inflection. eniphasis, and
even unseen gesture. The result of this
kind of talent can only lead to a better
announcement.

So in these days of trying to make
radio work harder than ever. | thought.
Norm, 1 might do a short piece on in-
telligent ammouncers. What say you?

Regards.
Bos

Mr. Bob Foreman
BBDO

383 Madison Ave.
New York 17, N. Y.

DEARr Bos:

Okay!
NORM

OYSTER SHELL

(Continued from page 31)

1945; 11 were added in 1946 through
1948; 16 were added in 1949; more
than a dozen in 1950-1951. Radio bud-
gets have jumped from an original
$2,000 annually to the present $40.000
at the rate of about $750 per station as
each one was added.

By sticking to just one form of spot
radio, and leaving its agency relative-
ly free to make improvements in meth-
od, Oyster Shell Products has been re-
warded with a singularly efective com-
mercial technique.
has managed to test out everything
from straight copy to singing jingles
and sound effects during the 10 years
in which it has serviced the account.
Result: the announcements have been
modified. improved. and dramatized
until they are real productions, and
really hit hard at the farm market.

Like the French proverb about “the
more things change, the more they are
the same,” the Ovyster Shell Products
e.t. announcements are still basically
true to the firm’s original air advertis-
ing approach.

Here’s a typical one in the latest
series:

MUSIC: A bright, carousel-type
Strauss waltz. Out behind:

ANNCR: That’s the P-B Carousel

. . the Pilot Brand Carousel!

WOMAN: P-B also means a Poultrv

I Bonus—extra profits from your flock

when they get all the Pilot Brand Oys-
ter Shell they need.

Cecil & Presbrey |

ll © 00000000000 0000000000000 000000000000006VDO0CV

Why WFBR is

CLUB 1300 is the big
participating program in
the Baltimore area! Big-
gest average ratings for
the full seventy-five
minutes, biggest mail pull,
biggest studio audiences,
biggest in every way.

CLUB 1300 success stories
are legion. Ticket requests
are fabulous. Audience

loyalty is tremendous! Get
aboard CLUB 1300 for

your share!

Ask your John Blair man
or contact any account
executive of . . .

GO0 000G 200000 0000000000000 0000000000 200 +09

ABC BASIC NETWORK

5000 WATTS IN BALTIMORE, MD.
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Starting December 1, 1951 '

Greater Youngstown
Welcomes

NBC PROGRAMS

THE MARKET
33rd in Population

34th in Eff. Buying Income
———==—==30th in Retail Sales

(Data from SALES MANAGEMENT)

THE NEW NBC MEDIUM
5000 Watts * 50,000 Watts-FM

WEFEMJ

YOUNGSTOWN, OHIO

BRO
580 FIFTH AVE., NEW YORK 19
NEW 'rql: * CHICAGO = HOLLYWOOD
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SERVICE

Service is one of the basic
theme songs of BMI. Broad-
casters in AM, FM and 'II'V
are using all of the BMI aids
to programming . . . saleable
and useful program continul-
ties, research facilities, expert
guidance, in music library
operations, and all the oth?r
essential elements of music 1n
broadcastung.

Along with service to the
brozdcaster, BMI makes avail-
able 1o its 2,875% licensees a
vast and varied repertoire
ranging from rhythm and
blues tunes to classics. BMI
is constantly gaining new out-
lets. building new sources of
music and constantly expand-
ing its activities. )

The BMI broadcast licensee
can be depended upon to meet
every music requirement

#

ADCAST MUSIC, INC.

Coverage
. Circulation
. Impact

. Acceptance
. Loyalty

]
2
3
4. Penetration
5
6
7. Leadership

You get them all on

5000 Watts 250 Watts

Night & Day Night & Day
MISSOULA ANACONDA
BUTTE

"MONTANA

Tl TREASURE STATE OF THE 48

ANNCR: Yes, records show that
| when a hen gets all the Pilot Brand

Ovster Shell she needs. her laying can
increase by more than 30 eggs per
vear. That’s a real poultry bonus—
i=sn't it, Old Pilot?

PILOT : (deep, nautical voice) Yes
indeed, son. And that’s why poultry-
raisers everywhere are using DPilot
Brand Oyster Shell to get greater egg
profits from their flocks, and to keep
costs down. Pilot Brand is pure cal-
cium carbonate, and 100¢% usable. It's
lowest in cost per usable pound.

WOMAN: Pilot Brand is one of the
most profitable things we give our
chickens and turkeys.

ANNCR: Get your supply of Pilot
Brand Ovster Shell this week. friends,
in the bag with the big blue Pilot
wheel!

K * * * * * * *

ssRadio’c greatest weakness is that it
has never learned to advertise itself to
advertisers and ad agencies.%?®

LEWIS . AVERY

Avery-Knodel, Inc., N. Y.
* * * * * * * *

A quick comparison with early farm-
publication space ads shows just how
closely the above commereial. record-
ed for the feed firm by Premier Radio
Enterprises. fits in with the early ad
formula. Brighter? Yes. Changed?
No.

It's also interesting to note that. by
a process of evolution. the transerip-
tion techniques of OSP have blended a
format which is at the top of the list of
farm-area radio preiferences. In a spe-
cial 1948 study made exclusively for
sPONsOR by the University of Oklaho-
ma, rural panels of both men and wom-
en put the OSP-type sound-effect com-
mercials in  first place, out-ranking
singing jingles, hillbilly voices. and
straight copv. (For further details. sce
“The faltering farm commercial” in
spoNsoR’s “Farm Facts Handbook.™)

It's little wonder that the combina-
tion of a consistent advertising ap-
proach. plus the use of the right type
of commercial in the right time slot.
makes Ovster Shell Products’ $40.000
radio hudget behave as though it had
a lot more zeros. What it lacks in
sheer weight is counterbalanced by pin-
point approach, and its success is due
to substituting rifle-like accuracy for
a shot-gun use of radio,

This process of making a little go a
long wav carries over into the remain-
der of O3P’s ad-spending. Here’s how
the 1951 budget shapes up:

SPONSOR




Farm pullications—about $18,000 is
spent to reach farmers and poultry-

raisers in general campaigns. These
cover all 48 states.
Farm-area radio—about $40,000

goes to davtime one-minute spot an-
nouncements. using e.t.’s. Covers 50
markets in 20 states.

Trade papers — specialized trade
press of poultry breeders and raisers
receive about $10,000 annually.

Circulars, dealer aids—an estimated
$2,000 is spent here annually, back-
stopping the other advertising done.

TOTAL: about $100,000.

Adpvertising decisions and day-to-day
media problems are almost entirely in
the hands of the Cecil & Presbrey agen-
cy. where the account is serviced by no
less a person than Vice President Dave
Thomas. This is how the Ackermans
(Arthur and Gustaf) who run Ovyster
Shell Products Corporation wish things
to be, since they feel that advertising
is important but is generally a job for
experts. Only S. Keith Evans, veteran
adman now with another firm but for-
merly associated with OSP directly,
still has a hand in making ultimate
space and radio decisions, and in ap-
proving covoy slants. [t’s a folksy, small

NO TV ANTENNA’S
HERE s s s Just

KAD/0 ONLY!

and WE SATURATE, too

Just like a blanket
of rain-—we cover
the homes in these
markets with AM,
radio , . . and when
we ask 'em to buy
~—they buy!

KBRS
Sringdale

ARMAMYS AL

SPOT THESE,
100!

Buy in a Package
.One Order—One
Billing.

KHBG
ﬂﬂ ELAHC

Represented by JOHN E. PEARSON CO.

Owned & Operoted by
SOUTHWESTERN PUBLISHING €O.
Ben W. Reynelds, Pras.

Publishers of; Southwast Times-Recoed, Fort
Smith, Arkomies; Exominar-Enterprie, Bariles-
ville, Okichame; ond The Daily Times, Okmil-
gou, Dhlohama.
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business, with little pretentiousness.

Oddly enough. quite a lot of this
“cracker-barrel” type of informality
even manages to filter through Ceeil
& Presbrey’s Park Avenue headquar-
ters in the handling of the account.

Timebuyer Charlotte Corbett puts it
this way:

“This is the kind of account that
mnakes life easy for a timebuyer. No
problems . . . no worries . , . no switch-
ing around . . . no seasonal ups and
downs. It’s fun to work on the ac-
count, even though it certainly isn’t as
big as some of those we handle,

“You might think that Ovster Shell’s
52-week renewals for the same thing,
vear after vear, keep most station reps
from offering us anvthing new. How-
ever, they all know the account, and
thev do offer us a lot of good time
slots. When we buy. we do it careful-
lv. and we take our time.

“l guess as far as a station 1= con-
cerned. the Ovster Shell spot business
is practically prestigze business. When
we go in, we go in for keeps.” * * %

MR. SPONSOR ASKS

{Continued from page 19)

We find radio is very effective in
creating brand preference and identi-
fication so that when you combine a
good, strong radio campaign with a
promotional newspaper eampaign you
get a very powerful combination. Ra-
dio has always ficured to a very im-
portant degree in all Robert Hall ad-
vertising because of the terrific mass
coverage and its daily impact in a
market. We find that every time we
open in a new market radio offers the
best means of quickly and effectively
informing the new Robert Hall shopper.

A continued vear-round campaign
on radio has definitely establizshed Rob-
ert Hall synonymity with quality cloth-
ing. In addition our radio campaigns
help to strengthen individual promo-
tions run in newsnapers. Our air ap-
proach is the Robert Hall jingle which
quicklv established the name and pol-
icv of Robert Hall in the minds of lis-
teners. At preseut. Robert Hall iz ac-
tive radiowise in over 70 cities from
coast to coast and in 98¢ of these
cities radio is used to an extremely
heavy degree.

JERRY BEss

Vice President

Frank B. Scwdon. Inc.
New York

Meet
Youngsteadt

WPTF's New Sales
Manager

And when you meet him, you've
met a man who knows his way
around in sales and advertising.
Gus Youngsteadt talks from a
background of 22 years in ad-
vertising and sales promotion.
He knows North Carolina and
the WPTF coverage area like a
book. He knows the habits and
customs of the people —when
they work, when they listen, whart
they like, and how to make them
part with their money. WPTF
and Gus Youngsteadt is an un-
beatable combination for selling
Raleigh, Durham and Eastern
North Carolina.

T EE—

BS I'II'B_IIJI.IIC.’JS Admunistration,
University of Tennessee
Advertising Major

Ten Years, Sales Promotion
The Tenn. Elec. Pr. Co.

Tuo Years, Account Executive
Puese Co., Adv. Agency

Four Years, Ass't Adv. Megr.
Carolina Pr. & Lt. Co.

Six Years, Adv. & Prom. Mgr.
W'PTF Radio Co.

also WPTF-FM

50,000 warrs 680 K¢

Affiliate for RALEIGH-DURHAM
N BC and Eastern North Carolina
National Rep. FREE & PETERS, Inc.
GUS YOUNGSTEADT, Scoles Manager
R. H. MASON, Generol Manager
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WATCH
OUR
SPACE

or
S.p.e.e. -y

THE
PIONEER

wm TOLEDD, OMmD

EHANNEL —13

Represented Nationally by KATZ
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PUBLIC UTILITIES

(Continued from page 37)

stations, and in talking to station reps,
network co-op departiments, transcrip-
tion firms, and utility admen.

sPoONsOR learned that three
program categories radio-TV
casting, dramatic shows, and the vari-
ous “service” shows—accounted for
over three-fourths of the program oper-
ations on the air for electric and gas
public utilities. The remainder was tak-
en up with a wide varietv of other
tvpes of shows, from music and quiz
shows to forum programs and “Mr, &
Mrs.”-type chows. (For exact break-
down, see chart on page 306.)

hasic
news-

The reasons electric and gas compa-
nies have for advertising are a good
deal less varied than the air methods
used. With variations in emphasis.
utilities advertise for only three basic
reasons—to promote their produet and
themselves. to do an institutional pub-
lic relations job. and to sell.

Here’s what 164 representative clee-
tric. gas. and combination gas-and-elec-
tric firms told the Public Ulilities Ad-
vertising Association about how their
ad dollars were divided between the
“Big Three” motivating factors:

Motive Average % of budget

Promotional 45 0%

Institutional [ 34.0%

Sales ... 20.1 %
TOTAL 100.0%

This is a broad picture. The size of
the company, the geographical area,
whether or not the company also sells
gas or electric appliances. whether or
not it is directly competitive with “gov-
ernment  power’ projects—all these

will make changes to sone degree.

But these are the main directions
taken by the radio and TV commer-
cials of utilitv advertisers at the local
level. Radio and TV are used to help
electric and gas firms in the general
promotion of the use of electricity and
cas in the home, by stressing advan-
tages and service. Broadcasting helps
to do a conmnunity public relations job.
and to clear up “areas of misinforma-
ton” regarding utilities. And, more
<o for gas companies than electrie, it
does a straight selling job on potential
customers.

sPONSOR has found a strong relation-
ship between the size of a utility firm
and whether or not the commercials do
a selling. or a public relations job. IFor
instance. New York’s Consolidated 15di-
con Company  one of the world’s larg-

est power companies. serving 8,500.-
000 people—does its airselling only by
indireetion. “Con Ed” sponsors a
twice-daily film newscast series, Tele-
pix, on New York’s WPIX which has
all the expensive preparation of a net-
work show. The New York firm, which
also sells gas and steam, also sponsors
a nightly five-minute weatlier telecast.
Weatherman, on WNBT. Both shows
use the low-pressure approach, and
combine the “information” aspect of
good news and weather shows with a
considerable amount of information
about Con Ed and the usefulness of
gas and electricity.

Medium-sized utilities are promne to
inject more of a direct approach into
their commercials, and the smaller
firms often go all-out in their selling.
This is quite evident in an examination
of the more popular forms of local util-
ity spot radio and TV. The Louisville
Gas & Flectric Company. for example.
keystones its air advertising efforts with
two well-promoted evening newscasts,
on stations WKLO and WINN. Then,
it rounds out its balanced campaign
with a service nrogram. W oman’s Way,
on Louisville’s WAVE and recorded
music shows—one popular and one
semi-classic—on WKYW and WGRC.
The Louisville utility makes the ap-
proach fit each show, aiming part of
its message at housewives on its serv-
ice show, part at the voung married
set. on the popular music, and part at

offers you
COMPLETE COVERAGE
and
CONSTANT LISTENERSHIP
to sell
ENGLISH SPEAKING
QUEBEC

SPONSOR




the over-all family audience via news-
casts. Commercials are basically insti-
tutional, but Louisville Gas & Electric
—Ilike many other firms of about the
same size—injects plenty of salesman-
ship in selling Kentuckiaus the values
of electricity and gas.

By contrast to the dignified, “com-
munity service” TV news approach of
a firm like New York’s Con Ed. local-
level broadcasting has many examples
of air news usage like that of the Ap-
palachian Electric Power Company in
(arleston, W. Va. Appalachian’s air
advertising is at work before most city
folks are even awake. The firm spon-
sors a 7:00 a.m. portion of a WCHS
show called The Clockwatcher, a cheery
mixture of news. farm reports, and re-
corded music. WCHS’s Harry Brawley
reported to sPoxsor: “The sponsor is
trying to help dealers sell electrical ap-
pliances. such as celetric ranges and
electric water heaters. The early-morn-
ing hour was selected in order to hit
many of the rural areas in West Vir-
ginia which may only recently have

FRELEK

If the rating on our completed 13 Craig Kennedy
mystery shows starring Donald Woods, filmed
especially for television, does not beat the rating
of any mystery-detective TV show at end of 13
weeks (comparable time) in any city, we offer
your sponsor 2nd run at no charge for show.

Immediate Delivery
first 13 Yo-hour TV films
completed

Adrian Weiss Productions
present

CRAIG
KENNEDY

CRIMINOLOGIST

Starring

DONALD
WOooDSs

o5
CRAIG KENNEDY

with
Sydney Mason and Lewis G. Wilson

Available
For National-Regional
or Local Sponsorship

LOUIS WEISS & COMPANY
655 N. Fairfax

Los Angeles 36, California
Phone: WEbster 5287
Write-Wire-Phone ® Screening Prints Available
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been electrificd. Recently. the sponsor
told us that the program had sold elec-
tric water heaters o well in a special
promotion that our district won first
place in a sales campaign.”

Shows aimed at the rural audience,
a great and growing consuming market
for utilities, are becoming an increas-
ingly important part of many utility
air campaigns. Until carlv this vear,
for example. the South Carolina Elce-
trie & Gas Companv had been using va-
rious recorded popular and semi-classi-
cal music shows on some eight South
Carolina radio stations. Then, in FFeb-
ruary 1951. the firm dropped its music
show on one of its kev stations. WPAL
in Charleston, S. C. Into its place went
a folksv blend of farm news, produce
and livestock prices, and farm market

* * * * * * * *

s6’T'o point at televicion is like pointing
at a jet plane—it has passed out of
sight while you raise an astoniched fin-
ger.??

CITARLES A. SIEPMANN

In “Radio. Television and Society”™
* * * * * * * *

reports. The new program, featuring
WPAL farm director Warren Phillips
as commentator, is beamed squarely at
the noontime peak of farm listening, al-
though the approach is on a very in-
stitutional level. Replied WPAL to
SPONSOR’s survey questionnaire: “It’s
felt hoth hy the client and ourselves
that, since the new program offers a
real service to farmers and cattlemen,
considerable good will and consumer
‘friendliness’ toward the company can-
not help but follow.”

Newscasting. nrimarily in radio and
more lately in TV. has a strong appeal
to all tvpes and sizes of utility firms.
Most find that it draws a good. steady
audience, and matches well with either
institutional or selling approaches. In
most cases, it is not expensive. All
types of locallv-produced news shows,
news commentaries, combination news-
and-weather shows, and farm news
programs are now in use. It’s interest-
ing to note that one of the fastest-grow-
ing local-level segments of utility news-
casting is the use of network co-op
newscasts. Here’s a representative sam-
pling of some of the electric and gas
firms using radio news co-ops: Florida
Public Ultilities & Flo-Gas Corporation
with World News Roundup {NBC) on
WEAT, Lake Worth. Fla.: Tucson Gas,
Electric Light & Power Company, with
H. V. Kaltenborn (NBC)} on Tueson's
KVOA: Dakota Electric Company with

|
!
!
!
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Morning Man

HOWARD ‘““CACTUS" WILKERSON'S
“RECORD RANCH”

7:15-8:30 A.M. — Mon. Thru Sat.

Arkansans like good Western Music . . .
and they really go for Howard *“Cactus”
Wilkerson’s morning roundup of tunes,

| time and temperature before they head for

work. (Little Rock city bus [ine reports
peak hours of passenger travel from 7:30
to 8:30 A.M.). Whatever you’re selling . . .
from 4pples to Zippers . . . let “*Cactus”
tell ’em and sell ’em! Still some time avail-
able . . . but ’twon’t last long!

Phone, Write or Wire GLENN ROBERTSON,
Manager, KVLC, for Details and Availabilities . ..
or contact RADIO REPRESENTATIVES, INC.

National Representatives

RADIO REPRESENTATIVES
INC.
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'SOUTHWEST
MARKETS

ONE LOW

COMBINATION
RATE

KWET

WICHITA FALLS, TEX.

620 K¢

5,000 WATTS

KLYN

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.

Natlonal Representotives

JOHN BLAIR & CO.
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MD=’s Fulton Lewis, Jr., on KGCX,

Sidney, Mont.: Western Kentucky Gas
- Company with Cectl Brown (MB3) on
WONMI, Owensboro: Georgia Power &
Light Company with Cedric Foster
(MBS) on Valdosta’s WGOV and the
Lake Superior District Power Coinpa-
nv with Cedric Foster on WATW, Ash-
Jand. Wisc.; Alabama Gas Company
with Edward R. Murrow (CBS) on
Birminghan’s  WATI: Ohio Edison
Company with ABC’s [leadline Edition
on WMRN. Marion. Ohio. and the Lan-
caster Electric Company with the same
news series on WLAN. Lancaster. Pa.;
and the Consumer’s Gas Company with
Elmer Davis (ABC) on WEEU. Read-
ing. Pa. This is far from a full hst,
but it serves as an example of how
widespread and diversified the use of
newscasling has grown in utility ad
plans.

The use of dramatic shows—mostly
of the transeribed and co-op variety in
radio, and the feature-film type in TV
—is on the increase. too. in loeal util-
ity air nse. ECAP has played an influ-
encing role here. pointing the way with
their use of the light. frothy Corliss
Arelier series on CBS radio. Two ECAP
firms. the Carolina Power & Light Com-
pany and the Southwestern Public Ser-
vice Company. for example have both
recently started widespread dramatic
air campaigns over and above their
ECAP contributions. Both firms are
sponsoring a Fred Ziv transcribed
show. Bright Star which has much the
came comedy-drama appeal of Corliss.
Carolina P&L sponsors the show in
some 20 markets in the Carolinas. and
Southwestern uses it to cover a wide-
ranging 16-market territory in Texas
and New Mexico. Other firms. like Ok-
tahoma Gas and Eleciric Company with
the ABC co-op Mr. President on Okla-
lroma City’s KTOK, and Portland Gen-
eral Electric Company with M-G-3/
Theatre of the Air transcriptions on
KGW, Portland, Ore., have found that
air drama collects plenty of listening
ears. Oklahoma G&FE. by the wav. alo
voes after video drama lovers with the
flmed Story Theater on WKY-TV, as
does Utah Power & Light Companv
with EKleetric Theater on KDYL-TV,
Salt Lake City,

Programs of a “service” nature- -
homemaking. cooking. sewing. child
care, hints  and aimed pri-
marily at women are an old story to
public utilities. In the late 1920°s and
carly 1930°«. they flourished widely in |

fashion

local radio for Jocal utilities, at a time
when many modern kitchen appliances
were just being introduced. They did
a good job of selling in their day, but
practically died out by the late 1930s.
With the advent of TV. thev have
bounced back into many a utility firm’s
budget. since the visual aspect lends
itself marvelously to low-pressure sell-
ing of electrical and gas appliances and
gadgets. Besides, a good TV program
helps create more TV fans, who buy
TV sets, and thus use more electric
current. Some of the more representa-
tive examples of “service” shows on
the air both in TV and radio, would
include: Consolidated Gas Company of
Baltimore’s [lomemalker’s Roundup on
WMAR-TV. aired directly from the
Baltimore utility’s own Home Service
Bureau model kitchen: Philadelphia
Electric Company’s Television Kutclien,
featuring the firm’s well-known home
economist.  Florence Hanford. on
WPTZ: Potomac Electric Power’s Fl-
eanor Lee show each morning on
Washington’s WTOP: and United Fuel
Gas Company’s radio Mainlv for Wom-
en on WSAZ. Huntington, West Va.
Other firms have found that music,
still a radio stronghold even in major
TV areas, does an equallv-good trick in
reaching consumers at low cost. The
Cleveland FElectric IHuminating Com-
pany, for instance. has been reaching
its customers for nearly five vears with
Ten OClock Tunes, aired at 10 a.m. on

.
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/4 Reasons Why

The foremost national and local ad-
vertisers use WEVD vyear after
year to reach the vast
Jewish Market
of Metropolitan New York
I. Top adult programming
2. Strong audience impact
3. Inherent listensr loyalty
4. Potential buying power

Send for a copy of
“WHO'S WHOD ON WEVD”
HENRY GREENFIELD

Managing Director
WEVD 117-119 West 46th St,,
New York 19
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WGAR and at 10:00 pan, on WIIK.
Cleveland. Philadelphia Gas Works
uses the transeribed Guy Lombardo
Show on WCATU. But. it doesn’t have
to be “Hit Parade”™ music to do the
job. On the West Coast. the Southern
California and Southern Counties Gas
Companies have heen using a classical
and Evening Concert
(two hours nightly, except Sunday)
on Los Angeles” KFAC. Other firms
use all tyves of recorded and live. tran-
scribed and co-op musical shows to
reach everything [rom the farm audi-
ence in the early morning to late-night

semi-classical

metropolitan ears.

Whether it be prestige shows—like
Southern Colorado Power Company’s
sponsorship of America’s Town Meet-
ing on Pueblo’s KGHF—or a folksy

show-like Southern Utilities Compa-

* * * * * * * *

¢¢TV will probably be absorbed—as was

radio a nnmber of years ago—withont

eliminaling other major forms of ad-
vertistug media.®®

DANIEL M. GORDON

V.P., Media Director

Ruthrauff & Ryau, Inc.. N, Y.

* * * * * * * *

ny with Tell Your Neighbor on KBIZ.
Ottumwa. la., the utilities’ air use to-
day has a purpose. It's moving up
from the advertising “basement” on
electric light and gas company media
lists. and into a position as one of the
most effective and low-cost ways to get
across their advertising messages.

Striking proof of this eflicacy can be
seen in the fact that even the public
power companies, which most business.
managed utilities view with some ap-
prehension as a brand of “creeping so-
cialism.” are using the air. Not long
ago, the Metropolitan Utilities District
of Omaha went on WOW, Omaha with
a heavy spot announcement schedule to
promote gas appliances. lts electrical
neighbor. Omaha Public Power Dis-
trict. went on the same station with a
saturation announcement compaign. de-
signed to help dealers sell more ap-
pliances and TV sets. Manv other gov-
ernment-controlled and public power
projects are either on the air, or are
planning to use it for business or pub.
lic relations reasons.

As one adman for a large Eastern
public utility summed it up for spox.
sOrR: “There was a time when many
electric and gas companies used to
wonder why on earth thev should spend
any money in broadcasting advertising.
Now, many of them are wondering how
they ever got along without it.” * * %

3 DECEMBER 1951

ABC
5000 watts

Weed & Company, National Representatives

BEST
RADIO BUY

WREN

TOPEKA
1250 kec

IN MONTREAL

it’s

Ask the man who knows best—the local ad-
vertiser on CFCF.

Best proof that he gets prompt action at the
cash register is the fact that

Over a 3-year period
local advertising on CFCF
has increased 260%.

National advertisers, too, can bank on CFCF.
For Canada's FIRST station has the coverage,
the listenership, to do a real selling job in
the rich Montreal market area.

FILET)
ot (4]

U S

Representative—Weed & Co.

|

5,000 Watts Full Time

: John H. Phipps, Owner
L. Herschel Graves, Gen'l Mgr.!
; FLORIDA GROUP
Columbia
Broadcasting :

iaadui i

National Representative
JOHN BLAIR AND COMPANY

Southeastern Representative
HARRY E. CUMMINGS
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. . . there are certainly plently
of occasions when they‘ve
been misinterpreted.

Give three different agency
Time Buyers BMB data to
analyze and evaluate—and the
chances are they’ll come up
with 2 or even 3 different answers,

The whole trouble is there's

never been an accepted
standard of procedure for

eliminating the popularity factor

from BMB figures. This
must be done if you are to get
true measurement of the
physical coverage of any

radio station.

We've licked that problem
with a new and dependable
formula which by discarding
the variable elements of program
or performer popularity is

completely fair to

ALL stations,
( We'll tell all—at
{a’ «./46@7&%0«/’17%

your convenience..
RADIO STATION REPRESENTATIVE
22 EAST 40th STREET ° NEW YORK 16, M., Y.

YORK » ST. LOUIS
s« SAN FRANCISCO
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ROUNDUP
(Continued from page 53)

listencrs to the precgram who wanted
to advance in “rank” (from firefighter
to super chief), prool of purchase of
six boxes of Grandma Cookies were re-
quired [or each step up the ladder of
promotion.

When this series ran out. Grandma
Cookic bought a quarter hour of
KEN’s popular Merrie Circle, a kiddie
show [eaturing Merrie Virginia. The
product tie-in here: naming a puppet
(actually a Merrie Virginia “‘voice”).
Cach entry required a proof-of-pur-
chase wrapper. The name selected:
Gulbert.

The company continues to push KEX
personalities, Merrie Virginia and Un-
cle Bob of KEX’s Squirrel Cage. As a
result. Grandma Cookies have distribu-
tion in chain stores which didn’t stock
the brand formerly.

Now with new equipment (the larg-
est oven in Portland owned by a local
concern) Grandma Cookies turns out
28 different cookie varieties, with an
increased oven capacity of 407. For-
nterly the firm turned out 15,000 doz-
en cookies daily. With incrcased pro-
duction. radio will svearhead the quest
for more sales and distribution, * * *

Briefly . . .
WBBM, Chicago, which calls itself
the “showmanship” station, proves it

fAdvacticing]
AND INTERESTED IN
[ Asencr ]

THE RESURGENT GF RADID

BROADCASTING IN TMIS @REAT

Advertising Age SEULLERGTTERE LI
chicaon station on wHich T2 BTV TYES

SERVICES FOR THE WO3T

FRODUGTE  AND

EFFICIENT M WBBM

ces THE  SHOWWANSHIP  STATIONI

AND., . THE MILLIOWS WHD LISTEN TD THE

m LELLS O WHBM KLU
Em"uﬂrr THE nuuum

OF OUTATANDING PROGRAME AYAILADLE

cias AHYWHERE!

WBBM sales promotion sheet is eye-catcher

with its plug for resurgent radio, and
its own CBS3-affiliated facilities. The
one-sheet promotional pitch deftly in-
serts the names of nine outstanding
trade papers (including sronNsor).

This | Believe, CBS recent-inaugu-
rated series of five-minute shows pre-
senting the guiding philosophies of
men from all walks of life, are now be-
ing supplemented by hooklets. These

“This I Believe”

A Sertes of Radio Broadeasts®

by
EDWARD R. MURROW

l’rrl'mlmg the Personad Phitosophses of Thoughsful
Men ond Women in All Walks of Lsfe

What bs Behind “Thus 1 Believe W
Edward R Murrow

€. Jared lageroll
General Lucrus D, Clay
Harold E Stassen

Commeniater

ladusivialiss

LS Army (Retned)

Prevident, Unis evisiy of Penaiyhomia
Nevelsss &

Mt

Air comments in print also pack big punch

will reprint selected on-the-air remarks
of such men as General Lucius D.
Clay; Harold E. Stassen; Pearl Buck;
and William L. Shirer. The program,
inaugurated by Edward R, Murrow is
produced by Edward P. Morgan,
* * *

Sylvania Electric Products Inc. pre-
sented four of its 12 Sylvania Televi-
sion awards recently at the Hotel Pi-

Four Sylvania awards go to producer-dir., stars

erre, Manhattan, to Your Show of
Shows, its producer-dircctor, and it’s
talent. Show’s Imogene Coca was “best
actress,” Sid Caesar, “best actor,” Max
Liebman, “best producer-director,” and
the program itself, “the best revue on
television.”
* * *

Rural audience listenership is on the
increase, according to a recent survey
by the Crosley Broadcasting Corpora-
tion (WLW, Cincinnati). Figures re-
lcased by Robert E. Dunville, Crosley
Broadcasting president, indicate farmer
listening is up 8% over 1950; 10%%
over 1919, The same survey shows the
WLW farmer-listener is spending 77
minutes daily at his radio. compared
to 71 minutes last year.

SPONSOR




Maryland and District of Columbia
broadcasters, at a recent meeting in
Baltimore, completed organization of
their broadcasters’ association. Prinei-
pal speakers were Harold F. Fellows,
NARTB president, and Wilbur Van
Sant, president, Van Sant, Dugdale and
Co. Both speakers called for unity in
the radio and TV industry. Officers
elected at the broadcasters’ meet were
John E. Surrick, WFBR, Baltimore,
president; Charles J. Truitt, WBOC.

Salisbury, vice-president. * k%

MEN, MONEY, MOTIVES

(Continued from page 6)

Yet executives who are hmpatient of
the anguish, and resistive of the cost
of writing, almost invariably speak
well of the art. They are indeed for-
ever rediscovering the importance of
writing and declaring, in effect, that
no script should be without some. And
these periodic rediscoveries of writing
are all to the good for if writing is
rediscovered often enough it may final-
ly, like Imogene Coca, get on the map.

* ok %

All of the foregoing comments on
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the key stalion
of the keystone
state « . .

Harrisburg, Pa.

the level of big town, big timme script
writing were inspired by an admirable
essay on small town, small advertiser

seriptwriting published in Broadcast- -

ing Magazine and written by a con-
tinuity gent name of Bruce F. Ander-
son, employed at WMT, Cedar Rapids,
la. We agree with Mr. Anderson’s
paper (and appland his lucid prose)
as we agree with the inscription on
the Statue of Liberty. He has acutely
recognized and convincingly described
the Main Street version of industry
neglect of the writer.
* ) X

One hundred years ago there were
“literary factories” in which toiled ink-
stained wretches. The modern equiva-
lent. as Anderson paints the canvas,
is the sweet girl graduate, English
major, chained to a broken down type-
writer in a radio station cubbyhole,
overworked, snubbed by manager,
salesmen and the egotistical announcers
who are madly infatuated with their
own voices, indifferent to the meaning
of words.

* * ok

Well, don’t lose any sleep, Mr. Spon-
sor. You probably wouldn’t anyhow.
But some time, in a sporting mood,
experiment with the novelty of having
the writer a party to decision, a voice
in script nnprovement, and paid as

well as, say, an assistant director,
% K %

ACCOUNT EXECUTIVE

(Continued [rom page 29)

10:30. Copywriter on my account
finally came in. Hangover. Showed
him what I had in mind for our in-
surance cominercial. Said he got the
idea, but I could sense his resentment
at my trying to write it. 1 told him
that his copy lacked fire, that it needed
personality and rhythm. Gave him a
few pointers on an insurance agent,
his habits, and his way of conducting
a sale. Think he sees the light. Says
he will revamp and have the copy ready
for me before the meeting at two. De-
cided to bring him tec the meeting.

11:15. Call from our radio-TV de-
partment. They say there’s a big howl
over the cost of one of the proposed
stars. I’m not too enthusiastic about
using this star anyway. Not good for
an insurance audience. Will have lunch
with our radio-TV man to talk it over.

11:30. Received a report from the

, insurance company’s Superintendent of

Nat D.
Williams

One of
WDIA’s
many famous
personalities

FOLGERS COFFEE
Renews WDIA For
Second Consecutive Year!

Yes, on November 26, Folgers Coffee started
their second consecutive 52 weeks contract
with us, a success story created by WDIA's
overwhelming dominance in selling the huge
Negro segment of Memphis' 394,000 popula-
tion. You, too, can economically.reach and

_se;l_! the 489,000 Negroes in WDIA BMB
counties. Join now the trend set by such
national advertisers as Taystee Bread, Gold
Medal Flour, Camel Cigarettes, Purex, Super
Suds and others. Cet the full facts on WDIA
soon!

Ci

*HOOPER RADIO AUDIENCE INDEX
ty: Memphls, Tenn. Months: Sept.-Oct. 1951

Time Sets WDIA B ¢ D E F G

M

F 8AM-6PM 12,2 26.5 26.0 17.9 10.9 7.7 5.6 4.5

MEMPHIS WDlA TENN.

John E. Pearson Co.. Representative

FOR QUICK, EASY
REFERENCE TO
YOUR COPIES OF

SPONSOR

get the

af only
beautiful
SPONSOR $4
binder

BINDER ORDER FORM

SPONSOR
510 Madison Ave.
New York 22

Please send me Binder holding 13 fs-
sues and bill me later.

ADDRESS

7 ZONE  STATE
J $7 two binders

ey
[ $4 one binder
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for

our

bank... f#0 _
r T

Mr. Young, head of this fast-giow-
Ing southwestern  financial institu-
ti “We've advertised over
KROD consistently ever since it
went on the aitt. and we believe that
ouwr regular messages Lo its vast list-
ening audience have contributed
much to this bank’s steady and sub-

mowth.” Yes, and KROD
can sell YOUR product too, in this
vital marvket witly its 141,310 popula-

.l !é,ﬂ
L]

tion and its $396 810.000 total sales.

5000 WATTS 600 K C
CBS Radio Network

RODERICK BROADCASTING Corp.
DORRANCE D, RODERICK

President
VAL LAWRENCE
Vice-Pres. and Gen. Mgr

REPRESENTED MNATIOMALLY RY
THE Q. L. TAYLOR COMPANY

Vir. Fred Byron

Garfield and Guild Adr. Agency
San Francisco, Cal.

Dear Freddy :

Th® hometown ur WCHS is a place
alt you fellers orta keep in mind.
Charleston, IFest
Pirginny, 1s one
ur th few places
in th’ country
iwhere th’ bizness
trend allus seeius
ter be I'P Yo
sir. Freddy, with
lotsa places suf-
ferin® a relapse,
department store
sales in Charles-
ton waz UP
serean pereent
durin’ th first
nine munts ur
1951 orer 1950,
An" nother thin’'.
Th big Carbide
an’ Carbon
comp'ny  which
already has mil-
vuns an’ mitvans
‘vested  here, is
v\\’ agonna bhild

nother big plant

here! Therll
mean nore well-paid - customers  fer
folls Iike vou. An" member! WIS
s TOPS by a hig margin in this
here marlet!

Yrs.
Algy

WCHS
Charleston, W. Va.

Agencies on statistical data about in-
surance agent’s sales, interest, family
life. <ocial habits, income, and so on.
Thought this report essential for fair
appraisal of the selling needs of the
individual agent. Checked over my
own analysis of visit to Red Bank
Branch Office. Agents are average peo-
ple with terrific sales potential because
they understand other average people.
No high-pressure. Learned a lot about
selling techniques from that visit.

12:00 noon. Looked over a batch
of new ads that the agency is running
this month. Noted my comments on

~sales appeal. readability. color. design.

ete.  Paid particular attention to the
advertisement for one of our leading
clients who's been complaining about
the quality of his ads. Trouble is. 1
think. that we are not using enough

~high-minded imagination. and enough

low-down effort. Get one and lose one

“might turn out to be the case here.

12:20 p.m. Lunch with our radio
man, the copywriter, the man doing the
research. and Ed. Thought this expedi-
ent. Went to that place on Vanderbilt
Avenue where you get quick <cervice
without the usual fawning. Good food,
too. The copywriter had two martinis.
I saw Ed give him the {reeze. He’s off
to a bad start if he keeps that up.

' Martinis and two o'clock conferences

| =tay.

Cat a conference.

dou’t mix. He'll learn, I hope. because
he’s talented and I'd like to see him
Maybe he's too talented. The
words pour out of him. We talked
over ideas for the meeting. Decided
try to drop the controversial star. 1
think T can ease this point across, even
though she is a favorite of the insur-

ance company = radio manager.

I:15. Back in the office. Meeting at
two.  Getting tight as a knot inside.
Always happens before a client confer-
ence. Certainly lhope those two mar-
tinis didn’t dull the copywriter’s hrain.
The whole meeting hinges on the copy.
Should have called myv  wife before
hanelr like 1 «aid. . . . Radio and TV
are =uch intangible media to talk about
There’s nothing to
hold up i front of the client except
ratings. and graphs, and charts. He
has 1o visualize hiz advertisement in
terms of how it will be presented. Not
easy. Television isn't an overshadow-
ing of radio. LFach is an elfectnal me-
dium in itself. Now that we have tele-
vision. radio has the opportunity of
being tundependent. and reaching its

truest value as sales medium.

2:00-6:00. The conference to out-
line next year’s radio advertising pro-
gram. Got in early with my supporters
to meet the opposition. (Copywriter,
not feeling the martinis, came through
with a brilliant rewrite job.) On my
side in addition 10 the copywriter is
the art director, research man, our ra-
dio and TV director. the radio network
V.P.. and the timebuyer. From the in-
company, there’s the radio
manager. the V.P. in charge of adver-
tising, and one or two other people
from the advertising department.

Looked like rough going because of

surance

| the rumors aroused by that trade paper

item. and because of the failure—Hoo-
per-wise—of last year’s TV venture.

* * * * * * * *

$eSaeme people sav that television is go-
ing lo swalow radio. I don'1 1hink 1hix
is the case. The guestion is nol 1he
death of radio, bnl how we are going Io
shape radio and Ielevision so thal each
will do itx mosl effective job.2?

JOSEPH I. MeCONNELL
President. NBC

* * * * * * * *

We tried every trick in the bag with
the TV show, but the Hooper kept de-
clining. Maybe that was the trouble—
tricks! We had had a half-hour dra-
matic show using warmed over Broad-
way fare. Cold turkey. ... presented
the new campaign to the client. Luke-
warm reception.

Clients never talk when they don't
like something: they just say. “well, |
don’t know.” Then they shake their
heads. and wait for you to tell themn
why theyre not inipressed. 1 did.
Broke the whole camipaign down, step
bv step. Went over the client’s old
business. sales. new business, poten-
tial business. cancellations, group in-
surance. ordinary. agent’s selling needs.
Brought out reports and studies that 1
had made of the markets to be reached.
A gleam.

Then 1 began to rebuild the cam-
paign in terms of these. Couservative
nighttime radio drama, with carefully
planned national magazine follow-up
advertisements. Analyzed every item in

the budget. Cut out dollars. LEven
chopped off nickels. It worked.
Spotted the client’s trouble. He

feared that the radio listening audience
was declining. Yet he also feared that
last year's TV fiasco would repeat it-
self if he went hack into television.
Railied my forees and proved conclu-
sively that, for his purposes, more

SPONSOR




years of good radio drama would be in
order, and would be a major salcs
producer. Repeated my theory on ra-
dio as a brand new sales medium when
used in terms of newly acquired knowl-
edge. Rcad the client the copy. Alive

and on fire. (I think the copywriter’s
a genius, but he probably needs physi-
cal diversion. He ought to build some-
thing . . . maybe a house . . . or a |
driveway. . . . Something, but cut out
the martinis.) Meeting ended about
six. Taking them all for cocktails.
And cocktails we necd. . . . Never did
call honte. though.

7:15. Now it’s over . . . or should
I say now it begins. New campaign
with crisp copy, cool layouts, and pow-
erful idecas. A 39-week radio package
show with magazine follow-ups. ready

for production. Got to check those -

black-and-whites first thing in the
morning. Ed had a good suggestion
about toning down the sales line right
after the station break. I wonder if 1

told Sally about cutting 10 instead of -
|

six seripts. . . . Scarsdale. . . . Ahh. ..
Good feeling to have made a sale .

and to have a clairvoyant wife who
somehow always knows what train
you're going to be on. * k%

DO VIEWERS REMEMBER?
(Continued from page 33)

pled” list nearly always showed up
strongly in the “remembrance” lists.

In simple words, this means that an
advertiser’s commercial must have the
factor of being “remembered” to be
truly effective.

(For full listing details. see chart.
p. 33.)

The secret of remembrance doesn’t
lie in commercial technique. Although
the Advertest studv makes no mention
of it. the “gimmick” used by each of
the leaders in the column of products .
“sampled” because of TV varies con-
siderably. Lipton’s Tea is TV-sold‘
through the cracker-barrel. homespun ‘
charm of Arthur Godfrev. in what is
otherwise a simple, straight-voice com-
nmercial.  Ajax has a hard-selling
straight message behind demonstra- |
tions of product use. Tide uses vari-
ous tactics, the leading one being a
bouncy jingle Lehind some expensive
animated letters and wash-day gar-
ments.

What thev do have in common is
that their message—and this is con-
firmed by other studies of Starch.f
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Harvest a Bumper Crop of Sales

N GREATER MIAMYI

Use The Station That’s Favored By Local Advertisers

It’s just plain good sense
for you boys to ride along
with our local boys. They’re
here on the spot checking
results day by day...and,
day after day, week after
week, they’re buying more

*

JAMES M. LeGATE, General Manager

5,000 WATTS . 610 KC - NBC

wwoc @nd

AGAIN

In total share of *
Washington audience

ST~

Ask your John Blair man for
the whole WWDC story

% Pulse: May-August, 1951; 6 A. M. to Midnight

and more time on WIOD.

For the details about
our Quarter of a Century
of outstanding service to
Southeastern Florida,
call our Rep, The Bolling
Company.

_HERE'S THE

RAALIRVTH

ABOUT
DES MOINES

Highest Hoopers
morning, afternoon,

and evening , , .

for months and months

CBS—Represented by the Katz Agency._

DES MOINES
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| Schwerin. et al.—is simple and believ-
able, and is socked across in a way
that sticks.

2. TV commercials are not neces-
sarily most effective in motivating pur-
chases or samplings when they are
merely “well-liked” or “disliked.”

With reference to the Philip Morris
man’s anecdote. the competitive cig-
arette’s bouncy little jingles have put
them up from a low place in a similar
1950 Advertest study to a very high

spot among “Best Liked” commercials

~in the 1951 Advertest report. If all it
took was being liked, the P-M competi-

~tor should head the “sampled™ list. 1t
doesn’t. Not only that, it doesn’t even
appear on the “‘sampled” list in the
top ten.

Philip Morris. on the other hand, is

" nowhere to be found on the “Best
Liked” list. Instead. it is at the top
of the list of those that are actively
disliked. Yet. even other firms in the
tobacco industry admit privately that
Philip Morris’s “Nose Test” commer-
cials have hoosted P-M's sales, and are
cutting into theirs. What pays off for
Philip Morris is that their commercials
—even thouch disliked Fecause of their
straight “sell” copy—are remembered

well.

[ ] I} Actuallv, onlv one advertiser in the
nsor "upper ten of Advertest’s 1951 “Best

AR

[ |

[ |

| is the logical
» gift for all
& your friends
. in radio and
L television

L advertising...

} Inquire today
about the

special low=-cost
Christmas gift
subscription
rates...

The USE
magazine

of radio and
television
advertising...

510 Madison Ave.
New York 22

'EEEEEEOEnNEES |

§ Sponsor«-- -

Liked” list—and that one eighth-place
Ajax—makes an appearance at all on
the list of products “sampled” hecause
of video sclling. A good manv people.
~at the same time, don’t like the Ajax
commercials. Bul, like Philip Morris'.
Ajax’s commercials remain in the sub-
conscious mind of housewives, later
prompt them to trv the products. This
1= what has Dboosted Ajax, SPONSOR
feels. into the second place in the “sam-

pled” lis'ings.

3. The favorite type of commercial
is “live action.” In method, singing or
dancing commercials lead by a fairly
sizable margin.

Some clue at least as to how an ad-
ver iser can best grasp a TV viewer's
attention is offered in Advertest’s m-
vestigations into the likes and dislikes
as to tvpe and method of commercial.

Live action leads by a slim margin

- {15.29¢ against 44.57) over cartoon
| commereials. Together. they make up
nearly 907 of the preferences. Films
(considered apart from cartoons) and
slides do not rate at all. by comparison.
Actually. film inserts in live commer-
cials are——as far as most viewers are

SPONSOR
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concerned—usually not spotted, and
pass for “live” action. if they're good.

Singing or dancing commercials, ei-
ther live or cartoon. seemed to be the
preferred method by over half (55.57 )
of the respondents. Most viewers. in
their choice of a method of product
presentation. gave the nod to “showing
the product being used” (38.57).
“showing product being made”
(24.5%) and “telling what product
does” (20.67%).

(See chart. p. 33. for full hstings.)

4. The public’s general attitude to-
ward TV commercials is improving.
Most think they’re better, as compared
to six months ago. Only 7.57¢ think
they’re worse.

In the general evaluation of TV com-
mercials conducted in the Advertest
study, nearly half (47.69%) of the re-
spondents reacted favorably to com-
mercials. About one in ten (10.3%7)
felt that they were “Very Good.” On
the other end of the scale, about a third
(32.0%) of the panel reacted unfavor-
ably to commercials. Here. about one
in ten panel members said that com-
mercials contained “too much advertis-
ing.” Some 20.4% of the panel were
noncommittal about the whole thing.

A valve...PLUS
in “BRUSH CREEK
FOLLIES”

with

HIRAM
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!

KMBC

of Kansas City

for Rural Kunsas
e o0 6th oldest CBS Affiliate 2 o o
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The Advertest panel alko gave a |

boost to TV commercials in the matter

About  half

of self-improvement.

(54.377) agreed that TV commercials |
“had immroved” in the past six months, |

and listed as their chief reasons “Bet-
ter means of presentation” and “Not
as long.” by 13.07 and 10.37% re-
spectively.

That TV “the
same as six months ago” in terms of
improvenient was the decision of
37.77% of the panel. However. only
7.5% of the panel stated that TV com-
mercials are “worse.” The chiel com-
plaint was that TV commercials “con-
tinue to get longer.” but this was a
minority gripe voiced by only 3.3%
of the total panel.

commercials were

Summed up. the Advertest opinion
studv gave a prettv good conduct mark
to TV commercials. Reaction was defi-
nitelv greater “for” commercials than
“against.” showing that the techniques
are getting better or more subtle.

5. Most viewers [eel commercials
are lonzger than they actually are and
would like them shortened. The lengths
viewers want are very close to what
the NARTB and “official” net-station

lengths are supposed to be.

What the viewers felt regarding
lengths of commercials is something
else again. Here. commercials did not
make out well at all. Respondents were
asked how long thev felt commercials
now were. and how long they ought to
be. for 15-minute. half-hour and one-
hour shows.

Averaged-out. the viewers’ responses
showed that thev thought commercials
should le decreased by about 40%.

Manv admen. of course. will argue
that the public has alwavs felt commer-
cials are too lone. This arcument is
supported bv the fact that TV commer-
cials on network and local shows which

conform to NAR'TB standards of com- |

mercial leneth are usually inside the
“should be” lengths cited by the Ad-
vertest panel.

However. a sPoNsor editor checked
all of the New York TV stations re-
carding commercial lengths in network

and local shows. and found out that |

about one show in four runs over its
allowable commercial lenzth by any-

where from 209% to 10077, depending |

on the advertiser. station. and how
“marginal” the hour.

Here, for TV admen who wonder
how the public views their commer-

cials, are the Advertest respondents’ |

Star disc-
jackey Paul
Berlinab-
tained 1,760
danatians for the Southwest
Blaad Bank an his recent braad-
cast marathan. Starting mid-
night Octaber 4, Paul was an
the air cantinvausly far 18 haurs
and 16 minutes, emceeing all
regularly scheduled braadcasts,
spinning recards, and urging

the public ta give blaad.

KNUZ, naw as in the past, leads
in public service pramation in

Haustan.

These
programs
are now
available:

"WEST'S BEST”

Featuring Tall & Thinly Al
McKinley 1:15 - 1:30 p.m. |
Manday thraugh Friday.

‘Tied far Na. 1 Hooper in |
I Market
)

"“SPINNER SANCTUM"

Featuring Walt (Jae) Colvin
3:30 - 3:45 p.m.
thraugh Friday.

Manday

*Na. 2 Haaper in Market

*August, 1951 Hooper.

foe infarmehien call
FORJOE
National Ropretentotive
or DAVE MORRIS
Generol Monoger
ot KEystone 2581

P. 0. BOX 2135
TwWX HO 414
HOUSTON, TEXAS
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evaluation of commercial lengths:

A. In 153-minute shows. respondents
felt the commercials average 3.05 min-
ute~ long: should be cut to 2.0} min-
utes,

B. In hall-hour shows. respondents
~aid commercials averaged 0.0} nin-
ute~ in lenath: should be trimmed to
3.1

C. In a one-hour show. the respon-
dents felt that commercials were run-
ning around 11.3 1 minutes: should be
cut to 710 minutes.

It's interesting to note that the ac-
cepted NARTE lengths for these three
classifications. plus those admitted to
by New York TV stations. are: (A}
about 3.0 minutes in 15-minute shows:
(B1 between 3.0 and L5 minutes in
half-hour shows: and (C) from 6.0 to
7.0, except late-night ilm <hows which
can streteh to as much as 11O minutes,
in onc-hour shows.

Weigh one against the other. and
the answer is fairlv clear. The public
would probablv be a lot herppier about
the lengths of TV commercials if they
were held rigidh to their allowable
limits. Advertisers who regularly “run
over” are flirting with adverse public
opimon,

6. The over-all viewpoint, as seen
by SPONSOR:

Fitted into its place in TV's short
and hooming historv. the 1951 Adver-
test study of TV commercials is more
of a useful extension of existing re-
scarch than a completely new =et of
findings.

It does me=h with such findings as
those of the Super-Hofstra study. which
showed that well-liked commereials do
about twice as well as disliked or nen-
tral ones.

82

However, the Advertest study makes
quite clear that those “well-liked” com-
mercials that pav off in sales have
something more than mere charm.
They also make a deep memory im-
pression. and finding an attention-get-
ting. penetrating TV commercial for-
mula then becomes the TV advertiser’s
greatest Meeca.

‘The Advertest study also gives. in
cffect. a rap over the knuckles to ad-
vertisers who deliberately air commer-
c¢ials longer than their allowable length
in the hope that they are thus morc ef-
fective.  The selling job. apparently.
can be done in the proper time—if it's
done well. * kX

(Facts indicating that the same <5
true of radio commercials appear this
issue in the article starting on page 10.)

NETWORK REBIRTH

tContinued [rom page 38)

CB= does on a basis of rebuttal to the
\BC plan obscure this basic fact:
every move CBS makes over the next
few months grows out of its long-
range nced for adjustment. not out of
mere counter-punching,

At the time vou read this. CBS may
be ready to announce its own change
in network structure. allowing adver-
tisers to buv a hand-picked network.
within  certain dollar-volume  limits.
Probably, the limits will be lower than
those tmposed by NBC. based on
CBS" confidencc that it has top radio
listenership and thus will suffer few
revenue losses even though advertisers
have the opportunity to drop stations.

The reasoning. probably. is that many
more sponsors will elect to retain their

Only One Station gives you

KCMO reaches eleven radio homes
for every ten reached by the next
closest Kansas City station. That's
a bonus that adds up. Get proof—
get the facts on Mid-America radio
coverage from the Conlan “Study
of Listening Habits” in the Mid-
America area. Parts 1 and 2 of the
3-part conunuing study are ready.

Write on your letterhead to

present network lineup on CBS than
will cut down.

As far as rate structures at indi-
idual stations are concerned, CBS has
indicated strongly that it will not make
any changes like those contained in the
NBC reorganization plan. 1t bases its
position on the fact that BMB data
needed to evaluate station ecirculation
is out of date. In pointing this out,
CBS Radio President Howard S. Meig-
han noted that a new BMB-tyvpe study
will soon he underway. and indicated
that CB> will not reevaluate rates of
its afhliates until this new data is avail-
able. (For story on the new BMB-type
study, sce story on page 39.}

While NBC and CBS demonstrate
by periodic ammouncements that they
are changing to meet the times. simi-
lar changes. but on a lesser scale. oc-
cur at MBS and ABC. MBS and ABC
planners believe they do not need to
change as radically as the two leaders
because they are already set up along
highly flexible lines. But it would be
a mistake to regard them as static.

MBS spokesmen point out. for ex-
ample, that while NBC and CBS are
changing in the direction of the kind
of flexibility which has always char-
acterized the MBS operation. Mutual
is itsell moving to acquire some of the
valuable attributes of the top nets.
Its recently concluded $2.500.000 deal
with MGM for new programs starring
Hollvwood top names gives MBS at-
tractions on a comparable basis to
those of NBC-CBS. And the recent
financial realignment engineered by
the network’s chairman of the board,
Tom O'Neil. gives MBS more financial
and station cohesion than it has ever
had.

ABC. though it has been set up for
years to allow sponsors their own
choice of stations. on a dollar-volume
basis. is mulling additional flexibility
changes. These will probably take the

TWO
are better than

ONE

KLIX IS KLICKIN’

with ABC Cﬂl MUTUAL
Ask AVERY-KNODEL

SPONSOR




forn1 of expanded rotating spousor-
ship plans.

Out of this welter of seemingly iso-
lated developments will come that her-
alded network of the future. Sponsors
who value the sales power of their net-
work radio shows can help ease the
hirth pangs by not jumping to hasts
vonclusions about the so-called weak-
ness of network radio in a TV era.
Rather. network executives urge that
they regard the radio medium sepa-
rate from the television medium as de-
sigired to do its own job. That’s what
all the evolution is about—to help net-
work radio stand on its own feet in the
days to come. * K K

SPORTS SPONSORSHIP
(Continued from page 38)

talk to and i which sport. TV, for
example, has brought a new boom to
gate receipts of wrestling matches.
Thus far this vear. according to the
Wall Street Journal. about 12.000.000
spectators in the U. S. have paid $15.-
000,000 to see professional grunt-and-
groaners {rom the ringside. That’s a
94 rise in attendanee, an 117 gain
in gate receipts over a year ago. Com.
pared with 1946, the zoom in atten-
dance amounts to 164%. the gate re-
ceipts gain to 1807, Wrestling pro-
moters agree TV drew in the new fans.

In hockey, however. TV seems re-
sponsible for causing the big-league
sport to skate on thin financial ice.
Hockey attendance in American cities.
according to the Wall Street Journal,
is down an average of 15% to 20%
from what it was in the 1947-48 sea-
son, Last year, slightly over 2.000.-
000 fans spun the turnstiles to the tune
of $4.000,000, compared to 3.000,000
attending arenas the season before. In
Canada, on the other hand, which has
o TV. hockey arenas are flourishing.
Indeed. scalpers can still pick up 100%
profit on re-sale of tickets.

Maurice Podoloff of the Anterican
tHockey League says flatly: “TV keeps
the fans in their homes.” But Gen,

R’GHT the first time! TV

film spots by TELEFILM “Inc.

Hollywoad |2B) Calif. since 1938
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John Reed Kilpatrick, president of
Madison Square Garden, appends:
“TV itself 1s good for hockey. in that
it brings the sport into comtact with
potential fans. Yet it’s still too early
to say whether new fans actually are
attending games, as result of first see-
ing them on TV.”

Now eoncluding is an expernnemnt
designed to gauge TV’s effect on ama-
teur football game attendance, This
is the test by the 300 colleges com-
prising the National Collegiate Ath-
letic Association. Last summer. NCAA
announced that Westinghouse Electric
Corp. would exclusively televise its
games over NBC in 52 areas, Gimmick
was to “black out™ each area on three
nou-consecutive Saturdays. Thus, Chi.
cago University’s Nattonal Opinion
Research Center could survey the ef-
fects of hone-viewing on stadium at-
tendance.

Despite a stormt of protests from
school-tie fans. bellyaching about the
TV *“blackouts,” NCAA has grimly
goune ahead. Results of the study will
be ready by January, and NCAA's 300
colleges will check closely before for-
mulating their 1952 TV policies. The
only one really happy with the plan is
Westinghouse’s Pittsburgh  Consumer
General Manager Jack McKibben who
told spoxsor: “We can definitely at-
tribute big boosts in sales to the foot-
ball games we’ve made available to
the viewing public. Dealers report
consumers say they want the refrigera-
tor Betty Furness demonstrated on TV
last Saturday.” * ok K

510 MADISON
(Continued from page 10)

in selling their various products over
the air.”

I noticed in their 1951 List of Mail
Order Radio Stations that they list
WIP as one of these stations, Follow-
ing are excerpts from a letter [ semt
this organization:

“. .. WIP has never accepted a Pl
or percentage-of-sales deal of any kind.
Any mail order business that we have
taken lias been at regular card rate.
Please correct the lst
omitting WIP since we take no per-
centage deals for mail order or for an:
other type of business.”

I further stated, *“If your list is as
inaccurate for other stations as it is for
WIP, it is worthless.”

I think you will be doing a service
to all concerned if you publish this let-
ter so that other stations, agencies, and
sponsors may be warned.

BeneEDICT GIMBEL, JR., Pres.
WIP, Philadelphia

immediately

RED FEATHER

Thank you so much for using the
Red Feather photo and our “roundup™
of sponsors in your Roundup depart-
ment in the 5 November issue.

The United Red Feather campaigns
could never begin to pay for the won-
derful support they receive from the
radio and TV industry but recognition
in SPONSOR means a great deal and ix
truly appreciated.

Mary K. DaBnEY
United Red Feather Campaigns, N. Y.
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Mister MacPLUS, in kilts of plaid,

“Let ithers take the high road, lad,

~x= For canny THRIFT, it's MBS!

A client can get more for less;

—the difference is MUTUAL!

++++++ FOR DETAULS: THE MUTUAL BROADCASTING SYSTEM « NEW YORK 18, N.Y.++++++
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Can pipe one ballad clear:

Ye'll profit r-r-richer here!”’

Here, by the MacPLUS Plan,

Canny? You bet he can!
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Where are radio nets heading?

Said one NBC radio station
ager:

“l don’t understand why a radio net-
work stays in business these days. |
wouldn't take the beating theyv’re tak-
ing. What do they get out of it?”

What he had reference to was the
economics of network radio, which was
unfavorable even in good days and is
plain blotto now.

We're sure that the same thought
has creased the brow of more than one
network chief and but for the bless-
ing of highly profitable by-products
snch as owned-and-operated stations,
rep firms and other useful appendages
depending on network programing and
prestige might have found permanent

man-

lodging.

Jut the solution to a stable radio
network operation is a profitable oper-
ation. It neither serves the national ad-
vertiser nor the indnstry to deal with
bargain basement entities.

The men who run the networks know
tlns. and after some months and vears

Applause

Well done!
MceCann-Erickson: vour Internation-
al Advertising Conference. designed to
tell vour people throughout the world
as well as vour New York department
VeCann-lirickson
and gzood advertising, is a model of its
kind. We're impressed with the plan-
mng. work. and

licads more alout

vothat’s going
into the 3-dayv mid-December gathering
at the Waldorl, We'd particularly like
lo see your presentation on radio and
televicion. We hope voi'll let us see it.
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of floundering are beginning to feel
their way out. Fortunately, the net-
works boast excellent leaders who are
fast emerging from the confusion-era
hastened by the TV avalanche. From
now on vou can look for a new idea
almost every week. This is part of the
evolution process and in the present
era is completely natural and normal.

The problem of moulding the net-
work of the future is not easy. It calls
for a high degree of soothsaying, a
higher degree of good fortune, and an
equally high degree of courage and
patience. The NBC and CBS moves
that currently command the spotlight
include all these ingredients.

We hope that the advertiser will look
on the many moves as radio’s new trial
and error era; as radio’s effort to make
a profitable medium for the advertiser
into a profitable medium for the net-
work.

The early moves are encouraging.
They show a common-sense approach
to radio basics previously lacking; they
show imagination. Although we dis-
agree with much that is being done, as
do many stations and advertisers, our
advice to the sponsor is this: the net-
works are trying. What they are try-
ing to build is important to you. The
understanding and encouragement that
vou show them today will result in a
bigger and better advertising vehicle
for vou tomorrow,

Better facts on radio

Some of the confusion about radio
as an advertising medium was dispelled
last week when NBC and CBS jointly
released a long awaited analvsis of to-
day’s radio listener (who he is. where
he listens. how many hours he listens).

Joe MeConnell: your leadership of
the radin/TV section of Brotherhood
Week is certain to reap the greatest
harvest of good will in the history of
the National Conference of Christians
and Jews. That’s guaranteed by the
importance of the men who have
agreed to serve on vour committee,

Zenith: your
linked to your national spot campaign
on hearing aids will point out facts that
every national advertiser should know
about '\ Some areas place great im-

FM audience survey

Financed by the two networks, it was
the work of American Research Bu-
reau, Washington, D. C., and utilized
the Diary technique.

The ANA, which in at least one of
its reports on radio listening in TV
homes concluded that a TV home must
be eliminated as a unit of radio listen-
ing. must be adjusting its thinking on
the basis of the findings. Here are a
few:

779 of radio listening in TV homes
is done on “secondary” sets. These are
the sets that A. C. Nielsen {requently
fails to measure with his Audimeter
system.

46 of TV families have 3 or more
radios, while 35% of radio-only fam-
ilies have 3 or more radios. The con-
clusion is that more “secondary” set
listening goes on in TV homes than in
non-TV homes. The Nielsen national
radio survey does not measure homes
with 3 or more radios.

In its NBC-CBS study. American Re-
search Bureau, which is retained by
many of the nation’s top advertisers,
concentrated on the individual listener.
James Seiler, head of ARB, states that
the individual listener is the key to to-
day’s radio listening picture, that
you've got to follow himn around all
day (and night) to get the full listen-
ing picture. His Diary technique, he
says, does the trick.

While we don’t intend to argue the
merits of the Diary technique versus
personal interview. telephone coinci-
dental, or electronic we're convinced
that measurement of individual listen-
ing makes sense. Measurement of the
home as a unit of listening is passe.
We saw this four vears ago and said
so. We say so more than ever today.

portance on FM; some markets have a
degree of FM listening that offers ex-
cellent advertising opportunities. We'd
like to see the completed survey.

WIJR: There’s a good chance that
“Wherever you go—there’s radio”” may
shortly become a national hit tune. If
so, vou have only yoursclf to blame.
Your promotion of this sprightly tune,
sung in folk music style by Pete and
Joe, is a radio classic. The whole in-
dustry should give you a vote of thanks.

SPONSOR




A leopard

doesn’'t change
its spots...

T ——

but smart time buyers do!

When an independent station like WNHC
goes NBC and delivers an important
market hke New Haven* then it's time
for many a time buyer to reconsider his
budget allocations for this major market
of Southern New England.

WNHC-NBC assures the edge in listener-
ship. Aggressive merchandising —loyal
friendships among retailers, distributors —
a proven ability to sell in this New England
community ~— adds to the attractiveness of
the WNHC-NBC combine . . . and makes
it one that will be used more and more in
the future to “deliver New Haven.”

New Haven’s families earn an aver-
age of $5,426, spend more than
$48,000,000 on food, better than
$221,000,000 in retail stores, over
$6,000,000 in drug stores.
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HC - NBC

1rew haven

represented by the Kafz Agency




WTAG

WORCESTER.
w‘:ﬁ'—iﬁ BASIC CBS © 580 KC |




