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en daily by a sizeable portion of Jamestown’s population, to convince John

th that communism couldn't produce the food direly needed by the settlement. .
@ Largest total audience of any
“3 work . . . no eat,' was the doughty Captain's dictum cancelling out America's Omaha station, 8 AM. o 6
P.M,, Monday through Sat-
urday! (Hooper, Oct, 1951,
thru August, 1952.)

| Utopian experiment.

Ire's no snoozing in the competitive Omaha, Council Bluffs area either . . . yet

e-awake KOWH manages to stay head and shoulders over all comers. Cast an @ Largest share of audience, in
any individual time period,
of any independent station
ith period from October, 1951, to August, 1952, in all America! (August,

36.3% 1952.)

rprising (free, of course) eye over the Hooper averaged below for the eleven-

OTHER

Sta. "A"
3. A wgn STATION RATINGS
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Sta. "D"
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“America's Most Listened-to Independent Station”

General Manager, Todd Storz; Represented Nationally By The BOLLING €O.
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...says Les Cottrill of

k. C. FFuller, of Nutrena Mills home office,
has forwarded the following report from Les Cotrrill,

their St. Louis Division Manager:

“Aw inguiry to station WLS aud our follow-up

of the inquirvy has sold two loads of egg mash crumblized for
7000 puddlets and now the man wants to Enow what a
carload of chick starter will cost him for 10,000 Leghora

paullets that will arvive Mavch 13. Isu't radio wonderful.”

This one inquiry represents the responsive and highly
profitable nature of the WLS market....onc of many
such reasons why Nutrena Mills has used WLS regularly
since discovering what this popular radio

station can do for them, more than six vears ago.

You, too, will ind that sound appeal to the vast WLS
audience will get comparable results for you...will step
up vour sales and profits, particularly throughout

the grear mid-west, where WLS reaches millions of the

nation’s most Pl’(),\PCI‘()lIS and pr()gl'cssi\‘c PC()PIC.

Better see your John Blair man... of contact

us. today...and saart enjoying the kind of resules

WLS <an deliver for vou and vour products.

AGRICULTURAL
INDUSTRY

= - The
PRAIRIE
FARMER

STATION
"

CLEAR CHANNEL HOME of the NATIONAL BARN DANCE gHradoR

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK REPRESENTED BY JOHN BLAIR & (OMPANY



Agencies putting
plea for 29,
cash discount
on slide film

National

Biscuit
sweetens
spot pot

I.D.’s gain
increased favor
among national

advertisers

Agency tab
for NCS
runs as high
as $6,000

CBS’
transom
$1-million deal

over-

Mixing network
and spot buys
for film shows

getting common

Lancaster case
complicates

WBKB,
ABC-UPT deals

SPUNSOR. Volume 6, No. 21. 20 Octoher 1952,

Four A's is stepping up its campaign for 2% cash discount from sta-
tions. Slide-film presentation on subject will soon be shown reps and
later broadcasters through association's local chapters. Purpose: to
give industry clearer understanding of agencies' case, urge that
future rate card revisions be made with 2% discount in mind.

—SR—
National Biscuit Company moving into ranks of top 10 spot sponsors.
Latest plans through McCann-Erickson (William Conine, group head) call
for appropriation of another $1 million for spot TV. Station list

will be practically nationwide. Account (George Oliver, ad manager)
is also inveterate user of spot radio.

—SR-

Popularity of I.D.'s has reached point where sponsorship is now even-
ly split between national and local advertisers. Prior to standardi-
zation of I.D. requirements (see story page 34), business in sponsored
I.D.'s throughout country was 75% by local accounts and 25% national.

—SR—

A. C. Nielsen getting as high as $6,000 for its coverage services
(radio and TV) from agencies. Among those signed up are Dancer,
gerald & Sample, Ted Bates, Y&R, Benton & Bowles, Foote, Cone &
Belding, Marschalk & Pratt, Morse International. Stations will be
getting their individual NCS radio reports end of October.

—SR—
Willys-Overland Motors' sponsorship of New York Philharmonic over CBS
radio network rates as biggest piece_of over-the-transom business this
season. Ward Canaday, W-0 board chairman and president, wrote CBS'
Frank Stanton asking whether there was chance of buying Philharmonic.
Package for 28-week run will come to something under $1 million.

—SR—
Trend seems to be developing among national advertisers using TV film
programs to buy what they can on network and fill in other markets
with spot buys. Reasoning: You have prestige element which comes from
show being associated with network and at same time are in position
to select best spots available. In case of DuPont's "Cavalcade of
America," lineup comprises 22 stations cleared by NBC and 11 markets
bought on spot basis, as well.

Fitz-

—SR-

CBS hierarchy believes network's acquisition of WBKB, Chicago, could
be delayed for several years (growing out of precedent set by Lancas-
ter case now before FCC. Network officials express themselves as re-
luctant to put up $6 million for station which could be eliminated

if CBS had to go into competitive hearing over proposed change of
WBKB's channel. Lancaster case could also have effect of jamming up
ABC-UPT merger since ABC would have 2 stations in one city—~Chicago.
(In Lancaster case WGAL-TV finds itself in ticklish sport over FCC
order to move to another channel. Before it can comply with order,
WGAL-TV must go into competitive hearing with new channel applicant.)

Published biweekly by SPTPONSOR Tlublications Ine., at 3110 Eln Ave.. Baltimore. Md, Executive, EKditorial, Advertising. Cireu-

lation Offices 510 Madison Ave., New York 22. $% a year in U. S §9 elsewhere. Entered as second class matter 20 January 1919 at Baltimore, Md. postoflice under Act 3 March 1879,




REPORT TO SPONSORS for 20 October 1932

“Dr. Christian’’
heads for
TV films

CBS canvassing
TV affiliates
about lowering of
daytime rates

WLW's new

merchandising plan

2-market link
sparks guessing

I about O’Neil’s
TV net plans

Penn MclLeod
authorizes
U. S. service

Boerst owns
spot report

3 experts
crystalball
television

Revised
discounts

aid ABC

McCann-Erickson's Dorothy McCann discloses plans under way for con-
version of "Dr. Christian" into TV film series. Radio version has
been on air consistently for 16 yvears under same banner—Chesebrough. |

—-SR~—

CBS TV is apparently doing something about requests from several major |
agencies that it revise daytime rates (see story page 30). Network
President Jack Van Volkenberg has been holding "feeler" discussions
with CBS affiliates on rate-revision subject.

—SR—

WLW unveils new merchandising plan—POP! (point-of-purchase)—to ad-
vertisers and agencies next week. Plan, which expands station's
merchandising functions on huge scale, includes offer to put product
displays in 1,000 supermarkets, 500 top drugstores in WLW area.

—SR-

Announcement that WOR-TV, New York, and WFIL-TV, Philadelphia, are '
availablo as linked markets raised this guestion in trade: Could it
be initial step in long-bruited Tom O'Neil-MBS TV Network? Project
which 0'Neil has under contemplation is predicated on use of TV film
packages, but trade now speculating he may also be thinking of re-
gional network extending from Philadelphia to Boston where he owns
WNAC-TV. Area constitutes one of country's richest retail areas, in-
cludes over 35% of nation's TV homes.

—-SR—

A. S. Bennett-Cy Chaiken market research organization has been char-
tered by Canadian Penn McLeod to use latter's technique and name for
rating service in the States. Will probably cover several smaller

markets (TV and radio), including Buffalo, before moving into N.Y.C.

—SR—

James M. Boerst, compiler of programing, timebuyer directories, which
many in trade deem exceptionally useful, is now operating spot report
service. Boerst bought N. C. Rorabaugh's "Report on Spot Radio Ad-
vertising" and Rorabaugh will confine himself to publishing TV report.

—SR-

Add predictions on TV's future horizons: Sidney W. Dean, Jr., McCann-
Erickson director of marketing services, tells ANA TV homes in Decem-
ber 1954 will number 21,600,000. Ted Bergman, DuMont sales director,
tells Television Association in Philadelphia over $1 billion will be
spent in network and national spot in 1956. RCA's Dr. E. W. Engstrom
states 1957 will see 50 million TV homes. Here's TV's present status
according to NBC: approximately 19,100,000 sets as of 1 October.

—SR—

Credited to adoption new discount structure by ABC are these 2 new
pieces of business: 01d Gold bought 2 Sunday quarter hours of news,

one following Walter Winchell and other, "Monday Morning Headlines" J
(6:15 p.m.); Toni added to its ABC bill 15 minutes of "Breakfast

Club." Under new "vertical contiguity" plan contiguous discounts for
non-contiguous periods are allowed.

SPONSOR
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richest returns, it’s

. TELEVISION CHANNEL
T SINFRANCISCD Cu @

Affiliated with CRS and DuMont Television Networks . .

PRESENTED TO

KPIX

IN GRATEFUL APPRECIATION
FOR UNTIRING AID TO THE
SAINTS AND SINNERS MILK FUND
AND IN RECOGNITION OF
OUTSTANDING LEADERSHIP
IN PUBLIC SERVICE
SAN FRANCIBOD CaleFORNMIA

GEPTEMBER TWELYE
NNLTEEN HUBORED FIFTY T#0

Community service is its own reward,
but enterprise that wins such an award as this
means audiences that reward the Advertiser.,

For greatest shows,
brightest stars,

E

& S
B S
[P

-Fepresented by the Katz Agency
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ARTICLES

Facis uniimited

For past 15 years Forest Whan studies on air audience in lowa (for WHO) and
in Kansas (for WIBW] have given advertisers valuable data. This year New
England arca as well is covered (for WBZ), increasing value of Whan studies to
edvertizers; dcetoiled Midwest data is compared with New England facts

Is daytime TV overpriced?
Some agencies think so. They say daytime audiences are out of line with daytime
rates, suggest rajes be reviced downward as much as 50%. Here in detail is the

agency [mainly those with P&G business) point of view and network rebuttal

How Rupnert wooed the women and won

After three years of operating in the red, Ruppert comeback in 1951 was based
on three unconventional moves: (1) seeking to sell hardest to women; (2)
changing beci's formula: (3) spending $100,000 on spot radio in one month

Haow (o sell in 19 TV secoends

Increasingly, national advertisers are turning to 1.D.'s now that adcption of
virtually industrywide standards has made it easier to use them. Facts and
figures in this report are designed to help those ccntemplating an |.D. campaign

Kingan is happy with ¢ 1.5 rating
What's inportant to this indianapolis meat firm is results, and its Sunday after-

noon taped Godfrey show on CBS Radio has delivered for them in terms of ex-
panded distribution, sales. Merchandising built around Godfrey was big factor

If agency presentations put youn (o sleep . . .

... you'll get a kick out of this article by Shirley Stone, assistant radio-TV re-
search director at N. W. Ayer. Miss Stone kids dullness in presentations so effec-
tively her article may go a long way toward getting researchers—in and out of
agencies—to check and brush up on their delivery

Five ways (o promote your TV program
Promotion is to a program what advertising is to a product, But some clients
miss out on chances to built TV audience via these proved techniques

COMI N'

Hottest thing in radic: ecarly morning (hne
Stations and networks are doing big-time promotions of early morning news,

music-and-news, chatter, and service shows. The results? Spiraling sponsorship
and listenership for early morning time slots

3 November

Haoew te heandle Rids and animals on TV

Everything from rare Amazonian monkeys to elephants has appeared on TV com-
mercials and programs. In view of increased TV use of children and animals,
how can a sponsor be sure of an accident-frece performance? Station and agency
directors tell the hows and wherefores

3 Novembesr

Are elections won on the air?
SPONSOR studies the air campaigns of both the Republican and Democratic
Presidential candidates: (!} comparison of spot campaigns; (2] study of time
buying approach; (3] ratings of each candidate

o iR
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“Whole-hearted
thanks to

KWKH”

Says M. A. DICKSON “

1]y
President, Shreveport Druggist, Inc. AN
it 5
(Operators of Super Drug Stores) o O '.- e AT
w {u T\e S f g
IMPORTANT DRUG CHAIN EXECUTIVE ELE g e A 0
a N n - pod =
L 2R
As President of a group of alert drug merchandisers, 1 NTE " o y
and as a resident of the area which KWKH serves, A0y - Pl oat e
Mr. Dickson is well-qualified, indeed, to select wisely AN N 14
¥ - it

among the advertising mzdia in Shreveport. Late this
summer, Mr. Dickson wrote us as follows:

——

AY
€€ KWKH DAYTIME BMB MAP
Please accept our whole-hearted thanks for the Study No. 2—Spring 1949
. . doine for us with “I KWKH'S daytime BMB circulation is 303,230 families,
JOb which YOIII are ) dg ; § | Was i daytime, in 87 Louisiana, Arkansas and Texas counties.
Communist”. It is indeed a pleasure to have suc %27,701 or 75.09 of these families are “average daily
) i ) listeners”. (Nighttime BMB Map shows 268,590 families in
a program on your station, 1n view of the com- 112 Louisiana, Arkansas, Texas, New Mexico, Mississippi
. and Oklahoma counties.)
petent services you have rendered us . . . and the

low cost-per-listener on KWKH. We are proud to =
have our program included on your Fall lineup
which promises to be such a terrific success.

(Signed) M. A. Dickson”

A Shreveport Times Station

SHREVEPORT

50,000 Watts - CBS Radio » ™ecgunbem Company | Arkansas

Henry Clay, General Manager




that’s what
you like about
the South’s

Baton Houge

. . . because your sales story
on WJBO. the booming voice
of Baton Rouge. reaches the
largest overall audience of any

station in the market.

The South. vraditional land of
cotton. has become the dynanmie
land of new industry.  Baton
Rouge tyvpifies the South’s in.
dustrial and azricultural -
growth. Use Baton Rouge as a
test market, or use it as part of
an tegrated marketing plan-

but use it—for resalls.

NBC's [ o | 5,000 watt affiliate in Baton Rouge, La,

BO

WBRL (FM)

AFFILIATED WITH THE STATE-TIMES AND MORNING ADVOCATH

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO.
6

@ b y

0o Robert J. Landry

VS

]

N
0

The business press

Your conscientious motive-analyvzer is of the conviction that srox-
sOR was first amoug business publications to devote important
journalistie attention to the preeminently significant subject of tele-
vision films. spoxsor has published. early and recent. a series of
special round-up articles charting the course and predicting the
crowth of TV films. In addition to this it lured. from Advertising
Agency magazine. vastly knowing. judicious-eyed Bob Foreman of
BBDO to conduct a regular critique of TV movies as emploved
advertising copy as well as live commercials,

% e *

But let u~ not have quibbles over firsts. The interesting point is
less whether sPONsOR was the true pioneer in reeognizing the impor-
tance of TV films. Rather the mteresting point is that by now s=o
much publication space is being devoted to the subject. Billboard
has a quarterly survey. ariery has a weekly TV film department
and a studio shooting schedule. Broadeasting, Ad Age, Radio Daily,
Television magazine. Martin Codel’s newsletter, Judy Dupuy’s TI°
Filin Directory. and others all exhibit an appreeiation of trend.
Latest of all—coming up i a month or so—Stendard Rate & Data
will include a TV film section in eaeh subsequent issue.

* o *

Back to motives. Plainly all these publications, including sPoxsoR.
bave one motive in common. They wish to render a useful service
and to derive. out of that fact. [uture revenues. whether in the form
of circulation. or advertising. or both. The business press stakes
itx whole right to exist on “use’” and “usefulness™ and gambles that
lusinessmen will “appreciate” service.

* #* *

At some risk of seeming to be discovering. rather belatedly. the
value of the trade press we presume to suggest that many a business-
man has. in fact. a totally inadequate appreeiation of business jour-
pals and of how bereft of comfort. convenience and. ves. inspiration,
e would be without them. Try to imagine fashion withoul Women's
B ear or Tobe's Guide. Food without the Food Field Reporter.
It cetera. On the level of high executive briefing the business com-
munity’s debt of gratitude to Fortune and Business H eek is incaleul-
able, These books do much of business” thinking for it.

* % *

That last remark is no exaggeration. Business execulives often
camot see the forest for the trees. Nor do they have the leisure or
opportunities for wide-roaming curiosity which is the mark of the
l.est business journalists. Thix is not to imply that any business
jomrnalist is ever more knowledgeable of a given company than that
conpamy’s administrative officers. Far from.  Obviously business

(Please turn to page 91)

SPONSOR
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Flashlight “saturation’

in the U.S. almost equals that

of radio. More than 95% of all
American homes have at least

one flashlight. Many of them come

from New Haven’s Winchester
Repeating Arms Company, maker
of flashlights and batteries in a
complete, raw materials-to-finished-
product operation. It is

New Haven'’s largest industrial firm.
employing alimost 7,000 persons.

Winchester and more than 550
other industrial firms make New Haven
a prosperous market worthy of

your attentiorn.

New Haven homes

have a preference for WNHC-Radio,

a strong “community center”

for entertainment and news. Why

not join the families at home in New Haven
via WNHC-Radio, the best place to
reach and sell them?

20 OCTOBER 1952

IN new haven

new haven New England’s first

complete broadcasting service
Represented nationally by the Katz Agency



SURPASSED ONLY BY METROPOLITAN NYC AND CHICAGO ...

Big Aggie Land-—
a counirypolitan market

IT'S A MARKET made cohesive by one radio station, reached by one
station, ~old by one =tation. One of the world’s richest agricultural
arcax, Big Aggie Land’s milhon radio famihes last vear enjoved an
Afective buyving income ol $4.2 billiou, spent $£31. billion in purchases

at retail, Only two areasx spent more—utetropolitan NY(' and Chicago.

BIG AGGIE LAND ix the 267 counties in Min-

nesota. the Dakotas, Nehbraska and lowa covered

by WNAX. To the farmers and townspeople of
Big Aggie Land radio ix news, weather and Farm
data, entertainment and social lite—and radio s
WNAN. Radios are found in 97.3% of the homes:

QO, listen to WNAN 3 to 7 times a week.

NAX-570 4




LATEST DIARY STUDY PROVES

Big Aggie Land
dominated by WNAX

THIS YEAR, as in 1950, 1948, 1946 and 1945, Aundience Surveys, Ine. conducted
a lstener diary study in 80 Big Aggie Land counties representing 5 states.
Trends established in earlier studies continued in 1952, There are more radio
lhomes (up 279%*); more setz in use (up 69.5% davtime, 32.6% night); higher
WNAX ratings (up 50.7% daytime. 16.1% night): and bigger WNAXN average

audience (up 91% daytime, 479 night).

WNAX HAS THE TOP RATING in 97.3% of the 500 quarter-hionrs covered
by the diary, up from 87.8% m 1950. On an overall sharc-of-audience basis,
WXNAX averages more than 3 times that of its nearest competitor. Locally pro-
duced shows account for 48% of the quarter-iours covered by the diary, with a
28% average-share-of-andience, fantastically high in view of the fact that 52 sta-

tions received mention in the study.

THE DIARY STUDY** proves the unquestionable dominance of WNAXN. Big
Aggle Land is a rieh, fertile area well worth your cultivation. One radio station,
and only one station, delivers it—solidly. That's WXNAX, where yvou belong to
keep vour sales up and your sales eosts down. Further information fromr The

Katz Agency.

*AllGL comparisons express 1952 increase over 1945,
**For a copv, wiite Don dullivan in Yankton, > Dak.
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program

time ?

you can do
better

with Spot-
much better

There’s no groping when you buy national TV coverage
on a Spot basis: Full choice of mark!ets and time offerings
... no minimum group requirements . . . wholehearted
station cooperation . . . better picture quality than
kinescopes . . . savings in time charges—enough to cover

film prints, their distribution and other costs.

Get the full details from your Katz representative.

T " E K AT z A G E " c Y, INC o National Advertising Representatives

488 MADISON AVENUE, NEW YORK 22, NEW YORK  CHICAGO ¢ LOS ANGELES ¢ SAN FRANCISCO ¢ ATLANTA ¢ DALLAS » KANSAS CITY « DETROIT

10

S———

SPONSOR



New and renew

New on Radio Networks

K

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
American Chicle Co s$SCB cBsS 201 FBI in Peace & War; W 8-8:30 pm; 1 Oct; 13 wks
American Chicle Co SSCB CBS 201 Meet Miilie; Th 8-8:30 pm; 2 Oct; 13 wks
American Chicle Co SSCB CBS 201 Mr. Keen; F 8-8:30 pm; 3 Oct: 13 wks
Barbasol Company Erwin, Wasey & Co MBS Football digests; Sat; 5 min progs before & after

Game of Weck; through 6 Dec
Chevrolet Motor Div of Campbell-Ewald MBS 543 Election returns; T 4 pm to concl; 4 Nov only
General Motors
General Foods (Jell-O) l Young & Rubicam NBC Bob Hope; M-F 9:30-9:45 am; 10 Nov; 35 wks
General Foods (jell-O) ! Young & Rubicam NBC Bob Hope; W 10-10:30 pm; 7 Jan '53; 26 wks
General Foods I Young & Rubicam cBS 155 Calen Drake; Sat 1:55-2 pm; 4 Oct; 52 wks
General Mills Tatham-Laird MBS M-G-M Series B programs; M-F 8-8:30 pm; one-
\ ‘ min partic; 29 Sep; 13 wks
Gillette Safety Razor Maxon MBS 563 Blue-Gray Football Came; Sat 2:15 pm to concl;
27 Dec only
I. ). Grass Noodle Co Phil Gordon CBS 60 Space Adventures of Super Noodle: Sat 10:15-
10:30 am; 11 Oct; 39 wks
Hudnut Sales Co Kenyon & Eckhardt CBS 203 Edgar Bergen & Charlie McCarthy; Sun 8-8:30
pm; 5 Oct; 52 wks
Pillsbury Mills, Ballard Campbell-Mithun CBS 63 Jack Hunt; M-F 8:30-8:45 am: 1 Sep; 39 wks
Div
Plymouth Motor Corp, Div N. W, Ayer MBS 554 East-West Football Game; Sat 4:55 pm to concl;
of Chrysler Corp 27 Dec only
Republican Nat'l Com- Kudner cBS 194 General Eisenhower; Th 9:30-10 pm; 25 Sep only
mittee
R. |. Reynolds Tob Co Villiam Esty cBS 181 Camel Caravan; Sat 7:30-8 pm; 4 Oct; 52 wks
R. ). Reynolds Tob Co William Esty MBS M-G-M Series B programs; M-F 8-8:30 pm; one-
min partic; 29 Sep; 13 wks
U. S. Rubber Co Fletcher Richards cBS 33 Galen Drake; Sat 10:05-10:10 am; 20 Sep; 8 wks
Willys-Overland Motors Ewell & Thurber Assoc. CcBS 198 New York Philharmonic Symphony; Sun 2:20-4
pm: 19 Oct; no. wks not available
2 Renewed on Radio Networks
. SPONSOR AGENCY | STATIONS PROGRAM, time, start, duration
Billy Graham Evan- Walter F. Bennett ' ABC 236 Hour of Decision; Sun 2:30-3 pm; 2 Nov; 52 wks
gelistic Foundation
Cannon Mills Inc Young & Rubicam CBS 152 Give & Take; Sat 11:30-12 noon; 4 Oct; 52 wks
Carnation Co Erwin Wasey CBS 174 Ste;rzs Okver Hollywood; Sat 12:30-1 pm; 4 Oct;
wks
Carter Products Inc SSCB cBS 155 City Hospital; Sat 1:30-1:55 pm; 4 Oct; 13 wks
Club Aluminum Buchen Co ABC 19 Club Time; Sat 5:45-6 pm; 1 Nov; 52 wks
Products Co
Derby Foods Needham, Louis & Brorby MBS 558 Sky King: T, Th 5:30-5:55 pm; 9 Sep; 39 wks
Free Methodist Church Walter F. Bennett ABC 57 Light and Life Hour; Sun 8:30-9 pm; 26 Oct; 52
of North America | wks
General Foods Foote, Cone & Belding cBsS 57 Grady Cole Show; M-F 4-4:15 pm; 29 Sep; 52 wks
Gruen Watch Co McCann-Erickson I ABC 328 Walter Winchell; Sun 9-9:15 pm; 5 Oct; 65 wks
Pet Milk Gardner NBC 168 Truth or Consequences; Th 9-9:30 pm; 23 Oct;
52 wks
RCA Victor ‘ ). Walter Thompson NBC 192 Phil Harris; Sun 8-8:30 pm; 5 Oct; 52 wks
Reynolds Metals Co Buchanan & Co NBC 180 Fibst;er I\kAcGee & Molly; T 9:30-10 pm; 7 Oct;
wks
R. ). Reynolds Tob Co William Esty CcBS 181 Bob Hawk; M 10-10:30 pm: 6 Oct; 52 wks
Sterling Drug Inc Thompson-Koch Co MBS 400 John ). Anthony Hour; Sun 9:30-10 pm; 39 wks
Sterling Drug Inc Dagcer-Fitzgcrald- MBS 558 Ladies Fair; M-F 11-11:25 am; 29 Sep; 39 wks
ample
Swift & Co ]. Walter Thompson ABC 325 Breakfast Club; M-F 9:15-45 am; 20 Oct; 52 wks

SPONSOR | PRODUCT

— = R

Omega Qil

Block Drug Company

New National Spot Radio Business
AGENCY

| stone, N.Y

Dormin Inc ' Dormin sleeping

capsules

Kierulff & Co, L.A.
Richfield Distributors

Motorola radios
Richfield oil

| stone, N.Y.

Stroh Brewery Co Stroh’s Beer |

i vert, Detr

oit

Dowd, Redfield & )John-}20 major markets, coast

. to coast .
Dowd, Redfield & John- |15 stns, incl Calif, Chi,
stone, N.Y P

Zimmer, Keller & Cal-

| STATIONS-MARKET

CAMPAIGN, start, duration

Markets from Maine
through the Carolinas
‘23 stns, Michigan

One-min e.t. anncts; 5-15
weekly; 6 Oct; 26 wks
One-min e.t. anncts; end of

Providence, Sep, beg of Oct; 26 wks

Boston, Miami
Hixson & Jorgensen, L.A.'5 stns, Calif
Morey, Humm & John-

Anncts; 12 Oct; 6 wks
Anncts; through fall & winter

Hockey gZames; 9 Oct through
end of season

In next issue: New and Renewed on Television (Network and Spot);
} Station Representation Changes; Advertising Agency Personnel Changes

20 OCTOBER 1952

SPONSOR

20 OCTOBER
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Numbers after names
refer to New and Re-
new category

Fred Birnbaum (1)
Chas. D. Miller {4y
Rich. Hasbrook (1}
Geo. B. Faulder (1)
Stanley Reulman (1)

11
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New and rénew

12

4. Mational Broadceast Executives

Charles F. Abbott, Jr.
Warren Abrams
Claude Barrere

Fred Birnbaum
Morton Brandes
Matty Brescia
Norman $. Brett

Vin Callanan

A. H. Constant
C. Richard Evans

George B. Faulder
William Finkeldey
Robert W. Friedheim
Thomas D. Geoghegan
Richard Hasbrook
Tom Hicks

Robert S. Hix

Roy H. Holmes
Hal Hough

Don L. Kearney
Fred Kilian
Bertha Kurtzman
Sam Lake
Richard Lawrence
Milton L. Levy
Ray Linton

Terry Mann

Paul W. Mecnsing
Robert F. Meskill
Charles D. Miller
I. Robert Myers
Fdward C. Obrist
Roger Rambeauz
Stanley J. Reulman

B. G. Robertson
Patricia A. Searight

Don Searle

Norman Simpson
Warren Wade
Allen Wannamaker
Pierre Weis

FORMER AFFILIATION

Exec, sales development field

CBS TV Spot Sales, N.Y., res dept
Radio & TV Exec Soc, N.Y., secy
SPONSOR Magazine, N.Y., dept editor
Frederic W. Ziv, N.Y., acct exec

Libert Bdcstg System, dir press & pub rel

Mecrvin & Jesse Levine, N.Y., media dir

- WNHC, WNHC-TV, Ncw Haven, Conn.,

commi mgr
KRON-TV, S.F., prog mgr

KSL and KSL-TV. Salt Lake City, vp and

gen mgr
WMAK, Nashville, mgr

Capitol Records Broadcast Sales Div., exec

World Bdcstg System, N.Y., gen mgr
Jam Handey, Wash., D.C. rep
Avery-Knodel, mgr L.A. office

Dancer-Fitzgerald-Sample, N.Y., exec TV prod

KFH, Wichita, Kans., sls mgr

WINS, N.Y., sls mgr
WJZ-TV, N.Y., prog dir
ABC-TV Spot Sales, N.Y., natl mgr

Young & Rubicam, Chi., mgr radio & TV prog

ABC-TV, N.Y., telecast coordinator

Screen Gems-TV, N.Y., admin exec & bus mgr

World Bdcstg System, N.Y., exec
Oregon Trail Network, adv mgr

Free lance program consultant, midwecst
KH]J, L.A. and Don Lee, acct exec
WGN, Chi., acect exec

WIND, Chi., staff

WTCN, Mpls.. dir radio oper

NBC TV, N.Y., purchasing mgr
WNHC-TV, New Haven, Conn., gen mgr

Univ of Denver, coord of student personnel
Katz Agency, head Pacific Coast sls activi-

ties, hdqtrs in LA.
KWKH, Shreveport, La., comml mgr

NEW AFFILIATION

WJZ-TV, N.Y., acct exec. TV sls dept

Same, mgr Detroit office

BAB, N.Y., dir of member service

WCAU, Phila., asst radio prom dir

Consolidated TV Sales, N.Y.. acct exec

Southern TV & Radio Sales, Decatur, Ga., gen mgr
DuMont TV Net & WABD, N.Y., sls prom mgr
Same, vp

New Denver TV stn, gen mgr
Hawaiian Bdcstg System, Honolulu, vp and gen mgr

WMPS, Memphis, stn mgr

Consolidated TV Sales, N.Y., acct exec

Same, vp

WMAL-TV, Wash., D. C., TV acct exec

Katz Agency, mgr L.A. office

WDSU, New Orleans, prog mgr

Missouri Valley Bdcstg Corp, St. Joseph, Mo., exec wvp;
KRES, St. Jos., gen mgr

WPAT, Paterson, N. ]., natl sls mgr

WCBS-Tv, N.Y., prog dir

ABC Owned TV Stations, natl sls mgr

WENR-TV & ABC-TV Central Div., Chi., dir of TV prog

W|Z-TV, N.Y., operations mgr

Guild Films, N.Y., gen sls mgr

Same, sls mgr

KLX, Oakland, Cal., adv mgr

Charles Michelson, mgr new Chi office

KH]J, sls mgr

NBC Radio Spot Sales, Chi., sls stf

0. L. Taylor, Chi., sls staff

WCCO-TvV, Mpls., prod mgr

INBC Prod Dept, N.Y., dir prod controls

WNHC and WNHC-TV, New Haven, gen mgr
KLZ, Denver, prom mgr
Same, ncw hdgtrs in S.F.

KTHS, Little Rock, Ark., gen mgr

WTOP, Washington, D.C., asst radio, TV prog | Same, dir of prog oper for radio

serv dir

Will continue current affiliations t(pres., Town | KOA, KOA-FM, Denver, exec vp & gen mgr

& Farm Co.: pres, Searle & Parks)
WBTM. Danville, Va., sls mgr

WOR-TV. N.Y., prod “B'way TV Theatre”

WGTM, Wilson, N.C., gen mgr

| World Bdestg System, N.Y., sls mgr

WBRK, Pittsfield, Mass., sls mgr
Same, mgr

WBIG, Greensboro, gen mgr
Same, gen mgr

NAME
E. B. B‘;ker
M. W. Bates

John H. Boyle
Robert K. Byars
James P. Delafield

Alfred ). Goetz
Joseph Gould
Eugene C. Holcombe

Harold Johnson
H. Norman Neubert
Edward D. Podolinsky

Spensor Persennel Changes

FORMER AFFILIATION

Personal Products Corp, N.J., prod dir

Lever Brothers, N.Y., personnel placement asst

' WAVE-TV, Louisville, Ky., dir of TV

Standard Qii Co, N.Y., asst to the adv mgr
Birds Eye Div, Generai Foods, N.Y., asst mktg

mgr
| Pepsi-Cola, N.Y., vo & adv mgr
|S. €. Swanson, N.Y., acct exec

Kellogg Company, Battie Creek, Mich, merch

| mgr, feed div

| Lever Brothers, N.Y., display mgr Pepsodent

NBC, N.Y., merch mgr, oGo stns div

Household Finance Corp. branch office exec

NEW AFFILIATION

Lever Brothers, N.Y., brand adv mgr for Rinso & Spry
Same, brand prom mgr

Reynolds Metals Co. Louisville, dir of radio & TV
Same, asst adv mgr

Same, gen mgr

American Safety Razor Corp, Brooklyn, N.Y., adv mgr
lacob Ruppert Brewery, N.Y., asst pub rel dir
Borden Company, N.Y., adv mgr special prods div

Same, brand prom mgr
Lever Brothers, N.Y., brand adv mgr for Surf & Swan
Same. district adv mgr, midwest area

SPONSOR

Altied Florists' Assn, Baltimore
S.F. National Crest coffee

George W. Caswell Co,
Croton Watch Co, N.Y.

Home Products International, N.Y.
John [rving Shoe Corp. Eoston
Johnson & Johnson, Watervliet, N.Y.

{Tek-Hughes Div}

Kohler Manufacturing Co, N.Y.

Lever Brothers, N.Y.
Lever Brothers, N.Y.

Philip Morris & Co, N.Y.
Orange-Crush Co, Chicago

Page Milk Co, Pittsburgh

Paper Mate Co, Culver City, Cal.
RCA Victor Div. RCA, Camden, N.|.

Turner Hall Corp. N.Y.

Weston Biscuit Co. N.J.

New Agency Appointinents
PRODUCT (or service)

Flower service

Watches

Anacin

Mary Jane shoes
brushes

Rinso

Spry

Beverages

Paper Mate pcens
Custom Record Div

Admiracion products, Eska perm wave

preparations
Biscuits & cookies

Marlboro cigarettes

Tek toothbrushes, Hughes personal

IKohler headachc powders

**Slim’ non-fattening milk product

AGENCY

Bozelt & jacobs, Chicago
Hoeter, Dieterich & Brown, S.F.
Doyle, Dane, Bernbach, N.Y,
Dillon-Cousins & Assoc, N.Y.
Product Services, Inc, N.Y.
BBDO, N.Y. (eff 1 Jan ’53})

Herschel Z. Dcutsch & Co, N.Y.

Hewitt, Ogilvy, Benson & Mather, N.Y.
feff 2 Jan ’53)

Foote, Cone & Belding, N.Y. (eff. 2
Jan '53)

Cecil & Presbrey, N.Y.

H. W. Kastor & Sons, Chicago

Wasser, Kay & Phillips, Pittsburgh

Erwin, Wasey & Co Ltd, L.A.

Ross Roy, Inc, N.Y. & Detroit

Anderson & Cairns, N.Y

Geyer Advertising, N.Y,

Vurtbers after names
refer to New aud Re-
aew category

(. Richard FEvans (1)
Tom Geoghegan (1)
Tour Hicks hH
Vie Caflanan 1)
Ldward Obrist (1)

Vatty Brescia 1

Ray Linton th
Samt Lake (1)
1, Wannamalker 1)
Don Searle H
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and here's wy co o

WISCONSIN’S MOST EFFECTIVE SIGNAL — WTMJ, with
5,000 watts, is first on the dial at 620 KC.

" - COVERAGE — Primary coverage alone blankets 628,916 of
. Wisconsin’s total of 945,635 radio homes.

4| INCREASING LISTENERSHIP-— Although more people in
Milwaukee and in Wisconsin listen to WTMJ than any other
station, WTMJ continues to increase listenership. Current
WTMJ newspaper ad campaign, pointing up local shows and
personalities, includes three separate display advertisements
daily and Sunday, plus colorful, full-page ads in Roto Section
of Milwaukee Journal (circulation, daily, over 333,000; Sun-
day over 450,000).

Your Henry I. Christal Representative will help you plan a
successful campaign via WTMJ. Why not contact him now?

Represented by

THE MILWAUKEE JOURNAL RADIO STATION THE HENRY 1. CHRISTAL CO.

Y 5,000 WATTS @ 620 KC e NBC New York ~ ®  Chicago






CTPN

the first regional TV network

If you sell your product west of the Rockies,
these letters label an advertising package
that is put together especially for you. One
you have needed for a long time.

It’s a new regional television network,
the nation’s first, tying the scattered major
TV markets of the West into a unit which
is not only easy to buy and use, but as sales-
productive as any you will find.

It brings together move than 75 per cent
of the people of California, Arizona and
Utah in a single $10-billion market area.

And it carries with it opportunities not
available till now to tailor your sales mes-
sage to a Western audience. .. to closely co-
ordinate your merchandising... to program
with a regional touch—and with the full
production resources of CBS Television in
Hollywood at hand.

It’s here now, and your CBS Television
Spot Sales representative will be happy to
show you what it can deliver. It'’s...

CBS TELEVISION PACIFIC NETWORK

including KNXT, Los Angeles, KPIX, San Francisco, KFMB-TV, San Diego.

KSL-TV. Salt Lake City, and kpHo-Tv, IPhoenix,
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Relax . . .
use CKAC.
Montéreal

1. Huge coverage—2 out of
3 French radio homes in

Quebec.

2. Hundreds of thousands of
faithful listeners day and
mght, as reported by

B.B.M.

3. Selling power zecond to
none—~0,000,000 hox tops
in 1051.

CBS Outlet in Montreal
Key Station of the
TRANS-QUEBEC rodio group

! CRAG

MONTREAL
730 on the dial ® 10 kilowatis

Representatives:

Adam J. Young Jr.- New York, Chicago

16

Omer Renaud & Co.—Toronto

been confusing.

Tadison

TELEVISION BASICS

We can all agree that television has
I rely, however, on

~ publications such as yours to Lift the

veil on some of the confusion. Instead,
vouw've made my confusion complete.
I am referring 10 “Television Basics”
as reprinted from your 14 July 1952
issue.

Among several seemingly conflicting
charts are Charts 1 and 3 under “Cost
of Television Advertising.” In Chart
1 yvou show the average time and talent
cost of reaching 1.000 people by
television as $3.36. The chart makes
the point that television is cheaper
than some primt media. Chart 3 on the
opposite page shows the cost-per-1.000
of network programs by types with
the lowest—quiz and audience partici-
pation—shown as $8.74.

Iu Seetion 1, “Dimensions of TV's
Audience,” the first table shows 109
television stations. Table 4, on the
other hand, dated a month later shows
108.

The answer to these discrepancies is
not vital, but they would help dispel
the pall of confusion that hangs over
the medium.

VICTOR ARMSTRONG
J. Walter Thompson Co.
Detroit

® SPONSOR erred in not labeling its ““ecost-per-
1,000 fianres more e'early., The NBC figure,
properly labeled, is for 1,000 people. The fizures
for program types, whiech were not eompletely
labeled, are for 1.000 homes. There is no sig=ifi.
cant diserepancey in the figures when you consider
that eaeh home has three vicewers per sete The
second discrepaney referred to in Mr. Armstrong’s
letter arises becanse there is one ron-U.S. station
on the Mexican lwrder whiclh eovers U S, terri-
tory., It was inclnded in the first total referred
to above, not in the seeond. SPONSOR regrets
any confusion such diserepancies may have ean<ed
readers, wislies to point ont that it is jnst for such
reasons as this that all advertisers should demand
clear definition of terms when they are presented
with rating, cost-per-1,000 or other rescarch data.

POST CARD RESEARCH

This ix just to tell you how much |
appreciated the story you did on my
TV Score Card in the August 25th
issue of sponsor. [ have had many
favorable compliments on it. I certain-
ly hope that anyone in the advertising
and television profession will feel free
to adapt it and use it in any way that
will benefit the industry.

My one apology. of course. is that
I didn’t have more pictures taken of

viewers taking the cards or filling them
out. For the few that I did get I am
greatly indebted to James Seidcheck,
a freelance Chicago photographer,
who did an excellent job in taking such
authentic. on-the-spot shots without the
viewer’s knowledge.

Finally, 1 would like to offer my
personal help to any of sPoNsOR’s read-
ers who plan to do future experimenta-
tion with the TV Score Card method.

G. HerBERT TRUE, Asst. Prof.
Notre Dame University

FOREIGN LANGUAGE MARKETS

Many thauks to you for the publica-
tion of the thumb nail sketches on the
foreign language markets in your Fall
Facts issue.

On page 90, I note that you list my
name as being one of the “experts” in
the Spanish language field. 1 beg to
disagree with you on this score, how-
ever, one always does appreciate pub-
licity. It’s pretty hard to be expert in
a field that you have only spent three
and a half years working on. Let us
say that | have information available
that probably cannot be gotten through
many other sources. Anywav. I do ap-
preciate the plug.

May I offer some suggestions? Our
organization is also listed in San Fran-
cisco, Chicago, and New York, so that
those advertisers have the latest avail-
able information on the Spanish lan-
guage market in this country at their
finger tips.

Let me correct vour third para-
graph on page 86 wherein you list the
radio stations in some of the Mexican
markets with a prefix letter of “Z7
which should be corrected to “X.” AH
radio stations in Mexico begin with an
“X7 in their call letters.

For your information. and for the
information of anyone who may query
you, our organization now has avail-
able tlie latest 1950 7. S. Government
breakdown by county of U, S. citizens
with Spanisli surnames. This informa-
tion may be important to advertisers
who have never had anvthing hut esti-
mates in such states as New Mexico
and California. This information is
available to any advertiser who would
care to inquire at one of our oflices or
write dircctly to this oflice,

Again mauy thanks to you—vyou are
doing a fine job!

ITarLAN G. OAKES
Harlan G. Oakes & Assoctates
Los Angeles

SPONSOR

e




And keep 'em up...with
= FRONT PAGE DETECTIVE starring

Edmund Lowe. Ratings and sales curves reach

£ for the sky when this top mystery-detective film

\ .

T4 ?i* 4 series is aimed at local markets. Here's proof:
P SR Sth most popular TV show in San Diego.

Among the Top 10 shows in Baltimore.
Sponsor’s sales up 42% in just 26 weeks.

Raise your sales sights faster with ‘‘Front Page
Detective.'” 39 complete half-hour episodes.
Still available in many markets. Call or write...

Consolidated Television Sales
5746 Sunset Blvd., Hollywood 28, HO 9-6369
25 Vanderbilt Ave., New York 17, MU 6-7543
520 N. Michigan Blvd., Chicago 11, Ml 2-523]

DISTRIBUTORS OF FILM FOR TELEVISION » HOLLYWOOD s NEW YORK ¢ CHiCAGO » ATLANTA » PHILADELPHIA ¢« HOUSTON » CLNCINNA
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in Wisconsin

SPORTS
BROADCASTING

7¢h Year!

o Marquette University Foothall
Exclusive!

o Milwaukee Brewers Basehall
Exclusive!

o Milwaukee Hawks Baskethall

Sth Year!

o Wisconsin Univ. Baskethall

NOW

exclusive in
Milwaukee

ALL

 GREEN BAY
PACKER GAMES

o [Ihis vear thirtyv-cight Wiscon-
siit,  Michigan, Minnesota  and
lowa radio stations <hose for
thetr home wown audiences the
exclusive play-by-play reports ol
the Green Bay Packer Foouball
ganmes  ortginated by WEMP's
It Gillespic.

Further proof that \WWEMP s
vour best round-the-clock  Nhld
waukee radio buv, Dollar-wise
statistics show vou get 214 umes
more audicice on AWEMP than
iy M ilwaukee network station

Get the facts before you buy . ..
ca'l, write or wire collect your near-
est Headley-Reed office or WEMP,
Milwaukee 3, Wisconsin.

Complcte Corverage—All
Major Milwaukee and
Wisconsin Sports |, . .,

WEMP

AM-FN 1340 K. €.

24 MNrs. Music - News - Sports
MILWADKEE

Roberte C. Palmer

U Sponsor

Flako Products Corp., New Brunswick, N. J.

Wlhen a lawyer steps up to the presidency of a food manufacturing
concern. you might expect that highly conservative business policies
would follow. This was uot the case when Bob Palmer and hix asso-
aates zequired control of Flako Products Corp. in April 1952,

The company. which manufactures Flakorn Corn Muflin Mix, Cup-
lets Cup Cake Mix. Flako Pie Crust Mix. and Flakies Cookie Mix. had
always concentrated most of its advertising appropriation in news-
papers with only occasional excursions into other media. Now the
firin, while protecting its longtime imvestment in a “newspaper audi-
ence,” has expanded its promotion to emibrace radio-T\ . trade papers.
aund magazines to push its four major baking mixes.

In fact. about 50% of this yvear's ad appropriation will be spent in
the air media via 1. B. LeQuatte. Inc. Cuarrently, Flako sponsors
Galen Drake on 19 CBS radio outlets every week. Through TV spots
Flako gets across 62 10-second aunouncements a week over 12 stations,

Palmer puts heavy stress ou teamwork in evervthing he does. In
speaking of the company’s future plans he emphasizes that any plays
called are the result of coordinated efforts with his associate, William
I. Sheflield. Jr., exceutive vop. and treasurer.

The same thinking i~ reflected in his marketing concept “Not only
are we expanding in our vse of media. but almost all of our advertis-
ing is now deliberately geared 1o help the food retailer by the promo-
tion of store-wide food items which he sells in addition to our mixes.
W fcel that our most cflective selling is that which helvs buvers.”

=il in hix ecarly forties, Palmer had been a director of the com-
pany for five years before taking over active control. “Tuoruing to
radio and TV he explains. “sccmed a perfect way of demonstrating
to our dealers the vigorous. aggressive management my associates
aud | planned for the company.”

\ctoallv. alwost the fivst action taken by Bob Dalmer and his
associates after they have acquired coutrol of Flake PProducts Corp..
was to anthorize a ~tatement to the food indunstry. published i paid
space. plcdging just surh management.

Varried. and the father of three ehildrea. Bob Palmer is a grado-
ate of Yale and the N0 Y, UL Law School. Tle served tu the Navy
during the war and was honorably discharged as~ a Lecutenaut
commander. LA

SPONSOR



‘X 7( ; N 50,000 Watts
A Clear Channel Station

NOW OFFERS MORE FOR LESS

ONE RATE from 7:00 A. M. to 10:30 P M.

EFFECTIVE NOVEMBER 1, 1952

NOW, more than ever before, WGN is
the greatest buy in the Middle West:

Radio Homes Homes Available
In WGN's Coverage Area™ Per Dollar**

Six Years Ago 3,761,000 4,178
One Month Ago 5,079,000 5,643
NOVEMBER 1 5,079,000 11,287

This means, as of November 1, you can reach 7,109
more homes per dollar than you could six years

ago, and 5,644 more homes than a month ago . ..
WGN, the BEST advertising buy in the Middle West.

* Nrelsen Rudio Index ** Bused on Cluss A, 1 time, hour rate

Chicago 11
A Clear Channel Station . . . 1llinois
. . . 7 J 50,000 Watts
Serving the Middle lest Iq

720
MBS On Your Dial

Chicago office for Minneapolis-St. Paul, Detroit, Cincinnati and Milwaukee
Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston

Geo, P, 1ollingbery Co.
Mdvertising Solicitors for Al Other Cltles
1.os Angeles — 411 W, 5th Street ¢ New York— 500 3th Avenue o Atlanta-— 223 Peachtree Street
Chicago— 307 N. Michigan Avenose ¢ San Francisco — 0625 Market Street

20 OCTOBER 1952

19






Ears and towers, sales and dollars—these make modern heraldry for
The Plus Network. + Ears to mark the 17 million radio homes

in NON-TV AMERICA (dommated 2-1 by aBs) and the 73 million

family-hours-a-day of radio listening i TV AMERICA

(where MBs alone 1s gaining listeners). + A neighborly

radio fower to set the MBS pattern of the most

stations nearest the most people (560 athliates—

nearly double any other network’s). + Sales gains

to show what s 1s doing for clients (and vice versa:

billings up 13% here, 1st 9 months
over '51). + Stretched dollars to
represent MBS economy (lowest costs
in all broadcast advertising).

+ + + + T hese four forces, put together the

Plus way, can herald new profits for you!

Mutual Broadcasting System - 1440 Broadway - New York 18 - LOngacre 4-8000
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LOS ANGELES
LEADS \ALL

LOS ANGELES
INDEPENDENTS

according to 1952
Pulse Out-of-Home

Listening Survey

LOS ANGELES is
FIRST

in total number of
automobile radios with

837,000

WHEN YOU BUY
GET THIS

FExtra Bonus

MAKE THE WISE BUY!

THE
BRANHAM
COMPANY

27 veaks

of service in
America's

THIRD LARGEST
MARKET

LR AGO

SAM PRANCISCO
LOS ANGELLE
CHARLOTTE
DITROIT
ATLANTA
MEMPHIS

T, Louis HARRY MAIZLISH
BALLAS Pressdens - General Manager

New developments on SPONSOR stories

'YOUR SHOK OF SHOWS’

NBC TELEVISION EVERY SAT. NIGHT

BOOT POLISH GRIFEIN
Witk o MIRACLE OF MILROS N

Griffin’s merchandising of new TV sponsorship includes subway posters, car cards

.
See: “Griflin: 17-year spot wonder™
10 March 1932, p. 25

|
S issue: .
0 o] Subjeet: Veteran spot radio uscr Griffin

launches new produet via net TV

Till this fall. the Grifin Manufacturing Co. never wandered ver\
far from relying on spot radio as the mainstay of its advertising.
spending about two-thirds of its over-$1.000.000 budget in that me-
dium. But the company was recently faced with a special sales prob-
iem which its agency, Bermingham, Castleman & Pierce, felt spot
radio alone could not solve—with the necessary speed.

Grifin wanted to launch a new product, Microsheen Boot Polish.
and get it rolling on the market this fall. To do this. thev sought a
vehicle which would give the new product a big, attention-getting
sendoff and help get it across to dealers and consumers as quickly as
possible. A high-rated network TV show seemed to be the answer—
and NBC-TV’s Your Show of Shows (Saturdays. 9:00 to 10:30 pan.)
was elected. Grifin now bankrolls a 10-minute segment on the show.

The company is merchandising its Show of Shows sponsorship to
the fullest extent. It has issued subway station posters and car cards
which prominently feature stars Sid Caezar and Imogene Coca, and
hoost one or another of the Griffin products—N>\icrosheen, Liquid
Wax. or ABC Polish. Subway and train riders in all major cities in
ille ILast and in Chicago are seeing lots of the comedy duo in this
way; theyre pictured on posters in 11 different poses (a measure
teken by Griflin <o that people will not tire of seeing the same photo
all the time). Sid and Imogene are similarly starred in other Griffin
merchandizing pieces, counter cards, shelf strips. as well as in its
current trade advertising.

Actually heavy merchandising of air campaigns is nothing new
to Griffin: they've been doing it all along with their radio advertis-
ing to assure their items good shelf position and favor with retailers.

For most of the year, Grifin has been using some 300 stations in
its radio spot schedule. With the new TV campaign and the usual
seasonal slowdown in the months around Thanksgiving and Christ-
mas. they have presently reduced the spot schedule somewhat; their
plans. however. include the balancing of the TV network coverage
with =pot radio in markets not reached or not completely covered by
the Show of Shaows.

(Griffin used TV once before: they sponsored Paul Whiteman's 77
Teen Club (ABC-TV) from March through June. 1950, but dropped
it because its circulation wasn’t wide enough to do a proper job).

Jim Walker. Griffin account exceutive at Bermingham. Castleman
& Pieree, reports an enthusiastic response from the trade on the
Show of Shows venture, though no concrete sales results are avail-

able as yet. * K *

SPONSOR
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He'll lift Your Sales
to a new high

in the Great Seattle Market

ey e

I 5

The KRSC Salemaker Spot Plan will boost
your sales in the Seattle market to an all-
time high—right now! Terrific all-day, all-
wzek impact! More listeners per dollar!
And, the Salemaker is easy to use, easy to
buy. Eight spots per day cost you no more
than a one-a-day schedule on a network
station,

For complete Salemacker facts call or wire
KRSC Naticnal Sales or our nearest repre-

sentative:

EAST: Geo. W. Clark, Inc.
WEST: Lee F. O'Connell Co., Los Angeles

Western Radio Sales, $an Francisco

sells all
the big Seattle market

20 OCTOBER 1952

23



deft

in

the
afternoon

Handsome, affable Jim Patterson. MC of WBT's
afternoon-antic show, "By Jimminy™, is deft with discs and
cunning with commercials. Sponsor messages, introduced by any
prologue from a storm at sea to a 10-second playlet

(all Patterson voices), rate high attention—and an audience
larger than the next /uo most popular Charlotte -£:30 P. M.
programs. For serene selling to 3,000,000 Carolinians,

mvestigate "By Jimminy™!

I) I CHARLOTTE, NORTH CAROLINA

JEFFERSON STANDARD BroADpcasting ComMpANY

LOSSUS OF THE CAROLINAS

Represented Nationally by CBS Radio Spot Sales




Whan checks radio/TV
in New England

B e =1

COMPARISON OF W

Facts unlimited

Forest Whan diary-interview studies give

unique qualitative look at radio/TV

in Kansas, Iowa, and New England in 1952

What new Whan studies mean to advertisers

1. Radio/TV set saturation in two typical Midwestern
areas and one major Eastern area are now on a
comparative basis for study by all broadcast users.

2. The extent of out-of-home listening, in cars and else-
where—such as in restaurants, for example—is charted,
along with qualitative facts on usage and air preferences.

3. Special diary studies record the amount of time spent
with leading ad media, show that radio is still ahead in
Midwest and East among competing indoor ad media.

20 OCTOBER 1952

20 OCTOBER 1952

Whan checks radio/TV
in Midwest

HAN-MEASURED AIR DATA IN MIDWEST WITH THAT OF EAST IS NOW POSSIBLE WITH NEW STUDIES

Timebuvers and admen,
& who have long used the an-
nual Midwestern radio-TV audience
studies of Dr. Forest I.. Whan as key-
stones in the planning of farm-area
broadcast campaigns, received some
welcome news this month. For the first
time, admen can compare the Whan-
measured broadcast habits and pref-
erences of Kansas and lowa with those
of the industrialized, highly urbanized
Eastern United States.

What has made this possible is the
recently released and newest of Dr.
Whan’s area reports, entitled “The
Boston Trade and Distribution Area.”
The study is new in scope, but old in
method; the same meticulous yardstick
that had been applied for more than a
decade and a half to Kansas and Towa
was applied to New England. Thus, all
three areas studies are now compar-
able to each other.

Credit for adding this new dimen-
ston to the earlier Whan studies, and
for producing a valuable piece of re-
search in itself, goes to Westinghouse’s
WBZ and WBZ-TV, and to Free & Pe-
ters, WBZ’s representatives. Deter-
mined to prove that radio remains a
powerful medium even in the TV-.con-
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THREE STATIONS SUBSIDIZED NEW W

<«cious area around Boston, WBZ cour-
ageously subsidized the new report. at
the recommendation of Free & Peters.

(The word “courageous™ applies.
Dr. Forest L. Whan specifically warns
stations that if they intend tv publish
the report. they must publish it in full

-whether or not the station looks good
in all of the findings.)

it's clear that the release of the
“Boston Trade and Distribution Area”
report. i conjunction with the Kan-
sa~ report (subsidized by Topeka's
WIBW) and the Towa study (subsi-
dized by Des Moines” WHO) will be
a broadcast rescarch milestone 1 1952,
The facts speak for themselves; by
comparing the two Midwestern studies
with the new Boston-area report. ad-
men can now evaluate East vs, Mid-
west radio and television audiences on
such vardsticks as:

1. Radio set ownership and use. in-
cluding much valuable data on multi-
ple-set use. in the Midwest and in
the East.

2. Televizion set ownership and use.
mcluding data on simultaneous use of
radio and video receivers in homes. n
both Eastern and Midwestern areas.

3. Out-of-home radio li<tening hab-
its, with qunalitative data on where the
listening is being done and how long.

L Auto-radio hstening facts and
figures. showing the amount and time
of car radio listening. program and
slation preferences, ete,

5. Inchome work, leisore. and com-
parative media activities in the Mid-
wesl and East. which throw mueh new
light on radio’s strength.

0. Radio and TV «tations’ share of

26
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HAN SURVEYS (L. TO R.}

WHO'
audience. coverage, and station pref-
erences for Dboth areas, representing
key time buying information.

7. An exploration of the public’s at-
titudes toward radio and TV, and their
recommendations for improvement.

8. A complete profile of listening
and viewing habits, covering share of
audience by quarter hours for weck-
days and weekends.

As Dr. Whan himsel states. “To
pick from this wealth of wmaterial the
most outstanding finding in the sur-
vevs is quite impossible. The surveys
are a gigantic sales tool for both radio
and television.”

In the charts on these pages. and in
the report whicl follows. spoxsor has
attempted. however. to select many of
the most useful and thought-provoking
findings in the studies. They are not
a summary of the complete report by
any means, since each of the studies
comprises nearly 100 pages of charts,
maps. graphs, findings. and conclu-
STONs.  SPONSOR hlr(mgl)' recommends
that interested agencies and clients ob-
ta'n copies of the full reports {from the
sponsoring stations, or from Dr. Whan
himself at the Universith of Wichita,
and then pan even more nuggets from
this gold mine of research.

For advertisers with a special in-
terest in the habits and preferences of
farm-area broadecast audiences. there is
much to be learned by comparing the
findings of the 1952 Kansas and lowa
Whan studies with previous radio-TV
measnrements by the famous rescarch-
er. Using a “stratified” personal in-
terview-plus-diary technique of surves-
ing. Dr. Whan’s research teams have

SPONSOR

PAUL LOYET, WIBW'S BEN LUDY, AND WBZ'S W, C. SWARTLEY

bnilt up a continuous record of broad-
casting impact in the Midwest. for 16
and 15 years respectively for Kansas
and lowa. [3ee “Radio listening in the
Midwest: Spring 1951.” in sPoxsor
for 19 November 1951.)

Most leading advertisers who have
products to sell in all parts of the
country are, understandably. most in-
terested in what Dr. Whan's studies
show about radio-television in the East
as compared. on the same yardstick.
with the Midwest. .

Therefore. what follows below are
Key comparisons from the three 1952

Ld

e
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1. Kﬁdiﬂ and TVl |
set ownership
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Researcher
Forest L. Whan

Educator, researcher, and
authority ou radio/TV.
Dr. Forest L, Whan de-
signed the meticulous
surrveys of broadeast audi-
ences in the Midicest

and East which bear his
name. He is chairtmwan of
the Unirersity of Wichita's
Conuuittee ou Radio-TV.

area studies by Dr. Forest L. Whan:

I. Radio and TV set ownership—
Ecst and Midiwest. [t's generally ae-
cepted. though always
bered, by every adman that radio
throughout the nation is at near-satu-
ration levels. Just how big radio real-
Iy 1s in these two key areas can he
judged from the charts on this page.

They show, for example. that 93.67¢
of the total homes in the multi-state
“Boston Trading & Distribution Area™
are radio-equipped with one or more

not remei-

sets. In Kansas and lowa. the figures
are slightly higher—99% and 99.2¢¢
respectively for at least one radio.

Proof of the “dispersal effect” of
TV —that is. when a TV set comes into
the home. people buy more radios, and
put them all around the house—can
be seen in the figures on multiple-set
homes in these same charts. The Dos-
ton area. with its higher degree of ur-
banization. more TV stations. and bet-
ter TV reception because of proximnty
to TV outlets. 15 ahead of the Midwest
on the score of TV set saturation. as

Advertiser's view
oun Whau reports

B. Clements Sperry, ad
wmanager of Oklahoie
Tire & Supply. is a hig f
of Whaw's. uses the surr
data exteusively in spead-
ing a $600.000 budgzet

in spot radio thronghout
four big Midwestern
states. Savs Sperry: “Tre-

wmeudous information!”

the charts show. However, in the total
area surveyed by Dr. Whan in New
England. some 21.19¢ of the city and
country homes—and that’s about one
in every five—have three or more ra-
This reflects the fact that some
listening to radio is done on secondary
sets due to TV. In Kansas and lowa.
where the impact of TV has been less,
the figures on multiple-set homes are
also lower. About 13.3¢ of the homes
1 Kansas have three or more radios;
in lowa. the figure is 15.1% . Boston-
area familie~ are ahead in extra =ets.

dios.

IN MIDWEST

IN NEW ENGLAND

Kansas lowa Boston Trade & Distribution Area
an survey covered all of state of Kansas, using a “strati. W hau surrey covercd all of the state of lowa, usiug W hau survey corvered rvirtually all of Massachusotts;
" sampling techuique. lu all, some 7,050 families were “stratified” sampling techuique. lu oll. some 9,143 fam- all of New UHampshire: 12 couunties of southera
Yrviened iu urban areas. rvilluges. aud farms: 13.2° of ilies were tuterviewed in urben areas, rvillages, and farms; Maine aud easteru half of Vermont. Sowme 10,093
lie same families filled vut vue of four differeut radio- some 13.19, of these families filled out oue of four differ- families were iutcrviceued persopally: 1,107 howes
J diaries. B hau survey period: 13-20 April 1952, ent radie-T1 homes diaries. DPeriod: 20-30 March 1952, reported 1cith diaries. Period: 17:28 Jauuary 1932,
|

Ownershio of radio sets in the home Ownershio of radio sets in the home Ownership of radio sets in the home

:entage of homes Total Farm Village Urban Percentage of homes Total Farm Village Urban Percentage of hemes Tetal Metropolitan  Qutside

‘tpped with: Area Homes Homes Homes equipped with: Area Hemes Homes Homes equipped with: Area Boston Area

}

" more radios 99.0% 98.4% 99.1% 99.3% | er more radios 99.2% 99.2% 98.7% 99.4% | or more radios 98.6% 98.7% 98.49
more radios 46.1 37.0 42.1 54.6 2 er more radios 51.6 48.2 46.2 56.4 2 er more radios 55.9 571 55.0
more radios 13.3 7.8 11.3 18.3 3 or more radles 15.1 10.7 12.4 19.3 3 or more radies f 21.1 21.9 20.2

{ more radies 3.4 1.2 3.1 5.2 4 or more radios 4.2 2.2 3.2 6.0 4 or more radios 7.2 7.7 6.8

I —

Ownership of TV sets in the home Ownership of TV sets in the home Ownership of TV sets in the home
i Total Farm Village Urban Total Farm Village Urban Total Metropolitan  Qutside
Area Homes Homes Homes Area Homes Homes Homes Area Boston Area
! |entage of all Percentage of all l Percentage of all
e o ms‘ 10.0%  6.8% 11.0% 11.7% e TV tetsd 25.7%  21.2%  21.0% 30.9% Porccntage of all 149.5% 67.4% 32.2%

Flet in Omaha, Neb., two in Kansas Citv. Mo., and
stations telecasting from Tulsa and Oklahoma City.

NOTE: One TV outlet is in the center of the state of
lowa at Ames: another is on the horder at Darenport.
Two Omaha TV outlets. and one in Rock Island are

viewed in lowa, plus some minor viewing to others.

NOTE: Area is served primarily by two Boston
TV outlets. Some viewing in area Is done to
Tl outlets in New Harven, Schencctad)
Boston stations have orver 909 o) audie

RCE: “The Kansas Radio-Television Audience of 1952” study
\|'r Forest L. When of the University of Wichita, April 1952

SOURCE: "'The 1952 fowa Radio-Television Audience >urvey
Dr Forest | Vhan, Univer f Wi £ April

y
1952

SOURCE: "

T sty



IN MIDWES I |

lowa

(For area and homes covercd, sce previous page)

Kansas

(For area and homes covered, see previous page)

2, huto radzo

f,r-

Ownership of radio-equipped automobiles* Ownership of radio-equipped automobiles

.
Percentages of car radio ownership are based on

. - oy . g
sults of all interviews of all families in each grod

Percentages of car radio owunership are based on re.
1 sults of all interrviews of all families in each group.

Owning a radie-equipped Al fa_mllies Car owning Owning a radio-eguipped All famities Car owningA

auto: guestioned families auto: guestioned familles

All families guestioned 58.8% 65.5% All families guestioned 58.3% 67.4%
Farm families 57.9 60.3 Farm families 65.7 67.8
Village families 56.0 66.5 Village famllles 51.4 63.9
Urban famliies 60.6 71.5 Urban famiiles 55.9 68.6

Car radio use by riders in radio-equipped autos Car radio use by riders in radio-equipped aut

Perceuntages based on replies from riders iu such cars:
1,809 women, 781 men interviewed; 990 diary-repori-
ing men. Figures are for car-radio-owning families:

Percentages based on replies from riders in such ear
1,717 women, 1,125 men interviewed; 1,138 diary-
porting men. Figures are for car-radio-owning familic

s .used the car “1 used it ““l used the ecar “1 used
radio yesterday'' today’’ radio yesterday'’ today' |
“Yes, !”used the Womgn In- Men In-  Men diary. ‘““Yes, 1 used the Women in- Men In- Men dia-l]
car radie'’: terviewed terviewed reporting car radio": terviewed terviewed reporting
All reporting 49.6 % 57.7% 64.8% Alt reporting 45.9% 53.4% 63.7"'ﬂ
Farm riders $3.5 61.1 63.7 Farm riders 46.1 51.3 66.8
Village riders 49.4 53.5 63.7 Village riders. 44.4 55.0 67.0
Urban riders 47.6 55.5 66.1 Urban riders . 46.2 55.3 60.8
Data concerning the continuing growth of the number sured this factor for a number of vears. The num

of radio-equipped cars can be found in both the Kansas

of radio-equipped cars jumped 479 between 1949
and lowa 1952 Whan es e both bhave me

1952 in Kansas. 399% in lowa The number of rad

SQURCE" Wha

2. Radio-TV listening and view-
ing—East and Midiwest. To radio’s
advertisers a lot of radios around
house mean less than nothing when
they are not in use. However. the ex-
tent to which radios are used in the
Midwest and in the East is a surprise.

Radio usage in areas underneath the
umbrella of TV outlets s generally
thought by most advertisers to have
suffered terribly from TV competition.
Many factors—-the widespread public-
ity of TV's growth. the feeling that it
is an exciting new medium, the clamor
of sales departments for TV advertis-
ing- have contributed to this.

Dr. Whan’s figures for the Boston
study- - which covers almost all of Mas-
sachusetts, all of New Hampshire. half
of Vermont, and southern Maine—
show that practically one out of every
two howes in the area ((19.5% of the
total hiomes) has a television set, and
can get reception on it.  (In metropoli-
tan Boston it=elf. this figure rises to
nearly seven out of 10 homes having
TV 6710 of the total.)

But these homes are far
as {,1‘ as ra(]i() iS (‘””('(‘IA“('(I.
tabelled
ter-Hours

from lost
as a chart
“Share of Audience by Quar-
Radio vs, TV”

i tlie Bos-

28

ton study clearly shows.

During January 1952 in the “Boston
Trading & Distribution Area,” when
every other home could potentially be
reached by television, radio accounted
for an average of 90¢ of the tolal
broadcast audience or better, quarter-
hour by quarter-hour, hetween the
hours of 7:00 a.m. to 10:00 a.m. on
weekdays. (This should at least prove
the tremendous strength of early-morn-
ing radio in heavily populated. TV-
conscious areas.)

However, radio continues to hold up
during the rest of the day. when listen-
ing and viewing in the Boston area are
compared. Radio’s percentage share
of the total broadecast audience from
10:00 a.m. to 1:00 p.an. still gives ra-
dio figures i the 80’s and 90°s. TV
percentages. in the 10°s and 20’s

In fact. TV doesn’t really make its
mark until around 4:00 pan.. when the
figures begin to drop to the mid-50's
for radio on a percentage share of the
total air audience. In the carly eve-
between 6:00 p.n. and &:00
p.nv, radio jumps back strongly. umtil
the balance i< often 70-30 in its favor.
Then, late at night, radio picks up
steam again for a strong finish.

ning,

SPONSOR

The big wallop of TV in an area
where every other home has a TV set.
according to Whan’s study, therefore.
looks more like a quick jab. TV is
strongest from about 8:00 p.m. until
around 11:00 p.m. Then. TV walks
off with something like 357 1o 607

of the air audience. leaving the rest
divided up among radio outlets.
However. it should be pointed out

of the TV.

to 13¢;

that in some 777

e ;\W'



- IN NEW ENGLAND

Boston Trade & Distribution Area

(For area and homes covered, sce previous page)

of listening and viewing done in homes

197 of the tractors have radios. Their

I in the Fast and Midwesl. as shown in  use brings the Midwest back in line
Ownership of radio-equipped automobiles* the chart at bottom of page. In the with the East on mobile radio usage.

|\ Percentages of car radio ownership ure based on re- Fast, the average male adult spends 3. In the East, half the women and

[ pltes jram 9,995 families interviewed in radio homes. about 130 minutes a day listening to a little more than half the men who

}L Owning 2 radlo-equlpped A«:Le:?in;yin:::s Pt radio: the average female adult spends ride in cars that are radio-equipped
about 174 minutes. In the Midwest, wuse the radios. For the Midwest. the
All famities questloned 46.1% 62.0% the combined average is around 180 figures are almost exactly the cam

Metropolitan Boston . X . A

famiiles : 46.4 67.0 minutes a day spend with radio by 4. In the East, about one out of four

G DGR 45.7 57.8 male adults; about 340 minutes by  women riders and one out of five male

Urban familles 46.1 64.2 i . .

Rural families 46.1 52.2 adult females. drivers who use the car radio turn it

Car radio use by riders in radio-equipped autos

Fercentages based ou replies from riders in such cars:
1,628 women nnd 969 men interviewed; 2,055 diary-re-
porting men. Figures are for car-radio-owning families:

3. Out-of-home radio listening—
East and Midwest. Two different
types of out-of-honie listening were

measured by Dr. Forest L. Whan and

his associates in making the two Mid-

on within the first five miles. In the
Midwest, the “turn-on” time is even
faster. About one out of every three
male and female drivers alike in the
Midwest who use a car radio snap it
on within five miles.

radio” yesterday oty western reports and the report in the 5. On a long haul, the set in a radio-

atradtere L Memiewed teovieved ranerting New LEngland area. The first of these equipped car gets lots of use. In the

- was auto-radio listening which ac-  East. if the distance traveled is over
"L'e't::::'l't':n 507% 55.4% 52.0% counts, according to Pulse studies, for 100 miles, slightly less than seven out
Boston 53.5 60.0 51.6 some 507 or more of out-of-home ra- of 10 women and slightly more than
3:’;:':° ares - ‘;(7"; g;; 21294 dio listening. seven out of 10 men will turn on the
—— 50.8 50.3 52.3 The other phase of out-of-home lis-  radio during the trip. In the Midwest,

quipped cars in the Boston Trade & Distribution area
an't be traced on a iong-term basis, since this is the

rst Whan survey conducted in the New England area.

equipped homes on week nights, and

tening checked by Whan concerned
the amount of listening done in non-
car locations, such as business estab-
lishnients. restaurauts, and the like.
Here are some of the highlight find-
ings on auto radio listening (for fur-
ther data. see charts at top left of
1. In the East. nearly half (46.1% )
of all the families in the Boston area
own radio-equipped cars. In the Mid-

for the same distance., about three-
quarters of the lowa females and eight
out of 10 Towa males will use the ra-
dio; about eight out of 10 adult Kan-
sas females and nearly nine out of 10
Kansas males will also turn on the
radio in their cars.

6. Generally speaking, the more
miles that are driven in a radio-
equipped car. the more likely is the

=7 & .
from 7% 10. 1.6/t on “.ffeke.lldse Bos- west, the figures are: Kansas, 58.87 ;
ton-area families were listening to ra- lowa. 58.3%. Of such families:
dio while ofher'members of lhe.famlly 2. In the East, about half of the
were watching TV. not to mention the women and more than two-thirds of
large amount of out-of-home radio lis-  the men ride in these cars on an aver-
tening done in cars and outside loca- age day. In the Midwest, the figures
tions of various sorts. are slightly less. but almost as large.
This type of pattern is also true of (Note: In the Midwest, between 109
S .
the I\ansas-[()wa studles and can l)e and 15% Of the tru('ks used in agricul.
measured off against the total amounts  tural work are radio-equipped; some

radio to be used. The same applies to
the number of trips taken each day in
a radio-equipped auto. Interestingly,
the place of residence (urban or rural)
doesn’t seem to have much effect on
the use of car radios, both in the East
and in the Midwest.

As for other forms of out-of-home
listening, about one out of 10 persons

(Please turn to page 87)

IN NEW ENGLAND

Boston Trade & Distribution Area

(For area and homes rovered, sce previous page)

—

IN MIDWEST

(Far area aud homes cavered, see previous page)

fowa

(Far area and homes cavered, see previous page)

Amount of use of four media by adults on
an average day

Amount of use of four media by adults on
an average day

Amount of use of four media by adults on
an average day

(Figures are in minutes, being total reported minutes,

(Figures are in minutes, being total reported miunutes,
dirided by all questioned)

(Figures are in minutes, being total reported minutes,
H divided by all questioned)

divided by all questioned)

Minutes spent daily by aver- Minutes spent daily by aver. Minutes spent daily by aver.

age adult—all homes reached Women Men age adult—all homes reached: Women Men age adult—all homes reached: Women Men
Listening to radio . 338 178 Listening to radio 345 182 Listening to radio .. ... 174 130

.I Watching television 20 16 Watching television 94 .52 watching television .. .. 110 84
Readlng a newspaper 34 47 Reading a newspaper 34 43 Readlng a newspaper .. 38 70

| Reading a magazine ... & 20 Readlng a magazine 23 18 Reading a magazine ... .. 23 22

NOTE: The figures in the three charts above reflect the activities of adul:
men and women in these three areas with four leading ad media. Howerer,
they do not show media activities of teen-agers and children. 1fs interest-

SOURCE: Whan, 1952

ing to add that radio manages to get into the act during every media activ-
ity except that of TV viewing. About 23% of the time spent in reading
magazines and newspapers is also spent with radio turned on while reading.

e — S



MINUTE
MAID

\ group of important agen-
cies has been bringing re

pealed pressure for the pasl
several months on the TV networks to
reduce their daytime rates. What gives
this “movement” significance is the
fact that the agencies which have heen
nudging the networks hardest on the
subjeet— Compton. Benton & Bowles,
and Young & Rubieam each have a
stake in the advertising budget of
Procter & Gamble. Ti will be recalled
that the stand taken by P&G on night-
time rates had much to do with spark-
ing the reeent round of nighttime rate
cuts on the radio networks.

In exploring the topic among agen-
cies, sponsors. and networks. SPONSOR
found that the feeling about davtime
TV rates i mnost agency quarlers was
far more intense than it had been about
eutting radio nighttime rates. Here is
how one agency execulive accounted
for this upper emotional register:

“The problem of daytime rates ix
serious because il has created an eco-
nomie roadblock for u~. A< much a~
we'd like to go on exploiting the possi-
bilities of daviime television we can’l
justify the networks’ pricing formula.
It's unreahistic. inequitable. and devoid

PRICED RIGHT:

of economic logic. We're excited about
finding out how davtime TV can be
made to chiek. but we’ll have to do it
on the basis of showing the client that
dollarwise it's relatively as good. if not
better, than what he gets at night.”

The discussion on davtime TV rates
hetween the agencies and the networks
has so far been highlighted by an ex-
change of research data. Compton and
Benton & Bowles have figured as the
chief protagonists on this front. They
have been centering their fire around a
sheaf of research charts. prepared at
Compton. which. they contend. prove
that network daytime TV i~ improperly
priced. Summarized. the charts show:

1. In 1948 the percentage of homes
using radio at night was 36.1. while the
percentage of homes using radio in the
day ine was 25.3. With the ficure 109
representing the nightiime percentage
of sets-in-use, the ratio of davtime to
nighttnne listening was thus 70/, At
that time the network™s davtime rate
was 30 ¢ of the nighttime rate.

2. in 1951 the percentage of homes
using TV at nighi was 506, while the
pereeniage of homes using TV during
the dayv was 19.6. With the figure 100
represcnting  the mightiime level of

viewing. the ratio of daytime to night-
tine sets in use was only 306°7. The
network daytime rate at the time was
tas still is) 507¢ of the nighttime rate.
Though pegging day TV rates on the
same 50 formula as in radio. the nets
were nol delivering equivalent audi-
ence

Statistically. NBC  seems 1o have
heen carrying most of the rebuttal bat-
tle with these two agencies. NBC re-
cently compiled some figures of its own
on the subject. They were based on TV
audicnce averages compiled by A. C.
N\ielsen for the first quarter of 1952,
While the figures showed a rize of 21.1
for daytime viewing, the nighttime
quotient also went up--to 59.2. In the
final analvsis the davtime levels were
still 36 of the evening levels.

However. N\BC was not fazed by thi~
development. Using the same period
(the first quarter of 1952). it dug nto
the question of average ratings for all
TV network advertisers. and came up
with this information: The average rat-
mg for all sponsorved programs bhetween
1:00 and 5:00 p.an. weekdays was 12.3.
The average raling for all sponsored
programs hetween 1:00 and 5:00 p.n.
weekdavs was 12.3. The average rating

"Kate Smith,” NBC, "Strike It Rich,” CBS, are among daytime shows which deliver low cost-per-1,000.
But few daytime shows have done as well and even "Kate Smith” isn't sold out this year as it was last

Is davtime TV overpriced?,:



Hajor agencies, mainly PAG’s, are now bringing pressure

ym nets to cut rates, claiming audience is inadequate

VES agencies base regnest for rate ent
en daytime t(elervision sets-in-nse fignres

o

Agencies point to daytine sets-in-use for 1951 as prime

NO neils point (o lower program costs,

low cost=per-p. chance to bnild franchisc

® Daytitue TV adreertiser can get low cost-per-1.000 siuce

crguneat for reducing rates. Full-year figures put day- his programiung costs tead to be wuelh lower. But sowe
tuue listemuz at 36% of vnights for ’51; 52 sets-in-use sponsors lost out by spending too wmnch on fancy pro-

are cbout the same. But time costs 530 of uight rate duction iastead of buying lower-cost participations

@ Traditiounally, network radio rate structure put daytime @ There is little competitiou for audience today since CBS
at 50% of nights. Agencies say following suit in TV was specializes in mid-wmornings, NBC in later afternoons.
arbitrary morve which lias not beeu justified by audience Thus adrertisers can get a bigger picce of the daytine
delivered. Mauy doubt day audience will build up soon audience pie today than they're likely to in years 1o coure

@ Majority of ageucies surrveyed by SPONSOR feel daytime ® Adrertisers in daytime TV should think of it in loug-

TV rates should be pegged at 35 of night rate. Other
opinious ranged beticeen 25 and 10% of nighttime rates.
Cowmptou, B&B., Y&R are leaders in effort to change rates

range terms and take adrantage of their opportunity
to build a franchise as many of thew did in radio.
Value of fraucliises will outweigh rate counsiderations

for all sponsored programs between
(:00 and 11:00 pam. all days of the
weeks was 24.9. And the average ad-
vertiser using daytime TV. henceforth.
had a rating which was 497 as large
as the average evening advertiser. At
that time, as NBC pointed out in sub-
mitting the figures to Compton and
B&B, the daytime rate was about in the
came proportion, namely 507¢ of the

T00 COSTLY:

tE

s

rate for night time.

Compton and B&B label this as
“nothing more than an iffy argument.”
Say the agencies: These figures are
based on an artificial situation. one in
which practicallv no competition exists
and where the advent of competitive
programing could radcally change the
share-of-audience and rating pictures
over night. The network may prefer to

.

1k -

use ratings as a yardstick of measure-
ment, but an agency is accustomed to
measuring a buy in terms of cost-per-
1.000.
with but few exceptions. have disclosed
that on a per-1.000 basis network day-
time rates as compared to mighttime
costs are way out of wack.

The majority of agencies and adver-

{ Please turn to page 881}

And the measurements so far.

"Ruth Lyons™ "Bill Goodwin," both NBC, are two of daytime TV's casualties. Audiences they built weren't
large enough to justify their cost. Agencies say there may be more sponsors dropping out if rates aren't cut
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Ruppert

sales climbed out of red

with strong push from radio and TV

YEAR THESE FACTORS AFFECTED SALES GROSS SALES lNET PROFITOR LOSS
1948 Five-week Wl|d02'11 strike $39 761,000 $85,167
started sales skid NET LOSS
-month strike crippled =
1949 Three n!0n hs TI e cn.ppfa | $25.799,000 $1,662,465
production, maimed distribution NET LOSS
t ted, hut
1950 Downward trend a.rre.se I $30,308,000 $1,610,379
lack of demand limited sales NET LOSS
Unprecedented $100,000 spent in
1951 |  30-day spot radio campaign | $38,806,000 $479,093
. . NET PROFIT
heralding new heer, Knickerhocker
1959 Heavy air campaign spearheads
(first half) drive for new business, promises $22,483,000 ijﬁ’jﬁ?
record sales and profits

1951 show with Dagmar was part of Ruppert air effort
which began beer firm's return to black ink status

ow Ruppert wooed the women

'][Id “/ 0“ After taking heavy losses for three years,

Ruppert created new Knickerhocker beer,

used saturation daytime radio to win female acceptance and skyrocket sales

Back in early 1951 the only
bright spot in New York
City’s Jacob Ruppert Brewery was the
room housing the gleaming copper
mixing kettles. Sales had hit a new
low and the company’s hooks showed
a net loss of almost $3.360,000 over a
three-year period. Yet, in the 18
months that followed Ruppert was able

over-all

32

to throw away the red ink, mark up
profits of $479,008 for 1951. and
$748,760 in profits for the first six
months of 1952.

How did Ruppert do it?

Said a competitor: “They tried
techniques which everyone in the in-
dustry had previously believed to be
wrong and ended up developing a new

marketing concept. First, they practi-
cally threw away the name Ruppert
which had been associated with Leer
for over 80 years. They followed that
by starting their campaign for the new
Knickerbocker brand in March 1951
—fully two months before the ‘heer
season’ starts. Worse yet, they tried
to introduce the new brand in the na-

SPONSOR




Ruppert strategy teummnates

&

Herman A, Katz, and ad manager J. J. Tayvlo

Presidemt Fred Linder, v.p. sales director

(. o r.) headed up group which deviced new |

advertising and marketing concepts to put

New

tion’s toughest beer markets:
York and New England. both of which
are under a steady sales barrage by
established brands.”

The competitor groaned as he added,
“But the topper was the fact that al-
though Ruppert was just about up
against the wall financially. they threw
$100,000 during that first month into
daytime spot radio—daytime. when the
great bulk of your lListeners are women.
How did they put these unorthodox
factors together and make them chick?
You tell me!”

The answer lies in the old adage,
“Necessity the nother of inven-
tion.” Tt didn’t take an exhaustive sur-
vey at the end of 1949 to discover the
fact that Ruppert beer wasn’t pleasing
either beer drinkers or retailers; the
company's profit and loss statements
made that fact all too clear. After much
research and experimentation. Ruppert
came up with a new beer. new name.
and a new marketing concept.

The new beer was designed to please

is

‘ omﬂ
et - FREE L] P |
4.“, EERSBEL ‘
Ruppert uses air media gm“‘ S FEieRs? ,:”",‘:',.
e Rl 3 S5 050e T ECETERERE Com
to win it display space in 'A‘ﬁ‘“’& BOEE e i FRCEEEEE, '
= =k 2 ‘-;,‘::a" = S o—— ot | r
chain stores and taveras pﬁ - g@“_"’” W : 0@”2’2 FATHER KNICKERBOCKER BRINGS YOU
= B Al y SAM HAYES' FAMOUS
Use of WNBC’s “Chain Lightning” N g = 3 1:
merchandising plan got Rnppert top S ERES L EE : z LAST'MINUTE FOOTBA“. FORE(ASTS
display spaee (see pieture at right) i " DAYS 'O 45PM WNBC 660 N Y JR .

in over 1,600 grocery chain storex.
Mailing picce to all dealers peointed

up balanced use of air media on 37 : - 3 - o
stations to keep sales messages >‘,!37Staﬁons, broadcasting more than 37 Yf&fgturday . ‘Gamfs
500 Radio and TV Knickerbocker = 4 <

eonstantly before beer drinkers.
Football forecasts by mnoted pig~kin

) Pig
prognosticator are sent to dranght beer

outlets eaeh week, tie in with

over new

Knickerboeker heer in tongh markets.

the American palate which has shown
a pronounced taste for lighter, drier
(less sweet) fermented beverages. The
new marketing plan was designed to
cash in on the trend toward increased
sales of packaged beer in preference to
draught beer.

Says Larry Milligan, then Ruppert
account executive at Biow Co.. “Rup-
pert gave us a new product named
Knickerbocker beer. a comparatively
limited budget. and orders to get it
off the ground-—and fast!™

Top Ruppert executives who formed
the new policy included President Fred
Linder; V.P. and Director of Sales
Herman A. Katz: Advertising Manager
and Marketing Director John J. Tay-
lor.

The financial straits of the company
didn’t help the situation any. The difli-
culty of the problem is explained by
Larry Milligan who says. “The trou-
ble was that we didn’t have tinie to
give the new Knickerbocker brand a
slow buildup. We needed new custonm-

ers in a hurry. We decided that i
view of regional  distribution
(Maine to Florida, but heavily con-
centrated in New York and New kng-
land) the economical way
reach a large mass of people quickly
was through spot radio. And because
packaged beer far outsells draught
heer, making it a grocery store item,
we decided to concentrate on the wom-
en. Besides. it's easier to change a
woman’s mind!”’

At the time the new brand was in-
troduced Ruppert was represented on
TV by Broadway Open HHouse—a show
for which Anchor Hocking Glass Co.
(Ruppert’s bottle supplier) was paying
production costs and for whichh Rup-
pert paid time charges in selected mar-
kets. This show was continued until
August 1951.

On radio, Ruppert had the Kenneth
Banghart newscasts via WNBC at 6:00
p.m. This program drew a large fam-
ily audience.

{ Please turn to page

our

most to
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sales messoges each week!
' News Broadcasts, Participation Shows,
] Disk Jackeys, 3-per-week TV

OVER

Sam Hayes Picks these Winners

weekly radio program slanted at Shows, Musical Programs, M K TES
predominantly male audience. l Sports, Straight **Spots” SALES ;ﬁ\
' el WK 1
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Old way: lack of
1.D. standards in TV §, |
resulted in lack
of uniformity A

LY

Q‘,u.ﬁ\uxéuujal,
=
*

* CHANNEL 9 - CHIcAGo gl
5 - ¥

-
MU €» Y
~ Welblae VIA - o Y ) 1
S J‘J_.k}\ - ¥ E BU,'OYA : Bulova's pioneer I.D.'s in late
Y] 9 : / : ﬁ 1948 were hampered by the fact that
z < - APWATCH i
5 ""I‘}ﬁd J: TIME 4 no two stations used the same I.D.
CHANNEL f-’ 2 format. Balops at left had to be {
IO ' ’,ld/l’“g“‘?')‘q“ custom-made for each outlet r
eS— — e ey D Sheeas et GYEEEEE IS GO IS ISR ST S l

How 10 §

Standardization of video “L.D.” announcements has opened the door to the

multi-market use of these low-cost, readily available “talking billboards"

As a techmique for wide-
Tw spread national adverlising.
the 1.D. is one of TV's new-

est. Its real birth, as far as many ma-
jor elients are concerned. was during
May of this year, when a TV confer-
ence held at New York’s Biltmore Ho-
tel laid down the first “national™ set
of standards for the 10-second TV
commcrcials that are linked to station
call letters (see sponsor 14 July 1952).
This historic meeting was largely
unnoticcd at the time. However, the
outcome of this friendly get-together
ol agencymen and station representa-
tives is beginning to be of major im-
portance. Sponzored by the National
of Radio and Television
Station Representatives. under the di-
rection of T. . Flenagan, the session

Association

produced a sel of television LD. around
rules that were the conzensus of such
well-known spot. TV personalities as:
Muamford., \nne Wright. and
Fred Raphael of J. Walter Thompson;
H. Norman “Red”™ Neubert of NBC
Spot Sales: Bill Schneider. Irwin Se-
gelstein, and Ierb Leder of Benton &

Bowles: Don M¢Clure of MeCann-

Susan
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Eriekson; Jack Brooke and Lloyd Grif-
fin of Free & Peters: Russ Raycroft
and Jim Neale of D-F-S; Dave Gude-
brod of N. W. Aver: John Freese of
Y&R; and Ted Grunewald of William
Isty.

(The TV 1.D. standards established
by this group. and now agreed to hy
over 85 TV stations, appear in the box
al upper right on these pages.)

Only a handful of pioneer TV ad-
vertisers—notably. of course, Bulova
Watch Co. P&G—can tell you
what a difference there is between
having the new zet of national 1.]).
standards in force today and a situa-
tion where every TV station went its
own way in setting local requirements.
“In the days before standardization of
the audio and video in 1.D."s. working

and

out any kind of uniform LD, spot cam-
paign was like tryving to send a rail-
road freight car from New York (o
San Francisco in the davs belore the
track widths of U.S.
standardized.” one TV adman recalls,

Fvery set of 1.D.s and they were
shides-plus-copy  had to  be

ratlroads were

usually
enstom designed and custom wiitten to

SPONSOR

fit the vagaries of individual station
rules. Film was almost out of the ques-
tion; lengths of video and audio mate-
rial varied widely. and the running
time of film is a fixed quantity. The
“nuisanee costs” of making up each
sel separately quickly redueed the over-
all effectiveness of the technique as

more and more TV stations came on
the air in 1048, 1949, and 1950.

NARTSR format makes possible such I.D. campaigns
as this Transfilm <eries for the 1953 Buick autos

ell m 10 TV seconds -
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New way: TV industry standards set by NARTSR make I.D. uniformity possible

1. Trade Name of 1.D. Segment—Ii: was agreed that jor purposes of stand-
ardization and definition of the spot as a specific segment of time these spots would
be identified by the agencies, as well as the stations, as 10 seconds even though the

. 4 i Historic meeting of agency
actnal commercial and stations 1.1). portion totaled only eight seconds altogether.

TV executives and station

2. Position of Station 1.D. Audio—it was agreed that the position of the
audio portion of the station identification would follow the audio portion of the
commercial for the sponsoring prodnct or service in giving station call letters.

reps in May 1952 (see story)
under sponsorship of NARTSR

oG . brought about the standards
3. Position of Station I.D. on Screen— fsencies agreed to utilize three-

quarters of screen area, leaving upper right quarter of screen area for station
identification, which would show call letters and location of individual TI" stations.

shown at I2ft. More than
85 TV outlets have accepted

4. Timing——The actual timing would le: 1% seconds (36 frames)--Open; 6 this new TV format for 1.D.'s

seconds—Commercial Audio; 2 seconds—Station lIdentification Audio; Yo second
(12 frames) Close. This timing is considered best by station reps and agencymen.

R (i I SO0 i ' o Moo !

Between 1949 and early 1952, the
use of TV L.D. announcements was al-
most entirely the province of local
TV advertisers, who didn't have to
worry about the headaches of multi-

live action

Multi-market nse of Buick LD. s is A ; i ;"j:;%:
praetieal since call letiers are printed e VIE
optieally by Transfilm nsing movie
market differences in formai. If you master. Aetion shows the new Buiek.
searched }ong enough, you could find with animated lettering superimposed
a handful of national advertisers—Ilike
Procter & Gamble, Colgate. Benson &
Hedges. the big watch firms, and a few
others—who continued to wuse TV
I.D.’s, regardless of cost, to establish

TN
best de

animation

Simple animation, plus artwork of
product package does the job for P&C

good time franchises.

In the few nonths between May of
this year and this issue of SPONSOR,
the situation has changed rapidly. TV
stations which once hung out the
“Standing Room Only™ sign to spot
video advertisers have found that in
adopting the NARTSR standards they
have almost doubled the amount of
their spot availabilities. Advertisers
and agencies who have vainly sought
such choice spot slots as “the station
break before / Love Lucy” on CBS TV
afhliates have found that such choice
spot positions do show up these days
in the form of station identifications.

in enrrent widespread LD, eampaign
for Tide. Call letter format here was
developed prior 10 new NARTSR ranles

balopticon

Low-cost slides, with live voice over, PR YT
have done mueh 1o boost New York™s & I_‘_I.:‘l a
“TV Guide™ to 10p spot in loeal video f.d_-h\u =i
fan magazines. Slides poriray cover of :

From the client’s standpoint. the sit- =
uation is still far from perfect. Varia-
tions and peculiarities in LI). formats
persist antong some of the top TV sta-
tions. For example. the seven TV out-

lets represented by CBS Television

the current issue, pluog leading featnres

Spot Sales will all take the NARTSR-
approved 1.D.s. but give preference
to an earlier CBS format in which the
upper 257 left-to-right slice of the
screen (as opposed to NARTSR’s “up-

(Please turn to page T4)
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stop motion

Eye-catching cffeets of moving
cigarettes in Parliament 1.D.'s are
done with frame-by-frame expo-
sures as in animation, deliver

a well-remembered message for firm
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Arthur Godirey™ show has substantially

widened meat packer's distribution

King Arthur Godfrey and

lis Roundtable has an

average rating of 1.0 or

4.5, and its sponsor, Kingan & Co.. is
perfectly satisfied that the show is do-
ing a good job.

Why is this meat-packing firm con-
tent with the results of its Sunday af-
tecrnoon CBS show despite the rather
unspectacular rating? The answer ix
threefold: (1) Kingan’s peculiar dis-
tribution problem; (2} the firm’s rela-
tively small advertising budget; (3)
the problems of the meat-packing in-
dustry in general.

Ad Supervisor Bob Pruett (left) points up new Kingan slogan at
sales meeting with help of agency's John Warwick, Allan Bishop

When Kingan decided to go into
network radio about a year ago (at the
recommendation of Warwick & Legler,
its agency since April 1951). the com-
pany’s distribution was almost. but
ot quite. national. With headquar-
ters in Indianapolis, Kingan branches
stretched out to the West Coast, the
South, the Southeast, the Midwest. and
the East. The Rocky Mountain area,
for one. wa= not covered.

More important, until after World
War II. Kingan hadn’t concentrated on
the branded manufactured items which
actually are the money-makers in the

il

meat-packing field. And until 1951,
Kingan had no sustained merchandis-
ing and advertising program for its
manufactured items. Hence there was
little consumer demand for the prod-
uct. and Kingan's distribution re-
mained inadequate in proportion to
the firm’s potential.

In 1951. \. Bruce Ashbyv came to
Kingan as sales manager (he is now
v.p. in charge of marketing). Together
with Robert P. Pruett, advertising su-
pervisor, Ashby consulted Warwick &
Legler to map out a strategy which
would bring the Kingan name into

*
N. Bruce Ashbv, v.p. of sales {left], urged Kingan to concentrate on proc-
essed meats. Discussing radio show with him is Hal Ranck, mgr. of adv.

B P ——
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homes across the country. At the agen-
cy, co-Account Executives John War-
wick and Allan Bishop summarized
the problems of the Midwestern com-
pany thusly:
o Like other meat packers. Kingan
was faced not so much with the need
of educating the public to the advan-
tazes of processed meats per se, but
with the problem of stamping the name
of their product in the minds of house-
wives. Brand competition is hot in the
meat-packing business.
e Kingan did not have complete dis-
tributon. The problem was, therefore.
to build demand for the product on
the strength of which Kingan could get
into more stores. Sales increases and
spiraling demand would be automatic.
These two factors pointed to a need
for a strong scles personality, someone
who would tie in well with the exten-
sive merchandising which Bruce Ash-
by as well as the azencvinen thought
essential to tnereasing distributron.
CBS’ peckage of a half-hour taped
Arthur Godfrev show was the answer
to Kingan's advertising problem. This
sliow is a taped digest of “the best of
Godfrey” from his regular daily morn-
ing program. “A sort of soap opera
with variety entertainment,” as Pro-
ducer-Director Will Roland puts it. A

20 OCTOBER 1952

show without definite format. it has
spontaneity and timeliness. And as a
salesman of food products, Godfrey.
of course, has proved himself to a long
list of other sponsors—Lipton, Na-
bisco. Pillsbury. and numerous others.

The fact that the show is taped kept
the cost of produetion down. A 39-
week year of sponsorship cost Kingan
under $500,000 for time and talent.
For Kingan. however, this is hefty
spending. With a total 1951 advertis-
ing budget of approximately $625.000,
the plunge ito network radio ab-
sorbed the major portion of the budget.
The agency has recommended a slight.
ly higher budget for 1952. It was not
set at presstime. (Kingan during QOc-
tober i= undergoing merger with
other firm; this has delaved final bud-
gctary decisions. Time for the next 13
weeks of Godfrev is already contracted
for, starting 12 October.)

Despite the fact that its shows is
on the network, Kingan manazed to
matut=in manv of the advantages and
flexibility of spot coverage in selected
markets. Originallyv. CBS =old the show
to a specially tailor-made Kingan net-
work of 0! stations. With the excep-
tton of two markets network coverage
jibed with areas in which Kingan had
salesmen. [u those markets where Kin-

an-

SINCE 1845

gan had no salesmen. canned meat
brokers handled the line.

This vear Kingan is again sponsor-
ing the Godfrey program. but on a
104-station CBS network. This expan-
sion in markets reflects the success of
the first year of sponsorship.

The 5:00 to 5:30 p.m. Sunday time
of the show suits Kingan very well
sinee it reaches not only the housewife.
but also Kingan salesmen and the re-
tail grocer on his “day off.” The av-
erage retail grocer is unfamiliar with
air advertising. Since he rarely has a
chanee to hear those daytime programs
on which foods are mentioned, the gro-
cer fails to understand the importance
of air advertising in nroving goods.

In order to tie in the Godfrey name
more closely with Kinean & Co., the
show is called King Arthur Godfrey
and [lis Roundtable. The agency also
recommended a slogan for the com-
pany—“King of Fine Foods”—to tie
m with the show. To carry out this
theme. Godfrey appears on in-store
and other display material
wearing the Kmgan ecrown. The in-
tensive merchandizing program has
Leen spearheaded by Hal Ranck, man-
ager of the Kingzan merchandising and
advertising division. as well as War.

(Please turn to page 60)
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Do your agency's presentations

(T TRCE (C ———

like the devilish quicksands for the mind deservibed herein

If you've ever been bored. dazed, or otherwise put to
slumber by a preseutation, you'll enjov the article at
right by N. W . Ayer researcher Shirley Stone. What
Stephen Potter has doue for games with lis book oa
Gamesmanship (or how to win without actually cheat-
ing), Miss Stone does for the world of research pres-

entations. By spoofing the dull delivery which some-

These gambits are sure

times mars even the best radio-TV presentations—in

and out of agencies—she casts Light on how preseuta-
tions can be made more interesting. Her satire high-
lights flaws in delivery everyone who gives preseuta-
tions should learn to avoid (see flaws listed directly
below, and for a biograplical sketch of Presentatiou-

ship Specialist Shirley Stoue sce page opposite).

Undernood & Underwood

to lull a presentation audience

Putting tallest people in first row to obscure vision

Lengtly throat clearing to induce lethargy

Swaying rhythmically to iypnotize listeners into trance

Reading charts slowly after audience has read them

Frightening those with questions by throwing

up barrage of technical jargon

Use of lengthy, winding seuteuces to lose listeners

Making quick switcl of scale in a series of charts

=i RS
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m The Research Expert is the
new medicine man of the
advertising profession. but few people
outside the research business know the
most important ingredient of his mag-
ic. It is his sedative abikty. In a busi-
ness fraught with neuroses and ulcers.
a good rescarch man can soothe the
agency to slumber. and if necessary
calm the most captious client. His
soporific? The Presentation.

Nowadays it seems that every new
statistic, every new survey. calls for a
presentation. The uninitiated see chart
talk piled upon chart tatk. and wonder
why they are necessary. Half of these
talks. as a kind estimate. actually have
something to say. But the other half?

As a long-time giver and attender
of presentations. | have made a discov-
ery about that other half. They are
meant to have nothing to say. They
are meant not to be hcard. They are a
new invention in good employee and
client relations, a calm in the middle
of a storm. the pause that refreshes.
They are the advertising profession’s
answer to the psychiatrizt.

Yet up to now. there has been no
scientific guide for the research man
on this important publ'c service he can
render. This is a gap that must be
filled if we are to reduce the national
blood pressure. Here. for the first time.
I pronose to deal methodically with the
problem as follows:

I. The Sample To prepare the
ground, you must first be sure to size
up your audience. Only in this way
will you know what your basic sirateg
must be. A representative audience to
a research presentation is composed of
the following people:

1. The Copy Writers. They were
asked in because the presentation deals
with Gust, the new detergent made
with chlorophyll. At any mention of
research they always say proudly,
“Never went beyond long division in
school.” Figures frighten them, and
they are pretty easy to knock off,

2. The Account Executives. These
inen are fond of telling you that “fig-
ures don’t lie but all Hars figure.” Ac-
count executives are pretly easy to put
to sleep, but it is most difllicult to know
when they are asleep, since they are
trained to drowse with their eyes open.

3. Assorted Art Directors, Produc-
ers, etc. They thought it was a movie
on the Caribbean. and will remember
an urgent app()inlmenl shorll)‘.

4. The Client. Does not listen. Will
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ask you to explain this to him a couple
of weeks later. when you can tell him
anything that pops into your mind.

5. Timebuyers, Ten minutes after
they get there they re called away be-
cause a “crisis” has come up in their
department, or they recall they're due
at another presentation (by a network
or station rep) and they pack off to
that one,

G. The Amateur Statistician. You
will find one of these at every presenta-
tion. Can be distinguished by the small
piece of serap paper on which he serib-
bles fiercely. This boy is taking a sec-
ond semester in statistics at N.Y.U..
and if given the opportunity. will tear
your presentation to shreds. If you
know he is planning to cone. send him
to the public library or City Hall on
any pretext. If he turns up, refer to
my <ection on special problems later
in this guide,

7. The Hlead. This man has soaked
up a lot of research through the pores.
Has a mind like an 1BM machine. No-
toriously good at staying awake. He
can be fixed only if vou have excel-
lent staying power. See section on
special problems.

1. Setting the Stage Setting
the stage properly is of primary impor-
tance. With a little luck. a proper back-
ground can do half your work for you
in a few minutes,

First arrange the chairs so the high
ones are in front. If possible, put all
tall people in these chairs. Uncomfort-
able chairs are most likely to divert
the audience’s attention from what you
are saying, If you can swing it, dim
all the lights except for one 10-watt
spot over your head. The audience will
often hypnotize itself without any ef-
fort on your part. Delsarte Finch.
grand old man of research and fre-
quently regarded among savants as the
most soporific presentation specialist
of them all. once managed to have thi«
spot wink off and on at regular inter-
vals. He says the audience fell like
flies. Of course. this may be difficult
to arrange.

With the lights down. of course.
vou're not sure about measuring the
effect of your system. Some people pre-
fer to leave the lights on and count the
scalps as they fall. Delsarte. for in-
stance, sets up a par score for each per-
son in the audience. 1f the victim
doesn’t go to sleep on schedule, Del-
sarte fines himself by doing alt caleu-
lations longhand the next dav.

Shirley Stone is
N. W. Ayer ass't. director
of radio-TV research

Born in Boston, Shirley Stone
worked her way through Dates
College as a wailres

housemaid. salesgirl, assistant in a
printing shop. She graluated
magna cum laude. won Phi Beta
Kappa key. She has an M. 1.
from Columbia, also attended 1
of Mexico on a fellowship [rom
the Pan American Union. She
says: “After | flunked out as

a secretary {(no typing or short-
hand). | became assistant man-
ager of advertising research

Jor Schenley Distillers [rom 1940
to 1948.” In 1948 she came (o

N. W. Ayver as assistant director
of radio-Tl reseurch where she
has worked on radio-Tl" accounts
solely. including AT&T, National
Dairy. Atlantic Refining.

Cannon Mills.

But these are not manewvers for a
beginuer. Let us go on to the actual
presentation.

1. The Opening Move There
are several good ways for you to begin
a presentation. The standard opening
is the Long Silence. Shift nervously
from foot to foot, and stare into the
distance as if vou were contemplat-
ing infinity. This immediately assures
the audience that you are hardly aware
of their presence. a feeling that soothes
them. An advanced variation of the
L.ong Zilence is the Punctuated Silence.
In this technique. you clear your throat
and stop. and =0 on. This can be va-
(Please turn to page 85)
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TV star appearances are big audience builders, can be used in many ways. Top, "Foreign Intrigue’ star appears on WAAM show |
- ppearances Jackie Gleason banners tie in political convention with Detroit appearance Captain Video's rangers, bottom, in children's parade FI

Five ways to promote your T}

You're Iesing out on chances

to build audienee if yveou give promotion shruggin

il

are somte technigues which have proved most effective for many national televisiol”

It may =eem a truisim Lo say
that 2 TV advertizer must

sell his program to the pub-
lic before he can sell his product hut
the point has not penetrated as deeph
as might he supposed.

On the one hand there are national
advertisers who, realizing the impact
nd promotional opportnnities inher-
ent in TV pcrsonalities and programs.
hand over a substantial promotional
Their ol-
ject: to insure that the largest possible
audience i on the rcceiving end of

budeet 1o their aveucies.

thetr TV commercials,

On the other hand there are adver-
tisers (sonte of whom have substantial
uvestiments sunk into TV programs)

40

who refuse to spend a penny Jor pro-
motion. They look to the TV networks
and stations to carry the hrunt of pro-
motional activities. and some feel that
TV program promotion is something
they should get for nothing.

While it is true that the effect of
alinost any kind of promotion is hard
to measure (and some kinds are im-
possible) there is evidence that TV
program promotion pavs ofl. Some re-
cent  confidential  survevs.  SPONSOR
tearned, have heen made by agencies
following hcavy promotional barrages
in kev markets. The studies showed
slow but steady rises in the number
of viewers. Both advertisers and agen-
cies were satisfied that the promotional

cilort was the cause of the increase.
The fact that some of America’s
largest and shrewdest advertisers and
agencies  Dbet heavily on promotion
(along with publicity) is further proof
that it payvs ofl. In this article, spox-
sor will discuss some of the most ef-
fective audience promotion techniques
used by sponsors and agencies as well
as point up what networks and stations
are doing to back up their clients.
After a quick look at what is being
done in TV program promotion, one
thing becomes readily apparent: The
visual impact of TV is opening up new
avenucs never nsed in radio promotion
and repaving old ones which have a

SPONSOR
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*
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Let's Give £d Sufliven o Big Welcome

Der N <¢ LN O '\ Mov_ RY DEALER

:MID-TOWN
motors, inc.

14th and Locust ® Des Moines ® Phone 2-8323

1 Jes Moines Lincoln-Mercury dealer runs ad on Ed Sullivan's
vour through city, gives program a plug as well as himself

! long record of success in the movie
exploitation business.

In radio. for example. a soap opera
actor or actress was nothing more than
h an anonymous voice. A faithful listen-
| er could trip over his favorite soap
opera character in the street and not
know who it was. On TV, soap opera
! faces are almost as well known as
brand names and they can be used to
promote the program in a manner un-
dreamed of in radio promotion.

As for the movie angle, promotional
men are learning (there is still a lot to
L" learn about TV program promotion)
1‘ that some of the classic movie exploi-

(Please turn to page 64)
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2. Displays

Store display tying in product with
TV show is common merchandising
technique, but sometimes technique
is effective for show promotion
alone. DuMont uses window of mid-
town New York City drug store to
promote quiz show '"What's the
Story?". Display points up heavy
mail response, ties in show stars

3. Trailers

Here coming-attraction plugs used
in movies, TV get new twist. Pic-
ture is from series of "Who Am
12" teasers made up by BBDO to
promote DuPont's ''Cavalcade of
America."! Agency sends four slides
for each teaser to stations showing
interest in using them. Audience
finds out answer in last slide. The
scene pictured is from "Poor Rich-
ard,” a story of Benjamin Franklin

4. Newspapers

Nets, stations advertise TV shows
but often run long lists in one
ad, Ford dealers run newspaper
ad of their own, list future shows

E N  Cap———
Awnouncing
Ir a new

ORD |
THEATRE

Producad su Hollywond
Facturing Great Hollywood Slnu‘ |

Storring for the firsl time on '!'V
in LIFE, LIBERTY
FMORRJ\”DOOLEY

MARGUERITE CHAPMAN

Coming attractions

*JUNOR
Starrmy FDW ARD ARNOLS
wt ARTALR PN

NNATIONAT,
HONEYMOON

Frwrmg DIANA LYNN
ar4 DR RAYNES |

X BIRTHof 2 HERO

Steriag MARK STEVENS |
o BUEN DREW

Ml Pregented by veour

5. Magazine ads

National Dairy ads in "Life" and "Saturday Evening |
Post' are keyed to its ""Big Top" show on CBS TV,
Colorful circus theme makes good copy; agency can
thus bring ettention to program, net at top of ad
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. « « and out front with the customers

You might casily picture this time clock in stores

all over the country. And with the same names. For
Benny, Bergen, Crosby, Godfrey, and company have
started a new fall season on CBS Radio. And they're
giving their greatest performances not only in 43
million homes and 27 million cars—but as salesmen

behind counters from coast to coast.

There's no sales force like them—tor selling more

things to more people in more places. ..

It makes a difference that so many of the leading
shows are heard on the same network. (More of
them are on CBS Radio than on all other networks
combined.) For they bring «l/l the network’s
sponsors into a main stream of customer traffic.

They create the best locations in all advertising.

For this reason 25 per cent more time is sponsored
on CBS Radio than on any other network. And the
time-slots still available have all the “crowd”

advantages of stores next to Macy's or Gimbel's.

Around the clock CBS Radio’s star attractions
assure the greatest carry-over of listeners from show
to show .. .the largest average audience...the

lowest advertising cost

You too can be out front with the customers

onthe cBS RADIO NETWORK

Sunday, 2:30 1o 4:00 pm (Slot 77) has just been filled by the

New York Philharmonic-Symphouy for Willys-Overlund Motors, Inc.



CATALOG OFFTER

SUEDE REVITALIZER

SPONSOR: Montgomery Ward AGENCY: Direct

CAPSULE CASE HISTORY: Montzomery Ward catalog
office in Worcester offered copies of their new fall catalog
via announcements on WORC, asking listeners to call in
their requests. In one week. 12} requests came in (some
written) from all over the county. As a direct result of
the books placed. orders averaging betiween 315 and %27
started pouring in before the week ended. The sponsor
netted over $2.500 in sales from an expenditure of $48.

WORC, Worce-ter PROGRAM: Announcements

FURNITURE

SPONSOR: sterling Drug Co. (retail) AGENCY: Direct

CAPSULE CASE HISTORY: When the Sterling Drug Co.
i Santa Barbara began to stock a new suede revitalizer,
Leprechaun Mist, the owners of the store decided to see
what radio would do to move the product. They bought
a single announcement in the KTMS participating pro-
gram. The Jane West Show. On the two days following
this announcement. the store sold almost its entire stock
of Leprechaun Mist. Announcement cost: $5.

KTMS. Santa Barbara, Cal. PROCRANM: The Jane West Show

HOUSEHOLD PAINT

SPONSOR: Merkin Paint«  AGENCY': Friend, Reiss & McGlone

CAPSULE CASE HISTORY:  Six months ago, Merkin
Paints started sponsoring this five-minute newscast at
12:00 noon, Tuesdays, Thursdays. and Saturdays, for a
13-week test. An offer on the show of a free booklet and
color card pulled an average of 150 to 200 requests a
week. Local Merkin dealers also reported a big demand
for the booklet plus hikes in sales. Sponsor is so im-
pressed with the “tremendous increase™ in sales since he
started using the program, he has renewed for the fourth
13-week cycle. Cost: $408 per week.

WNBC, New York PROGRAM: News at Noon

SPONSOR: Plillips Radio & Furniture AGENCY: Direct

CAPSULE CASE HISTORY When a fire caused consid-
erable smoke and water damage in this store, it decided
to run a fire sale. On 1 July, the day before the sale,
Phillips ran 10 announcements over CKNW at a cost of
$17. Next morning crowds besieged the store and the first
half-day’s gross was upieards of $5.000 (selling was half-
day only since Wednesday is an early closing day in that
area). Campaign was sustained and July became Phillips’
biggest month ever.

CRANW, New Westminster, B, C. PROGRAM: Participation

GARMENT BAGS

SPONSOR: Bintz Brothers AGENCY: Direct

CAPSULE CASE HISTORY:  Just before a big “Dollar
Day’ was to be held by the merchants of Zanesville, Bintz
Bros. department store received 12 dozen plastic garment
bags too late to be included in the store's full-page news-
paper ad. To move the bags, the store took two announce-
ments on WHIZ the day before the sale. When the doors
opened the next morning, nine or 10 customers of the
group waiting outside unmediately asked for the bags.
Result: The entire lot was cleaned out by 2:00 pun.

WIIZ, Zanesville, Ohio PROGRAM: \nnouncements

FISHING REELS

SPONSOR: Ward's Army & Navy Store AGENCY : Direct

CADPSULE CASE HISTORY: Ward's wanted to get rid

Cover 5O fishing reels —a tough job at the end of the
fishing season. Price of each reel: $14. Store bought o
daily one-minute participation on a new d.j. show. Mati-
nee with Paul Coleman, heard Monday through Friday,
12:15 to 1:30 pun. After mentions on frve days, the spon-
sor called a halt: All the reels were sold and customers
were still demanding them. Cost of five announcements:
$22. Revenue from sale of reels: $700.

WINR, Binghamton, N Y. PROGRANM: Vatinee with Paul
Coleman

PLATE GLASS

SPONSOR: Prisburgh Plate Glase Co. AGENCY: Direct

CAPSULE CASE HISTORY': This participating d.j. show,
broadeast daily 2:30 to 5:00 p.un., originates each day
Jrom the place of business of a different sponsor. On
Thursdays. it is broadcast from the Pittsburgh Plate
Glass Co. retail store. Sponsor reports some 00 to 100
calls from potential customers during each broadeast; up
to 70 people come into store to see each show. At cost of
w01 per week. sponsor found this July’s business up 217
over same month last year, gives MeAnulty Show credit.

KWJ)J, Portland, Ore. PROGR VM Bob MeAnulty Show

=
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WIJR MARKET DATA

(Primary Coverage Area)

<% of US. Total
Population. ......c.vevevecens 12,601,300 8.3
Radio Homes..........00uu. 3,784,170 8.1
Retail Sales. .o.veieeeenenans $13,613,431,000 9.3
Food Sales. . .. ccievnnnennns $ 3,266,766,000 9.4
Drug Sales.eeceeeeeroconcens $ 464,447,000 10.3
Filling Station Sales........... $ 739,614,000 10.1
Passenger Car Registrations. . .. 4,116,934 10.2

Almost 109, of the total U. S. (national) sales are made within
WJR’s primary signal area. Get your share of sales in this rich
market. When you set your budgets and plan your schedules, use
WJR, the only single medium that reaches this entire market
EFFECTIVELY AND ECONOMICALLY! Contact WJR or your Christal
representative today!

Radio—_America’s Greatest {dvertising Vedium
WJR, Fisher Building, Detroit 2, Michigan
WJR Eastern Offices: 665 Fifth Avenve, New York 22, N. Y.

Represented nationally by the Henry |. Christal Compony
Canadian representatives: Radio Time Sales, (Ontario) Lid.
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...the GREAT

VOICE
of the
GREAT
LAKES

50,000 wotts
Clear Channel

! ¥* WJR Detroit
CBSN'Z?V’;,( The Goodwill Station
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The

picked panel
answers

Mr. Merkin

If there is such a
thing as a “for-
mula™ it has
more ingredients
than an  lrish
stew.  Certainly
there is no single
factor or set of

statistics  which
will provide the
answer.  Before

Miss Dunlavey

starting to select
stations, a timebnyer must know the
answer to the following questions: Is
the client’s sales problem local. region-
al, or national? Who are the custom-
ers or potential enstomers. and what is
their age and income level?

After these facts are known and de-
cisions have been made regarding the
markets or areas in which advertising
is needed. it is time to analhvze data
which relate to the stations directly.
These melude coverage, coste type of
programing, audience size al various
times<. length of time the station has
been on the air, history of the station.
and the caliber of its management.

The careful checks we make. area Iy
area. of sales results in relation to ad-
vertising expenditures, for eaclt of our
clients. is an invaluable help in select-
ing stations for each snceecding vear's
campaign for large spot advertisers
ltke 1-Wayv Cold Tablets, Ladia E.
Pinkham’™s Vegetable Compound. and
Black Draught. cach of whom vuse hun-
dreds of stations,

By using stations” rates and the to-
tal mnmber of radio homes within their

46
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What is the basice formula or criterion for a time-

buyer to use in determining station selection?

areas. we can compare stations on a
cost-per-1.000 basis for radio homes
that ecould be reached. However, sla-
tions which show the lowest cost-per-
1.000 on this basis may show the high-
est for homes actually delivered when
Hooperatings. Nielsen, or other rating
services are used to estimate the size
of the audience.

Any formula for selecting stations
must include the matching of distribu-
tion areas with station coverage as
closely as possible. Otherwise. the cli-
ent may pay for coverage from which
he cannot possibly benefil.

Ratings are analyzed in evaluating
stations, but, of course. they cannot be
used as an arbitrary yardstick. In some
circumstances, enthusiasm for high rat-
ings must be tempered with the under-
standing that rating points can be off-
set partially by the audience loyalty
that exists for sonme personalitics and
programs with relatively low ratings.

The basic idea behind the use of any
station is. or should be. to deliver the
client’s advertising message to the larg-
st possible number of potential cus-
tomers—not the largest number of peo-
ple. Therefore. sometimes the station
with the smallest audience in numbers
of listeners may offcr the largest po-
tential. It follows that to reach a spe-
cific group. we might use a station that
is programed 1007 with classical mu-
ic. foreign language. or Negro disk
jockeys.

\ station that has one ontstanding
personality or program may be a good
buy only if that specific program or
personality ix used; therefore a station
list that i< prepared in advance of a re-
quest for availabilities mav have to be
revised then actual buying is initiated,

The selection of stattons is not hased

Michael }. Merkin

President
Merkin Paint Co., Inc.
New York

on any magic formula: it requires con-
tinuous evaluation of all available data
in relation to a client’s needs.

MARY DUNLAVEY

Chief Timebuyer

Harry B. Cohen Adv. Co.

New York

v

In multi-station

TV markets. for

all intents and

purposes. each
station has equal
coverage, The
problem of sta.
tion selection for
announcements 1s
met by resorting
to the cost-per-
rating point for-
mula. However, this is not necessarih
an iron-clad rule. for one must some-
times take into consideration the prod.
uct in relation to the type of audience.
For example, it would be wise to sur-
round a nail polish comercial with
women's programs at a higher cost-per-
rating point than around a lower cost
kiddie or sports program.

As to programs: In todayv’s tight
market, heggars can’t be choosers.
you can clear choice time in a one-
station market. vou descrve a pat on
the back. liven in multi-station mar-
kets. the problem in good time clear-
ance is difhicult. but if you do clear
time. you have to be careful not to be
up againsl any lnp-ral(‘(l program,

Miss Carayas

Radiowise on announcements; The
cost-per-rating point is a good guide
here also. but unlike television the hf
ferenee of coverage of stations in the
<ame market must be considered. Ob-
vioush. if (wo stations in a markel
have an equal eost-per-raling point

SPONSOR




with the kind of adjacencies you want. |
the nod should be given to the higher
power stations.

On programs, this can really be a
chore. Consideration must be given to
adjacent programs. ratings. sets-in-use,
power. and frequency. competition,
and station promotion and merchan-
dising. The final decision then resolves
itself to intuition—perhaps that is why
there are so many women timebuyers.

Maria CarAYAS
Radio-TV Timebuyer
Roy S. Durstine, Inc.
Vew York

There is no rigid
set of rules which
will govern every
station  selection
for every client.
However. this
procedure will be
helpful wherever
it can be used.

First, the sta-
tion depends up-
on the job to be
done. What is the client’s aim? How
big is his market? Who are his pros-
pects? What is his budget?

Mr. Lonsdale

The second step is to obtain avail-
abilities from all stations under con-
sideration. Naturally, these availabili-
ties must be cousidered with the cli-
ent’s objectives in mind. And they
must be weighed with each station’s
frequency. power, coverage, network
affiliation. local programing. program
adjacencies, expected audience, rates.
No one factor ean be the yardstick.

The timebuyer must have or must
obtain a good understanding of the
market. He must be familiar with each
station’s value during specific times of
the day and seasons of the year.

The one single factor which can be
the greatest help to the timebuyer is
open-mindedness. If he is fair to sta-
tion personnel and representatives by
obtaining all available facts. if he is
fair with himself and forms his deci-
sion with an open mind—he will nev-
er be open to just criticism.

FEvery station has a prestige, cover-
age. or rate story to tell. The wise
timebuyer weighs these stories ohjec-
tively before he makes his deisions.

Cuarres J. LonNspaLE
Timebuyer

Meldrum & Fewsmith. Inc.
Cleveland
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“I’m convinced

KBIG GIVES US

WHAT WE WANT”

says George Oliver, Adv. Mgr.
Leo J. Meyberg Company

Southern California, because that's
our territory—for RCA, Bendix and
other products. So KBIG intrigued
us. Focused power and salt-water
conductivity are not new in radio—
butthe way KBIG uses them to cover
the whole Southland /s new, and
made sense...

““What opened my eyes, though,

was a business trip by auto all over
Southern California. KBIG's signal
was amazing through the entire trip
—in San Diego, in El Centro, in San

Bernardino and in between too. In
some places, KBIG was the only
station we could pick up on the car

o -

“That sold us. That and the pro-

grams. KBIG is heavy on music,
light on talk, and that's refreshing
whether I'm at the wheel or home.:
We're selling a lot of RCA 45s with
our spots and 'Are Ya Listening?’
segments on KBIG, and we're glad
that KBIG is going all-out with RCA
45s in programming its music. It's
really very simple—KBIG gives us
what we want, so we bought it."

KBIG gives advertisers what they want in rates, too—
costs realistically geared to today, with a one-time hour
rate of $118, spots as low as $9. Make the Whole Sale at
a Wholesale Rate—get to all of Southern California, 4/2%
of U.S. Buying Power, with

8 "‘ | GIANT ECONOMY PACKAGE OF
10,000 WATTS 3 9
740 KILOCYCLES I SOUTHERN CALIFORNIA RADIO
John Poole Broadcasting Company

; BUSINESS OFFICE: 6540 SUNSET BLVD.,
“
-~ - = -—= HOLLYWOOD 28, CALIFORNIA

STUDIOS IN AVALON
AND HOLLYWOGQD

REPRESENTED BY ROBERT MEEKER & ASSOCIATES, INC

47
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THE MOST AMAZING RECORD OF
SALES IN THE HISTORY OF RADIO!

BANKS ke these are grabbing "'Freedam, U. §. A.”|

® FIRST AMERICAN STATE BANK, Wausau, Wisc. - - - - WSAU
o PERPETUAL BLOS. ASSOCIATION, Washington, 0.C. - - - WIOP -
o CROCKER FIRST NATIONAL BANX, San Framcisco, Calif, - KGO
© PLANTERS NATIONAL BANK & TRUST, Rocky Mount, N.C. - - WFMA
© RHINELANGER BLOG. & LOAN ASSOC., Rhinelander, Wisc. - - WOBT
© FIRST NATIONAL BANK, Odessa, Texas = - - - - - KOSA
© FIRST NATIONAL BANK OF LEWISTON, Lewiston, Pa, - - - WMRF
© BUOGET FINANCE CO., Las Vegas, Nevada - = - - - KIS
® FIRST CITIZENS BANX & TRUST-CO., Fayetteville, N. €. -. - WFNC
© CITY NATIONAL BANK OF CENTRALIA, Centralia, Il ~ - - WONT

© AMARILLO NATIONAL BANK, Amarillo Texas e e . :
*® MIOLANO NATIONAL BANK, Midiand, Texas - - - - - KCRS
© FIRST NATIONAL BANK OF THE BLACK HILLS, Rapld City, S. 0. - . XOTA
o MOUNTAIN NAIIIINAL'MNI( OF CLIFTON FORGE, Clifton Forge; Va. WCFV
o SOUTHERN Anlli)N_A BANK.& TRUST CO., Tucson, Ariz. - - KCNA-
o FIOELITY NATIONAL BANK, Twin Falls, Idahe - - - . KIFl
o FIRST NATIONAL BANK, Missoula, Mont. - - - - - KGVO

BAKERIES fike these ore presenting “‘Freedom, U. §, A*'|
© HOME BANERY, Laramie, Wyoming . - - - - - - KOWB
o MULLER-GROCERS BAKING CO., Saginaw and Bay City, Mich. . WSAM
o SUPREME BAKING CO., Oes Moines, lowa . . - - - KIOA
o HONEYCRUST BREAO, Somerset, Xy. - - - . . . WSEC -

BREWERIES (ike these are signing up “‘Freedom, U.5.A."]
® GREAT FALLS BREWERIES, INC., Great Falls, Mont, - - - KFBB
© VALLEY DISTRIBUTING CO. ¥OR GREAT FALLS, Livingston, Mont. - - KPRK
o FLATHEAQ OISTRIBUTING CO. FOR GREAT FALLS, Kalispell, Mont. - NGE2
o FRED KOCH BREWERY, INC., Qunkirk, N.Y. - - - - . WFCB
® GEORGE F. PFALMER CD., Colorado Springs, Colorads - - -  KROO
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and now a message

R S e SR 08

nsor
from our SPONSO”

by Bob Foreman

(lere is Part 11 of a discussion
| Degan lust issue on television
artists.)

C(/ hat actual functions does a

full-time television art man per-
form? Well, let’s look at the more
obvious, the most essential. Al
though a space writer can put his
copy (with or without a rough lay-
out) 1 an outgoing box and send
it to his art man, confident of a =at-
isfactory job, not so the TV copy-
wriler.

So much i~ left uns=aid in even
the most detailed eommereial
script that the progression of vis.
nal action ix wore implicit than
exphicit; for example, transitions
optically or otherwise achieved are
expressed in close-up, medium shot,
long shot, etc—yet all these m-
structions are =0 broad that they
leave more to the imagination than
they really elear up. But the artist
must select the exact angle as well
as the specific field for each cam-
era shot before he draws a single
frame, however rough the story
board may be.

As for the story board itself—
the artist, preferably with the writ.
er, must decide how many frames
to put mnto the board. Every added
frame eost: extra money, wses nh
extra time. Yet the vital seenes or
takes or =et-ups (eall 1t what you
will) mn=t all be depieted in one
or more frames if an account man
and advertising manager are to be
given a lucid picture of how the
copy goes. How detailed must this
drawing he? Again a vital deci-
~sion npou which a tot of cost and
time  and eventnally the okay of
the copy rest,

So I'd ~ay no story hoard wil
be reatly great from either an ad-
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vertising or production standpoint
unless it iz the joint endeavor
(worked on simultaneously from
the start) of a writer and an arti-t.
Thiz is true if the TV art man
doesn’t add a =ingle thought to
what the writer comes up with—
merely mechanical know-how and
techniqnes,

On the other hand. the good TV
art man, adroit in advertising and
competenthy creative, will do as
much to make the commercial ef-
fective as does the writer. (This is
rarely true in print copy!) That’s
because of the simple fact that TV
1s visualization (n motion!

So mneh for the story board—
perhaps the heart of the business
of commercial television. What
about sponsor identtfication on
programs? The creation of main
titles for shows i one of the most
important, vet most neglected.
phases of televizsion programing to
date. MGM spends hundreds of
thousands of dollars per year on
artists and art work to produce
main titles that will send a motion
picture off to a good start. How
many television shows begin with
a dul thud caused by two static
cards or a few block letters on
film. Here is the place where you
get your audience or lose it-—right
at the start. Here 1s where you link
up program and product—right at
the start.  What more mmportant
commercial ~pot is there in vour
show ?

Main titles must be worked out
with the program  producers so
that lh(‘y can bear constant repe.
tition. ~o that they will intrigne
and sell at the same time! This ix
basically vour TV art muan’s prob-
tem (and he's usnally hampered
with a $500 production budget de-

spite the faet that the main title
will be run weekly for 39 weeks or
even five years—u real false econ-
omy!) as a case in point, take a
look at the I Love Luey opening
and closing. Here is a topnotch
example of what well-integrated
titte and sign-off can do for a spon-
sor. The Philip Morris copy and
show are beautifully wed, each en-
haneing the other. The choice of
opticals  (irises) and technique
(live combined with animation) is
superh. relevant, dramatic. ex-
plicit!

These are just a few of the vital
functions a TV art man can per-
form. And with just these pur-
poses, I don’t see how we can gel
along without him.

N ——
- -

commercial reviews

Pras = - .:;?‘“ ‘*:{f'};".\t-' oo "§

SIMULCAST

PROGRAM : Clare Booth Luce

SPONSOR; Republican Nat’'l Committee
AGENCY BBDO
STATION: WNBC—AM and TV—

10:30-11:00 p.m.

Whether or not this program, a simul-
cast, should be considered here and given
a “commercial critique,” T can’t say. Nev-
ertheless, I shall do just that because cer-
tainly the program, from start to finish
on both media, was not intended as enter-
tainment. To the contrary, it was prepared
to sell a candidate and as such I'd say it
went a long way toward accomplishing its
mission,

The reason? An old axiom of radio
and one we learned recently though quick-
ly in TV. I'm referring to the fact that
straight talk, however vital, however well
prepared or well presented, cannot sustain
interest. But break this palaver up with
well-spaced inserts, verbal in the case of
radio, visual-verbal in the case of televi-
sion, and you've got yourself a program
that should hold the attention of your

audience.

That’s just what Clare Boothe Luce did
as she discussed the Communist problem
in Washington on the TV hookup, with
film clips of pertinent investigations, and
just the audio of these clips for her radio
broadcast. Thus Mrs. Luce not only made

her presentation far more interesting but

SPONSOR




ght on the button with Waterbury'

Waterbury's largest single emplover is Scovill
Manufacturing Company, one of America’s leading

brass mills and makers of metal products.

No company better exemplifies the steady expansion

of Waterbury industry than Scovill. It began in 1802

with the manufacture of brass buttons. Today Scovill employs
over 8,000 persons who turn out products as diversified

as paper fasteners—aircraft parts—metal containers for

drugs and cosmetics—and, of course, brass buttons.

In fact, everybody in Waterbury turns a button daily+—

the one that tunes to WBRY!

Radio dials in Waterbury ''stay put” at WBRY.

For YOU, this means ANY time is GOOD time on WBRY—
CBS in Waterbury. The March, 1952, Pulse study

shows WBRY FIRST by far in 44 of 48 daytime quarter hours.
Get your product in use in the lucrative Waterbury

‘ market. Just rely on WBRY'!

o ask Avery-Knodel for the WBRY story

Waterbury,
Conn.

CBS
S000 Watts
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. bhut it takes
two arms to get
the best resvlts

fo sell Memphis you need BOTH

WMC -« WMCT

NBC=5000W Memphis' Only
790 K.C. TV Station

owned and operated by the Commercial Appeal

National Representatives - The Branham Company
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_ AGENCY:

]

added tremendous impact and credibility
to the entire message. Authenticity as well.

This device or technique or what-have-
you has too long been something many
politicos have shied away from on the
grounds that it smacks too much of show
business or that it tends to sound phoney
or perhaps because they are smugly con-
vinced that their own charms can sustain

interest for 30 minutes.

Here is another case in point that the
selling ideas, political or product, have
more in common than many will conceae.
We’re getting more evidence of this fact
each day now.

TELEVISION

Colgate Dental Cream
Robert Lawrence Prods.
Ted Bates
Anrouncements

SPONSOR:
PRODUCER:

PROGRAM :
Here’s a slick use of the “news ap-
proach” to television copy and one that

comes off extremely well. It is chosen be-

cause this technique will help Colgate com-

~ bat the actual news value in the chloro-

phyll dental field.
The Bates TV staff has utilized a2 Wes:-

" brook Van Voorhis type of wvoice 3 la

“the voice of the March of Time,” to set

. the pace for the announcement. It’s this

ringing voice that we hear over an excel-
lent series of scenes matted by a map of
the United States. Within this frame-
work, we have doctors and crowd shots
(wonder if they have releases from every-
body here) and charts, etc.

In two places there is sound shooting
both with “dentist-type” narrators describ-
ing on camera the effectiveness of the
product in combating bad breath and tooth
decay. An excellent slap at chlorophyll-
colored products is made with a close shot
of Colgate Dental Cream being placed on
a brush as the voice-over makes hay of the
point that it’s pure white in color.

The net result of the entire conception
of this spot is a hard-selling announce-

ment, well paced and interesting through-

" out. As a competitive piece of copy, it

leaves nothing unsaid. Every optical used
furthers the copy story rather than appear-
ing for mere effect. In other words, here
is the professional approach to TV copy
for a drug product and it may well serve
as a model for those who are wandering
off into animation and the other “charm

schools” of advertising.

SPONSOR




ask
Procter
Gamble

and Ernie,

the Hamburger

King

20 OCTOBER 1952

Procter & Gamble is the biggest advertiser in America.

Last year they spent over $18,000,000 in radio. Like the National
Biseuit Company, Liggett & Myers and many other of America’s largest
advertisers, they tnvested more money in radio than in any other medinm.

Ernie, the Hamburger King, of 118 Pike Street, Seattle, is one of

the smaller advertisers in America. Last year Ernie spent approximately
$7,000 in radio. Like countless other local merchants from coast to
coast, he invested more money in radio than in any other medium.

Sales results? P&G had the biggest year in its history. So did Ernie.
(In fact, Ernie’s sales climbed to an average of 1,200 hamburgers a day.)

The truth is that at hoth the national and local level, radio offers
economy and flexibility that no other medium can touch. And do you
realize how much the radio-listening population has groun? Today
there are 105,300,000 radio sets in the U. S. A, Virtually erery home is
a radio home—and over half of them have two or more sets.

The arerage Ameriean now spends more time with radio than with
magazines, TV and newspapers combiuned.

Beyond question, the smartest buys in all advertising are being made
in radio. And they're being made right now.

L J
*
.
*
*
P
>
¢"‘
P
P
-
-
-

§~.
LT

Broadcast
Advertising

Bureau, Inc.

BAR is an
organization
supported by
independent
broadcasters,
networks and
station
representatives
all over America

270 1 4HK AVE,, NEW YORA CITY
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... AND ALREADY

CENTRAL NEW YORK'’S
MOST POWERFUL

TV STATION

Represented Nationally
by the Kalz Agency

CBS » ABC e DUMONT

[[TELEVISION]
A SYRACUSE

9
ot ..
2 $roe J = e

A MEREDITH STATION
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B. B. Geyer

President and Chairman of the Board
Geyer Advertising, Inc.

It's uo tiick to figure out how Pat Gever got the idea for the famous
Man of Distinction campaign. Al he had to do was to look into his
OWN Mirror.

Dapper and urbane on the outside though he is, Pat Geyer is never-
theless contemplative and analytical by nature, A bear for facts and
figures. he keeps his research department busy analyzing develop-
ments in radio and TV as fast as they come along. Every program
appearing on Nielsen’s radio and TV indices is cost-analyzed and
broken down to a cost-per-commercial-minute figure. His associate-
know Pat much prefers to trust the charts. graphs. and studies with
which he surrounds himsel rather than the often high-blown sales
pitch of someone with an axe to grind.

With his interest in research. he was a natural selection as Chair-
man of the Board of the Advertising Research Foundation. Under
the Foundation’s recently expanded scope, ARF may be destined to
play a major role m radio and TV research. (See “Does radio re-
search need a ‘seal of approval’?” sponsor. 28 January.)

As Pal Geyer points out, “We've harely scratched the surface in
the field of radio-TV research. That’s why I'm particularly inter-
ested in Larry Deckinger’s Committee on Radio-TV Rating Methods.
We expect this ARF committee to come up with an extremely valuable
tool when it gives its appraisal of the various rating systems now in
use and. possibly, the reasons for differences hetween the ratings oh-
tatned by different methods.”

Still another aspect of TV causes Pat some concern. He wonders:
“Are we doing the right thing carrving over radio time buying ¢ycles
mto TV? When the new mediun’s coverage expands to truly national
proportions. will not all but the richest advertisers be frozen out?
Jecause of competitive factors. radio has recenth had to offer greater
flexibility in order to permit an advertiser to match up his prodne-
tion and distribution patterns with his radio advertising. As more TV
tinte and stations become available. it secms to me that the magazine-
insertion type of time buying will afford the advertiser an opportu-
nity to hit hardest at appropriate tintes and. by means of this flexi-
bilitv. get the most out of his advertising dollar.”

Personally. Pat depends upon flv casting. ping pong. tennis, and
golf to maintain a physical flexibility and an athletic prowes< that

shames= mam yonnger en. * ok ok
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Gnckned !

Prestige and listener-preference give
WREC advertisers an anchor to get a
firm hold on this great $2,000,000,000
market. Planned, high quality pro-
gramming keeps a steady audience of
interested listeners. (WREC has the
highest Hooper rating of any Memphis
Radio Station). Yet, the cost is actually
10.1%, less per thousand listeners than
in 1946, Tie up your sales program in
the Mid-South by keeping your sales
message on the station your customers

prefer—WREC.

MEMPHIS NO. 1 STATION

REPRESENTED BY THE KATZ AGENCY * AFFILIATED WITH CBS, 600 KC, 5000 WATTS
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This SPONSOR department features capsuled reports of
broadcast advertising, significance culled from all seg-,
ments of the industry. Contributions are welcomed.

WWCA campaign helps retailers vevive ailing business

WWCA. Gary, Indiana, has come up
with a preseription that is currently
getting healthy result= for the recently
ailing business of retailers in down-
town Gary -and has hiked its own
revenue to boot.

Knowing that husiness in downtown
Gary had been dropping off and con-
vinced that radio could help. WWCA
carefully worked out a proposed air
promotion campaign and presented it
to the Gary Downtown Merchants® As-
sociation. The promotion, to run from

September through 20 December.
was desiened to stimulate store trafhe
in the afflicted area by luring back
Gary residents who were shopping else-
where and attracting shoppers from
surrounding towns and rural areas.
It was planned to reach every segiment
of the potential 300.000 listeners in
WWCA's coverage arca. It embraced:

I. Commercials in broadcasts of
high school football games played by
Calumet area schools.

2. Commercials on the 7:00 a.m.
WWCA newscast Monday through Fri-
day (the first newscast of the dav).

3. Five announcements per day.
every day, scheduled in programs de-
signed to reach different audience seg-
ments: farmers. suburbanites, Negroes.
foreign-language audience.

4. A contest to run the full 15 weeks
awarding $1.000 in prizes ($200 in
merchandize to each weekly winner.
and at the end of the contest, a 31.000
jackpot plus a vacation trip to Mexico
to the grand prize winner). To enter
the contest. listeners had to write on
the back of entry blanks (available
only in the downtown Gary stores)
why they Liked to <hop in Gary.

Iixtra promotion and bally hoo.
including a dailv 15-minute program
describing the comest and listing the
prizes: conrtesy announcements plog-
ging the participating merchants: win-
dow stieamers and decals for the mer-
chants: point-of-sale cards.

The entire campaign.  all-inclusive,
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was offered to the Gary Downtown
Merchants’ \ssociation at a cost of
$500 per week, and the Association ac-
cepted it as set forth. Lach of the 20
participating retailers receives an aver-
age of eight commercials a week.

ICL(:V'.[:‘,IQN

RTTTSTINN FUTY
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Posters in store windows helped pull traffic

The whole promotion centers around
the contest which is directly calculated
to stimulate store traflic. Fach com-
mercial bears a tag line urging listen-
crs Lo stop in at that particular store
and pick up a contest entry blank. By
the end of the second week of the cam-
paign. the original distribution of
5,000 entry blanks had been exhausted.
At this rate. the station anticipates that
100.000 blanks will be issued before
the contest is terminated in December
—with a commensurate increase in
store trathc.

WWCA s delighted witih the hypo
this campaign has given its business,
and with the new radio-consciousness
in the entire area. Nix of the Associa-
tion’s participating retailers had never
used WWCA previously: the station
also acquired eight new accounts whose
purchases of time were directly influ-
enced by the campaign. They expect
a hike i station revenue of at least
10 for the last quarter of this vyear.

Responsible  for working out the
campaign were WWCA  Commercial
Manager Joseph R. Fife and WWCA
\ceount Exccutive Jim IMitzgerald. The
contract  was ~igned for the Gany
Downtown Merchants’™ Association by
George Lapping. its president. % * %

Radio contest, Bob Hope
go to bat for Jell-0

General Foods is currently giving its
Jell-O products a big hypo via radio—
both on the local and national level.
tt is (1) running a contest to promole
Jell-O items on about 250 radio sta-
tions (6-31 October )Yand (2) sched-
uled to sponsor two new programs star-
ring Bob Hope on the NBC Radio net-
work. also for Jell-O.

One of the Hope shows will be a
daily 15-minute morning stanza on
NBC to start 10 Novembher: the other
will he an evening program, Wednes-
davs, 10:00 to 10:30 p.m., slated for
January 19533.

The current contest is of the wrile-
in-and-tell-us-why-you-like-our-product-
and-send-three-box-tops variety. It i<
being promoted via one-minute partici-
pations in local live shows on the in-
dividunal stations, as well as in a few
regional network programs (such as
Frank Goss Vews on the Columbia Pa-
cific Network). Types of shows used
range from homemaking to cowbov to
special-imerest commentators. each
picked for local popularitv. Typical:
Feature Foods, WLS, Chicago; Bar-
bara Bavne. WLOL. Minncapolis:
Johnny Gee Show. KOB. Albuguerque:
Martha Deane. WOR. N. Y.

The sponsor is offering not only lo-
cal and national prizes for contest win-
ners, but is providing incentive for the
show m.e’s to exert themselves in
pushing the promotion. The m.c. whe
does the best job on the contest—hv
pulling the most returns as related to
the size of his listening andience and
at the lowest cosl-per-refurn—gets a
trip to Paris. * ok ok

Omaha bakery finds two
types of Western fan

Peter Pan Bakeries. Omaha, had a
problem. Tt had to choose between

two Western TV film series—the Gene
Autry Show and The Range Rider

"Range Rider" does daring stunts; Autry sings

SPONSOR




and decide which one it wanted to
sponsor on KMTV, Omaha.

Both Peter Pan and its ad agency,
Allen & Reynolds, knew that Westerns
have long proven a successful type of
programing for bakeries (see “Bakers

!

on the air, SPONSOR, 25 September |

1950). But in studying the problem,
they came to realize that the pro-
grams they were considering actually
covered two types of Western fan
those who would favor a singing cow-
boy and those who would he more in-
trigued by a rootin’-shootin’ hero who
does brave stunts (The Range Rider).
Result: In order to reach both audi-
ences and get maximum coverage. Pe-
ter Pan decided to sponsor both shows
on KMTV on an alternate-week basis
(Sundays 5:30 to 6:00 p.m.. starting
12 October). According to CBS Tele-
vision Film Sales (which distributes
both syndicated Westerns) this is the
first sponsor to bankroll both the pro-
grams, and other sponsors are display-
ing interest in the idea. * K ok

Briefly . . .

WNHC'’s new four-story radio build-
ing in New Haven. Conn., was recently
dedicated to “The People of New Ha-
ven’” in special ceremonies.

A half-

WNHC pres. Goode makes opening official

hour radio program featured guests
representing the National Broadcast-
ing Company, the Katz Agency of New
York, and leading broadcast trade
journals, as well as WNHC officials.
Cutting the ribbon to officially open
the new building (see photo) is Pat-
rick J. Goode, president of the Elm
City Broadecasting Corp. Looking on
are (L to r.) : George Hicks, NBC spe-
cial events reporter; Wilham Celen-
tano, Mayvor of New Haven: Fran
Gregory, NBC singer-actress: Edward
C. Obrist, station manager: Aldo De-
Dominicis, secretary-treasurer of Flm
City Broadcasting.
(Please turn to page 92}
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LOWEST COST
MAJOR
STATION BUY
IN THE
DETROIT AREA

i ADVERTISING THAT MOVES MORE

MERCHANDISE PER DOLLAR IN-

‘@ VESTED IS BOUND TO BE THE

ONE THAT GIVES YOU THE

MOST COVERAGE FOR THE
LEAST MONEY!

CKLW covers a
17,000,000 population
area in five

R important states.

50,000

WATTS
800 KC.

R

&

.
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B
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e

Adam J. Young Jr., Inc.
National Representative
®

Guardian Building

Detroit 26, Mich.

d. E. Campeau, Pres.
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Non-parents show more critical attitude
than parents on Western viewing for children

{dvertest Research took a poll on the subject of Western
films among 766 families during September 1952 in the
New York Metropolitun area—making a special effort

to compare the viewing habits of children under 12 with
those of teenagers and adults. Following are findings:

H @® 709 of the families with children considered Westerns
WFBR :ruck dls: as good entertainment for the children. while only 59 of
» . non-parents agreed with this point of rview.

ockey show—is ,

I Y @ 23% of the parents thought that Westerns lead children to
1he an 1 rudin (I}»r(;l.opl l)ln'(l/lmbils. while 365 of the non-parents were

af this belief.
re:nrd shnw i“ @® 5% of the parents were in favor of banning Westerns from
B l" . rh TV. wln'l.r' 113‘7( of the non-parents expressed the

u Imnre “1 e same athtude.

i @® 6% more families watch Westerns than did when Adrertest
ufternonn - took a similar poll in 1951. Adult viewing was 18% greater
in homes where there are cliildren. The total number of
& families l!ml reported wcatching Westerns regularly was 60
Looking for a participa- of the TV audience.

5 @® 60¢ of the families watching Westerns regularly preferred
tion show you can brag historical stories with an authentic background orver musical
about, instead of having Westerns and purely fictitious Western stories.

. se 9 ’ © On the critical side, 7.3% of all interviewees thought the
to JuStlfy . WEFBR’s Westerns should ('m’tmin less fighting, shooting. robbing,
home-grown Melody and killing.

Ballroom carries more @® The popularity count on Western series ran as follows:

audience than any other
afternoon radio record
show—more than high-
cost TV shows! Make
sure your radio dollar’s
well spent in Baltimore
—buy Melody Ballroom

(1) Hopalong Cassidy. (2) Cisco Kid. (3) Lone Ranger,
(4) Roy Rogers, (5) Gene Autry. (6) Six Gun Playlhouse,
(7) Gabby Hayes. (8) Wild Bill Hickok, (9) Western
Roundup. and (10) Western Prairie Theatre.

National ratings top 10 programs

on WFBR. Just ask (Percentage of homes reached in program station area)
your John Blair man

TelePulse 2-8 Sept. 1952 Nielsen Radio 31 Aug.-6 Sept.
or contact any account

executive of . . . RANK [ PROGRAM RATING | RANK | PROGRAM RATING

! Talent Scouts 33.5 1 Dragnet 7.3

ABC BASIC NETWORK 2 Show of Shows 33.1 2 You Bet Your Life 6.7

3 Godfrey's Friends 31.3 3 People Are Funny 6.0

4 Groucho Marx 27.1 4 Dr. Christian 6.0

5 My Little Margie 26.7 5 Cavalcade of America 5.8

6 Philco Playhouse 26.7 6 Elsenhower Speech 5.7

7 | Pabst Boxing 26.4 7| creat Gitdersieeve 5.5

8 what's My Line 25.6 8 FB! in Peace and War 5.5

9 Gangbusters 25.2 9 Life With Luigi 5.5

10 Your Hit Parade 25.2 10 Father Knows Best 5.5

5000 WATTS (N BALTIMORE, MD
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represented V.
individually and
as a group by

THE KATZ AGENCY,

CHICAGO

INC.

DALLAS

| NEW YORK DETROIT ATLANTA KANSAS CITY LOS ANGELES

ONLY A COMBINATION

AN

COVER GEORGIA
MAJOR MAI\I\':-’.

the TRIO offers

advertisers at
one low cost:

CONCENTRATED
COVERAGE

MERCHANDISING
ASSISTANCE

LISTENER LOYALTY
BUILT BY LOCAL
PROGRAMMING

DEALER LOYALTIES

in 3 major markets

SAN FRANCISCO



KINGAN AND GODFREY

{Continued from page 37)

wick & Legler. their advertising agency.

The =ales force was supplied with a
presentation brochure at the time God-
frey went on the air for Kiugan. That
brochure cited past selling successes by
Godfrey as an inducement for retail
dealers to go along with Kingan-and-
Godfrey. His picture. wearmng the
crown. appears in numerous point-of-
sale pieces. tie-in advertisements for
retail ads. and more recently m a pack-
aged promotion for chains and inde-
pendent group participation.

ANOTHER BLUE RIBBON ACHIEVEMENT

Kingan producex a varied line of
processed meatx and no one product
is spotlighted on the Godfrev program.
\ set portion of the commercial time
iz devoted to purely institutional copy
-elling Kingan as a company. The rest
is split up between two products per
prograni. these heing chosen to tie in
with scheduled sellimg campaigns by
the Kingan sales organization.

John Warwick, who does mast of the
commuercial copy himself, remarks: “All
commercials are written as close to
Mr. Godfrey’s style as possible. His
creat selling power is due to his in-
formal and believable prescntation of

e

THOUSANDS SAY '|AM A KFAB FAN~

The Nebroska State Foir — Nebraska's biggest show —
is KFAB's biggest show and is lhis month's achievement
slory, Thousands of KFAB fans from the form, from lhe
smoll towns ond the cities of the Midwest Empire meel ot
the Foir every yeor. They come to exhibit their crops.
their stack and their hondiwork. They came lo see new
things in mochinery, tools ond conservotion . .. and lhey
come to see the big KFAB shows which originote ot the
Foir. Over 100,000 men, women and children watched
and took part in KFAB shows this yeor. KFAB's yeorly
achievement ol Nebrosko's big agricullurol exposition re-
sults in doily ochievements for lhe odvertiser. Get the
facts on the ""‘ochievement station'’ today . . . from o Free
& Peters man or General Monoger Horry Burke,

- EMPIRE
mgfﬁg‘%‘-‘g{g By KFAB
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the sales message. Will Roland, who
produces and direets the Godirey
morning  shows, also produces the
Roundtable. He's done such a smooth
job of putting the show together that
many Kingan dealers and most of the
listeners don’t even realize that the
show is taped.”

A representative late-spring com-
mercial for one of the Kingan products
goes like this:

“Say, vou gol that barbecue whatja-
majig out of the garage and ready for
action vet? Boy, i’s gettin’ along
about that time now! And if vou want
to start that first harbecue off with a
bang. get vourself a big supply of
Kingan's Reliable Wieners. When you
lav about a dozen of those Kingan’s
Reliable Wieners across the grill, the
whole neighborhood’ll probably come
arunnin’. That's how good they’ll smell
when you get that charcoal going un-
der them. Some people call 'em ‘hot
dogs” or “frankfurters’ or ‘wienies.’
DNoesn’t make any difference what you
call 'em as long as they got that name
‘Kingan” on the package. That’s the
word that makes the big difference, be-
licve me, because Kingan’s Reliable
Vieners are made from only the ver:
best cuts of choice beel and pork.
That’s all that goes iuto ’em: the very
best of evervthing.”

This commercial approach got the
following sales results in a representa-
tive 20-week period during which Kin-
gan sponsored Arthur Godfrey:

Tte1 A -a 09.4¢% increase; ltem B
——a 435.3¢ increase; Item C—a 34.6%.
increase: Item D—a 32.297 increase.

To boost distribution directly. the
following commercial was delivered by
King Arthur G.

“Say. did vou ever find yourself

coming home from the grocery store
thinking to yourself—‘Gee, I just spent
10 or 15 bucks back there and [ got
about enongh food lere for only four
or five meals!” If vou have. 1 want to
tell you again about those two Kingan
money-savers (and 'm talking about
real money: not just onc or two pen-
nies). Kingan's Lima Beans and Ham
and Kingan's Noodles With Beef. Both
are wonderfully delicious maindishes
that you can serve for only 25¢ a por-
tion. lmagine that! Abont 25¢ a gen-
erous portion. And what wonderful.
tasty eatin’. Ningan's Lima Leans and
Ham i< a delicious conbination of gar-
den-fresh tender, tasty Lima Beans and
big chunks of Kingan’s Reliable 1lam.

- And that Kingan’s Noodles With Beef!
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BOB MAXWELL . . .
Early Risers. A New Lislen o
6:30 A. M. Monday through Friday.

Fraternity of

TOM MacMAHON . .. News From
The Editor’s Viewpoint. A New
Léiilesn at 1:00 P. M. and 2:00 P. M.

The best in programming —for the best in listening
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JOHN MERRIFIELD . .
Detroiters. A New Léiiden at 7:00
A. M.—9:00 A. M.

. News for

N Gl

ROSS MULHOLLAND .. . Detroit’s
most-quoted disc jockey. A New
Litlen at 1:05 P. M. Monday
through Friday.

Detroit’s Station of /Vew .theﬂ/l e o o o

5

I

VICTOR LINDLAHR . . . "To Your
Health.” A New Litden at 9:15
A. M. Monday through Friday.

ﬁé%mx e t
CHARLES PENMAN . . . The Voice
With Music. A New Lidlen at

7:00 P. M. Monday through Friday.

HU

’

Basic NBC Affiliate

First Michigan ———
AM -0 XILOCYCLES
3000 WASTS

TV Station, :
WWwWJ-TvV FM-CHANNEL 706

=311 MEGACYCLES

THE WORLD'S FIRST RADIO STATION . . . Owned and Operated by THE DETROIT NEWS . . . National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
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Fitting a Medium
to a Market

wsv ACUSE

NBC
AFFILIATE
Covers ALL
of the Rich
Central N.Y. Market

erl'E. Wire, Phone
or
Ask Headley-Reed

Fitting a Medium
fo a Market

ACUSE

MNBC
AFFILIATE

WY

Covers AEL _
L1

Write, Wire, Phone
or
Ask Headley-Reed
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Boy. there is une ot the best meals you
ever had. Tasty noodles cooked just
long enough to make ‘em tender and
more than a quarter of a pound of
good. lean beef in every can,

“And the gravy is real beef juice—
none of that water or beef sauce busi-
ness in Kingan’s Noodles IWith DBeef.
And look. if your store doesn’t carry
these Kingan products. let me know
about it, will you? Just drop a card
or a letter—to me, Arthur Godfrey.
CBS. New York . . . tellin’ e the
nanme of your store-—and I'll get a Kin-
can man to call on your grocer.”

This write-in campaign had spectac-
ular results for the Kingan people.
Cards and letters poured in to CBS
who turned them over to Warwick &
Legler. who in turn passed them on to
Bruce Ashby at the Indianapolis office
of Kingan. Typical result: R. L. Web-
ster, district manager of a major North
Jersey market, wrote that. armed with
letters from consumers to Godfrey, he
got six new store accounts for Kingan
in Northern Jersey within eight days.

“Kingan’s advertising budget.” says
John Warwick. “though smaller in
comparison with other meat packers of
comparable size. is being made to pay
ofl on a dollar-for-dollar value through
hard-hitting merchandising tie-ins.”

In preparation for the second year
of the Kingan-Godfrev combo, the ad-
vertising team of Ashby. Pruett. and
Ranck from the company, and War-
wick and Bishop [rom the agency vis-
ited the sales foree (as they had done
the vear previous). They briefed sales-
men on the purpose of the campaign
and explained how to sell dealers on
the advantages of having America’s
foremost food salesman pushing their
Kingan product for them.

In-store promotions are to be ex-
panded. and Kingan-Godfrey Carnivals
and Sales are being planned in the va-
rious consumer markets, Replicas of
the Kingan crown which Arthur God-
frev wears were given away at the In-
diana State Fair this summer. So great
was the demand for these multi-colored
paper crowns with Kingan’s name on
them. kids lined up for hours in or-
der to get them. Within eight days
some 08.000 crowns were distributed.
Pictures of Godfrey and his cast were
eiven awayv at point-of-sale-—at least
100,000 of them.

Fvery salesman has just sent out
about 75 post cards to his key acconnts
telling of King Arthur G. and men-
tioning some of the tie-in display ma-

terial the Kingan company provides.

Unquestionably. the program is the
mainspring of Kingan’s entire adver-
tising campaign. Both the results of
King As conunercial delivery and the
extent of merchandising built around
the show and his personality justify
the sizable portion of the firm’s ad-
vertising expenditure going into one
medium—network radio.

On the side of spot radio. Kingan
confines itself mainly to Indianapolis.
On station WIRE. Indianapolis, Kin-

gan has grown from a $59 spot adver-

* * * * * * * *

¢¢l have the ability to sell hecause I'm
on the level, and they know I'm on the
level.2®

ARTHUR GODFREY
CBS
* * * * * * * *

tiser five years ago to a $40,000 ac-
count in 1952.

Kingan first tried radio in 1948 via
a series of announcements in 55 mar-
kets. On WIRE the cost of these first
announcements totaled $59. Later,
when the firm decided to introduce a
new product—*"Seafoam’ shortening
—they consulted Daniel C. Park, gen-
eral sales manager of WIRE, Indian-
apolis, on the type of program to
choose.  Dinner Winner became the
first of a series of such programs that
Kingan sponsored in Richmond, Va..
and Atlanta. Ga., as well as on WIRE.

WIRE's eflicacy in promoting the
new product for Kingan was indicated
by a 1949 “Consumer Analysis” which
listed “Seafoam™ as second out of
eight leading non-vegetable shorten-
ings in Indianapolis consumer prefer-
ence.

By 1951. Kingan sponsorship had
expanded beyond the one Dinner Win-
ner program. Their schedule included
the Indiana High School Athletic As-
sociation basketball tournament which
increased dollar volume in stores no-

ti(t(’a})ly.
In  August 1952 Breakfast with
Paula supplanted  Dinner  Winner.

which Kingan thought to have reached
its point of diminishing returns. This
morning chatter and guest program is
broadcast across the board 8:45 to
9:00 from the Coffee Shop at the
Claypool Hotel in Indianapolis. Tom
Carnegie, formerly m.c. of Dinner
Winner. made his debut last March
with Kingan’s Klubhouse. Kingan's
third WIRE program is Dick Stone’s
Eat-itorially Speaking, 11:30 to 12:00

SPONSOR
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§150,000.00 T0 $200,000.00
PER MONTH Eeeny MONTH

“We receive an average of one hundred and fifty to two hundred thousand dollars every month from
out of the State sources as a direct result of our KVOO ten o'clock newscast! We know that the new:
brings it in for we always write and ask the folks how they happened to open an account with us. And
today, we have savings accounts from people living in 43 of the 48 states!” So said Mr. Louis W. Grant,
President of Home Federal Savings and Loan Association of Tulsa, on the occasion of the beginning of his

firm’s 12th consecutive year of sponsorship of the ten o'clock P.M. newscast over KVOO.

Our congratulations go to Mr. Grant and his staff as they reach this radio milestone. During the past
eleven years on KVOO Home Federal has grown from a five million to a thirty-four million dollar organi-

zation! This is a great record and is convincing proof of Home Federal’s wise and astute business acumen.

KVOO is proud to have been of such important service to this great financial institution and we look

forward with confidence to Home Federal’s continuing growth and increasing prosperity!

"Luncheon at the Tulsa Club cele-
brated Home Federol’s signing of their
12th consecutive sponsorship of KVOO's
ten P.M. newscost. Enjoying the steoks
and birthdoy coke were, from left to
right, Mr. Llouis W. Gront, Jr., vice-
president; Mr. Wm. B. Way, vice-
president ond generol monoger of
KVOO; Mrs. Phyllis Edmonds, vice-
president in charge of advertising ond
public relations; Mr. Robert A. Eakin,
vice-president; Mr. Gustov Brandborg,
ossistont general monoger of KVOO;
and Mr. louis W. Gront, Sr., president.

RADIO STATION KVOO

NBC AFFILIATE
EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

50,000 WATTS TULSA, OKLA.

OKLAHOMA'S GREATEST STATION
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noon. Monday through Friday. With
its full spot radio schedule. Kingan i~
reaching Indianapohs listeners morn-
ing. noon. and night.

In 1952, Kingan is planning to spon-
sor WIRE football broadcasts. includ-
ing the nine top games of Indiana and
Purdue Universities.

Kingan has expertmented with T\
on WTTG in Washington. D. €. The
company sponsored Shop the Town, a
morning home economics chatter pro-
gram. with considerable success. Both
Warwick & Legler and Bruce Ashby
feel that hve local home economics

Edward Lamh Enterprises, Ine.,

New York Office,

shows would be successful in other T\
market~. however no definite plans
have been formulated to-date for a
spot TV campaign.

Kingan was originally established in
1862 as a British corporation and for
many decades was mainly a meat pack-
er. When the company turned to pro-
ducing more manufactured meat prod-
ucts a few vears ago. the meat industry
was undergoing considerable financial
pressures hecause of OPS. so that de-
spite a growth in the industrv’s gross
sales on the over-all. these increases
were not in proportion with the expan-

Hotel Barelay—

Home Office. 500 Security Bldg.. Teledo. Ohle

WICU-TV—Erie, Pa.-——Headley-Reed Co.
WTVN-TV-—Columbus, O.—Headley-Reed Co.
WHOQOQO-—0Orlando, Fla.—Avery-Knodel, Inc.
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WIKK—Erie, Pa.—H-R Co.
WTOD-—-Toledo, O.—Hcadley-Reed Co.
ERIE DISPATCH, Erie, Pa.—Reynolds-Fitzgerald, Inc.

<lon ol the economy in general. In
1939, the housewife’s meat dollar was
distributed in the following propor-
tion: 26.8¢ to the packer; 25.7¢ to the
retailer: 47.5¢ to the farmer. Today,
the meat dollar is divided as follows:
18.3¢ to the packer; 19¢ to the re-
tailer; 62.7¢ to the farmer. Therefore.
despite the fact that more of the house-
wife’s dollars are spent on meat. a
smaller proportion of these dollars-
compared to a decade ago—is going to
meat packers. However, with the in-
creased cost of living. the meat-pack-
ing industry has been expanding al a
fairly steady pace.

Kingan, which ranged eighth among
meat packers, made =ales totaling
£€212,916,809 in its 1951 fiscal vear.
With the planned sale of control in the
company to Hvgrade Food Products
Corp. on 12 October. the combination
Kingan-Hygrade would rise to fifth
position in the meat packing industry,
mmmediately behind Cudahy, who ranks
after such giants as Armour. Hormel.

and Swift. L

PROMOTE TV SHOWS

(Continued from page 41)

tation methods are adaptable to TV.
Both NBC and CB>S. as a matter of
fact, have hired men with movie ex-
ploitation expericnee to add a fillip to
their TV program promotion. NBC re-
ports that its moyie exploitation ideas
are still in the experimental stage but
CBS has gone ahead and plunged right
into Hollywood hoopla. They gave
Jackie Gleason a pre-program premiere
buildup, complete with a cigar-champ-
ing advance man, in seven cities dur-
ing July and August.

The Jackie Gleason buildup is an
example of one of the most important
promotional devices for TV programs

personal appearances. It was espe-
cially important to CBS for a number
of reasons: (1) The program had no
audience as such since it was not yet
oy (2) CBS was still selling Gleason
to advertisers (the network eventually
convinced  Schick, Thes. Leeming &
Co.. and American Chicle}; and (3)
Gleason was costing CBS a pretty pen-
ny until married to the sponsors.

CBS chose seven TV cities for the
Gleason tour. They were Pittsburgh.
Chicago, Detroit, Cincinnati. Cleve-
land. Akron. and Boston. The CBS
comic did more than show his face:

SPONSOR
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Somewhere

West of

Eustace Tilley

or The Flowering

Geography is one of the many things
we have a lot of around Amarillo.
About 25 years ago a fellow could
stand at the Santa Fe station. squint
his eyes, and see right into the next
week. Lately, though, all the irriga-
tion-fostered trees, the oil wells, and
grain elevators would get in his way.
If he was looking for business, he
wouldn’t want to look much further
than our trading area anyhow.

Amarillo is a long way from every-
where, up on the high plains which
climb to the Rockies. Five other
state capitals are about as near as
Austin, the Texas capital. Seventy-
eight counties in Texas, Colorado,
Oklahoma, New Mexico and Kansas,
are served by Amarillo’s network of
highways and railroads — 1,853,000
people in 166,875 square miles. This
large trading area helps make Amaril-
lo first in the U. S. in retail sales
per capita.

Amarillo is so far north of South
Texas that we’re sometimes called
Yankees. But it’s close to the stuff
an advertiser looks for when he
wants business. The Panhandle has
the world’s largest wheat field, the
world’s biggest natural gas field, the
second biggest cattle ranch, and

710 KC o 10,000 WATTS o

KGNC

of Amarillo...

more than 4.000 oil wells. (*“Cattle
can’t drink that stuff,” said an out-
raged rancher when oil was found on

his land.)
KGNC’s 10,000 watts cover our

vast trading area eflectively. Last
year the Texas State Soil Conserva-
tion Board wanted to determine the
most  effective means of getting
weather information to an area up
to 80 miles from Amarillo. They
found out with their own survey.
Radio got 96% of the vote — and
88% of the 909, said KGNC.
When asked, “What’s your favorite
farm program?” 67% named KGNC
programs; all other stations com-

bined got only 33%.

There’s a story about a fellow
from Washington, D. C., who was
riding across a flat stretch of wind-
blown road with a Texas rancher.
A colorful bird fluttered into and
out of sight. The FEasterner asked
what it was. “Bird of paradise,” his
host told him. There was a long
pause, then the man from D. C.
commented, “Pretty far from home,
wasn’t he?”

It isn’t as far as it used to be.
And the gap is closing.

maritllo

NBC AFFILIATE
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REPRESENTED NATIONALLY BY THE O. L. TAYLOR COMPANY
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WiCRITAFAL!
610 ¥
500

TWO TOP

CBS RADIO STATIONS

TWO BIG

SOUTHWEST MARKETS

ONE LOW

COMBINATION RATE

Sales-winning radio
schedules for the Great
Southwest just naturally
include this pair of top-
producing CBS Radio
Stations. Results prove
this! Write, wire or phone
our representatives now
for availabilities and

rates!

National Representatives

JOHN BLAIR & CO.

ne appeared in vaudeville and at least
one theatre marquee ta Loew’s house
in Pittsburgh) mentioned that he was
a “CBS TV comedy star.”

As a publicity bird-dog. CBS™ Pub-
licity Chief Dave Jacobson sent out
Jack Goldstein. a veteran of 30 years
in the movie business. Goldstein once
headed David Selznick’s publicity set-
up as well as 20th Centuryv Fox’s Fast-
ern publicity office: he was also East-
ern studio rep for RKO. According to
one CBX source. Goldstein’s know-how
kept tour exvenses to such a low figure
that it was “a ¢rime to mention it.”

Goldstein beat the drums to the
tracde press and newspapers, arranged
for billboards and two-sheet posters.
helped set up guest appearances on lo-
cal TV shows. and tried to wheedle as
many mentions of CB3 TV as possible,
He also played some of it by ear.
When Gleason arrived in Detroit dur-
ing the Democratic National Conven-
tion. he was greeted by a group of
voung fans with signs saying “We're
Wacky About Jackie.” (Gleason broke
box-office records in Pittshurgh. a fact
that was merchandised to the trade
press for the benefit of potential spon-
sors as well as to CBS salesmen,

CBS TV didnt invent personal ap-
pearances, of course. nor did TV it-
self. for that matter. But the fact re-
mains that they are considered power-
ful audience builders.

This is especially true of young au-
diences. The use of appearances by
such Western stars as Gene Autry and
Wiliam “Hopalong Cassidy ™ Boyd is
well established in TV. Autry himself
used them to ballyhoo his protege. Jack
Mahoney. into prominence. Mahoney.
a pure 'V personality, is star of the
Range Rider series. which is produced
with CBS financing by Autry’s Flving
A studio.

Autry and CBS paired up to send
Vlahoney on a 20-dayv cross-country
tour. The exploitation treatment in-
cluded motorcades. appearances in de-
partment stores. hospitals. schools. and
orphanages. and the use ol Range
Rider comic books. The appearances
were backed up with newspaper adver-
tistng. direct mail. and point-of-pur-
rhase ]Jr(mmli()na] cards.

The promotion cost was about $25.-
000 but nobody begrudges it.  Maho-
nev hecame popular enough to be the
first TV star to be plugged in a movie
because of his video reputation.

Tours are great sources for news-

paper stories. And you can never tell
where the publicity will pop up. When
DuMont’s Captain Video appeared as
Grand Marshal last month in the an-
nual Fort Jay Children’s Parade in
New York City, the story and picture
were picked up by the Frackville. Pa..
Ledger. The Gleason tour resulted in
some priceless page-one stories. Al
though the Range Rider film is not
shown in New York City, a rootin’.
tootin®  demonstration of Mahoney's
horsemanship in Central Park for the
benefit of kiddies deprived of the pro-
gram was converted into the lead fea-
ture story in a New York Citv paper.

* * * * * * * *

*¢'Teday, althongh we have only 111
television stations on the air, two-thirds
of the American houscholds are already
within range of these stations and there

are more than 18,500,000 receiving sets
in use,*®

PAUL A, WALKER.
Chairman, FCC

* * * * * * * *

Tours are an indirect form of pro-
motion in the sense that they mav be
merchandising efforts as well a~ at-
tempts to push a personality on the
theory that if someone sees the person-
ality or hears about him, lie mayv tune
in on the program. Some of the more
direct promotion aims at telling the
viewer exactly when the program will
be on, and it may disclose something
about the program itself to arouse fur-
ther audience interest.

A good deal of this direct promo-
tional burden is borne by the network
but there has been an increasing load
taken on by agencies. The reasoning
behind this is simple: I an advertiser
sinks milhions into a TV program. he
should protect this investment with a
sizable promotional budget. Many of
the larger agencies (such as B&B.
BBDO. JWT, Y&R) have equipped
themselves over the years with large
promotional and publicity departments.

The agencies realize more and more
that video programing should take ad-
vantage  of  video-ty pe
BBDO, for example, which handles
TV's new Cavalcade of America for
Dupont over NBC. has developed a
“Who Am 17 teaser {or the historical
personalities portrayved on the pro-
gramn. These teasers consist of four
shdes together with appropriate copy.
The first three slides tell of little-known
incidents in the life of the personality

promotion.
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NORTH CAROLINA IS THE SOUTH'S NUMBER ONE STATE

North Carolina rates more firsts
in recognized market surveys than
any other Southern state. More
North Carolinians, according to
BMB study, listen to WPTF than
to any other station.

Salesman

NORTH CAROLINA'S

Number

also WPTF-FM

50,000 warts . 680 ke.
NBC AFFILIATE FOR RALEIGH-DURHAM & EASTERN NORTH CAROLINA

5 g“

> FREE & PETERS, NATIONAL REPRESENTATIVE

R. H. MASON, GENERAL MANAGER GUS YOUNGSTEADT, SALES MANAGER
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to be portrayed without mentioning be discussed later in the article.)
the name. The fourth tells who the Trailers are another video device
person is. This promotion is bracketed  finding favor with agencies. BBDO
fore and aft with program name slides. makes 20-second trailers of Cavalcade
The time of the program is inserted of America. They are edited on the
verbally since seven of the 29 stations  West Coast from the actual film of the
carry the program on a delayed basis. show. and are sct up so that the local
The cost of the slides and copy is @  announcer can insert five seconds of
client expense but the time is suppliedl information on telecast time. These
gratis by the station. BBDO will send also come under the heading of cour-
the material to a station only if the tesy announcements as far as station
station indicates interest. (The prob- time is concerned. Y&R also makes its
lem of just how much promotional aid  own trailers from film, excerpting them
a station will offer to its clients will from its Joan Davis and Eve Arden

\Q\ r i “’J h ‘
fre W ~ ';nr\" .m*ﬁ' \| t

ﬁWASHINGTON D.C.

_;_Lfa\vx/A\ A 1M

Look at it this way. You're buying
time for national accounts. You know
Washington, D.C., is among the sixty-
odd major metropolitian markets in
the country. So you’ll take it (and the
others) and that's that. But, choice
secondary markets are a different
story and that’s why we boast: “After
Washington, D.C., comes Yakima,
Washington.”

Yakima is a choice secondary market
with a buying income in excess of $200
million dollars. Big city media have no
influence in Yakima. The 173,000 farm-
ers, merchants, industrialists and all
the others spend over 90% of their in-
come at home. Those are the plain
facts that make Yakima a secondary
market of first importance in the West,

3

© " U YAKIMA, WASHINGTON

»ttj,.:.:.. " -l .L.{~§ “}.L‘j N
MIT vec-asce KVAK ~os K IMI/A\ cos

THE BRANHAM COMPANY GEORGE W. CLARK WEED AND COMPANY
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shows. Four trailers of each program
are sent to every station carrying the
show. which includes every major mar-

ket in the U.S.

A third technique along the lines
mentioned are the trailer or near-trail-
er devices tacked on to the end of the
actual program. Ed Sullivan gives a
run-down of the next week’s Toast of
the Town lineup. Fireside Theatre runs
a “live trailer” showing an intriguing
scene from the coming week’s drama.

On-screen program promotion by
the agencies often is formidably backed
up by the networks and stations. Ob-
viously a lot depends on the station
and network as well as on the program
itself and its competition. When TV
nets make their presentations to induce
an agency or client to let them carry
a new show. one of their big talking
points is the amount of promotional
backing they promise to give as well
as their past history of promotion.

There are unquestionably big pro-
motional promises made, although the
nets cannot always speak for the sta-
tions. especially where a station is the
only one in a particular market. As a
rule, the nets can show good past per-
formances as far as TV progrant pro-
motion goes. TV webs like ABC and
DuMont. where time is not too tight.
have room for frequent promotional
announcements but the busier nets also
put in a goodly number of program
plugs. Most CBS system cues are now
used for program promotion, including
nighttime spots. Naturally. they will
not toss out a paid announcement for
a courtesy program plue. Sometimes
a sponsor. during a big promotional
campaign. will pay for a program plug.

CBS TV recently tallied up its pro-
gram promotion impressions for 103
network advertisers during the 1951-
52 season. It came to a grand total
(network plus stations) of 1.75 billion
impressions a week. This was Dbroken
down as follows:

Coast-to-coast 20-second trailers us-
ing the program stars themselves
(these are considered potent selling
tools) : 128 million impressions per
week. The station total for the same
kind of trailers (each show is entitled
to 10 during the scason) came to 384
million. Another 1.25 billion impres-
sions were made cach week by network
and local live announcements, cach
used as background for a slide show-
ing a picture of the star. A new slide
goes to cach station every eight weeks.

SPONSOR
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Two more network feeds from the
South’'s boss salesmaker

With Quaker's "Aunt Jemima's Home Folks” to CBS and
Locke Stove's "Duke of Paducah and The Opry Gang'’' to NBC,
WSM now originates twenty-five network programs weekly.

The fact that more and more smart national advertisers keep
drawing on the vast talent reservoir and equally impressive
programming and production facilities of WSM, means just
one thing:

Radio, WSM-style, has a freshness and an audience
appeal unequaled anywhere in America.. And an ability
to move merchandise which makes the South’'s Boss
Salesmaker a must to any advertiser who wishes to

sell the Central South!

Strong words, but Irving Waugh or any

Petry Man can produce carefully docu- M

mented evidence to back them up. Nashville... 650
Clear Channel 50,000 Watts
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Fo: sponsors who wmake their own
trailers, CB> will process the prints
and send out copies Lo stations who
will use them. Most TV
pecially the smaller ones. look to the
networks and agencies for live copy
esed In program promotion.

stations. es-

and
sponsors are not salisfied =olely with
network impression totals or any kind
of sales talk. for that matter. More and
more. advertisers and their agencies

Promotion-conscious  agencies

are asking for proof of performance
where promotion is concerned. As a
rezult. TV stations and networks are
spending more time not only on pro-
motion hut on promotion reports.
Promotion reports are. frankly. a
networks and stations
because of the time-consuming detail
involved and the danger that the pro-

headache for

KHMO paye off In

motion people will get hogged down in
paper work. But they find reports nec-
essary not only to keep current chents
satisfied but to sel new business to
agencies which receive reports.

The amount of work put into these
reports varies. ldeally. they should in-
clude every on-screen plug (including
copy and picture of slide), newspaper
ad. dealer mailing, all point-of-pur-
chase display material for stores, loh-
by display pictures. ete. Some stations
save time by throwing in a copy of
their log and encircling the client’s
promotional material.  One value of
this is that the client and agency can
tell at a glance what the program ad-
jacencies are.

WTOP-TV in Washington developed
a simplified svstem whereby a form en-
velope has space on the flap for a mark

HANNIBALAND *

*HANNIBALAND—he large
41 county areq surrounding
Hannibal, Mo,
Quancy, 111,

-.—! STOCK Y.

and Keokuk, lowa.

your product.
abilrties.

Representative
John E. Pearson Company
®
Mutual Network
Hannibal, Missouri

5000 watts day @

For profitable sales results—let KHMO deliver your message
to the majority of the 240,470 radio families living in the
41 county Hannibaland arca.

Year after year KHMO programming has earned the loyalty
of these families who have the purchasing power to buy

Write, wire or phone KHMO or Pearson today for avail-

1000 watts at night

70

every lime a promolion announcement,
ad, picture, or newspaper story ix put
in the envelope. When the reporting
period is over. the envelope is merely
sealed and dropped off in the mail
room. The station leaves it to the cli-
ent to add up the marks on the flap.
Some promotion-wise stattons add
up the value of promotion announce-
ments and ads, and then stamps the
word “paid” on the report. This is
more than a ginmick.  Agencies and
clients are extremely interested in how
much the dollar value of the promo-
tional aid comes to.
publicity.

Some types of
page story
breaks are. of course. not measurable
in terms of dollars. But a definite price
can be put on a program announce.
menl or newspaper ad,

A check for sponsor of three typical
half-hour TV shows by BBDO
drama. one musical. and one comedy
show) showed that average measurable
prnnluti(mal value came to $353.260.08.

such as one

(one

This is an average figure for nine
months. Evaluations of this kind are
a time-consuming problem for the
Stations often don’t have
the manpower to add up the measur-
able cost of program promotion so the
agency iself has to pull out its SRDS
book and go to work with a caleulating
machine. BBDO has three full-time
emplovees who do nothing else but cal-
culate the dollar-and-cents value of
program promotion by both stations
and networks.

agem‘y. lvo,

This kind of information becomes
extremely valuable to an agencv. Af.
ter a certain period of time, it hecomes
obvious to agencynien fespecially time-
buyers) what stations and nets are do-
ing the best promotional job. The pro-
motional chiefs also get a good pic-
ture of which client gets the most pro-
motional boosting and which doesn’t
get enough. When arguing for more
promottonal ammunition for a client
who is being by-passed when the pro-
motion pie is being cut up. an agency-
man can point to hlack and white fg-
nres to bolster his stand.

With or without this Kind of infor-
mation. agencvimen often have to go
out on the road to push program pro-
motion activity for their clients. This
is another element of program promo-
tron. althongh it is not so obvious as
direct appeals to the viewer. The end
result. if successful. is the same. how-
ever. whether the ageney traveling man
tries to sell a station o1 a T\
per editor with wide readership.

n(’,\\'SI)ﬂ B
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Take a GOOD look

at radio in Kentucky!

In Kentucky, you don’t have to “cover you all the juice you need to cover this

the State” to do a really swell radio golden part of Kentucky, plus an ;
job. 55.3% of Kentucky’s retail sales, important hunk of southern Indiana

51.3% of its food sales, 59.87; of (with another quarter billion dollars in

its drug sales are made in the compact effective buying income!).

LS OGS A e Ask Free & Peters to show you how

Yet WAVE’s rates are Jow — are linle competition WAVE has.
based on 5000 watts of power. It just And the “exclusive accounts” who've
so happens that 5000 watts give found that it pays to use WAVE!

WAVE

sooowarrs « nNBc o LOUISVYILLE
{3

ooy
;} 5 Free & Peters, Inc, Exclusive National Representatives
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Represented Notionolly by
Weed Television

Im New Englond — Bertha Bannan

Wooing the press is a job under-
taken by stations and networks as well
as agencymen hut the latter have more
time for a single show and can work
harder at it. The methods of persua-
sion are many. They include the per-
sonal. friendly touch. program kits,
gifts. cocktail parties. and the whole
camut of written publicity—releases
about the coming program, pictures.
and biographies of program personal-
ities as well as pre-written copy based
on special publicity or promotional
campaigns. Two weeks ago. for exam-
ple. Y&R bhrought 40 key TV editors
out to the West Coast to watch the film-
ing of the Joan Davis show. Chained
to the film lot because of a tight shoot-
ing schedule, Miss Davis has not been
available for personal junkets so the
agency decided to do the next best
thing it could.

Press publicity is an old promotional
standby in radio (as well as the movies)
but many agency people feel that TV
makes better copy than radio. The
newspapers. furthermore, don’t seem
so dead set against TV as they were
against radio. Agencies. and networks
too, go after big stories in the maga-
zines as well as small squibs in the
syndicated newspaper columns.

Ford Theatre, handled by J. Walter
Thompson, got a number of column
hreaks before the show hit the air this
season. In promoting the show the
agency has the help of the producer,
Screen Gems, a subsidiary of Column-
hia Pictures and owner of residual
rights.  This ads a touch of movie pro-
motion background to the show. al-
though policy and the nature of the
show bans any razzle-dazzle.

The networks carry on a similar line
of promotional activity and very often
there is a duplication of effort. Some
agencies, according to one agency pro-
motion executive, don’t care about the
duplication since they feel they have
to do most of the promotional work
anyway and the amount of overlapping
is small. Other agencies try to coordi-
nate their promotion with networks
and stations so as to get the nrost out
of their promotional dollar. Another
agency promotion executive said that
a personality conflict problent between
an agency and network man may crop
up occasionally. He warns that such a
situation should be looked for when
an agency makes long-range plans for
program promotion,

Ads in print media are another in-

portant kind of promotion. Those run
in newspapers by stations and networks
are gratefully accepted by sponsors but
many of them are program round-ups
containing a long list of shows. To
get more powerful and exclusive plugs,
the sponsor (or local dealer) will often
buy his own program ads. This direct
advertising is especially useful to a
sponsor where he wants to tell the view-
er of programs coming in the weeks
ahead. A show with alternating come-
dians. a drama program with new and
different story lines each week. a show
featuring different entertainment per-
sonalities on a quiz panel—all these
tvpes of programs need enough news-
paper ad space to warrant the client’s
spending his own money to keep his
audience interested.

Sponsors are now beginning to bene-
fit indirectly from free station plugs
outside of broadcasting media. This
comes under the heading of “trade ex-
changes”™ hetween stations and other
media. While specific deals are confi-
dential and some stations involved will
not even admit taking part in them, it
is known that newspapers and broad-
casting stations have been exchanging
free space and time for quite a while.

KFMB
TV
Channel-8

SAN DIEGO'S

157 and only
TV STATION
Blankets CALIF'S.

THIRD MARKET

The San Diego
Market Increased
92.4%

From 1940 to 1950

Wise Buyers Buy
KFMB-TV, AM

TV - CHANNEL -8, AM - 530 K. C,
KFMB - 5thand Ash, Son Diege |, Calif,
Represented by
The Branham Co.
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That’s right—240,000 new ULS. customers
who may never have heard of your produc
240,000 more customers than ther

in September.. college students, |
and grooms, craftsmen and farmers

executives!

We didn't invent the figure. It deriv
directly from Census Bureau statistics. And
it proves once more that you must keep

telling your advertising story over and over.

There isn’t any short-cut. But there is a
way to get the longest mileage from your
advertising dollar. That’s radio. And in
six of the nation’s biggest market-areas..
Boston, Springfield, Philadelphia, Pitts-
burgh, Fort Wayne, and Portland, Oregon
.. you'll find powerful and popular West-
inghouse stations to help reach both new

and old customers at consistently low cost.

ONE
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On the day this magoazine was published, U.S.
population totaled 157,971,050 — according to the

"electric scoreboard’” in the Department of
Commerce.
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‘ | WESTINGHOUSE

KDKA - KYW - KEX - WBZ - WBZA - WOWO - WBZ-TV

National Representatives, Free & Peters, except for WBZ-TV; for \WWBZ-TV, NBC Spot Sales
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Flhiere are also a number of magazine
deals. especially with periodicals aimed
at radio and TV audiences. One metro-
politan TV station has shaken hands
on a quid pro quo deal with a large
vutdoor advertising outht.

Magazine ads cammot casily be used
as program reminders for a specific
weck or dav.
vertisers insert a line about their TV

Jut mamy national ad-

program in their produet advertising.
N\ational Dairy has built its Sealtest
magazine ads in Life and the Saturday
Evening Post around their CBS TV cir-
cus =how. Big Top. The layout and
copy imvolve circus themes and the ads
prominently mention both the program
name and network.

\ great deal of solid program pro-
motion is developed through merchan-
dising. Sometimes prograu promotion
i= the primary aim but more often it is
a byv-product since merchandising is
concerned mostly  with product sales.
But any kind of merchandising which
mentions a TV program. whatever the
purpose. is bound to acquaint more
people with the program.

Point-of-purchase displays which use

certainly be considered program pro-
motion. So can putting the picture of
Hopalong Cassidy on a loaft of bread.
(Sometimes. of course. a station or
network can wrangle a store window
just to plug a particular program. As
an example, DuMont persuaded a mid-
town New York City drugstore to let
it have a window to promote one of
their quiz shows. The display played
up the mail pull of the program.)

One promotion man with long ex-
perience offered the opinion that when
it comes to promotion there is nothing
<o effcctive as a truly imaginative cam-
paign which is tied to a basically good
progrant idea.

“You can't get viewers for vour
show by giving TV editors cocktail
parties or hassocks.” he said. “All the

publicity in the world won't help a
poor progran. although a good pro-
gram can suffer from lack of promo-

tion.”

It is probably safe to say that any
advertising man would agree with that
last sentence. especially if yvou substi-
tute the word “product™ for “pro-
gram’ and “advertising” for “promo-

a TV personality to sell the product can  tion.” LE L
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some
spots
are
hetter
than
others

In Los Angcles your best TV spot
buy is KNBH. Participations are
currently available in Komedy Klub,
featuring Uncle Archie and hilarious
old-time movies. Klub has membership
of over 150,000, over 5000 weekly
mail pull; is on Monday thru Friday,
6:30-6:55 PM.

For the best spot, at the right time,
at the right place use

KKNBH Channel 4

- HOLLYWOOD e Represented by
Y NBC SPOT SALES
e
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10 TV SECONDS

{Continued from page 35)

per right-hand quarter™) is resenved
for station call letters. A few =tations.
like WOALTY in San Antonio. KSD-
TV in St. Louis. and Buffalo’s WBEN-
TV. cither rule out the use of 1.D. spot
announcements which show both ecall
letters and commercial in the same pic-
ture. or else bar the nse of sponsored
1.D."s altogether.

But. the trend toward uniform stand-
ards 1= firmhy established. and a mov-
mg in by national advertisers is under
way. Here are ceveral of those who are
now extenshely engaged in using TV
1.D.s:

Autos: De Soto and Buick; Bever-
ages: Schaefer and Goebbel Beer, Dr.
Pepper: Maryland Club, Old Dutch,
and Coffees; Confections:
Becch-Nut and Clorets Gum: Drugs:
Bromo  Selizer.  Chlorodent.  Vicks:
Foods: ldeal Bog Food. National Bis-
cuit Co.. Flako Pie Crust Mix: Soaps:
Tide. Dif. and tvory Snow: Tobacco:
Kools, Parliament. Vicerov. and Ron-
son Lighters.

Savarin

I.LD.s are al-
with  them.
“The public is growing used 1o seeing

Advertisers who use
most universally  happy

a commercial in the lower three-quar-
ters of their TV sereens.” Kemvon &
Eckhardt’s Richard Bourke. assistant
A/E on the Beech-Nut account. told
sPoNsoR. “Beech-Nut has been using
TV 1.D. s, and plans even more exten-
sive use of them i major video mar-
kets next vear. We feel that the ‘re-
minder” punch LD.s can deliver will
be a big TV factor in our 1953 ‘Ease
the teusion with Beech-Nut Gun’® cam-
paign for out client.”

“Ronson’s TV spot campaigns now
account for the major expenditure in
our consumer advertising budget.” a
Ronson advertising executive stated.
“We cousider both 20-second and 10-
second announcements to be an excel-

Going to Hollywood?
Want to see television
production facilities that
you have been drcaming
about?

. « « Just drop in on the
new Telepix building ... §

1515 N. Western Ave., Hollywood l
155 E. Ohio Street, Chicago

SPONSOR




*k Not our estimate but ARB figures W P T Z

for the entire year of 1951 and
the first six months of 1952

NBC-TV AFFILIATE

1600 Architects Building, Phila. 3, Pa.
Phone LOcust 4-5500, or NBC Spot Sales
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the nation’s
first commercial
UHF television
station. . .

announces

the appontment of

NBC Spot Sales
as Natronal Spot

Sales Representative

Portland, Oregon’s
first television
station

KPTV - Portland + Oregon
UHF Channel 21

Started Operations September 20, 1952

Owned by Empire Coil Company, Inc.
[ ]
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lent buy. You can take advantage of
high audience circulation of shows
which precede or follow such spot an-
nouncements. If you cannot find just
the slot you want for a 20-second an-
nounccment, you can very often find
one just as good in the 10-second 1.D.”
The use of [.D. spot campaigns isn’'t
restricted to TV advertisers with huge
bankrolls and batteries of timebuyers,
or even those who can afford to hire
film producers to make L.D. announce-
ments. Typieal of the successful use of
1.D.’s as lew-budget “reminder” adver-
tising is the campaign in the New York
area sponsored by TV Guide, a show
listings-and-features magazine that now
sells some 400,000 copies to TV fans
each week within reach of N.Y. outlets.
Diana Stark, promotion director of
TV Guide, told sroxsor: “We're ns-
ing a simple balopticon L.D. slide. plus
live copy, on four New York TV out-
lets—but we use them as often as we
can find a good slot open. Each of
them shows the cover of the current
issue of the magazine, plus a short.
punchy plug for the main feature arti-
cle. They’ve done a wonderful job in
reminding viewers to buy their copy
of TV Guide every week, as well as
establishing the current ‘look’ of the
publication on the newsstands.”
Even though the use of television
I.D). announcements is growing, and

knowledge of their use is becoming

widespread in the industry. many vid-
eo advertisers (and some who would
like to find an inexpensive way to get
into TV) feel they would like to know
more about them. What do they cost?
What rules do you follow in preparing
audio and video selling for such a
short space of time as 10 seconds? Do
they interfere with FCC rules and reg-
ulations? Are they a campaign in
thcmselves, or are they a supplement
to a campaign?

These questions are typical of those
advertisers have been asking. To find
answers to them, and to uncover other
facts about TV 1.D.s, agency timebuy-
ers, account men, and TV art directors
as well as a group of film producers
and station reps were interviewed.
Here, in a handy question-and-answer
form. is what sronsor learned:

Q. What exactly is a sponsored TV
1.D., and how does it differ from the
usual short TV announcement commer-
ctal?

A. The handiest definition of a

20 OCTOBER 1952

sponsored station identification in TV
migltt be this: a commercial for a
product or service which is telecast by
local stations on a spot basis in the
eight-to-10-second time slots reserved
between programs for the FFCC-re-
quircd announcement of station call
letters and location. The advertiser’s
video mcssage appears on the same
frame as these call letters, and the last
three seconds or so of the audio por-
tion are given over to a verbal identifi-
cation of the station.

I.D.’s  differ

apart from their

“quickie” length  from other T\ com-
mercials used bhetween program tone-
minute; 20-second breaks) it 16
show TV station call letters the
screen during the commercial.

Q. Do they comply with FCC rules?
A. There’s nothing in the FCC rules
which bar their use. Section 3.687 of
“FCC Rules and Regulations for Tele
vision Services” states: “A licens
a television Dbroadcast shall
make station identification announce-

station

Students at North Dakota Agricultural College recently
conducted an independent survey among 3,969 farm
families in a 22-county area around Fargo. Each family
was asked, “To what radio station does your family
listen most?” 3,120 of the families named WDAY; only

174 named Station “B’’!

WDAY WAS A 17-TO-1

CHOICE OVER THE NEXT STATION—A 3.
TO-1 FAVORITE OVER ALL OTHER STATIONS

COMBINED!

Fargo-Moorhead Hoopers prove that WDAY con.
sistently gets a 3-to-1 greater Share of the “in-town”
Audience than all other stations combined*!

BMB figures and mail-pull stories also prove that
WDAY “hogs the show”, throughout the entire Red
River Valley! Write for all the facts today, including

availabilities.

*Despite the fact that the other three major networks

maintain local studios!

WDAY .

NBC o

970 KILOCYCLES o 5000 WATTS

Free & Peters, Inc., Exclusive National Representatives
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SAFEYY TUBE

Goodyear Tire Dealer
Keeps Sales Rolling
With Fulton Lewis, Jr.

llerhb Quinn and IHoraee Hodgson (left to right
above) took to the air to promote Quinn-Hodgson
Tire Service. Well into their second year of spon-
sorship of Fulton Lewis. Jr. on KOLN. the Mutual
station in Lincoln, Nebraska, they report:

“We continue to be amazed at the results
brought to us by our sponsorship of Mr.
Lewis. Our firm works on a modest adver-
tising budget: heeause his listeners are so
loyal. Fulton Lewis gives us maximum results
from our ad dollars.”

The 5-nights-a-week Fulton Lewis program. with
a ready-made audience and the prestige of the
largest national network, is available for sale to
local advertisers at local time eost plus low. pro.
rated talent eost. Currently sponsored on 364
Mutual stations by 752 advertisers. Fulton Lewis,
:r. offers a proved and tested means of reaching
customers and prospects. Check your local Mutnal
outlet-— or the Co-operative Program Department,
Mutual Broadcasting System, 1440 Broadway,
NYC 18 (or Tribune Tower, Chieago 11).

ment (call letters and location) at the
beginning and ending of cach time of
operation and during the operation on
the hour . . . by both aural and visual
means. Other announcements may he
by either aural or visual means,”

One station operator. familiar with
FCC rules. pointed out to sroxsor that
clients might slip up on the matter of
proper station identification. “*Qutside
of the LI.D. spot that comes on the
hour.” he said. “call letiers and loea-
tion can be given aurally. In other
words. they don’t have to be on the
sereen in sponsored 1.D. spols used al.
sav. 8:15 pam. or 9:30 pm. Bul, 1t's
good ‘station relations” for an adver-
tiser to make sure the right call letters
and location are on all his LD. an-
nouncements. A loeal announcer might
forget to read the proper call letters
and the station might be ealled on the

FCC's carpet.”

Q. Nhat are the primary uses of
1.D. announcements in TI" spot ad-
vertising?

A. In a recent presentation on the
use of TV LD.’s, Edward Petry & Co.,
station reps. listed these seven major
uses of 1.D.'s:

1. Reminder advertising on davs
vour sponsored TV programs are not
telecast on stations and networks.

2. Additional hard-hitting advertis.
mg in highly competitive markets, and
markets where sales are lagging.

3. Extra advertising during the davs
(such as weekends) when vour prod-
uct is most heavily hought.

4. Adveitising to reemphasize sim-
ple but important news: product im-
provement. price change. premium of-
fer. new paekage.

5. A supplement to regular cam-
paigns during special seasons when
your product s most m demand.

0. Advertising to give consistency
to vour selling cffort. through L.D.'s
low-cost frequency.

7. Greater impact to both outdoor
and TV advertisxing by using the same
layout elements and the same eopyv
theme in both. more than donbling the
remembrance factor,

Q. What are the time costs of TV
station 1.1). spots?

A. After cheching the majority of
station reps who handle national TV
spot business. spoxsor found the fol-
lowing to be trne of 1.D. time costs:

SPONSOR
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1. The pricing formula at TV sta-
tions are remarkably similar: in most
cases the “[.0). rate” 1s about 50%¢ of
the “Siation Break™ (20-second) rale
in all time classifications.  In other
words. if a single Class “A™ 20-second
or one-minute spot costs $100 in time
charges. the L.D. slot next to it will
cost 350, A few slations charge as hit-
tle as 307 of the “Station Break” rate.

2. These rates are beghming to
show up on new rate cards. whereas
in the past the price was often set by
haggling. Also, mimimums set on the
volume (numbcr per week) a sponsor
could buy have largely been lifted.
Sponsors can often make a good buy
in terms of volume discounts, inci-
dentally. since a dollar goes about
twice as far in buying LD. time. and
results in twice as many slots adding
up to a discount. Many package deals
(such as the various “nine-a-week™ and
“12-a-week”™ plans of CBS TV Spot
Sales) are now being offered by reps.

3. Here are some typical dollar
prices of Class “A™ L.D. slots, all in
prime evening hours and all between
well-rated shows. based on latest one-
time rates:

Market Station Cost
Atlanta WsB-TV $16.80
Birmimgham WAFM-TV $40.00
Charlotte WBTV $62.50
Chicago WGN-TV $125.00
WBKB $150.00
Dallas WFAA-TV $47.50
Houston KPRC-TV $58.50
Los Angeles KTLA $115.00
KNBH $150.00
Philadelphia WCALU-TV $150.00
New York  WOR-TV $125.00
WIZ-TV $332.50
Okla. City WKY.TV $55.00
Oniaha WOW.TV $35.00

In Boston

pr=y

COCA COLA

through

D'ARCY ADVERTISING COMPANY

Richmond WTVR $145.00
San Francisco KRON-TV $80.00
Tulsa KOTV »50.00
Washington WTOP-TV $65.00

Discount= of up to 5% can be
achieved by buying part of the LD.
slots in Class ““A” tinie (as above) and
then buying a specified amnount of time
slots in cheaper e classifications,
sponsors should note.

Q. What are the production charges
for TV 1.D.s?

A. Unlike time charges. production
costs of TV 1.D.’s vary rather widely,
depending upon how simple or how
fancy the advertiser wants the presen-
tation of his message to be. For in-
stance, if he should choose to have the
L.D.’s done from a simple slide-plus-
live-voice, his production costs might
be for the original artwork. plus $3.00
to $5.00 per slide per station, plus a
possible talent fee (very minor) for a
specified local announcer.

On the other hand, if he should go
whole hog with a film LD. series that
is 1009 animation, his costs might
go as Iugh as $150 per foot of 35 mm.
animation-—and there are 15 feet of
35 mm. film in an l.D.length an-
nouncement. Then, there would be the
costs of the second track. the printing
costs of film copies for each station.
the film distribution expenses. and so
forth. Each “master” may cost $3.000.

In other words, one advertiser can
be spending 20 times as much for the
production of a widespread TV 1.D.
campaign as another advertiser. There
are. however, some rule-of-thumb
pointers which will help keep expenses
down in any large I.D. campaign:

1. The costs of filmed L[.D. an-

Buys
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nouncements can be cut il they are
made as part of another (il job. That
is. il a series of one-minute or 20-sc
ond films are betng shot for a 1V ad
vertiser, 1.1.s can be made by using
some of the left-over footage. plus ex
tra shooting on the sets with the same
talent while everything is <oll assem
bled for the job, Its well to rem
ber that a special set-up teameras. setx,
actors, lab work, cte.) {o film 1.D
would cost almost as much as a full
20-zccond announcement.

2. 1.Ds have a much longer useful
advertising hfe. most film-makers feel.
than do 20-second announcements,
Therelore, fewer are needed to do the
job. Remember, too, that standardiza-
tion of format has meant much less
waste motion m agency preparation
and in the making of ilms or slides for
station use.

Q. What rules can be f[ollowed in
creating a good TV 1.D.7

A. These creative pointers were
passed on by several admen to spox-
SOR:
¢ Making a good TV LD. is like ere-
ating a good highway biltboard. It
should be not try to ease the viewer
gently into a “sell” message by way
of =ome kind of elever tie-in. By the
time you do this. the 1.D. is over.

.

e The copy with a TV LD. should
be short and punchy. and have plenty
of memory value. Don’t get involved
in long declarations. or a multiplicity
of copy points. Say it quick, and say
it simply. Make each word count.

o Don’t he afraid to seck the advice
of specialists in making LD.Js. It
isn't as easy as it looks to sell prop-
erly in eight or 10 seconds. Talk to
your agency art directors, and to film
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““"Member me telling you about the First Anniversary
celebration of Emmett Lampkin’s “In The Garden”

program? Well, we held it Sunday, September 7th,
at the Morris Street Baptist Church here in Charles-

The two-hour program featured the ‘'In The
Garden Chorus and Ensemble’; Dr. Frank Veal, noted
Negro Minister; the Carole Priester Singers; and of
course, our own Emmett Lampkin.

ton.

There were 1,700 of our Negro friends in attendance,
plus a good showing of white friends, also.
300 were turned away!

Over

Now, that proves to me where the loyalty of our
Negro listeners lies.

Completely and irrevocably (is that a good word?)
dominating the Negro Market in Coastal Carolina is
W P A L.

Bettcr contact our reps, and get on the Band Wagon
for some real, effective fall selling!”’

f CHARLESTON

SOUTH' CAROLINA

lbhtal

Right now, WIOD'S local
time sales are the highest
since 1947!...a great record
in view of competition
from 10 radio stations

with 43 local salesmen

and one TV station with
11 local salesmen.

And, we got this business...
not by selling “high ratings”
to our local advertisers...
but by getting 'em results!
Ask your Hollingbery

Man for facts! ,

James M. LeGate, General Manager

5,000 WATTS » 610 KC = NBC

National Rep., George P, Hollingbery Co.
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producers. Explain your problem, and
then listen to their suggestions.

o The pictorial portion of a good
I.D. is simple, and can be grasped
quickly by audiences. Stay away from

| too-tricky shots, crowded effects, and

don’t let the picture become static. You
have to have full integration of audio
and video to be successful: they must
work as a team to get across one good
simple idea in a few seconds.

o Don’t compromise with quality in
a big TV LD. campaign. Although a
bad TV L.D. can’t hurt you very much
in that short a space of time, a good
one can do a wonderful low-cost job
of reminder advertising for alinost any
television advertiser.” B

RUPPERT ON THE AIR
(Conitnued from page 33)

The big break with tradition was
Ruppert’s decision to spend $100,000
in one month on spot daytime radio.
limiting the sales messages to hard sell
with a minimum of frills.

The strategy behind this move is ex-
plained by Ruppert’s Herman Katz.
who told spoNsor: “After studying the
advertising and sales methods of com-
petitors. we agreed on a plan that
would capitalize on the weak spots in
their armor and emphasize our own
strength.

“First, since our advertising budget
was not as large as competitors, it was
agreed that rather than dissipate our
strength through use of all media. we
would dominate as much as we could
those media we did use.

“Secondly, we would use a particu-
lar medium consistently and strongly
enough to make a real impression,

“Third, since we noticed competi-
tion didn’t bring up their big advertis-
ing guns until late spring or early sum-
mer, we felt we could get the jump by
launching our campaign on 1 March,
while advertising competition was not
as great.”

The results were immediate. Cou-
sumer demand was quickly transmitted
to retailers. Ruppert’s sales force found
itself warmly greeted when making the
rounds, And sales leaped from $6,712.-

| 573 for the first quarter to $10.161.791

That this was not a
flash in the pan was proved by third
quarter sales of $12.097,460. By the
e of the year the books showed a net
profit of $479.008 versus a net loss of

$1.610.379 for the year 1950.

for the second.
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With the effectiveness of air media
proved. Ruppert devoted almost GO
of the $2,000,000 advertising budget in
1951 to radio and TV. Stepping up TV
activity this year means that Ruppert
will have to earmark about 6577 of an
estimated $2,750,000 budget to air ad-
vertising in 1952.

After the first =purt of sales the
Ruppert strategists increased the pres-
sure as more advertising dollars be-
came available. In August 1951, when
Anchor Hocking dropped out of Broad-
way Open House. Ruppert wasn't able
to carry the load alone. A compara-
tively inexpensive syndicated film show
Candid Camera (of Candid Micro-
phone fame) was picked up and used
over WJZ-TV. New York, and in vari-
ous New England markets.

Came the fall and Ruppert hought
$19,500 worth of time on WNBC. New
York. in order to get in on that sla-
tion’s “Chain Lightning” merchandis-
ing plan. Under this arrangement Rup-
pert was guaranteed exclusive displays
in over 1,600 chain stores—accounting
for 62% of the retail food business in
the vital New York market. Of equal
importance to Ruppert was the fact
that the plan gave them a great degree
of flexibility because they were not
committed to a specific number of an-
nouncements or station breaks during

a specific week, but could juggle the

schedule to fit in with special promo-
tion plans. The only limitation was
that the total amount of time had to
be used during the 13-week period
ending in December.

The value of this type of merchan-
dising is attested to by Ruppert Mer-
chandising Manager Ted Brady. who
says, “During the week in which we
are permitted our extra display, sales
for Knickerbocker increase on an av-

erage of 250 1o 3007C. A 7007 in-
crease was expertenced in a store in
Astoria. L. 1.7

At the end of the first eycle, Ruppert
signed a 532-week contract with WNBC
for $97.000 worth of time in 1952, this
to include the thrice weekly newscasts
of Kenneth Banghart from 6:00 to
0:15 p.m. Tuesday, Thursday, and Sat-
urday which Ruppert sponsors.

* * * * * * * *

ssRadio advertising will grow another
$250.000,000 in the next five vears, al-
thongh the radio broadeasting indnstry
is in for another 1two years of pnrgatory
hefore it cleanses away all its sins.%®
KEVIN B. SWEENEY, V.P.
Broadeasting Advertising Bureou
* * * * * 3 * *

Under the new contract WNBC ar-
ranges for display space four times a
year for one-week periods in each of
the chains participating in the plan.
Ruppert is thereby able to plan in Feb-
ruary its merchandising operation for
the whole year and
makes certain to hit the designated
stores al the appointed thme in order
to insure good display space.

The necessity for the advertiser to
follow up on this type of plan is point-
ed out by Ruppert’s Assistant Advertis-
ing Manager in charge of point of pur-
chase activities Lincoln Allen: “Getting
a front-of-the-store display gives us an
opportunity to reach the shopper with
a variety of packages and sizes of one
brand hefore she reaches the regular
beer department where we have to
compete with many packages of many
brands.”

By keeping the advertising pressure
on all winter Ruppert held sales slip-
page during the cold months to a mini-
mum.

When

its sales force

spring rolled around, the

In Boston .
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steamr mas turned up even higher, Rup-
pert knew that it couldn’t i

1
coverage but for a numl

it wasn’t interested in going in for the
play-by-play radio and 1"

done by two of its competitors, Ballan
tine ( Yankees) and Schaefer

ers). In the first place Ruppert

have that kind of money to »pe
sports:  secondly, the top audience-
drawing teams were tied up with

term contracts: thirdly, Ruppert «till
had an eve cocked on that woman
shopper.

A schednle offered by WNEW, New
York independent, seemed to fit Rup-
pert’s specifications to a “T.” Spotted
throughout the day, depending upon
the playing schedule of New York's
three major league teams, the station
broadeast the schedules and scores of
the local teams. A tricky jingle opened
each segment, then the scores followed
by the “Knock, Knock for Kuickerbock-
er” jingle. This schedule of 40 an-
nouncements a week was designed to
appeal to the housewife who likes mu-
sic while she works, is interested
enough in baseball to want to know
the scores, but either too busy or not
sufficiently interested in the sport to
want to see or hear a play-by-play ac-
count of a game.

sports

0Ol Casy

Outside the New York area Ruppert
uses a heavy announcement schedule
in New England markets. backs it up
with zome local programing.

By the end of the baseball season
Ruppert was willing to try to prove
that “there ain’t no seasonal aspects to
selling beer.” The current fall and win-
ter lineup runs from early in the morn-
ing until after midnight, with heavy
emphasis on radio in the daytime and
wide TV coverage at night.

Morning coverage slarts with Bill

90,000 WATTS
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Leonard’s Newscast {WCBS) from
9:00 to 9:05 a.m., Monday, Wednes-
day. and Friday. Announcements and
station breaks via the WNBC pool use
the hard-sell technique throughout the
dav. then Ken Banghart's news is
beamed from 6:00 to 6:15 on Tuesday.
Thursday. and Saturday.

Swinging over to TV for after-dark
coverage, Ruppert picks up the tab for
Bill Leonard’s Today's Feature on
WCBS-TV  Monday  through Friday
from 6:05 1o 6:10 p.m.. continues the
hard sell on The Late Show, WCBS-TV
from 11:15 to 12:45. Monday. Tues-

::'{:'
RN
remn Lol
oo s
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day. and Wednesday: participates on
the 11th Hour Theatre via WNBT on
Thursday and Friday nights.

With =ales booming in the grocery
outlets. Ruppert is now able to devote
some funds to holstering the draught
beer sales. Although many commer-
cials on its other programs announce
the availability of Knickerbocker on
tap. the latest program to be added to
the schedule. Sam Haves' Last Minute
Football Forecasts on WNBC f{rom

10:45 to 11:00 p.m. on Friday nights
is pinpointed at the draught-beer drink-
ing males.

You can’'t cover Indiana’s #2

market from another state.

Our rates are local and include
complete merchandising distri-

bution and promotion assistance.

We serve 400,000 loyal listen-
ers in Negro, rural, industrial,

and four nationality groups,

Only the Gary Sales Plan sells

Indiana’s second market,

Call us without obligation.

Taa O, Coe..
Gen. Mgr.—WWCA
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For Ruppert to ignore the over-the-
bar market would be wasteful. The fact
is that the New York area is the largest
“on tap” market in the country. Al
though the national ratio of package to
draught sales runs about 76 to 24.
Ruppert’s sales in the New York mar-
ket average about 04 to 30. So. de-
spite the national trend. which in the
last 12 years has shifted from a 50-50
ratio to the figures cited above. Rup-
pert intends to protect its interest in
the draught sales which built the con-
pany to its peak.

It was 85 years ago that Jacob Rup-
pert, Sr.. then in his early twenties,
cleared some woodland in the York-
ville section of New York City. He
erected a 5.000-barrel capacity brew-
ery which has grown to the present
2,500.000-harret plant whieh still
stands on the same site.

Under his son. Colonel Jacob Rup-
pert. “New York's Famous Beer” bhe-
came nationally known and attained
industry sales leadership. In addition
to owning the New York Yankee hase-
ball club and stadium. the Colonel in-
vested so much of the family money in
his native city that the Ruppert fam-
ily became the second largest real ca-

tate taxpayers in town.

Stepped-up competition during the
depression weakened Ruppert’s domi-
nance.  Staid management policies
didn’t keep up with the aggressive sell-
ing tactics of competition. Through-
out World War I, Ruppert profited by
the seller’s market. hut mounting pro-
duction difliculties were catching up
with the brewery.

A change in management brought
in a new president who tried to cover
losses in the New York market by
spreading distribution.  This widened
coverage. with an accompanying
stretching of the promotional dollar,
was only a stop-gap measure.

By September 1948 the structure was
getting shakv. Fred Linder, a 10-year
man at Ruppert-—now president—as-
sumed responsibility for the brewery’s

management. A wildeat strike of five
weeks” duration hit the company a

month later. Many dealers, unable to
get Ruppert’s beer. dropped the line.
A three-month total work stoppage the
following spring was the straw that
broke the brewery's back. Competitors
ruzhed in to supply the beer taps which
had formerly borne the Ruppert brand.

Looking around. the company dis-
covered that despite its financial re-
verses one of its distributors was still

SPONSOR




doing very well. Herman A. Katz. who
was sales agent for Ruppert in the
New kEngland territory, had built the
brand to top-seller position during the
16 vears he had been associated with
the company. Linder called in Katz
and shortly thereafter announced that
the first step must be the development
of a new beer.

Katz explains this move thusly: “To-
day’s market for beer is a young mar-
ket. It is made up of young people,
and it is nearly as much female as it
is male. Today’s beer drinker is a so-
ciable drinker. This calls for a differ-
ent kind of beer—different from the
kind our forefathers used to drink. It
calls for a fine-flavored beer, casy to
drink, not gassy, not bloating. In oth-
er words. less filling. And that’s our
slogan. ‘Extra light. frosty-dry-—less
filling™.”

Another key factor in the new
brand’s success was the revival of a
real Father Knickerbocker. long ac-
cepted as a symbol of New York City.
Although Ruppert contends that Fa-
ther Knickerbocker is being developed
“not as a beer salesman but as an Am-
bassador of Goodwill for the world’s
greatest city.” the association in peo-
ple’s minds between the living symbol
and the beer is inevitable. Seemingly
Lorn to play the role, Jim O'Neill as
Father Knickerbocker appears not only
in all Ruppert’s advertising in news-
papers, point-of-sale material, and TV,
but at civic functions, historical pag-
eants, conventions, and sales meetings.

But although Knickerbocker beer is
Ruppert’s trump. the company has oth-
er cards in its hand. Ruppert Light
Ale is very popular in New England.
and a recent addition has been Mory’s
Stock Ale, ar aged (one year) stock
ale which ix the pride of the brewery’s

In Boston
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ale brewmaster, Tom Morton.

Also on the fire is a campaign [or
Ruppiner. a dark. Bavarian-type heer
which has, the company lelieves, excel-
lent potentialities, particularly in the
German-American market. Test cam-
paigns in German language radio in
New York City are being contemplated
and promotional activity on this item
will probably be stepped up shortly.

It would be typical of Ruppert to
cash in on a minority market. Since

* * * * * * * *

¢éllow any advertisement above the lolly-

pop level can make any sales sense at

all when it fails to discuss priee and

value is a guestion that completely es-

capes me.  Yet the majority of national
advertisers seldom ¢quote prices.??

JAMES D. WOOLF

Adv. Consultant

Santa Fe, N.M.

* * * * * * * *

the introduction of Knickerbocker, the
company has backed up its large space
ads in The Daily News and Journal
American with frequent insertions in
Amsterdam News (Negro), Morning
Telegraph (horseplayers), Irish Echo,
Civil Service Leader, and New York
Czas (Polish).

Piupointed at the housewife is a new
seven-ounce bottle of Knickerbocker
called “Little Knick.” Recently intro-
duced 1n grocery stores. the bottle sells
for 10¢ and is designed to attract those
who like their beer in small quantities
or with between-meal snacks.

Nevertheless, the big “minority”
group Ruppert is currently wooing is
the draught beer drinker. The con-
tinued shrinkage of this group is based
on several factors.

As far as the beer drinker is con-
cerned, TV in the home has certainly
been a key element in the switch of his
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drinking habits. Also, man day
beer drinkers first imbibed
tary service where they a
taste for a light, mild al

bottled beverage which ha
different taste as a result

been pasteurized. Pasteurizatio
necessary in bottled beer t

longer shelf life.

The other side of the coi
flected in the growing attitude of 1l
bar operator in favor of the bottl
product. This is particularly prevalent
with the more recently opeuned ta
erns and bars. Among the reasons giv
en for the switch to the packaged prod
uct are:

I. Tt costs approximately $1-5.000
to install the cooler. pipe lines, and
icebox storage facilities for keg Dheer.

2. Maintenance of the cooler, coils.
and pipe lines is a constant expense

3. Dottle beer gives better cost con-
trol over bartenders.

4. There is a higher profit per sale.

5. Certain locations (the financial
district, for instance) operate only a
limited number of hours per day and
tap beer must move fairly fast to main-
tain its best qualities

Despite the fact that the packaged
product is more profitable per sale to
brewer and tavern owner alike. Rup-
pert is taking steps to stem the tide.
Says one Ruppert sales executive,
“Many bar operators don’t realize that
they are cutting their own throats by
switching to packaged beers. Here
they have an exclusive commodity-
draught beer—and instead of playing
it for all they’re worth. they put them-
selves in a position whereby they have
to compete with the supermarket. So
why should a guy pay a bartender 25¢
or more for a bottle of beer when he
can gel the same thing in a grocery

WHDH
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store for a dime less? To help the bar
operators. with whom Ruppert’s has
always maintained excellent relations,
we have men going around instructing
bartenders llow o draw the best glass
of beer, keep beer at the proper tem-
perature. and the pipe lines in perfect
condition.”

Another step in the campaign to in-
fluence the bar operator is Ruppert’s
distribution every week of a forecast
of scores in upcoming football games.
This forecast is prepared by Sam
Hayes (a noted sports handicapper)
and ties in with Ruppert’s sponsorship
of the Friday night radio program
Sam Hayes™ Last-Minute Football Fore-
casts over WNBC. New York.

Already the company’s increased pro-
duction has had an effect on the na-
tional picture: The New York metro-
politan area has regained from Mil-
waukee the title of No. 1 U. S. beer
producing area.

The brewery is cutting into the sales
of both local and premium beers. But
Ruppert isnt worrying about whose
sales go down as its go up. The strat-
egy, according 1o Biow Account Ex-
ecutive Dave Halpern. is simply “to
concern ourselves with selling our own
product and not to waste money fight-
ing competition.”

This attitude is exemplified by Rup-
pert’s refusal to spread itself thin by
expanding into other markets at this
time. The company plans to solidify
itself thoroughly in its present markets
before stepping out.

But it is a safe bet that when Rup-
pert does decide to expand it will fol-
low the strategy used in its sensational
comeback: pick the weak spot in the
competition’s armor, and saturate the
area with air advertising to get the
aoreatest effect in the least time. * * ¥
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PRESENTATIONS

(Continued from page 39)

ried by saying “er.” Delsarte used to
o0 “hmmm” between silences, but this
is tricky. and should definitely not be
attenipted by amateurs.

We generally suggest starting with
some provocative statement like:

“In 1813, when this company was
Jounded, the assistant treasurer said a
few words I'd lilkc 1o repeat to you
now” . .. or even beller:

“The place of research in modern
advertising s too often misunder-
stood.”

Either of these openings snags the
weaker part of your audience imme-
diately.

IV. The Presentation Proper
Aheays speak in a mumble.

Thus is @ must! Sometimmes a nervous
member of the audience will ask you
to speak up. Raise your voice for a
sentence and then slide down to your
original piteh. After two or three re-
quests. he will give up.

Make sure that you use a large num-
ber of passive verh forms and abstract
nouns. Here are a few foolproof ones:

“The data f[ound in the [ollowing
pages can be accepted as representing
the habits and preferences of the Uni-
verse . . .0

“One discrepaucy should be noted
in the table . . .”

In the left hand column, perceniages
based on typical cells among the 2,000
cases ave presenied . ..”

This part of the technique is quite a
bit of sport. As you gain confidence.
you will begin to work out fascimating
variations like the Hidden Verb tech-
nique. the Boomerang Participle, or
the Multiple Adjective Strategy. which
you can pick up from any copywriter.

Buys

\in citinent prescntations practitioner
onee picked ofl tw

the same tiine with tlis fterward
notwithstanding somewhat
ing data, and while so
validity was still prec
limits were nevertheless

Beautiful sentence, that. bul
novices. As you n see, every word
in it is relatively familiar. You
run the danger that a slip of the 1c
will make the sentence understanda
Beginners are usually better ofl learn
ing some good technical words and us-
ing them liberally. Aurtosis is a good
word, for instance. Dichotomization is
excellent. Pcarsonian coefficient, fuc
tor analysis, Gaussian curve——all will
do. For the adventurous, | have a list
of special technical phrases that | have
made up myseif. One of my favories
is the Merccdes-Benz Factorial Com-
pensation Line. The Amaleur Statisti-
cian will never admit that he hasn't
heard of it. If someone else asks what
it 1s, smile knowingly at the Amateur
Statistician and say. “Mr. Durfee,
don’t you think that’s a little involved
for the two of us to talk about now?”
He will agree enthusiastically. If he
ever gets vou alone and asks aboul it.
look at him with surprise and say.
“Why. it’s in any good elementary
textbook.”

An easy aid to all these techniques is
to read vour talk. lf the presentation
is completely verbal. keep your eyes
glued to the page. This produces the
effect that you are talking to vourself,
and the audience feels no obligation
to hsten.

[f the presentation does have charts,
imagination can run riot. There are
several tested and approved methods
for putting your audience to sleep with
a chart presentation:

WHDH
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1. Read a/l printed material on the
charts. If Chart No. 1 =avs "1.200
carefully stratificd homes were sam-
pled.” read it all verv slowly. as if
the audience could not see. An experi-
enced lecturer will punctuate this sen-
tcnce with coughs, wheezes. foot shift-
ing. etc. The audience generally fin-
ishes the page three minutes hefore
vou. While they wait for you to finish,
they Dbegin to think about the mort-
cage. a birthday present for the baby.
what to do on vacation—and so to
sleep.

Recent official Hooper Ratings
show WSJS, the Journal-Sentinel
Station, FIRST in the morning
FIRST in the afternoon FIRST in
the evening! For the finest in
AM.FM coverage, it's WSJS

in Winston-Salem.

Represented by: HEADLEY-REED CO.

\ variation of this is to read noth-
ing. Let the audience read, but give it
a good five minutes on every page.
Here. of course. the danger is that you
vourself may fall asleep.

2. =tand with your back 1o the au-
dience while you look at the charls.
This eliminates the possibility that a
spol on your tie or an expressive mous-
tache will keep them alert.

3. Refer to previous charts. Fumble
around for a while before vou find
them. Then reread them to the audi-

ence more slowly than ever.

+ Winston-Saiem
is the home of
R. 1. Reynolds
Tobacco Co,
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4. Quote all figures. Presenting fig-
ures is an art by iself, but these are
the high spots. First, show several fig-
ures on a page—the more, the better.
Figures should be small. badly printed,
and close together. Second. run a lot
of lines on a page—five or six trend
lines weaving in and out of each other
are excellent. Third. mix up pie charts,
bar charts, etc. Change your chart
scales frequently.

5. 1f this is a slide presentation, it
helps to have the slides slightly out of
focus. Do not let a slide appear up-
side down. This generallv gets a laugh
and stirs up the audience.

If you have followed these hasic in-
structions carefully. your weaker lis-
teners should bv now be peacefully
asleep.

Special Problems Occasionally.

- after following the above instructions.

you find that a hard core of the audi-
ence is still awake. This is usually
composed of the Amateur Statistician
and the Head. Let us take up the
Statistician first, for though he is fierc-
er. he is more subject to intimidation.

With the Amateur Statistician, you:
use the two fold (or dichotomized) ap-
proach of Confusion and Superiority..
By now you should be half way
through the presentation. Instead of
reading each figure in the charts. flip
the pages rapidly, touching upon this
and that. Throw in several tabulations
not on the charts. This will further
confuse him.

Then sav casually, “Of course. these
figures will all be in the printed re-
port.”

The Statistician will subside. He
would like to impress thc Head with
his critical ability. but vour reference
to the Mercedes-Benz Factorial Com-
pensation Line upset him. and he's
afraid of looking foolish. He'd feel
<afer examining the printed report
with texthook in hand. If. later. he
asks for the report, which of course
does not exist. inform him stifliv that
only a few copies were available. and
thev went to top executives.

This leaves only the Head. He has
trained himself to stay awake through
thick and thin. Uncannily. he has un-
derstood the figures and made some-
scnse oul of the mumble. He would
rather resign than rcad any printed
data on this thing. so he is determined
to stick it out, You must concentrate
on putting him to sleep.

[t is the meeting ol two strong per-
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sonalities. You might try intoning a
long table, looking straight at him and
swaying rhythmically from side to
side. Sometimes this hypnotizes him.
Or you might lose your place in the
notes for a few moments. Delsarte
Finch used to insert a page of some
other report, and intersperse, for in-
stance. a table of logarithms or the
Yankees' batting averages. This often
does the trick.

If neither of these methods work.
there is one further technique. Explain
at length that the survey suffered from
inadequate funds. Plead for a larger
appropriation for the next survey.

This works every time.

Well. everyone is fast asleep! Mur-
mur softly to yourself for a moment or
two—Delsarte memorizes cube roots at
this time. Then boom out in your loud-
est voice, “Well, it was a tough job,
but worth it.”

Fling open vour jacket and display
on your chest a large Phi Beta Kappa
key. which may be easily rented or
borrowed.

Immediately everyone will awaken.
startled and guilty. No questions will
be asked. Some people will slink out.
Others will come up, and congratulate
you on a brilliant joh. Tell them that
this was only a brief discussion that
vou’d be glad to expand on later.

No one will ask you to.

Any questions. anyone? Hey. wake
up! * K *

FACTS UNLIMITED
(Continued from page 29)

in the East listens to an out-of-home
radio set, other than a car radio. on
an average day. About half of this
listening is done at “Place of Work.”
and about a quarter of it is done at
the homes of neighhors and relatives.
In the two Midwestern studies, no com-
parative figures (out-of-home minus
the car radio histening) are available,
although several charts explore the lo-
cation of sets in the total out-of-home
radio listening.

4. Special features of radio-TV
audiences—FEast and Midwest. The
three Whan studies give a valuable in-
dex of radio program tastes among
both Eastern and Midwestern audi-
ences. as well as an opportunity for
comparison. The research method used
by Whan was a simple one. Listeners
were asked to select from a list of some
16 basic types of program materials

20 OCTOBER 1952

the five tyves they liked best. Here are
highlights of these findings. covering
total areas involved. Percentage score
indicates number of respondents who
put this show type among five hest
liked category.

A. NEW ENGLAND WOMEN

RADIO TYPE RANKING
Complete drama 62.0%
News broadcasts 60.3
Comedians 53.2
Popular music 49.4
Aud. participation 48.7
Variety shows 42.9
Talks, comment 28.9
Sportscasts 27.0
Classical music 26.2
Serial drama 24.3
Religious programs 17.4
Oldtime music 16.7
Homemaking shows 16.4
Brass band music 10.9
Farming talks 3.1
Market reports 0.6

Note how Eastern women turn most
to drama. secondly to news, and third-
ly to comedy entertainment. This is
in contrast with masculine tastes in the
East which show:

B. NEW ENGLAND MEN

RADIO TYPE RANKING
News broadcasts 71.39%
Sports broadcasts 58.7
Comedians 58.3
Complete drama 54.0
Popular music 45.0
Aud. participation 35.6
Variety programs 35.4
Talks, comment 34.1
Classical music 20.7
Oldtime musie 18.7
Brass band mausic 13.7
Religious programs  11.7
Serial drama 11.0
Talks on farming 6.6
Homemaking shows 3.6
Market reports 3.0

Contrast these kastern program
preferences with those of the Midwest,
and some interesting conchusions arise.
For one thing, Midwestern women
seem to have stronger tastes for news,

audience participations, and serial
dramas than their Eastern distaff

cousins. Midwestern men. at the same
time. share the taste for news that men
have in the East. but Midwesterners
are more fond of comedy shows and
slightly less fond of sports programs.
For the Kansas-area study. the male
and female preference figures were:

MARKET

for Counties Covered by
K-NUZ—Houston, Texas

Population 1,119,800
(Negro 160,000)
Radio Homes 327,240

Retail Sales $1,392,525,000

Food Sales $327,587,000
Ceneral Merchandise
Sales oo $164,284,000

Apparel Sales $103,232,000

Home Furnishing
Sales $82,885,000

Auto Supply Sales $103,547,000
Bldg. & Hardware

Sales $123,998,000
Food & Beverage

Sales $96,328,000
Drug Sales $42,083,000

SRDS Consumer Markets 1951-1952
for all market figures.

- Dave Morris

General Manager

HOUSTON'S LEADING INDEPENBENT
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The September Issue of

‘gw j)/euidion
/411(/ience o/jmlay 7

covers the subject

j 7/ ?/ Uw fern

I”()g rams

This study was basically designed
to measure habits and attitudes
of TV owners toward Western
Programs.

Each TV owner was thoroughly
questioned about viewing of
western programs. Information
resulting from this questioning
includes:

I. Economic status as a
factor in viewing.

2. Children as a factor in
viewing.

3. Sex as a factor in view-
ing.

1. l.{cgular viewing ol spe-
cific programs.

5. Favorite western  pro-
grams, and reasons for
selection.

6. Types of Western pro-
grams preferred.

Ly

~J

Non-viewers objections
to Western programs.

Respondents were also shown a
list of statements about West
ern programs and asked to
agree or disagree with each
statement. ‘T'he results are ol
great importance since it s
shhown that, straugely enough,
much of the sentiment  that
Westerns are harmiul to chil-
dren comes from families with-
out children.

It's an interesting and valuable
study — one you should have.

./4(/ verlest /eea Tl

90 BAYARD ST.
NEW BRUNSWICK, NEW JERSEY

CHarter 7-1564
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L. RANSAS WOMEN

RADIO TYPE RANKING
" Vews broadeasts 71.59
Featured comedians  57.1
Popular music . 16.3
Aud. participation 145.2
Complete drama 43.7
Religious programs 318
Sports broadcasts 28.5
Serial drama 27.4
Oldtime music 24.8
Classical music 18.9
Fariety programs 18.0
Homemaking shows 16.5
Tall:s, comment 15.5
Marleet reports 15.4
Brass band music 14.9
Talks on farming 10.2

B. KANSAS MEN

RADIO TYPE RANKING
News broadeasts 80.79
Featured comedians 09.8
Sports broudcasts 1.9
Popular music 38.8

-

Aud. participation 35.2

Complete drama 5P
Oldtime music 29.0
Varket reports 27.7
Religious programs 23.7
Talks. comment 23.0
Classical music 16.2
Talks on farming 15.6
Brass band music 15.3
Partety programs 14.7
Seridl drama 1114
Homemaking sliows 4.2

Theve are enough slight variations

-although the pattern is basically
similar — between programing prefer-
ences in Kansas and those in lowa to
make an intramural study in the Mid-
west of interest.

. TOWA WOMEN

RADIO TYPE RANKING
News broadcasts 73.19
Featured comedy 27.5
Aud. participation 49.9
Popular music ..~  47.9
Complete drama 41.9
Sports broadcast 31.8
Religious programs 28.8
Serial drama 25.3

Variety programs 22.0

Oldtime music 20.8
Homemalking shows 18.9
Market reports 17.0
Classical music 15.9
Talks. comments 15.7
Band music (bruss) 12.5
Talls on farming 11.3

B. TOWA MIEN

RADIO TYPE RANKING
Vews broadcasts 79.19,
Featured comedy 63.2
Sports broadcasts 22.5
Popular music 12.3
Aud. participation 39.6
Varket reports 31.7
Complete drama 31.3
Oldtime music 27.3
Talks on farming 21.1
Talks. comment 20.9
Religious programs 19.5
Variety programs 18.7
Band music (brass) 14.2
Serial drama : 11.1
Classical musiec 9.8
Homemaking shows 4.3

The many more facts which can be
obtained by a close study of all three
of the 1952 reports of Dr. Forest L.
Whan, can give advertisers and agen-
cies alike their most comprehensive
view of the differences in preferences
and behaviors of FEast and Midwest
audiences vet available in radio-TV

research. * ok k

DAYTIME TV

(Continued from page 31)

tisers polled by spoNsor voiced this
one point: The networks made a mis-
take in adopting for TV the same day
vs. night rate structure which prevailed
in radio. and by continuing the sys-
tem the networks are compounding an
error. Also most of those polled
thought the daytime price should be
geared to a graduating scale. based on
the growth of daytime sets in use. As
the daytime audience grew in ratio
with nighttime levels, the rates for day-
time could be increased. There was a
wide diversity of opinion as to starting
level for davtime rates. The suggested
figures ranged between 25 and 407 of
the nighttime rate. Majority opinion

00F

NOTHAM, ALABAMA

5000/560

NON-DIRECTIONAL

Sawthami
Tare-Lispten Agenty

Hutramal Rapreaeniutive
Siann wed Apar
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was for a peg of 357.

On the matter of daytime TV’s value
to the advertiser. the poll disclosed that
advertisers and agencics were doing
anything but selling it short. They con-
sidered its prospects bright and unhim-
ited. and that the only two things ham-
pering its development at the moment
were a miscalculated price formula and
failure to find the right programing
pattern.

Meantime the over-all daytime sales
picture doesn’t shape up too strongly
for the networks. Only CBS has
clainied that it is in a better position
than it was a year ago. lts sales status
daytime as of 10 October was 18 hours
sold. an inerease of about three hours
over last year. NBC is down 1o six and
a half hours (with Kate Smith but 70%¢
sold), as compared to nine hours sold
last vear. Both ABC and DuMont were
likewise considerably better off a year
ago. Two shows that added a lot of
time and billings weight to last sea-
son’s schedule were Bill Goodwin (Gen-
eral Electrie) and Bert Parks (General
Foods). Between them the two shows
accounted for five half-hours a week.
Daytime TV hasn't experienced any
windfalls similar to these since the two
shows were cancelled.

In eonducting its survey on the ques-
tion of whether network TV is over-
priced sponNsor found agency officials.
advertizers, and nelwork exccutives
more than ready to express their view-
points—providing that they as indi-
viduals were not quoted. A eross-sec-
tion of these viewpoints follows:

Benton & Bowles—*“Aflter a thor-
ough analysis of daytime viewing as
eompared to homes using TV at night,
we have asked the nets to make a reap-
praisal of their daytime rate structure.
We feel that the networks have erred in
carrying over into television the radio
practice of setting the daytlime rate at
507 of the nightiime rate. The day-
time listening habit in radio moved as
fast as it did because of the kitchen set.
and it doesn’t look as though history
will repeale itself with TV,

“We recognize that TV is still in a
developmental stage but we strongly
oppose the idea of our advertisers be-
ing asked to pay rates that are grossly
out of proportion to what thev can get
at night while this experimenting is in
progress. Dollar for dollar the adver-

tiser doesn't as vet get anvwhere near
the audience break that prevailed in
daytime radio.

20 OCTOBER 1952

“We urge that the networks, instead
of resorting to a lot of sophistry involv-
ing program ratings and share-of-audi-
ence, put their dayuine rate structure
on a realistic and equitable founda-
tion by revising the rates in keeping
with the ratio of daytime audience to
nighttime audience. Nothing could be

* * * * * * * *

¢6As an instrument of broad mational
coverage, television will have a strong
chance for advertiser acceptance if it is
sold in the magazine tradition—with
advertisers allowed to buy just an ad,
not a show, and 1o buy not neecessarily
on an every-week frequeney bhut only as
often as they waunt, or can afford.?®
HENRY SCHACHTE, Adr. Dir.
The Borden Co.
* * * * * * * *

fairer than this request. As this ratio
moves up the networks could gradually
increase the daytime rates. For a start-
er we suggest that the daytime rate be
a third of the nighttime rate.”
Compton—"Redueed to simple terms,
what we're objecting to is the networks
charging our clients for 50 units of
cost and delivering but 36 units of ef-
fcet. Here’s how inconsistent the net-
works are: On a network basis thev're
eharging us 507 of the nighttime for
a daytime period. but if vou’ll look at

*
b g

RADIO

the rate cards of their own m&o sta-

tions you'll find the daytime rate rang-
ing between 30 and 1077 of th ht-
time rate. We've asked the network te
answer this question: Which hese
price structures do you consider the
more equitable and econoniic far

we haven't had an answer.

“The advertizer should not he asked
lo pay a ratio that existed in the |
day of radio unless television giv
quick promire of delivering a like ra
tio. We don’t think that will happen
and so we have called on the networks
to make their mm&o rates the national
seale, and also 1o the daytime. or C
rate from 5:00 to 6:00 p.m. We're con-
vinced that, regardless of the counter-
arguments, expectations. and hopes the
nctworks may have to offer. they
should proceed at the earliest to con-
vert their pricing formula into some-
thing thal mmakes economic sense.”

Young & Rubicam—"*Here’s a good
index to what our agency thinks of net-
work daytime rate structure. A year
ago we ranked as the No. 1 agency in
daytime TV. We had 18 quarter hours
of programs running on the networks.
This season we're down to one-third
sponsorship of Search for Tomorrow

WBNS Doesn't Fall
‘Back on the “NET”

With the greatest of ease
. . . WBNS programming
swings back and forth
from top CBS shows to
locally-produced programs
built around beloved Ohio
personalities. Blessed with
a choice of all the best
CBS talent, WBNS knows
sponsors can’t miss when
local favorites add their
endorsement to selling

messages aimed at Central
Ohio.

ASK JOHN BLAIR

POWER

WBNS — 5,000
WELD-FM—53,000
_(OLUMBUS, OHIO

¥
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Same old story
in Rochester .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.

( EE R R B SN R R ERNNEERES SR ER N ERENNEN.]

ROCHESTER, N.Y.
5,000 WATTS

Reproainiotives . . .
EVERETT-MsKIMMLY, inc., Mew Terk, Chlcage
LEE F. ©'COMNNELL €O_, Lo Angele, 3on Francisce

L] L] o e (] [ ] ®

MEMO-GRAM TO
Timebuyers

We don’t sell surveys, polls
o or ratings . . .

WE D0 SELL MERCHANDISE

EAs— DECATUR-ATLANTA

JIV—savannan
GOV — vaLposTa. ca.

. KWEM

WEST MEMPHIS—

MEMPHIS

o "The Family Stations”
Race—Rural—Religion
° Creck MUNTZ.TV on an
All-Out BANGUP SELLING
° Performance

. Contact FORJOE now or
STARS, INCORPORATED

Candler Bldg., Atlanta
° Box 142, Memphis, Tenn.

L] L] L [ ® L] L]
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various rating services.

(P&G) and a quarter hour of Kate
smith (Johnson & Johnson).

“Before recommending to our cli-
ent that they pull out of daytime TV we
‘onducted numerous stndies on view-
ing audicnce ratios, day ve. night. and
osts-per-1.000. In terms of rates alone
we couldn’t do other than point out to
our clients that nighttimie TV was a tre-
mendously superior buv. (Incidentally.
most of our clients who quit daytime
TV are now to be found on the night-
time TV schedules.)

“One of the things that strongly in-
fluenced our reactions toward daytime
costs was the summer problem: Sets-in-
use dropped off spectacularly in the
summer tinie. particularly in the after-
noon. We bring this up because we
think that if an equitable ratio of day
time rates is to be arrived at this sum-
mer factor must be taken into consid-
eration: Any figure on homes-using-
daytime-TV must be taken over the
span of an entire year and not by quar-
ters or from September through May.

“The daytime rate structure is a seri-
ous problem to us because it keeps us
from doing many of the things we’d
like to do with television. When vou're
hard put to justify a rate. you're just
penned in.”

William Esty & Co.——“We have what
is probably the lowest cost-per-1.000
per-minute-of-commercial  {$1.35) in
the Strike It Rich program (Colgate).
but we still think that the pricing of
daytime network TV is in sore need of
adjustment. We have made studies that
show there’s quite a gap between the
507¢ rate charged for davtime and the
actual ratio of daytime and nighttime
viewing.  The daytime audience may
eventually reach that 507 level. but
meanwhile something should be done.

“By the way. we have found that
there’s quite a spread in the percentage
of homes viewing as reported by the
That ecircum-
stance will also have to be considered
when and if the networks decide to ad-
just daytime rates.”

Biow Co.
that the attention daytime television is
cetting i« nowhere what it was in ra-
formative years. Daytime tele-
vision is also very much slower in de-
than nighttime
Aside from other factors, such as mea-

There i= some evidence

(li()qs

veloping television.
<uring the viewing attention of the peo-
ple reached. daytime television poses
this big question mark: What is the
true ratio of homes using TV in the

daytime as compared to nighttime?
(The rating services are certainly wide
apart on daytime ratings.)

“When a daytime strip costs an ad-
vertiser around $2.000.000 a year he
should know the extent of the actual
audience. the nnmber of homes that
use daytime television, and whether the
rate he pays is in the right proportion
to what he could get for the same
money in terms of viewers at night.”

NBC—The network’s position re-
volves around these points:

1. 1951 was a developmental vear
and should not be used te determine a
price ratio for the 1932-53 season.

2. Because of the competitive setup
—or rather the lack of it—the adver-
tiser gets a bigger picce of the day-
time pie than will prevail in years to.
come. CBS concentrates its program-
ing in the morning, while NBC has
elected to make the most of its after-
noon schedule.

3. NBC fully appreciates the fact
that it must find a wav to solve the
summer replacement situation when its
key daytime show  Kate Smith—drops
out. But in the meantime it wouldn't
be fair to include the summer months

Miss Loretta Mahar
Cramer-Krasselt Co.
733 N. 'anBuren 5St.
Milwankee, WWis.
Dere Loretta:

I gist want to take time out frum
my broomin’ to tell vou about a show I
heerd on W CIIS.
Seems thet a fly-

in" saucer landed
in th> hills bout
90 miles frum
here and scared
Jolks half to
death. Ov course,
IFCHS interrued
thim fotks in a
speshul s h o w
eist  like evry-
thin’ speshul is
on WCHS with
3,000 ar  580.
Seems like onr
speshul events
peeple is always
on th’ go |fer
somethin’ like a
fire or a reunion
or a centennial
awrsumthin’. Folks
know they'll al-
ways here it on
FCHs., You
know, we've got
more 7. Va. listeners than any othur
stashun in th' s:ate.

Yrs.,
Algy.

WCHS Charleston, W. Va.
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in citing the percentage of homes using
daytime TV when it comes to discuss-
ing the ratio between daytime and
nighttime viewing.

4. With but two years of experience
behind network daytime TV it is much.
too early for anyone to try to decide
what it is worth.

5. The time has not yet arrived
when the network need entertain any
thoughts of daytime rate adjustment.
The network. after all. is still under
obligation to its affiliates not only to
maintain the rate structure but to
strengthen daytime schedules with
quality programs around which the af-
filiates will be able to sell spot time.

Ever Get That
“Tired” Feeling?

Take a tip from little Bismarck
—vyou'll sleep like a baby if
you've put KFYR to work, sell-
ing families with the 4th high-
est buying power in the na-

tion* . in wealthy North
Dakota.
*SM 1951 Survey of Buying
Power.

~ BISMARCK, N. DAK. |

5000 WATTS-N.B.C. AFFILIATE
Rep. by John Blair

20 OCTOBER 1952

Again, the networks must look to day-
time sales for their additional profits.
Nighttime is virtnally sold om and
\NBC. speeifically, is reconciled to the
fact that it eannot raise nighttime rates.

6. Some of the big advertisers ex-
pected too much of daytime TV. In-
stead of dipping their toes into it
via participation in network-produced
shows. they put on their own half-hour
programs—some of them relatively ex-
pensive—and when the resulting costs-
per-1,000 looked staggering they and

* * * * * * * *

¢¢Advertising doesn’t cost 25¢; Yses

‘very little.” Advertising doesn’t cost
anything. It euts costs. It saves money.
If it didn't we wouldn’t have advertising.
It’s that simple. We have advertising
beeause it is economically valuab'e.%?
JOHN D. YECK. Pres.

Yeek and Yeek

¥ ¥ x ¥ x x x x

their agencies were inclined to settle
the blame on rates.

CBS—This network seems to feel
that while the points made by agencies
and advertisers may have merit, any
reexamination of rates would have to
be in light of station operating costs as
well as the level of set use in the day-
time. Stations can’t be asked to cut
their rates if by doing so they incur
losses on their daytime operations. In
any event. if there is to be an adjust-
ment it probably couldn’t take place
until there are many more TV stations
on the air and the competitive picture
makes such an adjustment look like a
natural sequence. CBS also had this
comment to make on the line of argu-
ment advanced by agencies:

1. Advertisers are getting a special-
ized consumer audience in daytime
viewers. and they should be willing to
pay more. even if the sets-in-use ratio
seems to dictate lower prices.

2. The daytime network TV adver-
tiscr is still getting a relatively good
value in cost-per-1,000 since it costs
him so much less to program in day-
time than at night.

3. An advertiser should look at his
participation in daytime television on
a long-range basis and think in terms
of building up a franchise through the
years. as he did with radio. By worry-
ing about exact price ratios at this
stage of the medium’s development, the
advertiser could lose sight of what con-
sistent partieipation in davtime net-
work TV would mean to him in eco-
nomic. as well as franchise. terms two
or three years hence. * k%

1 GOT
AN
IDEA.”

IDEA THAT IT’S
A PROBLEM TO:

Develop a fresh, saleable programming
approach for your station

1 HAVE AN

Build ratings in your market

Achieve or maintain leadership in the
eyes of your community and your ad-
vertisers

Sell your product under a new high in
competition

| have an idea that you'd be interested
in a thoroughly-seasoned young program
executive (with excellent background for
TV} who has helped meet and success-
fully answer those problems

| have an idea we can work together—
profitably. If you like the idea, write:

BOX 1 SPONSOR
510 Madison Ave. N.Y.22, N.Y.

IDEA FOR AGENCIES: add agency ex-
perience, vyears of colorful production
and persuasive copy. Interested in your
ideas, too.

%
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Z
o
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The Philadelphia

Inquirer Station

An ABC Affiliate
First on the Dial

In America’s Third Market

Represented by THE KATZ AGENCY
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be...R'W.

e Be “Radio-Wise! Get extra power
behind your sales message through
““Personality Selling” on Rahall

Yes, on all 3 vital points,
Rahall Stations deliver the
goods.

ALLENTOWN, PA, 1320 K¢

1o ke

500 W. NORRISTOWN _PA,

1000 W. BECKLEY,W.VA. 670K

National Representatives
{a) WEED and CO.
(b) WALKER & CO.

_ RAHALL STATIONS

JOE RAHALL, President

YOU AREN'T
REACHING

LOS ANGELES’ MAJOR
Negro
Market

untess you're buying
HUNTER HANCOCK'S

“HARLEMATINEE™

LOS ANGELES
Represented by -

Joseph Hershey McGillvra, |I'I:{.‘-_. .
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Stations where listener ﬁ
loyalty really pays off! S
ADIOS TOP
DIOS TOP
o AUDIENCE
o PERSONALITIES
e MARKETS

ROUNDUP

(Continued from puge 57)

The Seaboard Container Corp.. an
industrial firm. is sponsoring the pub-
lic interest series. Freedom, U. S. A.,
over WII%, Philadelphia. The show is
aired at 6:30 p.n. on Sundavs and fol-
tows anothcr Frederic W. Ziv Co. tran-
scribed series, [ Was a Communist for
the I'BI. Prior to the show’s debut on
28 September, Benedict Gimbel, Jr.,

WIP president and general manager.
held a special lunchcon at which civie
officials. military representatives, and
Philadelphia area educators auditioned
the new series. Seen in photo (1 1o
r.}: Gimbel: Louis P. Hover, super-
intendent of public schools in Phila-
delphia: Frederic R. Vlann. pres., Sea-
board Container Corp.

* ¥ L3

Each fall. to herald the beginning of
a new TV season. the Wilwaukee Jour-
nal publishes a special television sec-
tion. This year’s section consists of
18 pages of eight-column sheets. front-
ed and barked with full--color photo-
graphs. The editorial material covers
TV from all angles—origin of the me-
dium, programing. personalities. back-
stage problems. TV in relation to poli-
ticians. farmers. educators, industrial-
even statistics such as sales of
TV sets compared to radio sets. (One
sidelight: “Radios are still outselling
television sets by two 1o one.”) Most

ists

of the material in the section was nat-
urally related 10 the Journal’s own vid.

eo outlet. WITMJ-TV. Milwaukee.

it 3% *

lootes Motors. Inc.. British firm
which Hillman Minx cars. is
opening an unexpected market for its
autos in the course of its current radio
campaign here. Al least, what hap-
pencd recently at KY AL San Francisco,

makes

wonld Indirate so. Rootes has estab-
lished the practice of providing all ra-
dio personalitics deing Tlillman VMinx
connnercials with one of the cars o

give them first-hand knowledge of per-

hY A director Les
Keiter—who promotes the Minx on hiz
sports shows—was no exception. Soon
after that. four KY\ staff members
went out and purchased their own
Minxes.

formance. sporls

Fifteen months ago, M. E. Blat
Company, Atlantic City. N, J.. depart-
ment store, swiiched from extensive
newspaper advertising to using only
radio for its daily advertising. How
this came about is 10ld in a Lrochure
distributed last month by the BAB 10
ad agencies and member stations.
Titled ““I'he Queen Keeps Her Crown
—By Using Radio™. the hooklet relates
how store higwigs decided that. in the
face of rate increases, newspapers were
not reaching enough of the market for
the price. When they looked at radio
and found it offered nearly 10077 sat-
uration. they cancelled all daily news-
paper advertising and took on an ex-
tensive radio schedule (using WFPG
and WMID. Atlantic City. and WOND.
Pleazantville). Result: climbing sales
volume at no increase in the ad budget.

Benny, Crosby, Lux Radio Theater and a
host of the brightest stars are back on
KROD. Your advertising will be in the Eest
of company here, will sell more because
more people will hear it. Call your nearest
Taylor office today.

e ——

AU E WA YE
greater than any other station
in El Paso, regardless of power

Taylor Co.

Represented nationaliy by O. L.
KROD-TV Channel 4
NOW UNDER CONSTRUCTION
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-‘ COMPLETE BROADCASTING

INSTITUTION IN
%’c/mwn([

WMBG

First Stations of Virginia

WTVH Blair TV Inc.

WMBG The Bolling Co.

THE QUAD-CITIES

82nd in POPULATION

among Sales Management’s
162 Metropolitan Arecas

All people are consumers. But
quility people are better cus-
tomers. The depth of quality
in the Quad-City market is an
outstanding asset of 240,500
people who live here. Good
ancestry, fine geographical lo-
cation and diversitied means of
livelihood all contribute to the
high standard of Quad-City
living. WHBF is favored with
the loyalty and friendship of
Quad-Citians, accumulated dur-
| { ing 25 vears of service in
radio broadcasting.

' Les Johnson—V.P. and Gen. Mgr.

TELCO BUILDING, ROCK ISLAND, IllINOIS
Represented by Avery-Knodel, Ine.

CRAC. Montreal, celebrated its 30th
anniversary this month with almost 50
special programs in one week. The
kickofl day, 5 October. was dedicated
to CKAC stars and stafl personnel of
another era. saw former CKAC an-
nouncers and artists taking over the
station’s microphones.  The week's
programs revived the station’s broad-
casting listory. worked up to the pres-
ent until on 11 October. some of
CKACs most promising young talent
was introduced i a forward-looking
presentation. Another of the anniver-
sary week’s features was a special Hol-
Ivwood-produced broadcast on which
such stars as Denise Darcel, Corinne
Calvet. lLeslte Caron, Lauritz Meclchoir.
Charles Bover, and Cary Grant were
heard. CKAC is a French language sta-
tion, owned and operated by a French-
Canadian newspaper, La Presse.

* #*

Stations WNBC and WNBT in New
York came up with a catch-phrase in
connection with the register-and-vote
campaign which caught on like wild-
fire in and around the big city. The
phrase: “Don’t be a ‘lanovoc”.” Tt was
aired in more than 400 announcements
and station breaks a week for several
weeks around registration time—at

first in a teaser campaign. then in an

“explanatory” campaign telling what a
“lanovoc” 1s and why it’s so so impor-
tant not to be classified as such. E. g

a “lanovoc” 1s a “lazy, nen-voling citi-
zen.” (New York’s record registra-
tton would indicate that this and other
vole drives have heen highly effective.)

* * *

“The Frenchman™ and ~“The Baby”
have nothing on comedian Ernie Ko-
vacs who stars in a new WCBS-TV
(New  York) picture presentation
aimed at stimulating additional spon-
sor imterest in his show, Kovacs Un-
limited. It's made up of expressive
photos (TV-screen-shape) and infor-
mal running commentary by Kovacs in
his own unmhlblled stvle. Kovacs ex-
tends a genial invitation lo sponsors
b “C'mon over to the studio. Nobody
knows who belongs on the show, so if
you walk tn [ront of the camera you
may become a TV siar (no charge for
this service). I you care to, bring
along a sample of your product (for
this build-up. we charge a liule).”
Kovacs and cast appear on WCBS-TV
Monday through Friday. 12:45 to 1:30

- pome; the show is all ad lib. has won

praise for itz ccriptless success. * * %

wisconsin’s

most...

Am | your
man?

TU-AM general or sales manager:

Experienced all phases broadcast-
ing with emphasis on sales and
promotion, both station and net-
work. 8 years top-flight radio
station ; 4 years Tl $15.000,000
TV time and program sales to
nation=l advertisers since 19-48.
Seek permanent TV or T1-AV]
station connection, established
or expanding, with opportunity
to purchase equity on demon-

stration of results and sincerity.

Box 2, SPONSOR
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7 | MEN, MONEY, MOTIVES

{Continued from page 6)

MACK from

journalists depend for their data in
part upon confidences given by such
administrators. The advantage of the
business journalists is that he may talk
to the “other™ elements in the industry.
can relate and recall. <ift the significam
from the so-what.

Popularity

A piece of music is measured
and chiefly by ite
popularity—and when folks are

appraised

D>
I
|

recommends \
I

TEXAS'5"MARKET

the rich, industrial
tri-city area

humming or whistling a tune you

| * % ow
can be sure it is popular.

The public is usually unaware
of the authorship or source of
the song it is humming. And
quite often those in broadcast-

An object of satire for 30 years in
radio. and now again in television is |
the sponsor who doesn’t know what he
is doing. or why. True, TV costs have
made the species less common than in
radio. Nonetheless there still appears
every now and again some corporation
innocent dislikes the effort of
reading business periodicals.  Usually
he argues that there are too many of
them. or that they are dully reporied.

ing who program these tunes
are not fully aware that a great
percentage of the current BIG
HITS are being performed un-
der their BMI license,

YOU BELONG TO ME
| WENT TO YOUR WEDDING d |

AUF WIEDERSEH'N

BEAUMONT

% ---

ORANGE
SN [}

who

JAMBALAYA - , s KPAC serves a population of 236,100 \
HALF AS MUCH as they sometimes are. or that he is | in the rich Beaumont—Port Arthur- v
GLOW WORM : Orange metropolitan tri-city area. b

better briefed than any business jour-
nalist eould he. The last may be a
dangerous assumption indeed if the
executive has embarked upon strange
waters. if he is buying talent, for ex-

BOTCH-A-ME
STRING ALONG
VANESSA

HAVE A GOOD TIME

o

BROADCAST MUSIC, INC.

KPAC is the No. 1 radio salesman
for local sponsors in the world’'s No.
1 oil refining area.

MUTUAL

fample. without | nowing any of the
580 FIFTH AVE., NEW YORK 19 | pitfalls of the market, and is depend-

NEW YORK = CHICAGO * HOUYWOOD [T RS R TS P N 1

JOHN E. PEARSON CO.
National Representatlves

‘ 3 * * 5000 WATTS

Exeeutive vanity is not often men-

. . . ST‘.\TE,\]ENT } oF OWNERSIIP, MANAGE-
tioned out loud but vanity is the most LRI R UER RS S
v i Reauired by the Act of Cor B st 24,
dangerous motivation factor of all. T ER P Gt g e e S B R
- . . N 5 l\ ) ] and July 2, 1916 (39 U.S C. 233).
Reputable  business journals spreac OF SPONSOR, published Dbi-weekly at Baltimore,

Maryland., for October 19532,
The names and addresses of the publisher, editor
and business managers are:

"~ Portland’s Family Station

Glenn. Mama-

Local News
Edited for Portland listeners—KWJJ
news is carefully spaced to give Local
people a complete coverage of local
and national events,

Local Sports

No other Station in Portland gives such
complete coverage of local sports
events. KWJJ carries exclusive Baseball,
Basketball and Football broadcasts.

Local Music
KWJJ's two popular disc jockeys bring
Portland the kind of music it wants to
hear. Local prefer-
ences guide the se.
lection of all KWJJ

music.

KW))

Studios & Offices
1011 S. W. 6th Ave.

New York, N. Y.
Platt, New York,

Miles David.
Manager: Bernard

as published. he is really inviting acute
cmbarrassment upon himself.

Admittedly it is always hard to get
honest counsel in business. what with
everybody on the make. But husiness
journals. of the reputable sort, come

\}f

%

b, |
ALY

SNS

o8N
%

EDITOR'S NOTE: Columnist Landry's |
Landry-
esque precision, couldn’t be closer to

practically no hutter but venal busi-
ness journals lay it on with a trowel. Publisher and Editor: Norman R
. romeck, N. Y.
Managing Editor:
ministrator with a blind spot of per- N ) : .
I . . l . . ] .. The owner is: SPONROR I'UBLICATIONS Ine.,
| i 1S Dhelne elven rtistie New York, N. Y.
*ona \amt) ! [l =l t ](: artisti Stockholders of one percent or more of stock are:
_ . SRR i 1t
bUll(] “P h) ekl“’”‘g m ])(‘,\\H( hmenl (}l(i-nn_ Mamaroneck, N. Y.; Ben Strouse, Raltimore.
. Q[P0 o o 8 A - 3 Md., Ruth K. Strouse. Baltimore, Md.: William
and if  his coneeit he scorns to read, e o S b e ol S T
Washington, 1) C.: Paceli Bloom. New York, N.
win Id. Cuooper, North Moellywood, alif.; Menry J.
Cooper, Brooklyn, N Y.; Judge M. &, WKronheim,
Washington, 1. C.; Norman Reed, Washington,
Do (.5 Adele Lebowitz, Mecelean, Va ; John Pattl-
¥ * * | ingten, . *.; Catherlne E. Woste, Hawthorne, N.
| Y.: Willlmn 3. Wolf, Washineton, . (*.; Ilarold
Ninger. Washington, D C.; Bernard DPlatt, New
York, N Y.: Norman Knizht. Westport, Conn.
security holders owning or holding one percent
or more of total amount of bonds, mortgages, or
other scceuritles are:
None,
. . of the owuers, stockholders, and security holders,
o as close as anvlmd\' to t]l&]llll;{ out | if any. contain not enly the list of stockholders
. G . ‘ . and securtty holders as they appear upen the books
I“)I{ls-fl‘(’(‘, gunlan('e. * k% of the eompany but alse. in cases where the stock-
of the company as trustee or In any other fidu-
ciary relation, the name of the person or eorpora-
tion for whom sueh trustee Is actlng, is glven;
also that the said two paragraphs contain state-
Hef as to the circumstances and conditions under
which stockholders and  securlty holders who do
not appear apon the books of the company as trus-
} tees, hold stock and securltles In a capacity other

like a talent broker. If a business ad- !
Business
v,
Norman R. Glenn, Mamaroneck., N. Y.; Jlaine C.

and hence never sees. the “warnings” }

at . - et C Pal Y.; Pauline H. Poppele, New York. N. Y.; Ed-
seit Willimns, Dayton, Ohio; Jerome Raks, Wash-
That the known hondholders, mortgagees, and other
That the two paragraphs above, giving the names
holder or security holder appears upen the books
ments embraclng afiant’s full knowledge and be-
than that of a bona fide owner; and this affiant has

sentiments.  expressed  with

cour own if we'd suggested the topic
: no reason to believe that any other person, asso-

which we (]i(lll‘l. (:'l\'ill(.l advertisers | clation, or corporation has any Interest direct or
: . S, . indlrect, In the said stock. bonds. or other securl-
PORTLAND facts of value to them in their business tles than as 50 stated. Bermard Tl
ernar att,
HIMJT/% 1 Tus am ‘e has [ H 1 . Buslness Manager.
OREGON (e _ i ' B J“'\' “hdl A lld(l iU lll]ll(l m a(lopl Sworn te and subscrlbed before me on thls st day
3 ] " Q > : e < I PRI of October 1952,
K mg the slogan sronsor  USE maga I S,

(My eommlsslon explres Mareh 30, 1954.)

zine for radio and TV advertisers.
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Editor corrects
Aussie radio
facts in Int'l.

Basics section

Fiji Islands
have commercial
station

Ruppert in
Virgin Islands

Two Canadian
| TV ratings
released

U. S. sponsors
active on
Panama Net

Two drugs boost
foreign radio
budgets

Radio Ceylon
adds to
sponsor list

20 OCTOBER 1952
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i "

Leonard Blanket, editor of Broadcasting & Television, Sydney, senc
these corrections to Australian radio facts in International Basic
section of SPONSOR's 14 July Fall Facts issue: There are 103 commer-
cial stations in Australia and 40 Government-owned stations. Latter
do not accept advertising. There are 2 main national networks:
Macquarie (53 stations) and Major (17 stations). Country had
1,898,291 licensed sets in August or 22.23 per 100 population. Sta-
tion 3DB Melbourne costs $104 an hour night rate, not $149; 100 words
are $8.58. Plans for one Government-owned TV station have been shelved.

~IRS-

Fiji Islands' 500-watt ZJV in Suva, the capital, is not only continu-
ing to accept commercials but is expanding to 2,000 watts, according
to C. T. Sproule, advertising manager, Broadcasting Dept., Amalgamated
Wireless (Australasia) Ltd., the operators. SPONSOR had omitted Fiji
from its world commercial radio map in 14 July issue. Fiji has 284,950
inhabitants (5,000 Europeans), 2,000 licensed receivers (1949).

—IRS-

Ruppert Beer (Biow) has scheduled an intensive spot campaign over
WIVI, Virgin Islands. Pan American Broadcasting is rep. (For story
on Ruppert air advertising in U.S., see page 32.)

—IRS-

Penn McLeod and Elliott-Haynes Ltd. have just released their first
television ratings covering Toronto's new TV station, CBLT. Both show
big opening-night audience (82.5 to 86% of sets tuned in 8 September).
Audience then dropped to about 25% for rest of first week. Canadians
prefer WBEN-TV, Buffalo. McLeod's comment in New York: "The Canadian
Broadcasting Corp. may have to revise its rates" (now $1,600 an hour).

—~IRS—

Here's what American sponsors are using in Panama (4-station RPC
Network): Swift's Florecita butter—"Los Apuros de Ramona" ("Ramona's
Troubles") ; Kellogg's products—"Montana Kid"; Colgate Palmolive—"El
Gato" ("The Cat") and "Un Amor Frente al Destino" ("Love Before Des-
tiny"), and Esso—"Tierra Adentro," one-hour show about hinterland
life. Melchor Guzman represents RPC.

—-IRS-

Pleased with this year's results, Alka-Seltzer (Robert Otto) and Nor-
wich Pharmacal (National Export Advertising Service) will spend_more
on foreign radio in 1953, reach more countries, according to reports.

--IRS-

Radio Ceylon, 100,000-watt
ican Broadcasting is rep),
Lipton's, Standard Vacuum,
Products. Station carries

Eastern international outlet (Pan Amer-
added_following sponsors: Goodyear,
American Airways, Air France, Knox
"Superman," "Front Page Lady."

Far
has
Pan
shows like
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Whan reports have broad use

Readers of the summary and com-
mentary on the Dr. Forest L. Whan
studies (starts on page 25) will readily
agree that the researcher has come
through with an absorbing assortment
of material. His findings should hit
the interest target not only of media
people but those in the advertising field
who specialize in programing. Dr.
Whan includes a batch of information
on regional program preferences that
i= likelv to arouse much discussion
among the agency experts whose job it
is to determine what types of entertain-
ment can have the strongest cross-sec-
tion appeal.

Dr. Whan's reports on the lowa.
Kansas. and Boston areas are exhaus-
tive in the scope of data they cover:
radio set ownership: TV set owner-

ship; out-of-home listening: auto-radio
listening: comparison of media activ-
ity; profiles of listeners” and viewers’
habits and program preferences and
recommendations for programing im-
provements. They're a cornucopia of
valuable tools for both the seller and

the buyer.

It's to be hoped that other radio or
TV stations will follow the lead of
WIBW, Topeka; WHO. Des Moines,
and WBZ. Boston and provide the in-
dustry with even more of Dr. Whan's
area measurements. done on a com-
parable yardstick.

I.D.’s: a case of solid cooperation

The standardization of TV LD.s
will in time probablv come to be cited
as a classic example of how close co-
operation between the secller and the
buyer can save as well as make money
for both. As related in the article on
page 31, the fact that 1.I).s are becom-
ing increasingly important to national
advertisers is due to the way NARTSR
and a group of agencies worked out a
system of standards for film and audio
length. Credit is also due the 85 sta-
tions which have accepted the new TV
format for 1.D.s.

Before the adoption of the stand-
ards. the 1.1). was more popular with
local advertisers. Now that the same
.D.’s can be used on the vast majority
of stations. the pendulum has swung
the other way. At present use of 1.1)."s

Applause

Self-respect transcends the code

For articulate statesmanship and
frank appraisal of his own industry
Jame< C.
of Seripps-Hloward Radio. Inc., and
WEWS, Cleveland. has built up a rep-
utation that ranks him in the top brack-
ets.  What Hanrahan had to say at a
recent annual conference of the Asso-

Haurahan. vice president

ciation of Better Business Bureaus was
very mnch in keeping with the sort of
forthrightness that can be expected of
him.

The snbject was the TV code devised
by the NARTB. Hanrahan. who was a

member  of  the  snbheommittee  that

96

worked on the code. said that he had
“grcat faith” in the code. and then he
added this “however:

“We put reliance upon codes, upon
taws, upon the Fedcral Trade Commis-
sion. upon DBetter Business Dureaus.
but all of these are relatively unimpor-
tant unless the operator of each indi-
vidual station brings to his operation.
his best jndgment. his entire con-
science and the knowledge within his
soul that nnless he operates every hour
in the interest of the pnblic. he is sunk.
lle will not succeed. 1le may tempor-
arily make a profit. bt if in the long
run he fails fully to serve the pnblic.
hell be washed ont.”

is evenly split between national and
local advertisers. and if the present
trend rate continues the ratio by this
time in 1953 could eacily be 757 na-
tional and 257 local advertizers.

Hadacol is back with ‘“deals”

Harry B. Goldsmith. who garnered
quite a repulation as a hard-fisted buv-
er of radio while an official of Groves
Laboratories. is back on the special
propositions trail. This time it’s in be.
half of Hadacol, which he recently took
over as president.

Goldsmith is bent on doing a blanket
spot job in Southern states. and is talk-
ing about using around 230 stations.
and of Investing part of a $250.000
budget in that direction. But Gold-
sinith’s method of buying has a strange
little twist.

\ccording to himsclf, quite a num-
ber of stations not located in Hadacol's
primary selling area think so much of
Hadacol's ability to stage a comeback
that they are willing to run Hadacol
aunouncements without compensation,
That arrangement would continue un-
til all the lladacol retail inventories in
that arca had been exhausted. and then
when these same stores started reorder-
ing the speculating stations would be
rewarded with paid-for time.

Smart dealing, if you can get away
with it. but it aint cricket. partner. for
all the rest of the advertisers who make
a habit of paying for what they get—
and at the start of the eampaign.

At another point of the discussion
IHanrahan said: “They (station opera-
tors) have more to lose than your Bu-
reaus do. They may forfeit their hi-
censes and their right to live and do
business. so | hope that none of you as-
sume that vou are the only one in
charge in your community of guarding
the public interest. becanse that is the
basic responsibility of the ownership
and management of the station.”

In these few words Hanrahan. with
his usual directness. has expressed a
philosophy of conducet that sound more
cogent than the terms of the code itsell.
It should win the hearty accord of all
advertisers.
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KMBC-KFRM is wise in the ways of a woman. So is Bea Johnson, newly
appointed KMBC-KFRM Director of Women’s programs and conductress of
the “Happy Home,” (8:30-9:00 AM, Monday through Friday). But that’s not
all. Women in the Heart of America know all about Bea Johnson, too. They
know her as housewife and mother, and one whose wide experience can pro-
vide them with the answers to their problems. That is the reason why they
requested her return to the air. As Joanne Taylor on KMBC from 1936 to
1941, she was one of their all-time favorites.

‘ So now, more than ever before, the relationship between The KMBC-KFRM
L Team and the women of the Kansas City Primary Trade Area exists as a very
| effective cycle. These women are well acquainted with Bea Johnson. Bea and
' The Team are likewise well aware of the wishes of these listeners and are first
to supply them with the program material that they want. The association
of Bea Johnson, KMBC-KFRM and the lady listeners is an unbeatable com-
bination—for the advertiser. Bea’s sincere recommendation coupled with the
i prestige of KMBC-KFRM is certain to make sales of any product or service
| carried on “Happy Home.”

* This is the third of a series on The KMBC.-KFRM know-how which spells dominance
in the Heart of Americo.

ﬂ X Call KMBC-KFRM or Free & Peters for the story of Bea and the
3 _rep- “Happy Home.” BE WISE—REALIZE... .that to sell the Whole Heart
i of America Wholeheartedly, it's “Happy Home" on...

B -KMBC-KFR M-

CB_S RADIO FOR THE HEART OF ‘AlMERlCA"
| OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY







