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He’ll do a man’s job

on a junior sized budget!

. . . that's Salemaker, Jr., KRSC's hard-hitting

newcomer to Seattle spot radio. His smash impact
spot saturation plan will move your merchandise right now
at amazingly fow cost. Easy to use, available when
and as you need him, Salemaker Jr. has unusual
discount advantages. For complete details call or

wire KRSC National Sales or our nearest representative.

|

RSC
nndu

sells ALL the big
Seattle Market

Represented by:

EAST: Geo. W. Clark, Inc.

WEST: Lee F. O'Connell Co.
Los Angeles

Western Radio Sales
San Francisco
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PROCTER & GAMBLE ooes A compreTe 508..,

. — WMBG
DO HAVENS AND MARTIN, Inc. STATIONS ... wcobD
_ | WTVR

Procter & Gamble will begin its 30th year of

radio sponsorship in 1953. P & G’s early "home
economist’’ programs, its ‘“soap opera’’ successes,
ushered in by "Ma Perkins’’ in 1933, sound like
radio’s own history of programing. Radio, and now
television, are proud of P & G’s consistent use of
the airlanes to reach and sell Mrs. Homemaker,

Havens & Martin, Inc. Stations, also pioneers in
broadcasting, comprise Richmond’s one and only
complete broadcast institution. WMBG —WCOD —WTVR
provide their loyal audiences with fine entertainment
and public service. Virginians have a habit of turning
to these First Stations of Virginia. Advertisers have,

Wm too. It DUZ bring CHEER, JOY and high TIDE in sales!

RIC, /{/11’0/\719’1447

|\HAVENS & MARWN lNC -

T -~ WMBG -~ WCOD ~ WTVR »

I wssm

theSouths first television station

Havens & Martin Inc. Stations are the only
FIRST STATIONS OF VIRGINIA complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia’‘s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.




CBS prefers

to steer
clear of TV
conjectures

Elna using
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like their
viewing
around noon

No TV set
minimum
placed on

P&G buying

CBS drops
plan for
Godfrey

night strip
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CBS top management appears to have adopted air of caution about pro-
jecting future of TV for public consumption. Network has been under
increasing pressure from business publications and others to crystal-
ball future of networks and extension of TV markets. Reason for CBS's
reluctance to do this: It could through such projections make a record
that might come home to roost at future session before FCC.

—SR—

Elna Corp. will spend $1 million to introduce 2 new sewing machines
in 1953. Half of this will go to national radio and TV, and balance
to local co-op newspapers and air media. Elna is subsidiary of Necchi.

—SR—

Tidy House Products Co. of Shenandoah, Iowa, is introducing its
grocery line in eastern Pennsylvania markets in January through
radio, TV, and newspapers. Orders will go for 52 weeks across-the-
board. Program will be the company-owned "Kitchen Club." Campaign
will later be extended to Baltimore and Washington. Buchanan-Thomas
Co. of Omaha is agency.

—SR—

Survey by WKY-TV, Oklahoma, disclosed 53% of farmers said they pre-
ferred watch farm shows at noon regardless of day of week. This is
one of the facts noted about TV in "How to get the most out of farm
radio and TV," an extensive survey on $38 billion farm market and
how best to reach it, which starts on page 27.

—SR—

Inquiry among Procter & Gamble account executives in New York agen-
cies has cleared up impression which is rampant among station reps
about P&G policy on TV. Rep's belief is: No TV market is desirable
by P&G for spot unless it has minimum of 30,000 TV set homes. Agency
executives say no such instructions have been issued by their client.

—SR—

Strategy which would have found Arthur Godfrey in an early evening
half-hour across the board died aborning at CBS Radio. Plan contem-
plated was to use tape of half of Godfrey's early-morning 60-minute
Simulcast on strip from 7:00 to 7:30 p.m. and offer evening time to
advertisers for but 9.6% more than morning rate. Motive behind plan
was two-fold: add $500,000 to billings and bolster evening listening.
On consideration CBS top management concluded risk might be too
great: If venture didn't result in good rating for Godfrey it would
provide chink in armour of CBS "wonder boy."

—SR—

Ball Bros. Co. apparently plans enlarged radio spot campaign for 1953.
Account's agency, Applegate of Muncie, Ind., is asking various sta-
tions which carried Ball Bros. business in 1952 to pass on any sug-
gestions or comments that may be of help in framing campaign for
coming year. Ball Bros. makes glass jars for preserves.
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Film men
question
"“quality’’
critiques

20th Century
embraces

TV

Liquor bureau
bars Lombardo
pickup by
Rheingold

Bristol-Myers
sale reduces
CBS talent
obligations

“"Omnibus’’
tosses in
$5,000

film bonus

Army will
sponsor
TV show

KLAC-TV
testing
commercial
device

Film producers are smarting under critical tack taken by radio=-TV
columnists in daily newspapers toward TV film programs. They feel
columnists' frequent harping on "quality" of film from set reception
angle reflects two things: (1) tendency to overlook many of meticu-
lously lighted and photographed TV film programs coming out of Holly-
wood; (2) disregard or ignorance of part transmitting technicians

play in telecasting of film. (SPONSOR in this issue, page 22, intro-
duces at monthly feature coast=to=coast ratings of spot TV film shows,

—SR—

20th Century-Fox in announcing its purchase of ABC TV hookup for
"Stars and Stripes Forever" world premiere from Roxy Theatre, New
York, stated event marked recognition of TV as regular form of theatre
film advertising.

—SR—

New York State Liquor Authority stuck to letter of regulations in
refusing to let Rheingold Beer emanate Guy Lombardo band from Roose-
velt Hotel, New York, for New Year's Eve broadcast. Authority has
rule against advertising any brand on premises where liguor is sold.
Picking up of Lombardo by beer from such premises was construed as
falling within that rule.

—SR—

Sale of Alan Young and Ken Murray to Bristol-Myers for alternate-
week half-hour programs, which was in negotiations when SPONSOR went
to press, would relieve CBS TV of contractual obligation to both
comedians. Murray has been collecting guaranteed 82,000 weekly from
network since early fall without doing any work, while Young has
"standby" arrangement with CBS TV whchi assures him of $50,000 vear.

—SR—

A bonus arrangement making "Omnibus" (CBS) additionally attractive to
its participating sponsors involves use of institutional documentary.
Program's producer, Ford Foundation, allots up to 5,000 for filmed
institutional documentary each sponsor elects to have made for in-
clusion on show once a month. Producer absorbs entire cost of docu-
mentary. Each documentary runs but 5 minutes, which is equivalent of
450 feet, but producer will shoot as much as 5,000 from which sponsor
selects what he wants. With Scott Paper Co. as fifth and final par-
ticipating sponsor for 1952-53 season production cost for "Omnibus"
($56,000) is now practically covered.

—SR—

Dancer-Fitzgerald-Sample has in preparation half-hour TV show
which will be sponsored by U.S. Army. Program's format will be of
variety nature using soldiers. Show will emanate from Army camps.
No decision yet on network.

—SR—

Economic device for displaying sponsor's product during the enter-
tainment portion of feature film is being experimented with by KLAC-
TV, Los Angeles. Technique calls for super-imposing of picture of
product "in natural settings" and without interfering with progression
of story. 1Idea won't be offered to advertisers until after prolonged
test when group of them have had chance to pass on it.

(Please turn to page 72)

SPONSOR




the most looked-at, listened-to station

in the big, prosperous Omaha market

announces the appointment of

EDWARD PETRY. CO. inc.

as national sales representatives

with offices in...
NEW YORK - CHICAGO - LOS ANGELES - DETROIT

ST. LOUIS - SAN FRANCISCO - DALLAS
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advertisers

Will a single rate structure sell nighttime radio?

y most admen, pointing to Don Lee's new single rate structure as future

. Now P&G is likely nighttime prospect on West Coast web. No, contend

most reps. With daytime radio overcrowded, advertisers will be pushed into
nighttime slots anyhow, these reps predict

Westerns strong in spot film show ratings

SPONSOR, as an unprecedented service for those concerned with TV filn pro-
grams, introduces the first coast-to-coast market-by-market ratings of spot TV
film shows. Initial chart of this monthly feature discloses Westerns and dramatic
adventure-mystery films as fare most popular in this group of 22 local markets

Gerber gets through (o the young mother

As only baby food manufacturer to use air media extensively, Gerber has pin-

i i*s selective market via network TV. Appeal of Kate Smith show to
young mothers, combined with good time slot, and strong sales point of Gerber's
baby food specialization, keep this baby food manufacturer on top

Haow to get the most out of farm radio and TV

I. Latest data on U.S, farm market: Here's SPONSOR's ad-
ertiser-agency guide. This $38 billion market, with its $14 billion spending for
onsumer goods, can't be overlooked

2. Tips to eonsamer-goods advertisers: The farmer's rising
standard of living makes him a market for all types of censumer goods. But air
pitch must be keyed to his needs, voiced in his language

3. Fips (o agrienltnral-prodnct advertisers:  Farmers  are
hrewd businessmen; they want facts, figures in farm-product commercials. And,
oy prefer them voiced by a radio farm director

Scope of farm radio aml TV today: A SPONSOR "armchair
ur’" bekind scenes of rural broadcasting

o, Results from farm broadeasting:  Eight
sults, as well as new NARFD list for advertisers' quidance

capsule radio re-

Sundial thrives on spot radio

New England sl factu left print media for TY but mounting costs

Recently entered spot radio, using saturation tech-
r 60% of ad budget to radio

12 January 195

What happens when there are 500 TV stations?

Not science fiction, but fact is prospect of 500 video outlets around 1955,
id clients are deep in calculations

future of TV advertising. Here's a SPON"OR

in this field

34

36

13

12 January 195
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NEWS FROM LOS ANGELES
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Early '53 move of offices and studios of Station KFAC, The Music Station for
Southern California, to Prudential Building in Los Angeles, shown above,
was announced this week by President & General Manager Calvin J. Smith.

* Exactly 3.3 miles!

Audiences are big and business is good at
KFAC, the music station in Los Angeles.
And sometime in March when construction
is completed, under direction of famed West
Coast architects Wurdeman & Becket,
KFAC moves into smart new studios and
offices in the Prudential Building in
Prudential Square on Wilshire Boulevard's
fabulous Miracle Mile.

Faith in an ldea

The slogan, “The Future Belongs To
Those Who Prepare For It” is the property
of the Prudential Insurance Company. But
KFAC believes in it, too, for it's the story

KFAC !Aanager Smith gets official welcome
to Prudential Square by Vice President
George T. Wofford, Jr. {right)

of KFAC today—from an idea that bloomed
way back in the thirties. In hectic prewar
days when all four network stations were
pounding away with chain programs and a
dozen locals yacked away all day long be-
tween run-of-the-mill records and canned
news ... KFAC raised an eyebrow, cocked
an ear, cleared its throat and announced to
one and all its now nationally known basic
programming policy. .. it proved that it pays
to be different and that there’s a big exclu-
sive audience for good music...and so,

29 DECEMBER 1952

KFAC became the Music Station for South-
ern California, and it stll is.

The Big Pay-Off

Today’s high ratings prove the big deci-
sion in the 30’s was right. Now advertisers
on KFAC enjoy the lowest-cost-per-
thousand listeners among all Los Angeles
radio stations, network or local. This in the

KFAC MOVES WEST!*

market in which 19 radio stations and 7
television outlets compete for listeners’ time
and advertisers’ dollars.

Good Neighbors

KFAC’s program policy has attracted
such well-known advertisers as Owl Drug
Stores, Metropolitan Life Insurance Com-
pany, Barker Bros., Southern California
Gas Company and Southern Counties Gas
Company, State Mutual Savings & lLoan
Assn., Union Pacific Railroad, Crawfords,
Inc., Bateman, Eichler & Co., Slavick
Jewelry Company and many others of like
reputation. These advertisers continue to
enjoy the exclusive audience which KFAC
offers...and count their association in
years ... as many as thirteen.

28 Tons of Music

The world’s finest music and leading per-
formers and conductors move to Prudential
Square with KFAC. Weighing 28 tons,
KFAC’s record library has more than
enough music to program the station 24
hours a day, for a full year, without dupli-
cation.

« Every month 49,000 listeners and cus-
tomers ask at Gas Company offices for
regularly issued programs for The Evening
Concert now in its [12th year.

& A call to Bolling Company offices in New
York, Chicago, Boston and San Francisco
will bring immediate response on availa-
bilities and rates.

In Southern California
you'll do better with SPOT

and with SPOT in
Southern California you'll get
more for your money

b AMrsze Shrtbose

FOR SOUTHERN CALIFORNIA

represented by THE BOLLING CO., INC.

LOS ANGELES BROADCASTING CO., INC,, 645 SO. MARIPOSA AVE., LOS ANGELES 5, CALIF.




To spoxsor and the other periodi-
cals devoted to radio and television.
go my sincere appreciation for their
kindly treatment of Neff-Rogow, Inc.
over the years.

iy

. @/Iadwon

F 4

WiLLiaar Rocow

President
Nefl-Rogow, Ine.

New Yorl

MERCHANDISING

I read with avid interest your excel-
lent article on “*Merchandising™ in the
December 1st issue.

For a long while we who are mainly
interested in Spanish radio have felt
that this issue should be “aired” fair-

=

MUTUAL OF OMAHA

| L witl 1m hand. This + CONGRATULATIONS ON THE
v and with a calm hand. This you  yppy eXCEITENT  PRESENTA.

surely have done to the benefit of all.
Vlany congratulations.

You may be interested to know that
Spanish-station heads have been old
hands at special merchandising and

TION OF THE MUTUAL OF OMA-
HA STORY IN THE DECEMBER
FIRST ISSUE.

F. C. MILLER

Account Executive

OMAHA, NEBR.

TELEVISION CENTER

MAY BROADCASTING CO.

I

*

OMAHA’S NO. 1 TELEVISION STATION

"CHANNEL—3
CBS-TV * ABC-TV - DUMONT
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advocate perhaps more than anyone
. special merchandising to fit spe-
cial needs. Merchandising in spot
radio should be made as flexible as
that medium itself.
Again, congrats for a swell job.
Riciiakp O'CoONNELL
President
Richard O Connell Co.
New York

WRIGLEY STORY

Thank you very much for sending
me copies of the Wrigley story. 1 en-
joyed it very much and so did other
members of our organization. It cer-
tainly was a comprehensive and accu-
rate, as well as interesting, job of
writing.

L. A. WEINROTT

Head of Radio-TV Department
Ted Bates & Co.

New York

TERMINATION OF NEFF-ROGOW

For several I have Dheen
quietly at work to bring about the
termination of Neff-Rogow, Ine. by
Jammary lst. Frankly. after 25 years
of applying one’s nose to the exacting
grindstone that is radio and TV, I'm
hankering for a good long rest and
will be taking Mrs. Rogow to Furope
in February for a stay of two to three
months.  When | return next spring.
I'll take a fresh look around and de-
termine my future plans at that time.

All my clients were notified of my
intentions the latter part of September.
They will no doubt be releasing word
of their agency appointments in the
very near future.

months

Bozell & Jacobs Inec.

Omaha

PROMOTE YOUR TV SHOW

Belatedly catching up on the Octo-
ber 20 issue over the Thanksgiving
weekend. 1 note with interest your
five-point program for promoting tele-
vision programs: TV announcements,
displays, trailers, newspapers, maga-
zine ads. Lel’s make it six instead:
radio.

Most promotable TV shows are
scheduled at night. And most large
television markets have one or more
daytime stations, which can
legitimately and effectively carry plugs
for evening television (or evening ra-
dio, for that matter) without compet-
ing with themselves.

Here at KBIG we have accepted com-
mercials advertising TV broadcasts,
and will gladly accept more.

RoBERT J. MCANDREWS
Commercial Manager
KBIG

Hollywood

radio

REPRINT PERMISSION

We are again indebted 1o you for
allowing us to reprint an interesting
article from vour publication: *, . .
and now a message from our sponsor”
by Bob Foreman in the issue of Sep-
tember 22, 1952. We think it will be
of real to onr readers. The
article appears on page 28 of our
December Advertiser’s Digest.

S. A, WATERMAN
Editor
Publishers Digest

interest

SPONSOR




"
WREC
e MEMPHIS |

Make YOUR Bid for the

Showmanship in selling begins with a receptive

MEMPHIS MARKET - NOW!

audience. High quality programming holds the
interest of alert listeners in every town and ham-
let throughout this $2 Billion Market. The grow-
ing Memphis Market, comprising 76 rich Coun-
ties, keeps abreast by keeping tuned to WREC.
In addition, you get the PLUS value of station
prestige to help gain consumer acceptance. Sell

MORE—at LESS COST through WREC—First

5 ' 5 5 5
in Coverage—TFirst in listeners!2

I. Last BMB
2. Latest Hooper

A‘Fﬁ\'\a’ted
with

CBS R@d.la ,

Night and day—Far and near,
WREC Power and engineering
perfection give you a greater
audience at 109, LESS cost
per thousand listeners than in

1946.

REPRESENTED BY THE KATZ AGENCY

600 KC 5000 Watts
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The year now closing witnessed the demise of a number of long-

Anatomy of mergers

Federal. Dorland, and the absorption of Owen & Chappell by Kenyon
& Eekhardt. Earl Bothwell by Geyer. J. D). Tzareher by Cecil & Pres-
brey. The list could ke conciderably extended. especially in the
lower billings. The intereting speculation is this: What signifies

r established and respected advertising agencies like Pedlar & Ryan,
V

this flurry of liquidations. mergers, and absorptions?

* H #*

First off, these need to be put into proper perspective. They are
not peculiar to 1952, Agency moriality is always fairlv high. There
are “cycles” in business mergers. One came around 1901, the year
of U. 5. Steel. Another eycle developed in the 1920°s. But there is
not evidence enough to justify talk of a “cycle”™ of agency mergers.
There are omens that suggest that we shall see many more in 1953.

* b3 ¥
b i_ The problems of an agency handling §3,000.000 or less are notably
u complex today. Another set of problems beset shops billing over

$10.000,000 but never quite able to climb to or over $20,000.000.
the round figure many admen think the gate to paradise. But at

whatever level an agency exists. the Lusiness is a combination of con-
tacis. brains, and <kills, in the order of customary esteem.

It may be true, or it may not be true. in a given case that either

# : contac:s or brains or skills have gone tired with time. There does

. ‘ seem lo be a creative time-span, a sort of flood tide that runs out.

IS In Otherwise, how account for the wow of yesteryear which is the so-

what of today? But to enter that arca is to get lost in metaphysical

shadows. Yome admen will argue that contacts. busine:s, sex appeal,

= bargaining power f{or accounts exist almost independent of brains

Sa n Dle 0* and skills at the technical level. They held that one art depariment
is about as good as another, one lady timebuyer al.out as competent

as the next. However. this philo ophy is firmly rejected in many
*C. E. Hooper Report

May through Sept. 1952

guarters as cynical and specious.

*® * %

A recent issue of Business Weel: had this to say: “The chicf spur
behind agency mergers today doesn’t come from hunger. In some
cases, of course, there are what amount to forced sales. cases where
an agercy had lost its best accounts or has over-extended itself.”
The article goes on 1o quote Jolin 1. Owen who merged his Owen &
Chappell into Kenyon & Lickhardt: “Clien’s today are getting more
more merchandising. research, inedia counsel.

in the way of service

Representatives B . N .
7 fred Stubbins—Los Angeles Whether lllcl)' demand it [nrl rol, ;h.ey 11 ('l(‘).nilnllf,i\ Lo to Oﬁmﬁ'd niore
oiting Lompany— o) g N 2 B S ~ SR
) John E. Pearson, Co.—New York and more. 1t \\d:s one ot those ln{l’g:\. ot 1(‘.1 nock mysell out to
/ supply these services or merge . . .7 into a big agency that already

(Please turn to page 85)

8 SPONSOR
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The more than 150 manufacturers in the Waterbury
industrial area —among them Peter Paul, makers of Mounds
and Almond Joy candy bars —assure good incomes,

good business and good living for the people of Waterbury.
For YOU this should mean good and growing sales!

Easiest way to stimulate sales in Waterbury is through —

WBRY—Loaded with Saies Energy!

It's almost like magic. Place your sales messages on WBRY
—sales zoom up! Pick any time, ‘cause ANY time is
GOOD time on WBRY —first by far in 44 of 48 Pulse-rated
daytime quarter hours. Make a note now to try WBRY
—CBS in Waterbury.

ask Avery-Knodel for the WBRY story

Waterbury,
Conn.

CBS
5000 Watts




Our Mots...

“WE SERVE the MARKET
2" WE SELL the PEOPLE”

It is our firm policy to give the people the utmost

in local and public service programming, to
further the progress of the community, and at all
times the very best in commercial shows. To the
advertiser we guarantee merchandising assist-

ance plus and complete cooperation.
EDWARD LAMSB
president

03 Courr Devvee n A\

THE EHIE DISPM(H

~io% GANTIEING OFVYTWHL
QRS N LY DU

~ _,,-- Haerioming. .

THE €ERIE DISPATCH STATION
ERIE, PA.

<" 1000 WATTS
‘_IOLEDO,,OHIO s

ERIE, PA. - 5,000 WATTS h \

ADI
_s®%ADIO_

New York Office—Halel Barcloy —Hame ORice—500 Securily Bldg., Toledo, Ohio

Nationol Representotives
WICU-TV —Erie, Po.—Heodley-Reed Co. WHOO—Orlondo, Flo.— Avery-Knodel, Inc, ERIE DISPATCH, Erie, Pa.—Reynolds-Fitzgerold, Inc.
WTVN-TY —Columbus, O.—Headley-Reed Co. WIKK—Erie, Po.—H-R Co. WTOD—Toledo, O.—Headley-Reed Co.
WMAC-TV, Massillon, Ohio (Massillon, Akron, Conton)—now under construction

10 SPONSOR




New on Television Networks

SPONSOR AGENCY STATIONS
Fred W. Amend Co Henri, Hurst & Mc- ABC TV 16
Donald
Bauer & Black Leo Burnett DuMont 25
Amesican Machine & Fletcher D. Richards CBS TV 72
Foundry Co
Avco Mfg. Corp Earle Ludgin & Co NBC TV 40
Deepfreeze Roche, Williams & CBS TV
Cleary
Duff Baking Mixes (Div Campbell-Mithun CBS TV 39
(Pilisbury Mills)
Greyhound Corp. Beaumont & Hohman CBS TV 63
Kellogg Co Leo Burnett CBS TV 55
C. H. Masland & Sons Anderson & Cairns CBS TV 44
Remington Rand, Electric Leeford Advertising CBS TV 63
Shaver Div
Scott Paper Co | ). Walter Thompson CBS TV 63
Serutan Co Ed Kletter Assoc DuMont 9
Willys-Overland Motors Ewell & Thurber Assoc ABC TV 73

|

PROGRAM, time, start, duration

Hail the Champ; alt Sat 10:30-11 am; 27 Dec;
52 wks

Tweaty Questions; F
wks

Omnibus; Sun 4:30-6 pm; 21 Bec; 20 wks

10-10:30 pm; 2 Jan; 13

Today: M-F 7-9 am; 23 Feb; 13 five-min partics

Garry Moore Show; Th 1:30-45 pm seg; 8 Jan;
52 wks

Garry Moore Show; Mon 1:45-2 pm; seg; 1 Dec;
52 wks

Omnibus; Sun 4:30-6 pm; 4 Jan; 18 wks

Garrz Moore Show; F 1:45-2 pm seg; 2 Jan; 52
wks

Garry Moore Show; M 1:30-45 seg; 26 Jan; 12
progs

Omnibus; Sun 4:30-6 pm; 30 Nov; 23 wks

Omnibus; Sun 4:30-6 pm; 21
available

Wisdom of the Ages T 9:30-10 pm; 6 Jan; 52 wks

Presidential Inauguration; T 20 Jan; 11:30 am-
4:20 pm; simulcast

Dec; no. wks not

Renewed on Television Networks

PROGRAM, time, start, duration

SPONSOR AGENCY STATIONS
Catspaw Rubber S. A. Levyne CBS TV 64
Faith for Today Rockhill Co ABC TV 11
General Electric BBDO CBS TV 64
Hawley & Hoops Inc Wm. Esty Co CBS TV 40
Lever Brothers Ruthrauff & Ryan CBS TV 42
Lincoln-Mercury Dealers Kenyon & Eckhardt CBS TV 52
Philip Morris & Co, Ltd |  Biow Co CBS TV 63
Philip Morris & Co, Ltd | Biow Co CBS TV 48 |
R. ). Reynolds Teb Co Wm. Esty Co CBS TV 64
R. ). Reynolds Tob Co Wm. Esty Co CB3 TV 64 |
Stokely-Van Camp Catkins & Holden CBS Tv 63
Toni Co Foote, Cone & Belding CRS TVY 60 |

Quiz Kids; alt Sat 10-10:30 pm; 24 Jan; 7 progs
Faith for Today; Sun 12:30-1 pm; 4 Jan; 52 wks

Fred Waring Show; Sun 9-9:30 pm; 28 Dec; 52
wks

Candy Carnival; Sun 12:30-1 pm; 4 Jan; 52 wks
Big Town; Th 9:30-10 pm; 2 Oct 52 wks

Toast of the Town; Sun 8-9 pm; 4 Jan; 52 wks
| Love Lucy; M 9-9:30 pm; 6 Oct; 52 wks

My Little Margie; Th 10-10:30 pm; 1 Jan; 52 wks
Man Against Crime; W 9:30-10 pm; 7 Jan; 52 wks
My Friend Irma; F 8:30-9 om; 2 Jan; 52 wks
Garry Moore Show; Th 1:45-2 pm; 1 Jan; 52 wks

I've Got a Secret; alt Th 10:30-11 pm: 25 Sept;
52 wks

New National Spot Television Business
SPONSOR PRODUCT AGENCY

STATIONS-MARKET

CAMPAIGN, start, duration

Alliance Mfg Co Motors Foster & Davies, Cleve

Cameo Curtains Shir-back curtains Product Services, NY

50 stns

8 major mkts at pres-
ent;

20-sez, 1-min film anncts;
cont’g campaign
15-min film prog; to run thru

expect to ex- Jan; st new 13-wk series in

pand to 25 mkis in Feb

Feb
All TV markets

Pontiac Div, General 1953 autos MacManus, john &

Motors Adams, Detr
Purity Bakeries Corp Taystee Bread Young & Rubicam, Chi
products
Reader’s Digest Publication Schwab & Beatty, NY

22 mkts

50 radic & TV stns

Heavy sched anncts & partic;
6-17 Dec

Half-hour TV fifm series; Cow-
boy G-Men; st 1 Jan (2
mkts already on)

TV & radio spot
wk of 1 Jan

campaign;

’ In next issue: New and Renewed on Radio Networks, New National Spot Radio Business.

National Broadcast Sales Executives, Sponsor Personnel, New Agency Appointments

29 DECEMBER 1952

1808 |

29 DECEMBER 1952

Numbers after names
refer to New and Re-
new category

Richard I. Clark (1)
Robert C. Durham (1)
I. R. Wanwick (1)
N. Blackburn (1)
George Delue Jr. (1)

1
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1
- 4 Advertising Agency Persounel Chauges
||
NAME | FORMER AFFILIATION NFW AFEILIATION
Norman Blackburn NBC, West Coast dir of TV GCeyer Adv, NY, vp, dir radio-TV
Roland Brave Joseph Katz Co, Balt, acct exec Same, vp 1
Richard 1. Clark Brisacher, Wheeler & Staff, SF, radio-TV timebuyc Same, media dir !
Ceorge DePue, jr Robert W. Osr, NY, acct superv Same, exec vp chg agency opers I‘J
Bruce M. Dodge Weiss & Geller, NY, radio-TV prodn superv Same, vp ‘
William Drager Fuller & Smith & Ross, Cleve, res exec Morey, Humm &G Johnstone, NY, dir of res i
Robert C. Durham Metropolitan Life Ins Co, NY, gen superv adv ser Kenyon & Eckhardt, NY, asst to pres, non-admin
functions i
Emerson Foote | McCann-Erickson, NY, vp Same, exec vp, memb exec comm [l
Frederick Goldman | Adrian Bauer Adv, Phila, copy chief Same, mdsg dir |
Theodore F. Goodchild[ Albert Frank-Guenther Law, NY, acct exec Horton-Noyes Co, Providence, acct exec |
William R. HiIIenbrand; Procter & Gamble, NY, adv exec Sherman & Marquette, NY, acct exec |'
M. Brooks Horn N. W. Ayer, Chi, acct exec Robert A. Joyce Co, Youngstown, O, vp |
Martin T. Kane, |r Ruthrauff & Ryan, NY Hewitt, Ogilvy, Benson & Mather, NY, radio-TV |
timebuyer
Edgar Kassan Joseph Katz Co. Balt, acct exec Same, vp
Dick Kieling Free & Peters, NY, dir TV sls prom & res Ted Bates, NY, radio-TV analyst
Bernard M. Kliman Gruen Watch Co, NY, adv dir Hirshon-Carfield, NY, prom exec
Fremont |. Knittle Market Res. Corp, NY, vp Robert W. O:r, NY, vp chg mkig & res
Reg Lowander Red Top Brewing Co, Cinci, exec Cecil & Presbrey, Cinci, mgr
Clyde McDannald Foote, Conc G Belding, NY, acct exec Harry B. Cohen, NY, acct exec
jonn T. McHugh joseph Katz Co, Bait, vp | Same, sr vp i
Edward R. McNeilly TV Productions Co, LA, prodr The Caples Co, LA, prodn dir, radio & TV
Ralph Nardella Forcign Lang Quality Radio Net, sls dir Ray-Hirsch Co, NY, vp chg new bus
Edward W. Pearson | Warwick & Legler, NY, asst to dir of res Channing L. Bete Co, Greenfie!d, Mass, dir of res
William Rega WMIE, Miami, Fla, prom mgr MacFarland, Aveyard, Chi, radio-TV dir
John C. Rome Biow Co, NY, acct exec Hewitt, Ogilvy, Benson &G Mather, NY, acct exec
Howard E. Sands, Jr Charles Dallas Reach Co, acct exec Begton G Bowles, NY, chg special projects media
ept
Henry Slamin Jr Harry B. Cohen, NY, traffic mgr Same, acct exec
Tom Slater Ruthrauff & Ryan, NY, assoc dir radio-TV depts Same, dir radio & TV depts |
Peter M. Soutter J. Walter Thompson, chg Cinci office Foote, Cone G Belding, NY, acct exec
Kenath T. Sponsel W. Earl Bothwell, NY, exec vp Erwin, Wasey, NY, vp I
Edward Sutherland Movie dir & prodr, Hywd I McCann-Erickson, NY, dir radio-TV prodn
Ted P. Wallower Bermingham, Castleman & Pierce, NY, timebuyer| Morey, Humm & Johnstone, NY, TV timebuyer ]
]. R. Warwick Kenyon & Eckhardt, NY, vp | Mc;)rey, Humm & Johnstone, NY, vp, & ¢chmn plans
d
Charles A. Winchester Doherty, Clifford, Steers & Shenfield, NY, res dept Same, acct exec Bristol Myers unit

5. Station Changes (other than personnel)

KATE, Albert Lea, Minn, new natl rep Robert Meeker Assoc

KFMB, San Diego, replaced KCBQ as CBS Radio affil in San
Diego, eff 12 Dec

KGCU, Bismarck-Mandan, N. D., ABC Radio affil eff 1 Jan
KLPM, Minot, N. D., ABC Radio affil eff 1 Jan

KROC, Rochester, Minn, new natl rep Robert Mecker Assoc
KYA, San Francisco, new natl rep George W. Clark Inc¢
KYSM, Mankato, Minn, new natl rep Robert Mecker Assoc

WDSU-TV, New Orleans, power increase: video from 31,000
to 100,000 watts; audio, 15,500 to 50,000 watts

WECB, Dunkirk, NY, new natl rep Walker Rep Co, NY

WRMA, Montgomery, Ala, new stn to st operation 1 Feb '53;
natl rep Interstate United Newsprs Radio Div

Numbers after names
refer 1o New and Re-
new calegory

Ralph Nardelle (1)
E. W' Pearson (1)
B. V. Kliman 1)
F. I. Knittle (4)
V. I Kane 1. (4)

Lmerson Ioote (@3]
Kenath Sponsel (1)
Clyde MeDaanald (1)
Tom Slater (1
John . Rome (1)
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HOURS SPENT. PER DAY
Ill A\'!luﬁi lﬂ\\'l IIIIME

umums« 10 unm WORKING IN THE HOME

“JUST RESTING” PLAYING OR “NOTHING"” DOMI “A E
2,06 HOURS =R ] M} HDIIIH -

READING nl".\' NEWSPAPER VISITING \'"TH SOMEONE IOWA
' 1.17 HOURS ° . I 06 HDIIHS :
READING MAGAZINE READING WEEKLY NEWSPAPER HOME
.79 HOURS ; ~.Y7 HOURS .,
lIFE. |
“Working in the Home” is the only close com-
petition!

Tliese facts were taken from the 1952 Iowa Radio- —A“D WHO Is IOWA’S BEST

Television Audience Survey. They were compiled

howr by uarter-hous by L1601 Towa fomien the ADVERTISING BUY!

day following personal interviews by trained

researchers.
% for lowa PLUS ¥

Dr. F. L. Whan of Wichita University and his staff Das Maines. - . 39,000 Watls
personally interviewed 9,143 families for the 1952 Col. B. J. Palmer, President
Study. Their response has furnished much new P. A. Loyet, Resident Manager
and authentic data which will be of greatest value ' :
to every advertising and marketing man who has
a stake in Towa. Write today for your copy of
the 1952 Survey — or ask Free & Peters. It will
be sent you free, of course.

ALL OTHER {_E'unn'ﬁ. Ete,) WATCHING TELEVISION
" 4.40 HOURS - * 7264 HOURS

Radio listening is far and away the most dominant
activity in the average lowa home. Time spent

The 1952 Study proves again that, in Iowa, radio is
far more than a leisure-time source of relaxation.
Iowans, depend upon radio for news, weather and
market reports, for home-making hints and recipes,
for mustc and entertainment, for educational
enlightenment and spiritual guidance. Radio
penetrates and reflects Towa life!

FREE & PETERS, INC.

National Representatives
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(HOOSE
CANADA'S
FIRST
STATION..

Popu.lahon up 4% |
 Retail Sales up 36.9%
CFCF local sales

ers {GFef s 7
| ' u?fig%ﬂ:_gg 15%

Lrsed on lokesT SH fogures.

In 4he . U.S., see Weed x'Co.
In Canada,All-Cavada.

William Hausberg

Wl Spomsr

Lehn & Fink Products Corp.

Every so often Bill Hausberg feels the need to get out of the
Bronxville-Manhattan orbit in order to find out how people other
than the advertising cognoscenti are taking to the sales messages that
he prepares for Lehn & Fink products. At least that’s the excuse he
uses for the trips he makes to his home town— Charles City, lowa.

He’s the sort of fellow who mentions that he comes from lowa,
but neglects to say that he left the corn country when he was a youth
to study at Andover and Yale, majoring in economics and marketing.

And with 50 to 60% of the L & F proprietary budget allocated to
TV, Bill has had to blend the economics of TV with the marketing
problems of such diverse products as Lysol Disinfectant. Hinds
Honey & Ahnond Fragrance Cream, and Etiquet Deodorant Cream.
Bill thinks the answer has been found in alternate-week sponsorship
of a half-hour segment of NBC TV’s Your Show of Shows.

According to Bill, “We definitely see a plus in TV areas. The
name ‘Lysol” has been a household word for years but until TV
came along we had a problem of showing how versatile the product
is. On video we are able to demonstrate the many uses of the prod-
uct and convince the housewife that Lysol has a function in every
roon in the house.”

Inasmuch as the ad budget of Hinds and [Lliquet aren’t high
enough yet to warrant year-round plugging on this costly show, it
is fortunate that they conmplement each other seasonally. During the
winter the hand cream gets the heaviest selling effort, and the deo-
dorant is a natural for warmer weather sales.

The key word in Bill’s selling approach is “confidence.” The way
he explains it, “TV helps us give a psychological approach to our
selling. We can demonstrate the confidence which accrues to the
user of L & I products. The confidence of having a home ‘hospital-
clean’ after using Lysol: the confidence of not offending after using
Etiquer deodorant cream; the confidence of having soft, lovely hands
alter using Hinds all can be shown effectively on TV.”

And speaking of confidence, that’s just what Bill has in his em-
ployer. He’s never worked for another company (except the Navy)
since he left college in 1936. But he’s got a job of education to do
on his two sons, both TV fans: The younger one is confident that
he’s going to get a pony because he sent in a boxtop recently! * * *

SPONSOR
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JBA

ONITS WAY

TOPS

10,000 WATTS
IN '53!

Biggest year ever in 1953! Biggest in power

. 10,000 watts days, 5,000 watts nights!
Biggest in audience . . . a million new listeners
added to WJBK's loyal following. Biggest in
results . . . greater sales pull in an even larger
segment of the dynamic Detroit market. Get
more sales . . . greatest return per radio dollar
spent on the New WIBK, “The Station With a

Million Friends"’.

BiSer =

A STORER STATION

in MUSIC, NEWS and SPORTS

National Sales Mgr., TOM HARKER, 488 Madison, New York 22, ELDOORADO 5-7690
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Represented Nationally by THE KATZ AGENCY
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“She Ain’t
what
She Used
To Be”...

n@r is prosperous,
gressive
ile...

MET. POPULATION

1940 1951
114,906 231,105

- (@
A ¢, increase 101%

| BUILDING PERMITS

f I 1940 1951
$2.475,028 $! 5,958,730

¢, increase 5445

Call ADAM YOUNG, JR.
Maiionel Representative
or
F. E. BUSBY
General Manager

T

Mobile, Alabama
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New developments on SPONSOR stories

See: “*Movies on the air”
Issue: 8 September 19532, p. 38

.
Sllhje(‘l: TY campaigns eontinue to do an ef-
feetive job in promoting movies

o] 0o

Television, the motion picture industry’s suppos=ed rival, continues
to help movies score box-oflice successes. And the moviemen are
making increasingly elaborate use of video to help sell their product.

To promote its “Sudden Fear™ thiz past summer, RKO Pictures
(through Foote, Cone & Belding) ran TV saturation campaigns in
several major cities around the country. “We [ound that there was
a great differen e in box-office receipts where TV was used to pro-
mote the picture and where it wasn't.” says Terry Turner. [ormer
director of exploitation for RKO (and presently afhliated with Mu-
tual Broadeasting System). “It hypoed attendance tremendously.”

In New York. for instance, RKO plugged the movie with heavy
schedules of announcements and participations on WCBS TV and
WARBD {toal cost, about $§25.000). The campaign was launched on
28 July. “Sudden Fear™ opened at Loew’s State Theatre, New York,
on 7 August. In its first week, it grossed $61,000, topping by far the
average opening week’s gross at that theatre of $20,000 to $25,000.
[t ran for seven weeks, an unusuoally long run for the summer season.

Another picture firm making extensive use of video is 20th Cen-
tury-Fox. For both its “Snows of Kilimanjaro” and “Stars and
Stripes Forever” premieres in New York. 20th Century (through
Donahue & Coc and Charles Schlaifer & Co.. respectively) bought
super-sa‘uration schedules on WJZ-TV (75 to 85 announcements in
one week ). Both campaigns were climaxed by live telecasts of the
premieres direct from the respective theatres, capturing the excite-
ment of opening night, Hollywood style. The “Snows™ opening (17
September) was seen locally only. The “Stars and Stripes”™ premiere
an 22 December was not only simuleast on WJZ and WJZ-TV (8:30
to 9:00 p.m.), but was carried live on an ABC TV network reaching
some 26 major cities (some of the outlets presented the telecast via
Kine two nights later). This is believed to Le the first time a movie
opening has been commercially video’d on a network, according to
Martin Michel. director of radio and TV for 20th Century.

See: “ITot wealther Irelps Canada Dry
s zoom into seeond”
issue: 9 April 1951, p. 50
0 0] Suhjecl: Canada Dry injectx new flexibility

and merchandiseability into TV push

In September of this year, Canada Dry dropped the network TV
show it had heen sponsoring for three years on a co-op basis with its
local bottlers (Super Circus, ABC TV, Sunday, 5:00 to 5:30 p.m.).

In November, Canada Dry assumed sponsorship of a new TV film
series. Terry and the Pirates (taken from the comie strip, produced
by Dougfair Corp.. and distributed by Official Films). The firm se-
lected Terry because fa) it has a ready-built audience from the strip’s
syndicated newspaper circulation of over 21.000.000: ¢b) the charac-
ters are highly merchandiseable: they will be tied extensively into
Canada Dry’s point-of-sale material as well as its magazine, newspa-
per. and outdoor advertising (for ginger ale as a beverage).

Presently, Terry is on 51 selected stations. scheduled 1o run for a
whole vear on alternate weeks. The bottlers are happy with it be-
cause it allows time-placement flexibility. costs less at local spot rate.

Canada Dryv’s air adverticing now consnmes about 357¢ of its total
hndget. The major vart of the broadeast money goes for Terry and
the Pirates: spot radio plugs on some 05 stalions get the rest, * * %

SPONSOR



All It Took was a “Folly”...

\ , /

. , - _ _ o ® Largeit total andicnce of aay
(Or so friends called Johann Sutter’s decision to build a saw mill) to start the California Omaha swaton, 8 AM.

gold rush. During the mill’s construction, one of the laborers digging the mill race found 6 P.M. Monday chrough Satc-
a handful of glittering pebbles. When the word leaked out the pebbles were gald, the urday! (Hooper, Oct., 1931,

rush was on! thru Ocr, 1952.)

@ Lurgest share of awdience. in
There may be a shortage of gold at the grass roots in the Omaha, Council Bluffs area, but £ )

; . . s ‘l . o N - d

there’s plenty of legal tender in the hands of KOWH’s big audience. Just “dig” the ny Enj“ldu; “m(’ period, of
i - any independent scation in all

Hooper averaged below for the thirteen-month period from October, 1951, to October, America! (Occ. 1952.)

1952. With an audience "lode” that's loaded, KOWH always pans out! o N -

36.0%

e SRStz § o = |

25 -~ - — -
OTHER
20 e Sta. "A" STATION RATINGS
Sta. "B
15w ;
Sta. "'C"
ioe Sta. "D"
'I\I 'F 3 T @
o : l@:\‘ - wwl A

ation
0“ »

“America’s Most Listened-to Independent Station® |

General Manager, Todd Storz; Represen'e_d No'lonlTy By The BOLLING CO.



WCCO-TV

has what it takes...

studios—equipment—personnel—to do

imaginative and good production

When you consider spot Television
for the rich Minneapolis-St. Paul
market you are unhampered by
production limitations.

WCCO-TYV has two fully equipped
studios, exceptionally flexible
mobile equipment, and the per-
sonnel to carry through your ideas.
Twenty-eight people in production

CBS

MINNEAPOLIS « ST. PAUL

alone . . . men with as high as
thirty years in television and show
production...a selling-minded staff
that works well with your client’s
Twin City district sales office!

Equipment, experienced personnel,
and imaginative production...com-
bine here to make spot television
more effective and profitable!

Nationally Represented by Free and Peters

SPONSOR
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Tinderwood & Underwood

Perplexing rate problewm: Radio broadcasters in Tl areas across the country are
figuratively burning the midnight oil trying lo resolve, by weighing one business factor against another,
whether the single rate structure is the wisest move for their particular situation and at this tinte,

Will a

The Don Lee Network, largest re-
gional network, announced a few weeks
ago that 1t was putting into effect 1
January 1953 a single advertising rate
structure in which day and night rates
would be equal. Since Don Lee has be-
come assoctated with the innovation of
significant business and programing
policies throughout radio’s history,
mach comment and speculation by ad-
vertising men has centered around ithe
portents of that network’s decision.

29 DECEMBER 1952

What follows is a round-up of various
shades of opinion on economic and
other implications of the single rate for

radio spot during 1953.

The trend toward the single rate in
radio seems to be heading for a big

pickup in 1953. To date. stations in

O

controversy
A A

mole rate structure sell
nighttime radi’

Admen confident it will help

but most reps appear doubtful

about 25 of the 100 leading markets
have published single rates. Station
reps report that hosts of their stations
have either gone. or are on the verge of
going, single rate. while others of their
stations are considering doing so at
what they deem the right moment for
such a rate revision.

There exists among both stations
and reps a sharp difference of opinion
as to whether the single rate is the best
key to solving the problem of night-

19



time rate adjustment.  But all agree
that the over-riding question is: Will
the single rate rehabilitzte nighttime
national spot business?

srox<oR polled advertisers and agen-
¢ies that are tmportant sources of na-
tional spot business on this question.
It alko pursued the theme with mauy
statton reps and station that have the
single rate already in effect.

Here ix a quick impression of the
reactions gathered in the survey:

o lhe answers from admen could
be summed up as an almost unanimous
”)(*.\‘.u

o Among reps. the pendulum of
opinion swung from an enthusiastic
aflirmative to the cynical ohservation:
“sinee no big spot advertiser 1= buy-
ing nighttime radio amyway, what dif-
ference does it make whether lie doesn't
buy it at the established rate or wheth-
er he doesn’t buy it on a single rate?”

e Ax for the stations that have had
some experience with the single rate.

O e T o I

They went single rate—but frowm oppeosite directions

13

=1

those with brief experience hailed the
strategem as quite promising. but a de-
cidedly different note was struck by
WFIL. Philadelphia. which introduced
the “equalized rate™ (the nierging of
the A and B rates into a single rate)
back in March 1949. FWILs Presi-
dent Roger Clipp put it this way: “Our
bulk business has gone up steadily but
our nighttime sales haven't iniproved.”
(It would be mete to point out here
that WFIL started off the revision of
its rate structure by raising day rates
to the nighttime level.)

Admen have a ready answer to the
Philadelplia story and to other similar
tales. 'This auswer is incorporated in
the following summarized reasons ad-
vertisers and agencymen gave SPONSOR
for believing the single rate would help
nighttime national spot:

1. The vast majority of desired ra-
dio stations in TV areas are overloaded
with early morning business and ua-
tional advertisers would be inclined to

!

Roger W. Clipp

The president of Philadelphia’s W FII.
pioneered the single rate idea back
in March 1919. Proceeding from the
premise hie had but 185 of his bulk
business to risk. Clipp increased

his daytime rate to the nighttime
rate. In that way what had been the
cvening rate became the single rate.
W FIL’s balk business has gone steadily
ap but nighttime has not been good.

20

Willet H, Brown

The Don Lee Network’s president. in
putting the single rate into effect

as of 1 January 1953, moved in this
direction: He brought the nighttime
rate down to the daytime rate. Brown’s
philosoply: the one rate plan will
“stop for all time the recurring confu-
sion and constant annoyance to adver-
tisers and advertising agencies which
periodic readjustiments wonld incur.”

HH

TR oot ey

spread their business to evening peri-
ods if the rates equalled the morning
rate.

2. Large advertising campaigns are
bought according to patterns. Acting
on the broad thesis that early morning
gives him the largest number of homes
for his dollar, the advertiser orders his
ageney to buy morning periods.  The
timebuyer may know of stations whose
single rate makes them good evening
buys, but as long as such stations are
few and isolated the odds are against
them.

The buying pattern is thus frozen
when once the campaign is approved
by the client. Today the spot pattern
1s almost exclusively morning time. but
if a broad enough expanse of markets
were available at a single rate. the ad-
vertiser would be induced to change
his buying pattern to both morning
and evening.

3. Early nighttime radio in TV
areas can't help but be a solid buy on
a single rate basis when the following
is taken into account: The weekday
evening tune-in broadly matches the
weekday morning tune-in, but the to-
tal listeners per 1.000 homes in the
evening considerably outmatches the
total listeners per 1,000 homes in the
morning (see Katz Agency-Pulse chart
on page 21.) Advertisers are deeply
interested in the latter factor. since it
would bring them in contact with the
working girl in the familv—but they
want this comtact at a price which is
commensurate with morning radio.

1. There is too much money avail-
able for national spot for it to hecome
comfortably absorbed by daytime ra-
dio. Advertisers have been waiting for
the radio itudustry to “become real-
istic”” and. as an executive of a major
soap company put it, “accept the prin-
ciple that the price of a thing must he
proportionate to what it’s worth.”

. If you're a big advertiser. it’s of
advantage to include
nighttime in your radio coverage pack-
Nielsen figures show that if you

considerable

age.
have a davtime strip you get the best
four-week listener coveraze by also
having something going at night. A
single rate would tend to encourage
advertizers to act on this observation
far more aggressively.

sPONsOR’s poll revealed a hard core
of opposition to the single rate idea
anong reps, along with much donbt
over whether it would spur nighttime
llere the =alient

spot  buving. are

SPONSOR
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points made by these reps:

1. The major part of nighttime ra-
i i [T aneas still elinese & bii You get more radio listeners at night
ger audience in terms of listeners per : <
1,000 homes than any part of the day-
time span; hence there is no more
logical reasons for a single rate now
than before.

2. Adjustments in rates should be

made according to conditions in indi-

This chart shows that while sets in use are slightly higher in the
morning in TV areas the difference is more than compensated for at
night by more listeners per 1.000 homes. Study, based on averages
of 18 TV cities,* was prepared by the Kaiz Agency from special analysis
made by Pulse covering radio listening for January-February 1952.

vidual markets. Each station knows

best what it’s worth today. as compared HOUR HOME SETS-IN-USE TOTAL LISTENERS

to l)re-']'v. and should use its own BEGINNING Per 100 radio homes Per 1,000 radio homes

yardstick in revamping its own rate Morning Monnfri.  Sat. oo ' Mon Frie sar e

structure. It would be absurd. ac- : Ao 7 3

cordingly. for all stations to swing to G a.m. 92 6.9 1.7 148 98 0%

a single rate—if only to conform to ” @.m. 206 149 57 346 234 85

what some a(lver.tisers choose to call a 2 «a.m. 236 181 10. 342 297 177

RIDT _ 9 a.m. 264 206 144 351 346 249
3. With early morning radio be- 10 a.m. 279 223 169 365 370 999

coming overcrowded, the national spot 11 a.m. 265 223  18.0 342 368 328

advertiser will coon find himself com- |

pelled anyway to go mighttime. Un- Jy—

der these circumstances. stations that ) - L

rush into equalizing their rates could 12 noon 242 206 185 322 338 342

be giving up something that they might I p.m. 232 205 196 309 340 368

later rue. . 2 pom. 231 216 203 305 359 380
4. No small portion of-lhe accounts 3 pom. 231 217 212 316 362 395

‘11‘9?2"3“.?}"’“"'" l““;‘lr “l‘g“:“"}f :f‘"r‘“ - 1 p.n. 227 214 227 341 374 434
52 will probably be back there - -

1953. The)l"ll be S};urre(l in that direc- o p.m. 224 195 240 312 353 473

tion by one or both of two factors: Evening - T

{1) TV is too expensive; (2) lack of B

avz:ﬂalflhhes in lllOI'llll'l‘g rafllf). G p.m. 234 196 242 431 367 491

for advertione i nightinge aetsons 7pam. | 247 212 251 | 412 413 515

sers o e

radio should be anything but reassur- 3‘ p.m. 26.4 243 255 517 481 520

ing on the effectiveness of rate reduc- d pom. 250 236 226 490 458 447

tion. CBS. with the agreement of its 16 p.n. 196 187 169 368 346 319

afhliates, cut its rates. but Procter & 11 p.m. 11.8 12.2 10.1 203 210 174

Gamble, which exerted the pressure for

reduction originally ecancelled some gt IV mkwe stk Botece Toou hera G, Cldm, et 1o

slots anvway a few month later. (The AU GRS

report on this score is that P&G had R O e L N T R R

come to a policy decision that the
nmightttime rate should be no more than

the daytime rate.) pushed back to 6:00 a.m. rection, At least, it didn’t work that

In further researching the topic,
SPONSOR’s found that WFIL
served as the best “experience story™

editors

on the single rate available. And here's
what WFIL President Roger Clipp has
to say about 1t:

“We started on the single rate track
in March 1949 when we upped the day-
time rate to the nighttime rate and es-
tablished the A rate as extending from
9:00 a.m. to 11:00 pom. In March of
the following year the time span of the
A rate was revised to from 7:00 a.n. to
10:00 p.m. A year later the rate was
raised for A time from %300 to $315

and the starting time for this rate

29 DECEMBER 1952

“We realized three years ago that
nighttime radio was doomed to falter
badly. We analyzed our billings and
found that as far as national spot in-
come was concerned 829 of our busi-
ness came from time sold prior to 6:00
p.m. We figured that we could afford
to stand pat ratewise with 18
billings and see what happened.

“What has happened is this: Our
over-all business has been going up
steadily ever since. but our nighttime
sales are not good. T don’t agree with
the theory that more nighttime would
be sold if night rates were reduced to
the day level or somewhere in that di-

of our

way in Philadelphia. | believe that in
a matter of 18 months or two years a
complete reversal of rate structure will
take place: daytime will he going for
twice the night rate.”

What the I]](]uil')
among the leading rep organizations
indicated that in most of them the sin-

reps report:

¢le rate idea has been under discus-
sion and analysis for some time, Sev-
eral of them had put their research de-
partment to work collecting data that
could be of aid in guiding them and
their stations on reolving this riddle.
(Please turu to page 89)
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’Jl recenit months <PoNSOR has received numerous letters
from advertizers and agencies located in the Midwest and
South containing this inquiry : “Have you any studies show
ing how TV Western films ave faring in local markets;
whether the trend is up or down?”

This query iz substantially answered in the first spox-
sor-TelePulse ratings of top spot TV film programs below.
Western films dug out of Hollywood vaults built up hefty
followings in local TV markets in the early days of the me-
diam. ln the flurry to TV film production last year many a
producer with thoughts of syndicate sales took his cue
from this status of popular favor.

Period: 5-11 November 1952

As the market became surfeited with these old Western
features it was not uncommon for admen to wonder whether
this flood wouldn’t tend to depress the outlook for the
half-hour Westerns made especially for TV. Judging from
the ratings below the Western in TV is as potent as ever.

Apparently a good dramatic show can hit off solid mar-
ket-bv-market ratings regardless of whether they’re built
around a name. Witness the fact that Dangerous Assign-
ment (Brian Donlevy ), Boston Blackie, and The Unex-
pected (the latter two Ziv-syndicated)—all well represented
in the markets rated below—are quite closely grouped to-
gether. Not far behind in the lineup is Foreign Intrigue,

sterns strong m spot film sho

Monthly SPONSOR-TelePuise Ratink

TITLE DESCRIPTKON SYDIN:SD1|-§IABTUOTR03R Mlig{i%zgd:et 7-STATION MAR_KETS_ - 4-ST-A.'IjION MARI‘:
ratingt New York  Los Angeles | Chicago  Washing
e
Range Rider Western CBS Television Film Sales 22.3 ¥ ¥ ¥ ¥
Abbott & Costello Comedy Situation MCA 18.; * 13.2 "ﬁ 7 7-¥-
PDangerous Assignmeunt Adventure Drama NBC Film Programs 18.2 16.2 10.2 14.6 9. ';Z
llo.s't“()n Blacliie | | M stery Drama Ziv TV Programs 18.1 5.7 19.0 23.4 *
The Unexpeceted Drama Ziv TV Programs 17.6 12.7 12.7 18.4 <3
Hopalong Cassidy Western NBC Film Programs 17.. 14.7 14.7 18.2 7;
Foreign Intrigue Adventure Drama J. Walter Thompson 17.2 19.3 19.3 8.8 ‘7 g
Kit Carson Western MCA 17.2 e ¥ 15.4 9.
Superman Kid Show Motion Pictures for TV 17.2 23 ¥ | 78.6 ¥
Crusade in Europe Documentary Film 20th Century-Fox 16.8 ¥ 4.d 7 ¥ -¥- _
Jeweler's Showcease D-ama Stewart Reynolds 16.8 e * 14.2 13.
Cisco Kid Western Ziv TV Programs 16.14 9.7 73.5 16.8 10.
Jelfrey Jones Mystery Drama CBZ Television Film Sales 15.8 * ¥ 19.4 -‘f«
Wild Bill Hickol e William Broidy Productions 1.4.2 85 99 172 9.
Affairs of China Smith Adven?ure Drama PSI-TV, Inc. 12.8 ¥ 11.5 74:4 *
March of Time Documentary Film March of Time 12.1 4.2 4.2 6.2 9.
Hollywood OfFf Beat Muvstery Drama United Television Programs 11.6 ¥ G5 9.0 L |
Laurel & Hardy Comedy Situation Unitv Television Corp. 11.5 5.9 10.2 * ¥
Captain Midnight Kid Show, Serial Hollywood TV Service, Inc. 9.1 8.7 6.7 5.8 ¥
Dick Tracy Kid Show, Serial Snader Teleseription Sales 8.1 ¥ 54 7.0 7.
Death Valley Days Western McCann-Erickson 8.0 3.0 ¥ 9.2 ¥
“Ithn. this maiket as of 5 11 November 1032, fAverage weighted ratlng arrlvel at as follows: Individual market ratings are weighted In prop #0-
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atmes

which likewise doesn’t spot a name personality.
Curiously, no 15-minute filn shows came up with strong
enough ratings in four or more markets for the period
rated (5-11 November) to warrant mclusion in the chart.
[t may be micie to point out that these sponsor-TelePulse
rating charts, like any other program rating information.
are offered merely as a broad index to how spot TV film
programs are faring. and not as the final guide to the
buyer. The astute adman will search out for himsell the
mantfold factors that enter into a rating, such as the pre-
ceding rating, time of broadcast. and competition and

measure his choice of purchase accordingly.

il

o

f Top Spot TV films

* k %

First SPONSOR-TelelPulse ratings show dramatie.

action programs best bets on market-by-market basis

Chart to be regular feature

This rating chart, the first coast-to-coast rating
of spot TV filin shows. will appear every sec-
ond issne of spoxsor. (Next chart 26 Janu-

ary). Tl Jeature a new section devoted to

special research data, production information,

significant trends in T1” film program field.

FilmsL listed are broadcast in four or more markets

™
3-STATION MARKETS 2-ST§11§1§”{31£§j(ETS I-STATION MARKETS

# % % 218 * ¥ 268 263 £ 1957235 * 505 460 ¥
%% % % % % 180 240 *+ % 178 % | = 570 % %
285 9.0 * 168 17.3 158 113 243 # 190 273 % 7480 525 ¥ 470
% 103 363 ¥ 223 185 143 248 % 188 27.8 25.0 220 475 % 26.0
95 58 ¥ 200 240 ¥ 133 305 *  19.8 235 12.3 * 535 59.0 ¥
153 123 185 12.8 153 17.0 263 22.5 ¥ 88 178 * 225 365 33.0 245
155 % 18.0 203 ¥ 188 11.5 185 ¥ 153 23.0 ¥ ¥ 535 ¥ %
103 105 ¥ 128 13.0 ¥ 273 188 215 123 % 243 | % 375 % 335
% % % ¥ % 103 % % £ % 105 ¥ | 355 % % 205
9 ¥ * % % % % ¥ at_ >x= xi ¥ ¥ 56.6 * 48.5 ¥
128 ¥ 140 ¥ ¥ 11.8 143 ¥ 25.0 19.5 26.8 * 345 * 430 «
155 11.8 223 188 % 185 155 185 290 17.5 143 ¥ 265 45.0 345
¥ % % % 120 9.0 % 11.0 ¥ 180 % % ¥ % % %
215 83 140 9.0 215 83 270 7.8 20.8 10.0 135 11.8 250 405 % 290
108 35 ¥ % ¥ 90 % % 253 % x % | % 400 ¥ %
11.8 10.0 103 105 145 123 85 145 170 11.8 163 8.3 * 385 28.0 52.5
% 16.3 ¥ * ¥ 110 % * % % 235 % * * * ¥

% 3 3 B3 B3 ]6:5 % 25.3 % B3 X% kS kS % B3 X%
160 75 73 80 ¥ 93 33 ¥ 83 11.3 * ¥ 220 105 23.5
88 ¥ % % % 163 % % ¥ 158 19.8 ¥ ¥ % % %
1'8.8_ 145 ¥ % % 58 ¥ 105 | % ¥ % o« ¥ % % %

the number of TV homes in each market.

29 DECEMBER 1952

For instance in October 1952, TelePulse gave a weight of 13 to New York as compared with g weight of 1 for Cincinnati.
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TV commereials se bubies 1o add impact to Gerber sales
message. Sarra. film producer. used four- to six-month-old infants.

erber

' sg a mass advertising medium to
v selective market i< a good trick

U cal \nd the Gerber Prod-

t= Co. cturer of baby foods,
pparently has done just that, For Ger-

rk TV to reach the

do i.
manu

s LS ey
th

Here are some reasons why Gerber

1 isfied with the
mp netw AYE

vumber one company in haby

o sale vears. Gerber's s il

24

riding high. After about 12 months of
air advertising. sales are rising at a
healthier clip than ever. This is taking
place in the face of a long-term level
ing-off which is beginning to show up
in over-all baby food sales.

2. Gerber's 13-mimute segment in

A AT
case history

' T SOOI

Best ad theme: Gerber makes baby food exclusivelv. Copy minimizes
ease of preparation as agency believes mothers have “martyr complex™

aels throngh to the
voung mother

Firm reaches selecetive market

with mass medium: network television

the Wednesday alternoon Kate Smith
Show (4:45-5:00. NBC TV is current-
hy sporting a higher rating than the
other 19 slots. With the exception of
kid shows. Gerber’s Nielsen figure is
the thivd highest in daytime TV.

3. The company couldnt have
picked a better time slot 1o reach the
heavy late-in-the-week  grocery  shop-
ping. About 907 ¢ of all grocery sales.
according to a 1950 Crowell-Collier
study. take place Wednesday. Thurs-

SPONSOR



day, and Friday. Incidemally, CBS
Radio’s tandem-type operation (Power
Plan), which covers the above three
days, 1s being sold partly on the
strength of the Crowell-Collier studs.
(Sec “So you want to buy a “tandem’.”
SPONSOR, 15 December.)

4. Gerber executives have every rea-
son to believe that their waste circula-
tion (which includes anybody who is
not a mother of a baby) oun a mass
medium like TV has been held to a
minimum by adequate research on the
best listening time for mothers of
young children. They have a pretty
good idea. for example, that young
mothers like Kate Smith better than
any other TV show.

5. Gerber’s has practically no com-
petition on the air. As a matter of
fact, air advertising of baby food has
always been conspicuous by its scarce-
ness. Gerber's is the only firm in its
field doing a sustained job with broad-
cast advertising. And that includes
neiwork and spot, radio and TV,

Gerber’s obviously likes its present
TV showcase: the processor is bhuying
so big a part of it. The company start-
ed in its Kate Smith niche in Septem-
ber 1951, and now appears to have
settled down for a long, comfortable
stay. The Gerber timebuyer at D’Arcy
Advertising Co. has taken practically
every TV market in sight—and a few
not even in sight. The agency has a
standing order to buy every TV sta-
tion (assuming clearances are satis-
factory) scheduled to see the light of
day before April 1953.

A quick look at the Gerber's sales
picture sheds some light on its healthy
appetite for TV coverage. The com-
pany has registered a 22% sales in-
crease for the six months ending 31
September 1952. If this percentage
of increase holds up during the current
six-month period—and it looks likely
—it will mean a total sales figure of
§66 million for the fiscal year (ending
31 March 1953). compared with, if
you want a dramatic example, $17 mil-
lion in 1945. This will mean a $12
million jump over the previous fiscal
year, the biggest dollar leap in Ger-
ber’s history.

It also means an increasing Gerber's
share of the bahy food business. That
share is now estimated at more than
35% (1951 retatl baby food sales:
$170 million). Following Gerber’s in
order of sales are four other large pro-
ducers: Heinz, Beech-Nut, Libly, and

29 DECEMBER 1952

Clapp. Gerber, Heinz, and Beech-Nut  Gerber sales are climmbing fa

N DY/ . ., 5
among them account for 807% of total The 1933 figure is spoNsoR estimate based

st

on

industry sales. 22%¢ Increase for first half of this fiscal vear.

Gerber Products is the onlv one of
the above quintet which makes haby

Gerber’s Tl sponsorship began September 1951

food exclusively, a fact that may have
a lot to do with its sales leadership.
Clapp is a division of American Home
Products. which has more brands than
you can shake a rattle at. Pretty much
the same can be said of the product
variety of Heinz and Libby, McNeill &
Libby. Beech-Nut is heavily involved
in coffee and chewing gum. This spe-
cialty of Gerber’s has resulted in a
consistency of advertising that is par-

|
| KareSowth )
accelerres

— b 52

ticularly marked in the bahy food field.

Gerber’s is spending about 797 of

its gross sales figure on advertising ‘
and sales promotion. A 39-week run
on Kate Smith costs Gerber’s a whop-

ping $600,000. The seven film com-

mercials now used came to about $20,-

000. The company also buys a smat-
tering of radio and TV spots. To-
gether, these expenditures come to |

about a third of Gerber’s $2 million-

plus ad budget for the current fiscal
vear. Nearly another $2 million is
spent on sales promotions: conventions,

promotion to doctors, etc.

The company and its ad agency will
not spell out publicly. of course, the
(Please turn to page 74) .

“Fiscal years epding 31 Mareh TMillions of

Point of sale: Dealer trade ads:

Gerber tells retailer that Kate Smith was found
to be most popular daytime show among mothers.

Stores welcomed displays tying in Kate
Smith to Gerber products. TV program

has helped open hard-to-crack outlets  Research ulso disclosed most popular time slot

What do young mothers

FIURNG MUTPNS LME ~THE WATE SWITH SKOW” BEST YOUNG WOTHERS PREFER SERBELS
—~ it'sfar and away the toosk popular daytie TV

& with th I fuh
tam pagy of ber o
Gerber's Baby Fuox yuatterh iER
Weduraday siternonn pver NBC-TV

as proved by
iureaung sakes, o ke sure yoo stck ihe

4

orhers

BABY FOODS

rateoul meiean

Babies ane oun busiess

CRPEALS SYCAINED saé JUNITE FOODL MmEarTs
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delivers the richest part of the rich, rural
KM midwest! Here are over 2!/ million “grass-

roots” midwesterners who demand authen-
ticity in the farm programs, the homemaker shows, the news
and weather casts and other radio programs they listen to.

They like local flavor, but it must be authentic. That’s
why they prefer KMA farm director Merrill Langfitt’s farm
shows over those beamed from metropolitan centers, because
Langfitt’s a farmer, too. That’s why they like KMA home-
makers like Florence Falk, “The Farmer's Wife,” because
Mrs. Falk 15 a farmer’s wife and knows what the rural house-
wife wants.

For over 27 years KMA has been the farmer’s source of
news and weather, his spokesman, his business advisor and
his source of entertainment.

The farmer’s got money to spend! In 1950 farm income
in KMA-Land was almost two billion dollars. You'll be get-
ting the rural audience and more than your share of sales
when your message is tailored-to-the farmer over KMA.

SHENANDOAH, IOWA 5,000 WATTS — 960 KC

Hold

The Heart of

The Rural Midwest
In The Palm of
YOUR Hand!

Sell the Richest Livestock
And Grain Area in the World . . .

with KIM A — The Heartbeat
of the Rural Midwest!

KMA Farm Service Director Merrill Langfitt is a farmer himself
. . raises registered hereford cattle.

-~ A" A A st
Rural housewives like the authentic broadcasts of a real farmer's
wife—Florence Falk, shown above with her family.
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KIn the pages that follow, spoxsor studies and analyzes the U. S
farm market. In 1953 gross income of the American farmer is ex-
pected 1o soar to an estimated 338 billion. Reaching this huge and
profitable market via advertising of all kinds will be virtually a
“must” for Loth consumer and agricultural-product advertisers. But
despite the growing fund of farm media knowledge that has been
built up, most advertisers still have many things to learn—particu-
larly about air media designed to provide service and entertaimnent
for farm families. To discover the latest farm radio and television
techniques (Yes. farmers. too. watch TV!) sroxsor surveyed nearly

200 leading farm-area outlets, both radio and TV, in all sections of

the U. S. What these hroadcasters replied, plus new information
from the U. S. Governmnent, agricultural concerns, farm associations,
advertising agencies, and farm advertisers, forms the basis for this
special section. As the index at right shows. readers will find data
on the size and scope of the U. S. farm market. tips to consumer
advertisers, practical pointers for farm-product advertisers. the lat-
est round-up of farm radio and TV facts. the latest listings of farm
broadcasters. and a round-up of farm air results. The data provided
by these reports should prove valuable to large and small adver-
tisers. and their agencies. in planning 1953 air campaigns designed
for farm ears and eyes. With over 93¢ of American farms radio-
equipped (U. S. Census 19501 and about 1277 of them TV-equipped
(latest estimate). air media have the greatest circulation among
farm families. Selling to the farmer on the air often isn’t as easy as
't looks; lie resents the hopped-up, high-pressure approach as well
e~ the coyly folksy. corned-up type of “farm™ air commercials. And.
America’s factual-minded farmer can mean millions in extra sales.

29 DECEMBER 1952
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ow 10 oet the most out
arm r

What’s the best way to reach the S38 billion

nd 1

farm market? SPONSOR survey gives answers

Farm market: Farmers have

more money than ever, but sagging
Jarm prices make them close-fisted.
Five charts, full-length article de-
tails $38 billion market. Page 26

Consumer tips: llow should
air copy for consumer products be
slanted for [armers? sPONSOR arti-
cle reveals latest air tips in this
new ad technigue. Page 30

Farm tips: Backbone of farm
broadcasting is the local radio farm
director. Here are pointers on how
best to use these air personalities.
revealed by new survey. Page 34

Farm radio-TV: [[ow do typ-
ical air outlets in farm areas op-
erate their farm broadcasting?
Here’s a round-up of data to give
sponsors the latest picture. Page 30

Farm air results: Eight cap-
sule success stories show farm air
advertising produces results for
consumer, farm-product advertis-

ers. SPONSOR RFD listings. Page 43
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Why farm market is important What farmers are worth

I. Farmers are worth $169 billion. Real estate . $91.6 billion
2. Farmers grossed $37.6 billion this ¢ Livestock 19.6 billion

year. Machinery & motor ve-
hicles S ... 13.3 billion

3. Farmers will have net cash income

o " Crops stored = | 8.9 billion
of $14.2 billion to spend. -

Household furnishings &

R 1 A 0T 1T A AT

4. Farmers' standard of living is guar- equipment .. ... 7.7 billion
anteed by U.S. Govt. (through par- = Bank deposits & currency 15.2 billion
ity-price ratio)—only such set-up in U.S. savings bonds . .. .. 5.3 billion
U. S. Investments in co-ops .. 2.1 billion

3. There are 23,276,000 people on
farms, Total assets SI169 billion*

[ ] 0’ 3 3

(' 93'] 70 Of farm homes had I'adIOS n SCURCE: Bureau of Agrieuitural Economles
]950 (]2% have TV sets ﬂOW). “Up from $134.3 bitlon in 1931

g (S [ LU R L O R Tt 1/

ol

Where farmers spend their money

Expenditures of farmers and smalltowners {up to 10,000 pop.) 1951 by stores
(Farmers alone account for about one-third of total)

i

STORES | SPENDING | STORES | SPENDING

Food stores S12.2 billion Gasoline & service sta-
Automotive 7.8 billion tions . 2.5 billion
General merchandise 6.3 billion Drug & proprictary stores 1.7 billion
Lumber, building supplies Liouor stores 1.1 billion

& hardware 1.5 billion General stores 180 million
Ea(l:nq & drinking estab- Second hand stores 260 million

lishments 1.3 billion
Miscellancous 1.0 billion
Apparel 3.8 bitlion Approx. totul $52 billion
Furniturc & appliances 2.8 billion SOURCE: Weckly Newspaper Itepresentatives, Ine.
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Farm radio and TV

1. Farmers in 1953; few-
er, richer, tighter—with
$14.2 billion net to spend

’ he American farmer will gross
close to $38 billion next year.

This will be roughly one-seventh of
the total national income.

Of this $38 billion, he will spend ap-
proximately $24 billion on production.

He will net around $14 billion. most
of which Le’ll spend on consumer items
you make or sell.

Incidentally. the farmer next year,
as in every vear but two since 1940, is
N ° b
sure to buy more dollars’ worth of con-
sumer goods than capital (heavy)
goods.

This fact alone should intrigue the
consumer goods advertiser—who dab-
bles in farm publication advertising
but virtually ignores farm broadcast
advertising or expects his regular pro-
gramis and announcements to reach
the farmer.

kb4

“Fewer . .. larger . . . richer . ..
is the excellent way Wildrick & Miller,
New York, described the farm market
in its farm booklet published last year.

The adjectives apply equally today.

There are fewer farmers: 23.276.000
as of 1 April 1951, latest figure avail-
able). as against 24,335.000 the year
before.

The farms are larger: 215 acres in
1950 against 195 in 1945 and 138 in
1910.

The farmers are richer: They're
worth $169 billion this year, against
$154.3 billion in 1951, $53.8 billion in
1940.

Therefore it’s easier to sell them as
a group. for by concentrating on the
upper half of the farm market. “you
cover 909 of the purchasing power,”
according to Wildrick & Miller.

But one more adjective should be
added: tighter. For paradoxically pur-
chasing power is declining. The prices
the farmer gets for his products are
down 8% over last year: the prices
he must pay have slipped only 1%,
according to the Agriculture Dept. As
a result the farmer is getting close-
fisted with his money. How he spends
it in 1953—and how much—will de-

SPONSOR




pend on you as an advertiser amd
adman.

How is the farm market “fewer. lare-
er, richer, and tighter?” And why
should this interest the advertiser?
Here are some figures to show why
vou should take an interest:

Fewer: There were 23,276,000 people
on farms in April 1951 out of a total
population of 155 million (157 mil-
tion today). There are 5.4 million
farm families. as against 7.0 million
rural non-farm. and 26 million in
towns and cities. The Bureau of Agri-
cultural Economics estimates the farm
figure will decrease to 22.402.000 by
1955 and 21,356.000 by 1960. Rural
population on the whole, however, has
been rising although at a smaller rate
than urban.

Farm decline has becn geunerally
downward since the peak year of 1910
(32,530,000). Depression in the 19307
brought a temporary increase, but
World War II caused a rapid loss in
farm population. High level of non-
farm employment since 1946, plus the
post-Korea defense mobilization, has
continued drawing the boys from the
farm.

Since the early 1930’s approximate-
ly 1,000,000 farms have disappeared—
over 005,000 of them in the South.

Trend to fewer but larger farms.
fewer farmers using more mechanized
equipment actually means greater efli-
ciency—more food is produced. And
for advertisers it means it is easier to
reach the farm market.

Easiest and cheapest method is via
radio. The 1950 census showed 93.1 %
of the farmers had radios, quite a few
on tractors as well as in barns. and
78% had electricity. Thus more homes
had radios than electricity (or tele-
phones—38.3% ). Since then all three
figures have risen. The national radio-
home percentage is 98.19¢. And not
to be overlooked 1s television. Sam
Barton’s Market Research Corp. of
America estimates 127¢ of farm fam-
ilies had TV in July. a 3% rise in
three months.

Larger: Farms averaged 173 acres in
1940—now average 215.2 acres. Total
number of farms has dropped 1o >.-
370.043 {1950} from the high of 6.
812.350 in 1935. Smaller. less eflicient
types of farms are being squeczed oul.
Tho:e that remain are going in for
more and more specialization. With
mechanization, electrification. improved
(Please turn to page 43
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farm radio is integral
it of rural community

! won radio as a basi O ise iy parms
‘ { g billion business o Pty
] as well as
ONSOR
al tonr of U. 5. farm
{ / how farm-ar
sltations and i(ocat re’ dio Té
tors r evervthing from state fau

and stock shows to weather repor

and household hints for their loyal

jarm listeners. Photos were chosen
h 1 SPONSOR survey

Farm Serviee Bircetor Hareld J. Sehmitz of KFEQ, St Joseph, Mu

(holding mike ar left) interviews Robert Thornburg, Missouri”

Fairs. special events: When there's a big rural event. farm.
area ~tations go all-out to bring reports of it to farm audiences.,
Above, eenter: Worthington, Ghio’s WRFED «et up a special «tudio Commissioner of Agrienliure at the Mis<onri State Fair. Sinee 19208
tent at last year’s Ohio State Fair, drew thonsands of visitors daily. WFEQ has earried livestoek and grain market reports to farnterj

aims most of it~ programing during the day toward rural tastes‘,

o g

and aired remote broadeast< 1o many more Midwest Uarnters. Righu:

Farm vadio aud TV

2. Consumer buying by farmers may hit $14 billion in
’53. But air-selling such products is often tricky

—
ks[,ml radio aimed directly at =uch
important  “fractional” audiences as
forcign-language groups and to L. S,
Negroes is now a standard item in
man\y a sponsor’s bag of consumer ad-
vertising tricks,  And, an important
fund of specialized knowledge in plan-
ning such air canpaigns has already
been built up by leading advertising
acencies and station representatives.

But one important segment of spot
radio advertising i< still very much in
the experimental <tage. That™s the sell-
ing of consmmer prodncis, from corn.
flakes 1o Cadillacs. to farm families
with the aid of specially planned farm
radio commercials,

\~ the preceding article has <hown.
advertisers who ignore the =11 bil-
lion consnmmer buving power of the

natl farm fannhes arve cutting them-
. i .

ext TS
) ST [ that advertisers
3 ol 1 Canipaigns in
1 wdest possih peal
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effort in today’s competitive market to
make the extra air “push”™ needed to
recach even greater fann audiences.
most experts feel.

Where are advertisers going lo get
the Kind of “specialized™ knowledge of
farm radio nceded to do a successful
selling job for a consumer product?
And. is “specialized’ knowledge really
needed?

To answer such questions with facts.
sPONsOR recently surveyed those who
are still writing the ground rules of
~elling consumer products via radio to
farmers——the nation’s farm-arca radio
outlet<. Nearly 100 replics were re-
ceived. comaining a wide varietv of
practical advice to advertizers and
agencies,

Here are highlights of what these
farm radio stations told sroxsor:

The best air vehicle: \dvertisers
who have a consumer product 10 sell
to farmers have much more freedom in
preking (a1 stations, and () avail-
abilities on these stations than do the

manufacturers of a specialized agri-
cultural product (such as a disk har-
row or a manure spreader) most farm-
area stations feel.

Generally speaking. the best times of
day to reach farm families with radio
for a consumer product today are:

l. Early morning: Via programs
and‘or announcements slotted on a
farm-appeal station between the hours
of 5:30 and 7:30 a.m. Although the
trend in farm habits, due to the elec-
trification and mechanization of farms,
is toward a “wake-up” pattern that’s
similar to that of cities, the early morm-
ing hours still catch most farm famil-
ies at breakfast.

2. Noon hounr: Again. this is a peak
in farm family listening. since it is dur-
ing this period that farm stations air
weather reports. market reports. news
round-ups. and farm service shows
atmed at yural ears. Also. farm famil-
ies are gathered at the table for the
big midday meal.

3. Farly evening: The pattern of
listening is roughly similar to that of
the noon hour among farm families
between abont 5:30 and 6:30 p.m.
Commercials which are intended 10
sell an entire family group have a good
chance of hinting the target at this
time.

. Other times: During the dav,
when the farmer i busy on his job,

SPONSOR
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“Traveling public address systemi was provided by KCMO, Kansas
City, at local farm event, with station’s farm director, Jack Jacksan,
serving as announcer (left, above). Tyvpical encouragement of good
‘farming practices is award by New Orleans® WWL (center, above)
of registered white face bull to 4-11 elub member Leslie Bicham Jr.
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the kids are off to school, and the
farmer’s wife is rununing the home, a
farm woman looks to her radio for en-
tertaimmuent and useful advice. For the
most part, she listens to the same day-
time radio fare as her city sisters.

But. many stations feel. advertisers
are overlooking a good bet in not
programing to lLer tastes. As WWL’s
farm service director. George Shan-
non, pointed out to sSPONSOR: “General
consumer products are bought mostly
by the farm Mrs., and yet farm radio
has only a small portion of ad money
spent for her benefit.”

The correct approach: Nost farm-
area ouilets are agreed that selling
consummer products to farmers on the
air is a specialized art. But not all are
agreed on one of the most important
considerations in any air campaign
aimed at a fraction of the mass audi-
ence—-the correct method of commer-
cial approach.

Largely. this boils down to a ques-
tion of “should farmers be treated as
farmers . . . or as ordinary people?”

Many stations feel that the farmer
should be appealed to—albeit with
great care—as a member of a minority
aroup. For example, here’s how J.
Ted Branson of station KFIQ), St. Jo-
seph. Mo.. phrased it:

“In connection with general con-
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sumer product advertising aimed at
farm listeners, a common nnstake is
to develop only one type of copy. It’s
our opinion that to sell the farm andi-
ence properly, special farin announce-
ments should be written for farm audi-
ences, Primarily. farmers do not lLike
the hard-selling type of copy which
will sell metropolitan audiences.”
Another typical believer in the tail-
ored-to-farm-ears commercial is vet-
eran farm broadcaster Phil Alampi of
WJZ. New York. whose Farm News
show has Dbeen aired from the ABC
flagship each morning for the past sev-

Bull was a real prize; was worth over $1,000. Right, above: Gover-
nor Sigurd Anderson of South Dakota praires KSOO, Sionx Falls.
for work in staging a statewide mechanical corn-picking contest.
and for s~tation’s stressing of farm <afety in its broadea-~ts. KS0OO
Farm Serviee Direclor Stangland is seen on Gov. Anderson’s left

en years. Stated WJZ's Phil Alampi:

“Consumer  advertisers  certainly
have not utilized farm radio to their
advantage. Personally, 1 would slant
the consumer copy to the farmer by
personalizing the sales message. In
other words. if you want to sell coffee
or cereal. you can certainly tie it in
with the weather or with the day’s
work ahead for farmers. There are
many personal ways in which this can
be done. and from my experience
farmers like this approach.”

At the same time, many of the larg-

( Please turn to page 50)

Six farm air tips to consumer clients

1. Basic tricl in selling consumer
goods to farmers via rudio s choice
of time slot with jarm audience

2. Correct appeal to tarmers should
he carefully slanted to rural ears,
but beware of city-slicker approach

B. 1 wdvertisers” products hare a
special jarm use, this should be made
clear in consumer farm radio-T1" copy

i. Farmers seldom buy any products
on impulse basis. Commercials should
be factual. and not attemyt to “push”

3. roid use of “canned’ commer-
cials. live or transcribed. in hread-
casting * let local air salesmen ad 1ib

6. Quality generally attracts more
tarmers than does a bargain price.
Avoid carnivel atmosphere in selling.
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“WWRFD) has served the Ohio Farmer
hetter than any other radio station
dnring the past 5V years. Onr 60,000
Jarm family members listen 1o WRED
so our advertising schedules have
always been very productive” Execntive

Secretary John Sims. Ohio Farm
B .

WRED is the only Ohio station that
devotes its entire schedule to the jarm
lamily. Most of our 159,000 members
Hsten to WREFD regularly.”. .. Ohio
State Grange Master Byron Frederick.

WRELD renders more valuable service
to our sixteen member groups of farmer
rganizations than any other

medium. Prestige and p()])ll[(lfil‘
t. Secretary Walter Blnek,
Ohio Couneil of Farmer Cooperatites.

——— e L —

4
‘WRED has the most complete cover-
age of local and central marfkets.
Farmers utilize and appreciate this kind
of service which keeps them informed
and helps malke more profits each
vear. . . . Secretary R. Q. Smith,
Independent Lirvestock Mlarketing
Association.
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SELLS RURAL OHIO BEST
AND AT LOWER COST!

OHIO’S VAST RURAL MARKET

accounts for more retail sales than any
metropolitan market! And, don’t overlook the
fact that in 1953 Ohio farmers will have

more than a BILLION DOLLARS to spend from

the sale of farm products! D

fonys
IND1 RS

You cannot adequately cover the rich rural Ohio
market without WRFD. Farmers depend upon
and listen to WRFD for the best in farm
features and programs plus well produced
entertainment. Put your sales message on
WRFD, and get deeper penetration in rural Ohio
AT LOWER COST than is possible with any
other advertising medium!

e ——

— —_—

OHIO'S RURAL RADIO STATION SELLS OHIO'S RURAL MARKET!

880 HC
5000 WATTS

Telephone
Franklin 2-5342

WORTHINGTON, OHIO - PEOPLES BROADCASTING CORP.
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Fairs., special events: Don Dean,

Adrian, Mich., meets his junior farm fans in person al connty fair.
Dean often <erves as mie. at snch events, Center, above: 4-I1 award
winner at Warhington Jnmnior Ponltry Expasition is eongratulated
by Dick Passage. farm director of KYAK, Yakima, Wa<h, Right.

Farm radio and TV

farm

alove:

direetor of

WAR)J.

dren.

3. Station farm directors are key to top selling of
agricultural products via farm-appeal air advertising

Id Al

’ here’™s one important difference be-
tween selling consumer products and
agrienltural products to farmers with
farm radio.

With a consumer product. it's pri-
marily o question (a) of buying a
spot time =lot or program which is sure
io have a sizable farm audience. and
(b1 a matter of slanting the copy-
just enongh. but not too much- toward
farmers.

In handling a product which is an
aid to a Tarmer in running his husiness,
the above two rales apply. But there’s
one more extra step: The selling should
be Tinked as closely as possible 1o the
air activities of a local radio farm
director.

These acricultural
broadeastine are limited in nnmber in
the L. ™ At latest connt. theres no
more than abont 250 of them. But they

hase emned

specialists i

for themselves over the
cars a unique Kind of JTovalty which
farm ~tation-. and the Tarm directors
themselves, gnard jealously

\ tvpical RED. as they have called
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themselves in recent years since the
L. S, founding of the National Associa-
tion of Radio Farm Directors. spends
a busy life. and only part of 1t behind
a microphone. llis off-the-air activi-
ies are very likely to keep him bu-y
FO or 12 hours a day, six days a week
in addition to what may he only an
hour or so daily on radio.

To get some idea of why the RFD
i= a respected. well-liked. and  well-
hiown figure in his territory. an ad-
vertiser need only glance at a set of
figures provided to sroxsor by a typi-
cal RIFD, Jack Jackson of Kansas City =
KCMO.

\ccording 1o Jackson's diary. last
vear he spent 121 days traveling “in
the field™: covered a total of 23.725
miles; attended 94 farm meetings with
total audiences of nearly 100,000; was
the principal speaker at 03 of these
meetings: visited 165 farms: made 39
remote broadeasts: made six special
broadeast« for ABC network: spoke 10
dozens of retailers and dealers: and

activelv assisted some 35 organized

Farm Service Director Bill

Most radio farm directors are veteran farmers and raneher.

groups in various community and civic
projects.  The majority of this was
done in what might teehnically be
called his “spare time.”

It's little wonder therefore that farm-
appeal stations almost mvariably cite
as their chief recommendation to
farm-product advertisers:

“Buy the senvices of a good radio
farm director.”

While this approach practically guar-
antees success—station files are filled
with results stories on their RI'Ds-
there are. however. some useful exira
pointers which stations feel agricultural
advertisers ought to know.

Chaasing the right vehicle: Here's
what Bill Martin, v.p. of “Ranch &
Farm Radio™ stations KMMJ (Grand
Island, Neb.) KNXNN  (Colby.
Kan.) had to =ay to agricultural-prod-
uct advertizers regarding the choice of
air slots:

and

“Be sure the stations you select are
really farm-appeal stations. Dou't try
to cover the farm markets in the Cen-
tral and Western areas by using only
metropolitan stations.  Check the xta-
tion program schedule cavefully in <e-
lecting time. Be sure that your farm
program or announcenient is in a block
of farm programs. lsolated farm pro-
erams do not have the same impact
as a farm Dblock.

“And. be sure that the station select-

SPONSOR

MaeDonald of Omaha’s KFAI

1akes pride in reporting to farm listeners via his “Down to Earth’
i 4

program the winners of awards at the 1952 Nebraska State Fair

The two voungsters standing before the 1-H emblem are Bill’s ehil-



Ed Slusarezyk (in tartan jacket, holding mike) broadeasts a blow-
by-blow deseription of a local log sawing contest to farm audiences
O»f WIBX, Utiea, N. Y. (left. abave). Saundy Saunders. farm dirce-
tor of Oklahoma City’s WKY and WKY.TV (seeond from left),

listens in on talk of twe farm experts at farm improvement event,

[N I "y , :

ed includes a complete farm service
schedule. that is: complete markets.
weather, farm news, and farm service
programs. Be sure that the station can
furnish you with a good farm announec-
er or farm director. The job of sell-
ing your farm product should be done
by a man who is respected by the
farmers.”

Similar advice was offered to farm-
product advertisers by Clifton “Click™
Westin  Jr.. prometion manager of
Omaha’s WOW. He wrote:

“An agricultural product advertiser
can make best use of farm radio ad-
vertising by sponsorship of a full pro-
gram or segment of a longer program,
such as five minutes of weather or the
first 15 minutes of a hal-hour show.
Thus, his product and the highly ve-
spected farni service director are iden-
tified together.”

How to nse an RFD show: To get
the most value from a show featuring
a radio farm director, stations feel,
adverticers will have to start off by
swallowing a bit of advice which may
not be too easy to take. However, most
farm stations feel. it will ultimateh
work to the advertiser’s advantage.
Simply. it’s this. In most “general”
radio campaigns, the adverticer fre.
quently knows more about selling to
his audience than does the performer.
In the specialized field of farm radio.
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it's just the other way around. The
advertiser—and his agency—aren’t al-
ways right.

Without exception, the nearly 200
stations surveyed by SPONSOR recom-
mended that the radio farm director
be given carte blanche by adnien. Here
are some of these station comments:

e From Frank F. Atwood, farm
program director of Hartford’s WTIC:

“We prefer live to transcribed ma-
terial. and we like variety in the copy
so that the farm director is not using
the same phrases every time. With
most WTIC accounts the farm director

A o Co e,

reporting later to audienees on his “Oklahoma Farmer™ show
(eenter, ahove). Right, above: WIBW, Topcka, Kan., eovered big
“Balanced Farm Duay™ event which drew Kansas farmers from all
parts of the state. Farm stations invariably cover plawing matches,
eorn husking cautests, USDA Ficld Days, sail esnservatian events

[i§ ' . ! g

has liberty to rewrite the material in
his own words or ad lib around a pre-
pared script. The exception to thiz rule
is proprietary medicine copy. which
is read verbatim.

“With strictly farm items. we like to
personalize the approach with frequent
mention of the names of the dealers
or quotations from them. It's impor-
tant to avoid such errors as talking
about profits from the sale of eggs on
the same day that the egg price has
gone down two or three cents a dozen.
The farm director can watch for such

(Please turn to page 52)

Six tips to farm-product air advertisers

1. Buy shows which feature a radio
farm director. These experts hare
loval followings. vnderstand farmers

2. Farm-product commercials are
more effective if ad libbed by jarm
director from the sponsor’s outline

3. Farmers are businessmen. 1 your
product boosts farm profits, stick to
well-proved facts and testimonials

1. Don’t expect “next morning” sales
jrom jarm shows. Farmers will test
a product, buy more if they like it

3. Mention local dealer names on
the air. This personalizes selling,
paves way for dealer demonstrations

G. Farmers are more interested in
“quuality” than “price,”” so avoid any
bargain-basement theme in selling

35
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Farm radio and TV

. American farm radio and vid
talk the farmer’s language,
entertain and advise audiences

i e—— =

T he average big-city adman—who
spends his working days behind a desk

in a skyscraper office—knows farm ra- i
dio only as a set of radio call letters g
in a timebuyer’s station list. ‘l

Few of these admen ever get the |
chance to tour the country, and ob- H

serve for themselves just what farm ra-

dio in the U. S. looks like in closeup or i
in live action. For these advertisers '
and agencymen, SPONSOR, therefore,

presents a round-up of capsule news

and views of farm radio, as reported in

sPONSOR’s nationwide survey of air out-

lets currently beaming programs to

rural ears.

Here, then, is a capsule cross-section H

of what’s going on today in the field

of farm radio, as outlined by several

leading farm-area stations:

WLS. Chicago: The big Prairie Farm-
er slation is a legend in farm broad-
casting circles. Its famed National
Barn Dance, which has been witnessed
by well over 1,000,000 visitors to Chi-
cago, has been aired since 1932 and
still has many of the original sponsors,
like Murphy Products Co. (feeds) and
Keysione Steel & Wire Co. (fencing).
WLS, which has launched many of the
biggest names in folk music—Gene
Autry is one—and rural entertainment,
has a devoted farm listening audience

A AT

Farm radio in the studio

local farm directors bring agrienl-
tnral experts, rural personalities, and
civie leaders to their stndio micro-
phones, and often s1age radio round-
1able discussions. Ar lefr, fonr well-
known farm directors a1 work. Top
1o bortom, they inelude: WOW,
Omaha’s Mal Hansen, new president A
of the Radio Farm Directors Asso-
eiation: Al Baner. farm director of
K1’OJ, Plortland, Ore., supervising
farm fornm; Ray Rodgers, farm di-
rector of Sacramento’s KFBK; and
WEGN,  Chiecage’s Norman  Kraeft,
farm serviee director (extreme right)
disenssing air Iacties with stalion and
spousor oflicials of the Oliver Co.

SPONSOR



throughout the Midwest from which it
pulls upwards of a million pieces of
mail each year.

The secret of the Chicago sta-
tion’s success is really very simple,
WLS executives feel. For years, \WLS
has beamed a daily farm service on its
50 kw. clear channel which has in-
cluded: Farm Bulletin Board, Farm
World Today, Dinner Bell Time, This
Farining Business, Prairie Farmer Air
Edition, reports from the Board of
Trade, remote shows from Chicago’s
Union Stock Yards, weather reports,
and special farm news. At other times,
it airs remote shows from major agri-
cultural events in its territory and
brings to its microphones many lead-
ing agricultural guest speakers. All
this, of course, adds up to more than
a quarter century of farm radio serv-
ice, and has brought corresponding re-
wards of both listenership and spon-

sorship to WLS.

WNAX, Yankton, S. B.: Station
Manager Robert R. Tincher reported:
“The WNAX farm service departiment
produces 53 farm programs every
week, accounting for about 15 broad-
cast hours. These programs feature
WNAX farm experts and are. in real-
ity, ‘trade programs,” helping the farn-
er to more productive, more economi-
cal operation.”

Added Tincher: “These shows are
largely sponsored by advertisers with
a product or service used in the busi-
ness of farming or ranching, and we’re

nearly 100% sold out.

“Other WNAX-produced programs
are specifically designed for farm and
rural non-farm audiences. The many
live talent shows and our personality

SO (R Il

Farm radio in the field

With the aid of mobile units, remote
shows, tape and wire recorders, local
farm radio broadcasters are constant-
Iy touring their territory, making on-
the-spot interviews. At right, a qnar-
tet of radio farm directors bring their
mikes directly to the scene of farm
news. Top to bottom: George Shan-
non of New Orleans’” WWL talks to
satisfied eustomer of his sponsor.
U.S.S. American Fence; Barney Ar-
nold of Leunisville’s WIIAS chats with
farmer; Herm Harney of Omaha’s
KFAB interviews seed corn expert;
Merrill Langfit of KMA, Shenan-
doah, lowa, tapes a fricndlv disens-
sion with two of his radio listeners.
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Farm radio and TV

8. Scope of farm radio

presentations are geared to tand com-
iand) a huge rural audience. We re-

ceive amore  than a  quarter-million

picces of WNAN listener mail each
vear. and it's predominantly rural. Our
studies show that rural audiences spent
wore hours each day with their radios
and are more loyal to stations and sta-
tion personalities than the metropoli-
tanr listener,

“Today's farmer is a prospective
customer for almost every product and
service. He responds to the medium
that tailors 1ts programing to his
needs.”

WIBC. Indianapolis, Ind.: |)ix Har-
per. farm service director of this 50
kw. Hoosler-state station. wrote SPON-
sor that WIBC is currently airing a
~olid block of farm-appeal programs
it the early-morning hours of 5:00 to
.00 am. This block includes every-
thing from weather and news to market
reporis.  farm religious
stories, and a farm job exchange

interviews,

service,

There is also a daily noontime farm
newscast. and a weekly (Saturday) re-
view of local erop conditions, food tips.
antd farm market information.

Added Dix Harper:

“WIBC sponsors the statc and na-
tional meehanical corn picking eon-
tests.  This is not only a listener pro-
motion but also serves to mterest farm-
product advertisers in what radio can
do. This year. 102 companies exhib-
ted at onr state and national contests
and 2n estimated 85.000 people came
out to see the event.,”

WIBX, Utica. N. Y.: Cur main farm
broadeast lineup is a two-hour pro-
gram. 5:07 to 7:00 an.” Id Slusar-
czak, WIBN farm director. wrote ro-
centhy. “It begins with a complete New
York State weatler ronnd-up to which
we add national and local news, Then.
a half-hour period ol music with a
few connnents about weather. time. ete.
plus. of course. the commereials.

AL S5 aan we give a local mar-
ket report broadeast direct from the
Cemtral New York Regional Market in
Utica. Thix i< a fruit. vegetable. and
poultry report. plus special  reports
from local Tivestock exchanges. With a
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little more music added. and some com-
mercials again. it brings us close to
6:00 a.m. when we give a road report
from state police and transport com-
panies.

“At 6:00 am. we have a Mystery
Melodvy Time. Get this—at 6:00 a.m.!
Many of our new advertisers find it
hard to Dbelieve you get much of an
impaet at 6:00 a.m.. but we have had
as Ingh as 88 telephone calls trying to
identify our nnvstery melody. Winners
get two tickets to a local theatre. and
two tickets to the most popular square
dance in the area.

“Between 6:035 a.n. and 6:30 a.n.,
we have interviews with farmers, agri-
cultural leaders. ete, At 6:30 aan. we
have 10 minutes of lecal news, fol-
lowed by music. rural social events,
end. bless “"em. more commercials.”

KMMWMJ - KXXX.
Neb., and Colby., Kan.: These two

Grand Istand.
stations operate under the name of
‘Ranch & Farm Radio.” since each
serves an area busily engaged in one
or the other of these pursuits.

Don Searle. president of the two out-
lets. infermed sponsor that the sta-
tions, which are specialists in farm ra-
aio. block-program the early morning
hours (sign-on to 8:30 a.m.) and the
nocn hours (11:30 am. to 1:30 p.m.)
to cover every phase of market infor-
mation. news, crop Cata. livestock news,
and the like.

Proving the point that farmers and
ranchers tune to their favorite farm
outlets for information that will hm-
prove their outdoor husine-ses. KMV -
KNNXN now plen a naw program en-
titled Ranch & Farm Profit Series.
Fifteen programs will be aired in the
sertes. which will feature some 10 care-
fully  chosen authorities in ranching
and farming.  So highly regarded i-
the series by the station. which feels it
will be “one of the most helpful pro-
gram services ever offered a rural audi-
ence.” that regular commercial pro-
grams in the 1:30 1o 2:00 p.m. slot
will be cancelled through 1 March
19573 to air the show.

VWRED., Worthiagton. Ohio: “ A\« the
call letters would imply. WREFD has
devoled its entire broadeast scheduole
to serving farm listeners since the sta-
tion was started in 1947.7 reported J.
D. Bradshaw, manager. Indeed. any
average broadeast day on this central-
Ohio station shows a virtualhy solid

lineup of farm programs. starting with
the General Store show from 06:00 to
7:00 a.m. and continuing right through
to the evening weather and news sum-
maries around 6:00 p.m.

Incidentally. WRFD’s studios them-
selves are in a handsome rural radio
eenter on Route 23. Delaware County.
Situated in the center of a 200-acre
model farm is the only identifying clue
which reveals that the building is a
broadcasting center instead of a pros-
perous farmhouse: the high AM tower.
When WRFED staffers noved into their
new quarters in VMarch 1952, well over
18.000 Ohioans drove out to an open
house at the studios.

KS00. Sioux Falls. S. D.: Sipee
rural listeners. by the station’s esti-
mate. comprise over 70% of its regu-
lar audience, KSOO naturally aims a
great deal of programing toward rural-
ites.  As E. (. "Red” Stanglund. farm
service dhrector. describes it:

“We devote approximately three
hours daily to farm programing, includ-
ing nwsic, markets, weather, news.
and general farm information. The
farm director has direct eontrol over
farm programs, and lends advice with
respect to musie, news content. and so
on. | travel extensivehh through our
listening area in search of program ma-
terial. I also contact agrieuhtural lead-
ers and organizations in order to help
them, on the air. with their aetivities.”

WIBW. Topeha. Kan.: Ay interest-
ing summary of the air philosophy of
a big farm station was given to SPON-
sok by Wes Seyler. WIBW's farm serv-
ice director. He stated:

“Tlere at WIBW. we endeavor to at-
tend every farm function in the area.
if it’s physically possible.  You might
be surprised at some of the affairs to
which we are invite. and it follows
that you ean’t cover them all.

“IFor the past seven or eight ycars
we lave, through the Kansas State -1-11
headquarters. awarded plaques to the
six out:tanding 4-H clubs of Kansas.
These clubs are. of course. picked by
the state headquarters.  The award
parties have taken the form of ban-
quets and the like.  In addition. we
award $700 in scholarships annually to
the colleges of their choice to the out-
standing 1-11 boy and girl.

“These two small  gestures—along
with our regnlar farm programing and
such special events as our ‘Balanced

SPONSOR
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Farming Day,” which drew 10,000 peo-
ple last year—creates a relationship
between WIBW and the farm folkx
and myself bevond amything vou can

. . (Y}
imagine.

Rural Radio Network, MHhaca,
N. Y.: This upstate New York aund
Pennsylvania FM network of 13 sta-
tions (five basic. seven full-time afhli-
ates, plus Cornell U.s radio station)
offers, in addition to the typical news,

1 market reports, and other services of
farm stations, a good deal of high-
brow musical entertainment. Thix
comes mostly from WQXR, New York
City, which feeds the network during
the non-farni-service periods.

It may be a surprise to many big-
city timebuyers, who think that farm
and rural audiences dial only the musi-
cal talents of Roy Acufl and Gene
Autry on their radios, but RRN's lis-
teners like its classical and semn-classi-
cal fare. As many as 1,000 a month
write the network, often calling it an
“oasis in the present desert of radio-
TV entertainment.” RRN. incidental-
ly, was organized by, and is directed

by, 10 leading farm organizations, i b I HOMPSON WOATL 722 -+
fron: the Poultry Council to the Dairy- B i | {\\“3;?\‘“0‘31‘9‘.‘0?53
men’s League. | TR 'S e ¥ KFAB

WMT, Cedar Rapids, Iowa: This
big farm-area station is in the heart of
one of the richest agricultural areas in
the world. WMT figures that two-
thirds of its audience is composed of
rural families, and that the remainder
is directly or indirectly connected with,
or dependent upon. agriculture,

Accordingly. WMT feels "a major

(Please turn to page 50)

s IF LR T

Farm radio entertains

There*s much more to farm radio
1than the airing of weather reports,
markel news, and crop advice. Mosi
farm siations beam entertainment
shows at rmral andiences, typified by
the piclures at right. Top to bottom:
the “Kansas Ronnd-np” show of
WIBW, Topeka; WRFD Women’s
Service Director Mary Lon PPfeiffer
visits Ghio farm women iu their
homes, records interviews for her two
daily women’s appeal shows, “Kitch-
en Kenle”™ and  “Yonr Home™;
Thompson [loliz of KFAB, Omaha,
conducts spelling bee show; Tlank
Thompson stars  on raral-appeal
“Light Crust Donghboys” shew on
24-station hooknp in sonthwest U.S.

29 DECEMBER 1952




ARTHUR GODFREY ecouldn’t appear in the latest ranking
of radio stars—he was busy with another air ecmmitment,
flying helicopters in the Naval Reserve. He regularly
captures 2 or 8, sometimes 4, of Nielsen's top 29 places.

Our Gal Sunday. Vivian Smolen

I Y Phitharmonic Symphony. Dimitri Mt I S tte. Mishel Piastro Stars Over Hollywood: Wiliam Lundigan (Oct. 25 Fun For All: Arlene Francis & Bill Cullen

¥ihp

e —e— R
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Tneatre of Today: Patsy Campbell (Qct. 25)

. i‘k

Ma Perkins. Yirginia Payne

S EE

b

Perry Mason: John Larkin

Young Dr Matone. Sandy Becke:

This Is Nora Drake Joan Tompxins

CBS Radio again delivers 21 of radio’s 29 most popular
programs (even with Godrey off flying in the Naval Reserve.)*

These star attractions give CBS Radio advertisers
the biggest average audiences in network radio

at the lowest cost-per-thousand rate in all advertising.

&
*According to the latest Nielsen Radio Index summary of the biggest nighttime, weekday, and weekend audiences, Oct. [9-25.

THE CBS RADIO NETWORK

Where Your Customers Listen Most

__——-—_‘iﬂ
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One will get you twenty thousand in

'-_‘

ig Aggie Land

WNAX’'s $3.5 Billion Counirypolitan Market

R CLASS A CHAINBREAK on WNAX reaches a potential audience of
20,000 radio howmes for 1. The potential approaches actuality because WNAX
i~ heard 3 to 7 time~ a week in 80" of Big Aggie Laud’s homex,

One of the reasons for such acceptance 1= the Farm Service Dept. It airs 53 pro-
crams every week; itx personnel travel 50,000 miles annually, reporting on all
activities of interest to farn histeners. Ttx Farmstead lmprovement Program caused
“face-lifting™ throughout Big Aggie Land—and earned the approval of just about
ove l'yl)()(l} .

ONE OF THE world’s richest agriculiural areas, Big Aggie Land i~ 267 counties
in Minnesota. the Dakotas, Nebraska and Towa — a million radio families with at
least two things in common: money to =pend ($312
billion anuual retail purchases); and the habit of
listening to WNAX (which averages more than 3
times the share-of-audience of any competing station).

A= a marhet, Big Aggie Land is surpassed only by
metropolitan. NYC and Chicago. One station and
only one—delivers these countrypolitan riches—saolid-
ly. That's WNANX. where you belong for economical
s.olling. For proof. check with our national reps. the

Katz Ageney.

SPONSOR
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146 stations with specialized programing for farmers

Well over 1,000 stations air farm radio and TV programs, but these 146 outlets have farm directors

WSGN,

wko are members of the Nat’l Association of Radio Farm Directors

Birmingham, Ala.

KWTO, Springfield, Mo.

KMBC,

WTAD,

KTFI,

WMRC,

WHO,
WTTH,
WRGB,

WNAX,

KVOO,

Kansas City. Mo.
Onmey, HI.

Twin Falls, Idaho
Greenville, S. (.
Des Moines. lowa
Port Hnron. Mich.
Schenectady, N. Y.
Yanktou, S. D.
Tulsa, Okla.

WOWO, Ft. Wayne, Ind.

WBAP,
KRES,

Fort Worth. Tex.
St. Joseph. Mo.

WHAM, Rochester, N. Y.

WCCO,

Rural Radio Net, lthaca, N.Y.

wWOw,
WIBC,
WSVA,
WKAR,
KLRA,
WSLS,
WIPC,

Minneapolis, Mmn.

Omaha, Neb.
[ndianapolis, Ind.
Iarrisonbnrg, Va.
FEast Lansing, Mich.
Litle Rock, Ark.
Roanoke, Va.

Lake Wales, Fla.

WKOW, Vadison, Wisc.

WGAN,

KCMO,
WPTF,
CFPL,
WSBT,
WEFIL,
KXLY,
KSTP,
KCBQ,
KMMJ,
WGN,
KMA,
KHQ,
WLVA,
KFAB,
KMOX,
WFBM,
WILL,
KDKA,
KXXX,
KDTH,
WBZ,
WLS,

Portland, Me.
Kansas City, Mo.
Raleigh, N. C.
London, Canada
South Bend, Ind.
Philadelplia, Pa.
Spokane, Wash.
St. Panl. Minn.
San Drego, Cal.
Grand Island. Neb.
Chicago, 1ll.
Shenandoah, fowa
Spolane, W ash.
Lynchbnrg, Va.
Lincoln. Neb.

St. Lours, Mo.
Indranapolis, Ind.
Champaign. HI.
Pritsburgh. Pa.
Colby, Kan.
Dubngne. lowa
Boston, lass.

Chicago. HI.
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KPRC, /louston, Tex.
KLZ, Penver, Colo.
KXEL, Waterloo, fowa
WSM, Nashorlle, Tenn.
KVSO, .lrdwmore, Okla.
WWJ  Detrowt. Mich.

WOAI, San Antonio, Tex.
WLV,

Cmemnati, Ohio

NBC, Chicago, 1lI.
KJR, Seattle. Wash.

WIJOB, (fammond, Ind.
KSL, Salt Lake Crty, Utah
KYAK, Yaokima, Wash.
WRFD, Worthmgton, Ohio
WHAS, Louisville, Ky.
WDVA, Danville, Va.
KVOS, Bellingham, Wash.
KSJB, Jawesiown, N. D.
WEOK, Poughkeepsie, N. Y.
KFBK, Sacramento, Cal.
KTRH, louston. Tex.
WKIJG, Ft. Wayae. Iad.
KPIX,
KNX,

San Francisco, Cal.

lollywood, Cal.

WKY, Oklahoma Ciy, Okla.

KNBC, San Francisco, Cal.
KFEQ, 5. Joseph, Mo.
WIBW, Topeka, Kan.
WWL, New Orleans. La.
WIBX, Usica, N. Y.
WGAR, Clevelaad. Ohio
WCMB, Lemoyne, Pa.
KSOO, Sionx Falls. S. D).
WSBA, York. Pa.

KFEL, Denver. Colo.
KPQ, Wenatchee. Wash.
KWKH, Shreveport, La.
WFTM, Maysville. Ky.
KOKX, Keokuk, lowa
WBUT, butler, Pa.

WGY, Schenectady, N. Y.
KWTX, Waco. Tex.
WITN, Jamestoun. N. Y.
WBEN, Buffalo. N. Y.
WWVYA,Wheeling, W. Va.
WHA, ladison, Wise.
WVOT, Wilson, N. C.
KUOM, S:. Paul. Minn.
WMT,

Cedar Raprds. [owa

WBNS, Columbus. Ohio
WHKC, Columbns, Ohio
KERG, FKugene, Ore.
KMMO, Marshall, Ho.
WSAZ, Huntington. W. Va.
CJBQ, Treaton, Ont., Canada
CBC, Trenton, Ont.. Canada
WIOU, Kokowo, Ind.
WCAU, Philadelphia, Pa.
KONO, San Auatonio, Tex.
WIPS, FEraasville, Ind.
WTMJ, Vilwankee, Wisc.
KOA, Denrer, Colo.
WBTM, Danville, Va.
WHIO, Dayton, Ohio

KXOK, S:. Lonis, Vo.

KTBS, Shreveport. La.
WBCM, Bay City, Mich.
WEEI,

Boston, Mass.

KTBB, Tyler, Tex.
WIR,  Detroit, Mich.
WIZ, New York, N. Y.
KGLO, /uson City, lowa
WTIC, Hartford, Conn.
KPOJ, Portland, Ore.
WOI, Ames, lowa
WOR, New York, N .Y.

WMBD, Peoria. 1.

KSOX, Harlingen, Tex.
KROC, Rochester. Mian.
CFRB, 7Toronto. Ont., Canada

WDAY, Fargo, N. D.

KARK, Little Rock, Ark.
WBBM, Chicago, 11l

WHFB, Benton Harbor, Mich.
WKZO, Kalawazoo, Mich.
KORG, Cedar Rapids. towa
WCON, Atlanta. Ga.

WRBC, Jackson, Miss.
WFAA, Dallas, Tex.

KFYO, Lubbock. Tex.
WAV, Albertsville. Ala.
WEWO, Lanriabnreg, N. C.
WABJ, Adrian, Mich.
WSIJS, Winston Salem, N. C.
WCYB, Bristol. Va.

KOTY, Tnlsa. Okla.
KOAC, Corrvallis, Ore.
KFRE, Fresno, Cal.
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32 advertiser and agency
members of the YVARFD

Crowine number of leading sponsors,

azen s assocrations, ete., show high

riree e st ogn farm air derelopments.

Eruece B. Brewer ide..
Vinneapolis, Vinn.

Nutrena Wills.
Minneapolis, Vinn.

Broawn Bros. tdv..
S Lowis. Vo,
Yew idea Farm Equip. Co..
(oldwater, Ohio
Dancer-Fitzgerald-Sample.
Chicago, 1.
Conklin Mann & Son.
New York, N, Y.
A&P Co..
Chicago. 111,

Lederle Laboratories.
KNansas Citv, Vo.

Qual:er Oats Co..
Chicago, 1.

Thiurston Chemiecal Co..
Joplin, Mo.

Mathieson Chemical Co..
Little Rock., Ark.
Swift & Co..
Chicago, 1.
Bert Gittins Adv..
Vilwaulee, Wise.
Garidner Adv..
St Louis, Vo.

Ralston Purina Co..
Sro Lowis, o,

Oscur Wayer & Co.,
Madison, ise.

McKim Ade. Lid..
Toronto, Ont., Canada

Alis-Chalmers Mig. Co..
Vihwoulkee, Fise.

HEA tdr..
Columbia, Vo.

Yaot'l Ass'n of MWarg. Mfrs.,
Wash.. D, (.

Youny & Rubicam Adv.,
New York, V. Y.

Armowr Livestsels Bureau,
Chicago, 111,

Parkk & Pollard Co.,
Bufialo, N, Y.

Ethyl Corp.,
Vew York, V. Y.

Vicelk Chemical Co.,
New York, V. ).

Libby-6wens-Ford Glass Co..
Toleda, Ohio

Enion Carbide & Carbon.
New Yorl, VY,

Galf O Corp.,
Prinshureh, Po

Grocery Vifrs. of Ymericd,
New Yord VY

tmerican Petroleum Co.,
New York, V).

FE. H. Bronn \der.,
(lucago, 1.

Eight farm radio success stories

Building Materials

Smith Dodson Co. started to sponsor
Allan James. pianist and ad b artist,
en his 5:15 (p.m.)y Local program in
Warch 1952, At the end of the first
month, the company had dounbled 1its
business: after the second month, busi-
ness had practically tripled. Smith
Dodson was [orced to cancel the spon-
sorship, since thce company’s [acilities
und manpower weren’t able 10 handle
ony more business. As the sponsor
told the station: “You just sold vour-
selves out of business, gentlemen.”

Prog: 5:15 Local, WRIFD, Columbus, O.

insurance

Indiana Farmers Mutuul Insurance
Co., in January 1952. started to spon-
sor a five-minnte (6:55 to 7:00 aan,)
farm commentary program three times
a week. [eaturing WIBC Farm Editor
Dix Harper. I[n February. having de-
veloped a new theft insurance coverage.,
they announced it on the program.
Within three weeks. they had sold more
than one-hal[ million dollars worth of
this new coverage alone. This at a to-
tal radio cost for the three weeks of
SI55.70 tor $17.3U per program).

Prog: Mutually Speaking, WIBC, Ind’pls.

Feed Supplement

Myzon, Ine., makers of hog and poul-
try feed supplement. started to adver-
tise on a WGN jarm program in Octo-
ber 1950 to introdnce a new product.
The company was then doing a $3,000-
a-month business. Af:er six months of
advertising on WGN only. Myzon was
able to expand to other markets. Now,
slightly more than tio years later, the
business has grown to a $1,000.000
annuval operation. [t has utilized farm
radio almost exclo<rvely, still piiches
its products via farm shows on WGN.

Preg: Farmmm program, WGN, Chicago

Baler Twine

Wilcox Hardware Co. had never
used radio before. As an experiment,
they ran two announcements on a
WABJ] noontime [arm program plug-
ging their twine f[or tying bales. With-
in four hours after the first $5.20 an-
nouncement, they had sold $705 worth:
in three days, their entire stock worth
$1,000 was gone. They aitribute 75¢
of this business to the WABJ plugs. or
£3.000 in sales [from a $10.40 invest-
ment. After this Wilcox bought three
segments a week on the Farm Hour.

Prog: Farm Hour, WABJ, Adrian, Mich.

Gas Installations

Liberty Gas Co. was in financial trou-
ble Lecause of lack of installation for
use of their product. They had used
all methods of advertising except radio.
When they began to nse WSBT—three
one-minute announcements a week be-
tiween 6:00 and 6:30 a.un.  their goal
was to make 150 installations per vear.
At the end of the first radio vear. they
had made over 1,100 installations,
nearly eight times their goal. They are
now doing more business per day than
they formerly did in a whole week.

Prog: Farm News, WSBT, South Bend.

Creamery

Armour Creameries, on their 6:45
to 7:00 a.m. Farm News program, ran
a six-week “Name-the-Cal[” contest to
stimulate traffic in their cream-buying
stations. Despite the fact that the con-
test required considerable effort on the
part of the entrants (each had to go to
the nearest Armounr Luying station to
get an entry blanky, and that it was
pointed directly at dairy farmers (first
prize was a lersey [leifer calf; the
others. dairy equipment). the sponsor
was swamped with 29,535 entries.

Prog: Farm Nerwes, WHAS, Louisville

Flour

Pillsbury Mills sponsors the Jack
Hunt Show Wonday through Fridaey at
11:45 am. on KFAB. To pull attend-
ance for lack linnt's appearance at the
1952 Nebraska State Fair and to es-
tablish identification of Hunt with
Pilsbury  Flour, they promoted the
event on the show for three weeks. Leo
Burnett. the Pillsbury agency, made «
survey among the 100,000 [orr-goers.
Results show 85°¢ knew of leck Hunt
and 55 ¢ correctly identified his spon-
sor. Cost of the show: 8320 per week.

Prog: Jack Hum Shoe, KIFAB, Omaha

P

Home Insulation

Montgomery Ward & Co. retail
store in Denver buys some 23 an-
nowvncements a week on KLZ 1o plug
every type of merchandise they have.
The KLZ pitches pull inquiries and
sales from farms and ranches in Ne-
braska. Wyoming and Colorado. One
item Ward's have been pushing exclu-
srvely on the radio is blown-in home
insulation. According to Ward’s build-
ing materials department. sales on this
item have soared 7005 higher than
last year with the air backing only.

I'roz: Announcements, KLZ, Denver

—
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Id-AMercag

FAVO Rl I E Thousands and thousands of Mid-America
) farm homes welcome these two daily. They’re

. | Jack Jackson, KCMO’s Agricultural Director,

N e I g h O rg and Bruce Davies, Associate Agricultural Direc-
tor. They’re more than welcome because they

bring Mid-America farmers the kind of informa-

tion that makes for profitable farming—Ilocal,

regional and national farm news, trends and inter-

pretations, and daily market reports. Jack

and Bruce handle this assignment with
a that neighborly touch that has helped make
KCMO the most listened to station in

rural and small-town Mid-America!

Kansas City’s Most Powerful

Station for Mid-America

810 on your radio dial
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TRULY THE

VIRGRNEIFICERT SEFRIES

OF TELEVISION DRAMAS EVER PRODUCED!

ADOLPHE
MENJOU

YOUR STAR AND HOST IN

EACH MAGNIFICENT HALF-HOUR DRAMA A VIVID AND REWARDING EXPERIENCE
IN TELEVISION ENTERTAINMENT!

Planned for 3 Full-length
Commercials Plus Opening
and Closing Sponsor
Identification!
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1. FARM MARKET

tContinued from page 29

secid, ~cientific breeding. and use of
antibiotic = and new-ty pe fertilizers. the
farmer i~ not only producing more but
increa=ing the vield per acre and work-
ce=. Result:
more comfort.

more
time. This makes him
a Letter customer than ever.

[+ there moneyv in good farming?
Look at these net average mcome: for
1951 from the Department of Agri-
culture:

money. more

Sheep ranches (Northern
Plains)

Cash grain corn belt farms

Cattle ranchex ¢ Intermountain

520.155
11.529

region) 13.650
llog-beef fattening corn belt

farms 11.189
Winter wheat-grain sorghum

(Southern Plains) 9.538

Spring wheat-corn livestock

{ Northein Plains) 3.540

Average net income per farm
£2.775. which compares favorably with
net of city dweller.

Actually the farmer is a two-in-one
market. Unlike the ¢ity dweller or in-
dustrial worker. he buvs both con-
sumer good: and capital goods. the
latter to produce more food. As a bus-
inessman he is therefore a superb tar-
get for both types of advertising—con-
sumer and agricultural.  Unlike agri-
cultural  advertisers.  the
cood advertisers have yet to take ad-
vantage of this wealthy market in any

consumer

appreciable numbers,

The IPublishers Information Bureau.
for example. lizt= only seven of the
top 20 consumer goods advertisers as
spending more than $200.000 of their
big ad budgets 1o reach farmers
through  farm  publications (19511,
Only tour spent over $500.000: seven.
less than £100.000 or nothing. Farm
radio fizures are unavailable. but are
no doubt lower because of the year-
long habit of con<umer goods advertis.
ers o go imo farm publications if they
approach the farmer at all.

Richer: The farmer is richer today.
THs asscts have risen this year to 109
billion from 1513 billion in 1051,
(Latest Bureau of Agricultural Eco-
nomies estimate. which reached spon-
pres< time: 8172 bilhon for
Of this. £20.0 billion is in the
liquid

SOR - al
1052.)
bank, tn carrency. or in bonds
assels ca-ily available for purchases. if

48

the advertiser is shrewd enough.

By vear-end the farmer will have
orossed 837.6 billion. of which $14.2
billion income
which he can spend on consumer goods.
The gross compares with the $36.7
billion of last vear and is the highest
on record. In 1910 it was $28.9 bil-
lion; in 1939, $10.4 billion; in 1932.
£0.1 billion: in the peak post-World
War I vear of 1919, §17.0 hillion, and
in 1910. 7.3 billion.

Although the farmer’s real e:tale
debt rose again (to £06.3 billion. a rise
for the 10th straight year). it is still
lower than the £06.4 billion of 1942,
Other indebtedness surged to $7.9 bil-
lion, reflecting increases in prices, in-
terest. and other charges.

But the rise in assets more than bal-
ances this. and over-all farm income
has also increased more sharply than
the national average.

represents nel cash

Tighter: However, the farmer is get-
ting harder to sell, for production ex-
penses continue to climb. In 1952, for
cxample. he spent an estimated $23.4
bilhon (against $22.4 billion in 1951)
to produce his crops and livestock. As
a result. his realized net income from
agriculiure  dropped this  year to
811.200 billion from $14.299 billion
last year. If you add non-money in-
come. total investment.
and the like. the farmer’s total net in-
come this vear is estimated at about
the same as last year's 817.0 billion.
which was the second highest such fig-
ure in history (1948’ $18.8 hillion
was the record).

inventories.

The purchasing power of the dollar
has declined in four of the past five
vears.  Prices paid by farmers for
items used in family living in 1952 hii
an all-time high. Conseguently as the
chart on page 28 shows. the buying
power of the farmer's nel income in
1952 was lower than in any of the
previous 10 years except 1050,

Big purchases in recent vears are
another reason farmers may he less
inclined to spend their money in 1933,
The Agriculture Dept. reports. for ex-
ample, that the farmers spent an aver-
age of about $1.37 billion on nmoter
vehicles in the five vears 1947-51. as
against 2376 million in 1939, And
their expenditures for other machin-
ery and equipment averaged $1.64 bil-
lion for the same 1947-51 period, com-
pared with 5318 million in 1030,

With no increase in farmer’s gross
mcome expected next vear and some

further rise in their expenses, farmers’
total realized net income may be re-
duced about 597, according to the Bu-
reau of Agricultural Economics.

This means that the advertiser will
have to make a greater eflort to sell
the farmer.

Summary: Here then are a few facts
in summary to keep in mind regarding
the farmers az a top-quality market
while you're preparing your next ad-
vertising campaign:

1. There are fewer farms and fewer
farmers. but the farms are growing
bigger and the farmers are getting
richer even though they’re eaught in
the same price squeeze as city dwellers.

2. Total agricultural assets have
tripled since 1940 and farm income
has incrcased more than the national
average.

3. Farmers spend niore than half
their budgets on consumer goods, as
against capilal goods like machinery.

4. Better roads bring farmers closer
to the retail market. In many cases
the farmer can get to town as fast as
vou can get downtown.

5. Output is up despite fewer hands.
Reason: greater vields per acre, better
utilization of labor per acre. This
means more buving power.

6. Farmers work 159 less than be-
fore World War 1. This means more
time for recreation, vacations.

7. The farmer elects almost three.
fourths of ail U. S. Senators, well over
half the U. S. Congressmen. and con-
trols 75°¢ of all state legislative hodies.
He is a political force to consider.

8. Farmers are better educated.
Nearly three times as many young
adults have completed high school in
proportion to those 65 and over. This
means a more literate market interest-
of cultural and
well as higher

ed in a wider variety
educational items as
quality entertainment.

9. The farm population, as in the
city, is getting older. Advertising will
have to reflect the interests of the older
group more and more to succeed.

10. Farmers spent $1 Dbillion on
housing in 1949, latest vear available.
At least 547 of farm homes are over
30 vears old. which means the rural
housing market will grow.

11, Electrihication brings a surge
of appliance buving. A UL S, Agri-
culture Dept. suivey of 425 farm op-
erators in the Clay Hills area of Mis-
sissippi in 1950 showed the following:
Within four vears after clectrification,

SPONSOR
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[0 of the farmers had bought refriz-
erators: 357 washing machines; 25
water sy<tems: 119 cook stoves, Fig-
urcs would be higher for wealthier
connnunities. of course.

12. Farm hushands buy 90°¢ as
many garments as city men in a single
vear: larm wives about 83 as many
as city  wives.  Former spend $80
again<t X100 for ¢itv men: farm wives
~pend 800 against 3160 for city wives.
according to the Burcau of Human \u-
trition & Home Feonomics. which made
a survey in Minnesota in the 1948-50
l)()]‘i()(].

3. The long-term outlook is good.
Farmers have the only guaranteed
standard ol hving in the L. S.—guar-
anteed by the Federal Government not
to fall below the 191014 period. With
190 million people predicted lor 1975.
[, S, Agriculture Depl. experts say
productive acres to feed 2 million more
\mericans a yvear are not keeping pace
with this growth.  Result: Farming
must be intensified: five of the present
acres must produce as nch as six.
This means more science. more equip-
ment. more educalion. more money.
The farm market will dwindle in pro-
portion to the rest of the country. but
by it very nature it will always remain

the most vital part. * kK

2. CONSUMER TIPS

tContinued from page 31)

ext [arm-area stations feel that this
kind of specialized approach—which
obviously mean  considerable

extra expense for a sponsor and his

\\()ll](]

ageney ina large-scale consumer spot

campaign  using two xets of com-
mercials for one consumer product is
not l\(‘('(',".\'ill"\. Sl]('l] H l'(,‘a("li()l] came
romr Dick Passage. farn service direc-
tor of KYAK, Yakima. Wash.. a ~ta-
tion in the heart of the rich northwesl
L. S0 fann territory.
SPONSOR:

Passage told

“Generally  speaking. consumer ad-
vertisers who write copy for the gen-
eral public are writing copy for farm-
ers at the =ame time, as larmers” buy-
ing habit~ todayv in our area are very
little  different
dwellers. Some ol the advertisers who

from those ol urban
have sold consuner products on our
[arm shows inclnde a variety store. a
drug store. an anlo insurance agency.
a chain bank. a used car dealer. a new
truck dealer. a home appliance dealer.
and even the Northern DPacifie Rail-
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road. In very [ew caszes has there been
any different copy written for the farm
show than that written for general spol
advertising on our station.”

Another veteran [arm broadcaster
who feels that the specialized approach
i= not a “must” iz Sandy Saunders,
farm director ol WKY and WKY-TV.
Oklahoma City. Saunders feels that
the basic secret of a good approach to
the farmer lies in a question ol time
buving. rather than copy writing.

“The one real difference in city ver-
sus rural hahits may be in early rising
habits.  Vost average folks. whether
living in rural areas. small towns. or in
the city have about the same desires in
life and about the same reactions to
radio messages.  As for copy
slants. for general product advertising
this need not vary too greatly.” he said.

“Treat the Tarm audience more like
the metropolitan audience,” Saunders
further advised. “ax there is less and
less  difference in their daily lives.
Cease to talk to them like to a bunch
ol yokels and address the sales mes-
sages to a [arm audience which today
is at the same level a< the rest of our
especially as it applies to the
effectiveness ol a niass medium like
radio.”

Which is the correct “approach™ lo

sales

=ociely

an advertiser 1o take?

sroxsok editors checked the replies
of nearly 100 farm-area stations for
the answer. as =oon as it became ap-
parent that there were two basic schools
of thought on the subject of approach
In addition. spoxsar checked with sev
eral leading agencies. like Young & Ru-
bicam and J. Walter Thompson. to ob-
tain an industry consensus.

What is probably the salest route for
air advertising to follow was sunmar-
ized neatly by Louige Schultz of sta-
tion KFDK. Sacramento. Cal.. one of
the McClatchy Beeline ontlets.  Mhiss
Schultz’s  suggestion  echoes  that  of
many other stations and admen who
[eel that sponsors are most likely to
=ucceed when they follow a course that
combines the suggestions of the four
stalions appearing abdve,

This was how Miss Schnltz phrased
i":

“The general consmmner-product ad-
vertiser could realize a much greater
return [rom his advertising dolar by
pitching directly to the roral listener.
However. i’s not necessary to reach
out into left field lor an obscure qual-
ity of the produnet which makes it <pe-
cifically suited to the rnral market.

“Simply write the copy  with the
rural listener’s environment and char-
acter in mind. Use language that i<
uniquely his. and avoid the corny ap-
proach.

“We consider the ‘mass’ appeal a
mistake in preparing copy for broad-
cast to the rural audience, which seems
to be highly sensitive to its specialized
interests.  But. this should not be con-
strued as an excuse for flooding the air
with Tobacco Roadisms.  Advertisers
will gain the confidence of the farm
audience by establishing that they are
interested in the farm consumer.”

The right copy coutent: Anothor
hurdle for radio advertisers in selling
consumer products is the question of
what. exactly. should be included in
the copy in the way of copy points.
once the approach has been established,

This decision will be easier for both
advertiser and agencies, most farm sta-
tions feel. if the admen will onlyv keep
in mind the basic economic facts of
farm hfe. That may sound pretty fan-
¢y and a little abstract. but it needn’t
be,

Here's how Erie Lund, the rural
service director of WLVAL Lynchburg.
Va.. explained the process:

“Farmers are actually easier to reach
and sell via radio Fecause:

“t14 Their listening habits are more
specific and they can be reached more
effiviently,

“121 Thev shop less frequently than
the city consumer. but buy in much
larger and more substantial quantity
when they shop.

“(3) Their purchasing ix more de-
liberate and planned, and impulse buy -
ing is much less a lactor in the farm
family .

“Therefore. advertising to the farm-
er on radio receives much more care.
ful and deliberate evaluation and con-
sideration. because the purchase deci-
ston suggested by the advertising may
not be reached for a period of several
davs 1o several months,

“This is one of the reasons why ad-
vertising which gives information such
as (a) quality, (b} price. (¢) con-
struction  details.  (d) perlormance.
and () avatlability is better received
by the farm [amily than the more bla-
tant, blaring. dramatized type of com-
mercial  which is produced  strong
enough to attract the attention of a
subway rider during rush hour. The
farmer is a man vou can reason with
more ellectivel than vou can push.”

SPONSOR
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"|snt radio wonderful

Il

...says Les Cottrill of

E. C. Fuller, of Nutrena Mills home office,
has forwarded the following report from Les Cottrill,

their St. Louis Division Manager:

“Au inquiry to station WLS and our follow-up

of the inquiry bas sold two loads of egg mash crumblized for
7000 pullets and now the man wants to kuow what a
carload of chick starter will cost bint for 10,000 Leghorn

/mllels that will arrive March 13. Isw’t radio wonderful.”

This one inquiry represents the responsive and highly
profitable nature of the WLS market....one 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 years ago.

You, too, will find that sound appcal to the vast WLS
audicnce will get comparable resules for you...will step
up your sales and profits, particularly throughout

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

nation’s most prosperous and progressive people.

Better sce your John Blair man...or contact
us, today...and start enjoying the kind of results

WLS can deliver for you und your products.

b \—

u l INDUSTRY

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK

FRR L
= igERiw
STATION|

CHICAGO 7

REPRESENTED BY JOHN BLAIR '~ & COMPANY
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Gther useful Gips to conswner ad-
vertisers: llere are ~ome other prac-
tical painters in the preparaion and
airir 2 of effective farm radio commer-
claks for consunter produt-:

e liom Chuk Woriester. farm =ery-
ice director of WAL Cedar Rapids.
lowa:

“There are zome notable opportuni-
ties for cffective <lanting of the com-
mercial messaze for the farm listener

recognizing a Lrip to town is a

problem in busy seasons . . . voung-
sters probably take the school bus ...
every farm family raises a garden . ..
to name a few. For really effective use
of these differences. a copy writer who
know- farn life is a must”
e From SRam B. Schmeider. farm di-
rector of KVOO. Tulsa. Okla.. and one
of \merica’s best-known farnt broad-
casters:

“The consumer advertiser must say

‘How best can I reach that farmer
so that he will buy my consumer
goods?” The answer is to study the
nearest radio farm divector. That REFD
i= a person who has a reputation in
his territory of knowing what is best
for the farmer. He ix a personalized
<clling approach that beats anyv other
approach in radio. He is a neighbor
o the farmer. He can do the best job
of reaching into their homes to tell of
the services included in any consumer
product.  And. the consumer advertis-
er can get his best advertizing dollar
return by taking the advice of this
farnt director on how to shape the copy
to the business of selling the farmer
conzumer on how this prodnet will help
make his living better on the farm.”
e Ivom Chuck Miler. farm director
of WIPS, Fvansville. Ind.:

“IFarm families today can and do en-
jov all the advantages of ¢ity life. mod-
ern phimbing, electricity. rapid trans-
portation and communication. plus the
added pleasure of breathing fre-h air
and sunzhine. In a radio commereial
dealing with consumer products. and
anned at farm families. yon can siress
the same points you would want em-
phasized in a message to any other
scement of the population. Do not at-
templ to isolate the Tarm family, be-
case rural dsolation has now  passed
mto lli.\‘lul"\."
¢ [rom Bill Loader. promotion man-
ager of Louisville’s WITAS:

“When preparing farm radio copy
for a con~umer-product  advertiser.
keep 1t concice. Shiort copy s better
than long: the long copy may hecome
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complicated and lose the essential mes-
sage. The copy should take full ad-
vantage of the farmer’s seasonal need-.
noting the periods in which the farmer
prepares hiz Ludget or sells his crops.
And. remember. the farmer does Ins
heavy <hopping on the weekend.”

o From J. D. Bradshaw. manager of
WRED. Worthington, Ohio—a station
that make~ a full-thme specialty of
beaming programs to families in the
rich. agricultural Midwest:

“lots of good. friendly live copy
should be used. Farm stations seleel
announcers that have a friendly and
sincere delivery. This type of man al-
way s sell= more consumer g()nds (lo
farmers) than the glib, big-city an-
nouncer who has lots of polish. If live
copy is used. it gives established per-
~onalities at the station an opportunity
to strengthen the sales message by a
few ad libs of their own.”

o From E. C. “Red™ Stanglund. farm
rervice director of KSOO, Stoux Falls,
s b

“In slanting copy for a farm audi-
ence. it would seem that an informal
approach shonld be nsed. 1t might be
well to avoid such overworked ;words
as “friends.” "vknow.” “sav. neighbors.”
as much as possible. T believe that
farmers appreciale a sincere message
in vreference to “pressarized” salesman-
ship. Mostlv. they want facts.”

e From Don Dean. farm divector of
indepenent station WABJ. Adrian.
Mich.:

“Consumer-product copy aimed at
farmers should be very informal. First
names of local retail or dealer person-
nel ~hould be used reely. Quality mer-
chandise  should  be  stressed above
price. although occasionally special val-
ues could he offered to farm folks only
to cheek response. Farmers—in our
are not concerned

area. al any rate
with the price tag. They’d rather pay
more for quality goods. And. don’t
talk down to the farmer. He probably
has a better education than most an-
“(H“]('(‘I'.\'.‘.

o [From kd Shisarezyk. farn director
of WIBN. Utica. N.Y.:

“Just let o Tarm director know what
the consumer sponsor is hhrting at in
gencral idea form. Then, let the farm
director put it in his own words., Thix
has <old evervthing from bras 1o trae-
tors on our farnr show.”

o IFrom Harry Burke, general mana-
cer of Omaha’s KFAD:

“The average Nebraska farmer lis-

tens to. and enjoys. the same programs
as the city dweller. Of course. he also
is interested in programs dealing spe-
cifically with farm topies. But adver-
tisers of gencral consumer goods that
are used on the farm just like they're
used in the city can be assured of good
rural  product  acceptance with  any
senxible advertising campaign if he
chooses a station with a good farm
audience. If his product has a spe-
cial use on the farm. he should choose
a farm service program and explain
how to use the product.”

e From Jack Timmons, farm direc-
tor of KWKH, Shreveport, La.:

“The modern farm family wants.
and buvs. a great number of general
consumer items. Their needs and de-
sires for such merchandise are just
about the same as that of the city fam-
ily. Any attempt to slant the copy
should be approached with extreme
caution. Don’t oversell!”

e From Jack Jackson, farm director
of Kansas Gity’s KCMO:

“I'm certain that a farm director
can sell general consumer products.
But. I'm equally certain that he can’t
sell every consumer product that comes
along and =uill maintain the listener re-
spect and acceptance which most farm
directors have developed through han-
dling specialized agricultural prod-

ucts,” * X x

3. AGRICULTURAL GOODS

{Continued from page 35)

inconsistencies in commercials.”

e From Bob Child, farm editor,
Rural Radio Network ta 13-station FM
web in upstale New York):

“Advertisers who are trying to reach
the farmer with specific farm items.
such as plows. feed, insecticides, etc..
would do well to keep their copy fac-
tnal. It should definitely not  be
‘whooped-up™ with such adjectives as
‘tremendons’.”

o From Jesze A. Culp, farm agent
o WAVLE and WAV U-FM, Albertsville.
\la., came a good qualifying reason
why advertisers should allow farm di-
rectors considerable freedom in han-
dling commereials for farm products:

“In handling farm industry copy.
the farm director should be the con-
tinuity chief. Some of my accounts
prefer that 1 ad lib their commereials.
We get onr heads together every few
days on the points to be sold, and the

SPONSOR
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Here's the Farm Story
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in Western New York
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WHAM =,

with its clear channel

and 50,000-watt signal is the

outstanding radio station for Western New
York farmers in 23 counties. (BMB).

WHAM

is the only Rochester station that covers
this rich farming area. Qut of 432 meas-
ured quarter-hours per week, Pulse showed
WHAM first in 429, tied for first in two,
and second in one—true marketdominance.

WHAM

is the only Rochester station with a full-
time farm director and special farm pro-
graming.

WHAM

is the easiest, most efficient single medium
you can buy to reach the Western New
York farm market.

The STROMBERG-CARLSON Station
Rochester, N.Y,

llj‘l‘l Basic NBC - 50,000 watts
= i
) P,

W

GEQORGE P. HCLLINGBERY COMPANY, National Representative

clear channe! - 1180 k¢
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cest s up to me, One basic asset ol
larm =ervice radio program sponsor-
~hip i~ that the voice ot a respected
{farm little dhfferent

tous i to connmercials than does that

director adds a

of the ordinary annonneer. Farmers
look on the farm director as an agri-
enltural cxpert. and when he voices a
commiercial. they think of the product
nentioned as having his own personal
endorsement.”

e Nimilar advice was offered by
Tonv Koelker. assistant station
ager of KM AL Shenandoah. Jowa. a
station which has had 27 vears of ex-
perience in beaming progranms to larm-
er< and farm families. Said Koelker:

“The good farm service director oc-

nlar-

cupies a unique position ol influence
in the community. Hhs reputation nmust
be protected and his clients should he
carc fully screened. hecause personahity
elling i~ imohed. \ cood many KMA
client~ give us permission to ad hib
commercialz.  In fact. ha~
had our farm director write copy for
the product he advertises hecause the
copy his advertising agency turned out

one client

didn’t ring trne.”

e Still more veasons why farm di-
rectors shouid have the control of cop
in their farm programs were put forth
by John Chase. farm program director
of WIHEFRB and WHFB-FM. Benton Har-
bor. Mich.:

*The farm director of the individual
farm-appeal station <ants his views to
the feeling of the community. By do-
ing this. he gains the respect of his
listeners. and by giving onlv good fac-
tual information, he is well thought of.
and when he attempts to sell his word
i~ gzood. Let the farm station personnel
write copy  from material
sent them from the advertiser. Each

their own
locality has its own likes and dislikes:
the local writer can tailor his copy to
il this need. And. let the local distrib-
utor and dealer have a sav in the need
of radio advertising and the copy
points that should be made in selling
the item locally.”

e rom Vhin Bauer. director. Tarnn
service department. KPOJ. Portland.
Ore.:

“I feel s very important that copy
for consumer products shonld he writ-
ten tor reswritten) by the Tarny dirvee-
tor who reads it. Generallv. the farm
director will want to ad Iib from the
hasic copy he writes. 10s even more
imiportant. in the case of Tarnt product
advertising. that the Tarm dirvector han-

dle liis omn copy.”
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Gthier fips on RFED shews: [ ad.
dition to letting the RFD have things
pretty: much his way in handling farm
product commercials. stations suggest-
ed a few other basic pointers in using
RED shows.

One of the more pertinent recoms-
mendations came from “Chuek™ 3Vl
ler. farm director of WJPS, Fvansyille.
Ind.. whose Home on the Farm show
farmers in thre~
Reported

i= heard daily by
states at the
Chuck:
“Remember that the farmer today
ix a bunsinessman. a skilled manager as

noon hour.

well a< part-seientist. mechanic. and
plant and animal husbandmen.  The

and theyre the only
ones with money to spend—are mighty

good  farmers

shrewd bove when it comes to buyving
material and supplies to carry on farm-
ing operations,

“In order to scll him the advertiser
must alwavs stress one central theme:
he must show the farmer how to in-
crease his profits.

“If an advertiser can show the farm-
er how to make more money on his
farm by either increasing production
or reducing labor input—the <ale is
made! The commercial message has to
be comvincing. including facts and fig-
ures and genuine farmer testimonials.
Never attempt high pressure selling.
Keep the copy logical and down-to-
earth.  Good farmers today keep up
with the latest developments in agri-
cultural research through the extension
provided by their county
of agriculture.
They have great faith i these agen-

Seryices

agents and  colleges

cies. so never attempt to contradict
them. Thix ix fatal!

“In the case of farm equipnient.
farmers will hold back until a
neighbor has bought aud used a new
piece of farm equipntent or nachinery.,
On-the-farm with  re-
corded on-the-spot interviews are in-

maty

demonstrations

valuable i selling these items,”” con-
cluded WJPS< Chuck Muller.

How RED.¢reated commercials
really sound: Sipee most larm dirvee-
tors put their commercials for farm
products acros< in a sort of homespun.
Will Rogers fashion and seldom com-
mit the word-for-word results to paper.
for sroxsor to track

down a “typical™ farm prodnet com-

it wasn'l easy
mercial.
However. with the cooperation of
Ransas City’s KCMO. here is a tran-
scription of an actual commereial for

Ford Tractors. aired on Jack Jackson's
It {ol-
lowed a brief story by Jackson in which
he discussed a ~Balanced Farm Meet-
ing” he had attended in Platte Citv.
Mo.. the previous night:

Roving Farm Reporter show.

“Getting back to this Platte County
meeting ... and a few words {or our
sponsor. the Ford Tractor Dealers of
this area one of the first fellows
I inet up there last night was a yvoung
telfow by the name of Donald Witt.

“Now. I'd «ay that Donald is around
13 or 14 years old. And, he told me
right off that he was one of my Ford
Tractor fans.

“And Audon Witt, Donald’s father.
explained that Donald had ‘talked him
into’ switching to a Ford Tractor two
Said that he had
made the change in order to please
Donald . . . but that he had become
sold himsel{ since making the change.

“Well ... Donald simply got his Dad
to do what I'd like for vou folks to do.
And that is. he got his Dad to give the
Ford Tractor a try.

“Once we can do that, we're all set.
Because once a fellow sees what
this Ford Tractor and Dearborn Equip-

or three years ago.

ment will do . . . he’s usually sold
from there on.
“Now, I'm sure that Donald and

Mr. Witt are dealing with Finley and
Ralph Ma=on. over there in Platte City.
But folks . .. regardless of where you

live there’s a good, wide-awake
Ford Tractor Dealer there in your

community. And, he’ll be glad to show
you what this Ford-Dearborn combina-
tion will do out there on your place.

“And. once you've seen what it will
do ... and how easily and economical-
Iv it operates ... | think you'll be sold.
just like tens of thousands of others
have been. At least. that’s all I'm sug-
gesting.  Just give the Ford-Dearborn
combination a try, and see how yvou
like it.”

As amy adman who reads the com-
mercial above. and who checks it with
the pointers given previously in this
report, will note. Jack Jackson’s KCMO
conunercial follows all the rules.

Lo It is simple and sincere.

2. It avoids “talking down™ to larnn-
ers.

3. It makes nse of current commru-
nity events.

d. It u=es farmer testimonials,

5. 1 persuades. but doesn’t push.

O. 1t mentions local dealers,

7. 1t carries the recommendation of
the farm director. * ok
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NATION’S
R.F.D.'S
HONOR

RADIO
WOW’S
HANSEN 1

“Bring me men . . . .
with empires in their purpose |

and new eras in their brains . . ..”

Sam Walter Foss

Many honors have come fo Mal Hansen, WOW's alert, young Farm Service Director. His latest
tops them all. It's about the highest honor attainable by a member of his profession!

Mal has been elected president of The National Association of Radio Farm Directors. '
More than 200 of Mal's fellow R. F. Ds chose him as their leader. They chose him because they

recognize him as a great national leader in farm radio.

The NRFD honor proves Mal commands respect of his fellow men—just as he does among the
thousands of farm families who listen daily to his "Farm Service Reporter”, in WOW-Land, "The
Richest Part of God's Great Green World".

Mal's commercial messages command respect, too. His listeners believe him, seek his advice.

Mal personally directs every activity of WOW's Farm Service Department. WOW management i

backs him up with a fine staff, aggressive promotion and merchandising. -

Mal's newest honor—his presidency of the NARFD—means greater prestige, greater values, for

every Radio WOW advertiser. [
[

RADIO STATION

FrRank P. Focarty

JLL WISEMAN ‘[
General Manager I

Sules Manager

OMAHA, NEBRASKA |
590 KC % NBC * 5000 WATTS -

‘ A MERED!TH STATION ° REPRESENTED BY JOHN BLAIR & CO. |
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Ranchers and Farmers

ARE PEOPLE!

In the KMMJ-KXXX area there
are 1299819 ranchers and
farmers...with $1.424 392 000

ranch and farm income dollars
to spend for your products.

COVER THE COUNTRY

BETWEEN OMAHA, KAN-

SAS CITY, WICHITA AND
DENVER with

SOUTH DAKOTA | :

WYO. I

| KANSAS

WICHITA |[RANCH]

RN i
KMMJ - KXXX

Grand lsland, Nebraska
750 KC

RADIO

Colby, Kansas
790 KC

g

FARM
RADIO

NCH

H-R Representatives or
General Sales Office,
Grand Igland

4. FARM RADIO-TV

{Continued from page 39)

responsibility for providing the very
best possible [arm program service,
and a responsibility for agricultural
leadership in the area.” according to
WAIT s Chuek Woreester.

The station’s roots are deep in the
farm community.  WMT covers, and
engages in, every sort of farm event,
from its own national farm field dav
and national clean plowing conltests to
demonstrations of grassland farming.
Its service shows air everything from
the latest weather reports to special
market advice.

KGLO, Mason City, lowa: WTAD,
Quincy. HL.: These two outlets, named
the “Lee Stations” after their presi-
dent, Lee P. Loomis, have had many
years ol successful farm broadeasting.
KGLO went on the air in 1937: WTAD
in 1920. Since then. both have con-
sistently aimed a sizable amount of
their programing at farm listeners,
which has paid off in loval audiences
and successful advertising results.

For example. premium offers on both
stations (not mail orders) have often
pulled returns at a cost-per-inquiry of
12¢ or so. At times. this figure has
dropped as low as 7¢.

Dick Arnold, a veleran farm radio-
man. is the farm service director of
Mason City’s KGLO. He is heard on
such KGLO shows as the early-morn-
ing Farm Reporter and Today's Farm
Story. High listening is also gathered
in the heart of lowa’s farmlands by the
station’s noon-hour Farm and Home
Topics show at 12:45 p.n.,

On Quiney’'s WTAD. which serves
a mixture of rural and urban areas.
Dick Faler is heard as the farm service
director. Some of WTAD’s more popu-

lar farm shows include: Weather and
Farm Reporter at 6:30 a.m., Keller's
Farm Markets at 12:30 p.m. and Co-op
’ Bulletin Board filteen minutes later.
As might be expected, the lee Sta-
tions have attracted many of farmn ra-
~dio’s top advertisers. including such
blue-chip names as: International Har-
vester Co.. Nutrena  Feeds. Phillips
Petrolewn. Wilson & Co.. Staley Feeds.
Chevrolet Trucks. Sunrise Stock Con-
centrates. Mullins 1i-Bred Service Co..
Gmaha Stockyards. Lowe Seed Co..
Hyline Hatcheries. Oyster Shell Prod-
ucts Co., John Deere Implements, “K”
Brand Seeds, Critie Feeds. and Dr.
. LeGears Veterinary Prodncts, % % *
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Farm TV is growing: The words
“farm television” may be a little
strange to advertisers but several of
the nation’s leading TV outlets are al-
ready airing video programs to farm
audiences within range of their video
signals. These stations inchude: WOI-
TV, Ames, lowa: WFMY-TV. Greens-
boro, N. C.; the WLW video stations:
WBNS-TV. Columbus. and WKRC-TV,
Cincinnati. Ohio: KSTP-TV, Minneap-
ohs. Minn.; WOW-TV. Omaha. Neb.:
and Southwestern video outlets like

KOTV, Tulsa, and WKY-TV.

Advertisers, for the most part, are

playing the game of watch-and-wait
when it comes to farm-appeal televi-
sion. Some of the existing farm TV
shows are sponsored by farm-equip-
ment companies, like Ford-Dearborn
and Allis-Chalners.

TV stations. meanwhile, aren’t al-
ways waiting for the day when the
auchiences are there and the advertis-
ing money is rolling in. Many are bus-
ily developing new television tech-
niques for farm broadcasting.

Some important TV re:zecarch clues
which may guide advertisers in the fu-
ture, as farm TV becomes more mmpor-
tant in their plans, were provided by
WKY-TV, Oklahoma City. Earlier this
vear, the station conducted a survey
among farm families within reach of
the station’s TV signal. and discovered
the following highlights:

1. About 85% of the farmers said
they felt that a farm program would he
of value to them. Less than 277 felt
otherwise about a TV farm show.

2. Sunday was picked as the day on
which most farmers prefer to watch
TV (26.59%) but more than half of
them (53%) said they preferred to
watch farm shows at noon. and weren’t
particular about the day in that case.

3. The farmers in WKY-TV's arca
ranked farm shows as their favorite
TV fare. even topping such other TV
types as comedy shows. variety pro-
grams, Western music, and dramatic
television shows.

4. Some 065°¢ of the TV-viewing
farmers rated “market information’ as
the type of information they wanted
most on farm telecasts. followed by
data on current agricultural events
(50% 1, and general farm information
(47%) .

5. As for the length of agricuhtural
TV shows, 439¢ of the farmers voted
for a 15-minute show dailv. About half
that many voted for a half-hour. * * *
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You Can Reach 1000 Farms |
for ONLY 69 CENTS! |

Don Tuttle
5th WGY II
Farm Supervisor |||
¥
t

|
Yes’ that is the finding of one of the present sponsors
on the WGY Farm Paper of the Air who made a study based
on WGY's BMB listening audience.

Through this pioneer farm program, which is now in its
27th year, you have the best possible way to reach a huge
farm audience. In the 53-county WGY arca in upstate eastern
New York and western New England there are:

* 96,550 Farms
* 77,265 Owner-Occupied Farms
Y 219,603 Farm Vehicles

The Farm Paper of the Air is broadcast between 12:30 and
1:00 p.m., Monday through Saturday. The last 15 minutes of
the program are available to participating sponsors. Therc are
only six spots now available in this top-notch farm program.
So don't delay! Contact your Henry I. Christal representative
immediately so you can cultivate this ferrile ficld for sales
through the WGY Farm Paper of the Air!

50,000 Powerful Watts The Capital of the 17th State
Affiliated With NBC The WGY area is so nomed
Studios in Schenectody, N.Y. because its effective buying
intome is exceeded by only

16 states.

A GENERAL ELECTRIC STATION

Represented by Henry . Christal Company: New York ¢ Chicago e San Francisco
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’ MAKER

MASSAGE MACHINE

A oflee AGENCY : Direct

The wnakers of Hermnitage

the pnlling power of WSM-TI

jered o coffee maker for 295 plus tico empty
oo bags. After just five announceumeuls,
orced to withdraw the offer from the

the entire supply of 2000 coffee wmakers was

p F =5.000  plus upped coffee

e {

PROGR AN \anouncements

TV

results

HOUSES

SPONSOR: Niagara Electrie Massage

CAPSULE CASE HISTORY A local Roclester depart-
ment store. UcCurdy & Co.. got together with Niagara
to buy a live one-minute participation on this afternoon
wouten’s shorwe. Anit Rogers. femcee of the show, demon-
strated the massage machine. then gave the phouwe nuwmn-
ber of e store [or viewers who wished a home demon-
stration to call. Light calls came in: six machines were
sold. Sales gross was S957 for « program cost of 200,

WHAN TV, Rochesier

AGENCY : Huichins

PROGRAVE: Ladies Fair

MOVING SERVICE

SPONSOR: AAA Van & Storage Co.
CAPSULE CASE HHSTORY: Primarily to familiarize
the public with their services and firm, the AAA 1an
& Storage Co. bought announcements on Channel 8 Cor-
ral. « Vonday-through-Friday 5:15 to 6:30 p.an. Western
film show. Within five minutes ajter the first 10-second
pitel tcost: about $10) calls began to come in. and the
company gained three immediate wmoving jobs. Though
le originally took the advertising for institutional pur-
poses, the spousor obtained concrete results right away.

AGENCY : Direct

KFAIB. Sau Diego PROGRAM: Channel 8 Corral

BARBECUE SETS

~PONSOR: Workmon Construetion Co,

AGENCY: Todd &

Ascociates
CAPSELE CASE HISTORY : Les Malloy of KGO-TI
runs a feature flm on Thursday nights from 10:30 to
12:00 wmidnight. Participations on Movies With Malloy
cost 3100 each.  Workmon Homes of Saratoga, Cal..
bonght «a schedule of one participation cach week. to
advertise its honses. Directly as a vesult of the show, the
spousor says. the firm has been averaging about $51,000
i honse sales each weel, Within a peciod of tiweo months,

frrme sold 112 homes: 25 were sold on one weeken:l alone,

RGO TN, San Franeisco

PROGRAAL: Maovies With Malloy

SPONSOR: Sears, Roebnek & Co. AGENCY: Laughlin-Wilson-

Baxter & Persons
CAPSULE CASE 1HSTORY: One Sunday night, Sears
devoted a one-minute commercial in its weehly Big Town
series on KPRC-TI 1o a =Tl special”: a barbecue set
consisting of a table and two benches reduced to $19.858.
The next day (Monday) the barbecue set was on sale
Jrom noouw Gl 9:00 pan. only; in that time, Sears sold
247 sets a! the price advertised, plus a good number of
higher-priced sets. In fact. according to the ad agency.
the entive home-furnishings department had a big day.

KPRC. TV, [ouston PROGRAAL: Big Town

S =

i ————

HAIR SPRAY

USED CARS

SPONSOR: 17017 Tad, AGENCY: Direet

CAPSE TR CASE HISTORY @ To mtroduce S()/-S(’[ la
liquid sprav to set and hold the hair in placey in the
New Yorl warket. this company took a 52-weel satura-
tion schedule of one-minute announcements on WOR-T'|
startiug early tn fune 1052, Backed by the T adver-
tising. gelling distribution was easy. Within four weels,
ad beconre a major selling item awong whole-
salers v the area. The sales carve rose sieadily: by
November 19520 Sof-Set was the No. 1 selley ju its field
(i I NoY. retadlers carvving it. The

credit for this suceess.

PROGR AN \nnonncements

SPONSOR: Clark Smith AGENCY : Direet

CAPSULE CASE HISTORY:  This used car dealer took
his mitial TV plunge on KPHO-TV two years ago using
a weelkly hall-hour film series (Strange Adventure), /e
showed three cars on cach show in live commercials. The
respouse cas so Instaintaneous, Smith enlavged his TV
budget tn o [ew weeks. Today Smith sponsors big-name
frlm shows Cineluding Range Rider. Big Town. The Un-
expectedt on KPHO-TV every night except Sunday: on
Saturday. he cuns a 90-minute film feature. Now the

largest used car dealer (n Arizona, he attributes more
fal

than GO ¢ of all sales direetly to KPIHO-TT .

KIPHO TV . Phoenix PROGRAM: Filir shows

- i ———
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LANCASTER, PENNSYLVANIA q

AM | ,
.
TV N years of public service |

e e —————.

4“: WGAL — one of the pioneer stations in the nation —
<7\
F M iﬁi grew rapidly into a community public service bulwark.
K71\
4:% After World War II, FM was added to its facilities. {
X .
2% And, in 1949, WGAL brought the thrill of television !
")3 to its viewers. '
IR |
%& WGAL, in the future as in the past, is pledged to operate
P 1
;}; in the best interests of its listeners and viewers. It is
;’{‘ pledged to present the best in entertainment; bring \1
‘k news and sports as they happen; place public service
TN first and always. ‘]
ﬂk WGAL, one of America’s complete broadcasting serv- I]'[
<
“» ices, will keep faith with its thirty years’ heritage. ,:]
0
N\ i A Steinman Station )"

/ bk{ \\ Clair McCollough, Pres. |

/ ‘é‘k“ A\ \\ Represented by b
VS N . .
o\ . ROBERT MEEKER, Associates |

/ W \
/ Y New York Chicago San Francisco Los Angeles.

1
dnklr

29 DECEMBER 1952 59




The

picked panel
answers

Mr. Carrel

Minute participa-
tions i popular.
well-rated  pro-
grams. more of-
ten prove mosl
effective and eco-
nomical. Proxim-

ity of the an-
' nouncentent  and
the time for ac-
tion by the hsten-
er should he as
close ax possible; therefore. the momn-
mg hours. especially in metropolitan
areas such as New York City. have
usually proved best. However. don't
forget the ladies; they account for
considerable banking and some of the
late. morning shows are excellent for
catching them.

Mr. Pearson

Let the performers who deliver vour
message ou the air make a personal
tour through vour various banking de-
partments for first-hand  information
about the fundamemals of your serv-
ices. Then. let them translate your
copy mto their own words,  This in-
spires them to sell your copy to the lis-
teners instead of merely reciting i,

Confine cach commercial to a <ingle
service, timed to correspond to the sea-
son ol greatest demand. For example.
lome modernization and anto loans.
pushed tn the spring when demand is
« checking, <avings accounts,
and safe deposit boxes for vear-"round

appeal. Do pread vour effort too
thim o cover too many
. b e

and be human in
60

o o o0

What technigques have you found to be most effec-
tive in selling bank services on the air?

Granville S.

vour approach by talking everyday
language to histeners on their own lev-
el. Don’t tell them how friendly you
are—prove it by your sincerity and
willingness to be of service.

Tie in your radio campaign with
your other promotions. On special oc-
casions. bring vour radio talent to the
bank and invite the public in to meet
them. Use program display material
in your lobby and window.

Finally. measure yvour radio results.
not in terms of 13 weeks, but instead.
m terms of annual cyeles. After vou
have selected good programs “stay
put” for the longer you continue, the
greater vour dividends.

CHARLES S. PEARsON
President

Pearson Advertising
New York

Union Dime Sav-
mgs  Bank has
sponsored  the
T:00 am. news
on WOR three
davs a week since
May 1919, Radin
was an untried
fiecld for us and
to test the effec-

Mr. Lewis tiveness  of the
program we have
offered to send free of eharge bank
waterial of one sort or another  dime
savers, gqnarter savers. budget and oth-
er booklets. and our map of the New
York subwavs. Each time an offer is
made, many requests for the material
are received in person and by mail.

By far the most popular piece of-
fered i the subway map. which. inei-
dentally. we first started 1o distribute
at the tmne of the opening of the Sixth

Assistant Vice President and
Manager of Advertising Dept.

The National City Bank

New York

Carrel

Avenue subway. Whenever it is fea-
tured in the seript. the requests come
in by the hundreds: not only from New
Yorkers—but also from out-of-towners.

Our map scripts point out how easy
it is to get to Union Dime by subway
from anywhere in the city. And in
many of the others we stress the con-
venience of banking by mail, as well
as the advantages of having ready cash
in a savings aceount. As a result, many
people come into the bank to open ac-
counts: also many accounts are opened
by mail—both by people living in the
metropolitan area and by others who
neither live nor work in New York.

It is interesting to note that when-
ever special services are mentioned—
as. for instance. savings bank money
orders or foreign drafts—we find a
marked increase in sales in those de-
partments,

J. WiLBUR LEwis
President

Union Dime Savings Bank
New York

Since no Ameri-
can bank is na-
tionwide. banks
cannot  effective-
ly spend the mon-
ey it takes to pay
for expensive nelt-
work shows. But
network shows
sometimes are

sponsored, local-
Iy and profitably,
by banks i differerent cities. Town
Weeting of the Air is an exaniple.
Banks do build their own local pro-
erams that often get good ratings. In-

Mr. Madden

eenuity. brains, and originality must
be used if they are to be effective—

SPONSOR



and not cost too much. Citizens Na-
tional Trust and Savings Bank., Los
Angeles. got a 28.0 rating with Liber-
ace. a popular pianist, on television.
More to the point, they sold 1,000 sav-
ings accounts in 30 days, each opened
with 810 or more, by offering Libcrace
records, specially imprinted.  The
Northern Trust Company, Chicago.
musical Northerners program is a ra-
dio pioneer with an original program.
National Shawmut of Boston is a pio-
neer on television. The Bowery Sav-
ings Bank, New York City, has tested
a syndicated half-hour television show
Crusade in Furope.

Bank sponsors usually test with a
booklet offer (since they can’t give
away samples of their product). How-
ever, the Second National Bank, Wash-
ington. D. C.. did give away 880 to
the 80th customer cntering each office
on the occasion of its 80th anniversary.

Hundreds, thousands of banks find
radio or television spots, or sponsor-
ships of inexpensive syndicated spots
or programs (recorded. for radio: on
film for television) effective in selling
“mass” bank services. such as savings.
personal loans, and personal checking
accounts. Local news and sports pro-
grams are also popular.

JouN C. MaDDEN
President

Edwin Bird Wilson, Inc.
New York

s Broadcast adver-
il tising by com-
mercial banks
falls into two cat-
egories. The first
is  selling the
“mass”  services,
such as personal
loans, special
checking, and
Mr. Rooney compound inter-
est accounts. The

second phase is selling the bank from
an institutional standpoint to identify
it as a community service organization.

To carry out the first mission. spot
radio and TV are ideal. This includes
station breaks, participations. and news
broadcasts. Commercials should have
a definite punch to them and exploit
competitive advantages if possible.

Institutional advertising needs pro-
graming to give it weight. Classical
music. forums, sponsorship of local

( Please turn to page 806)
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HERE'S A PLANT THAT
GROWS ALL YEAR 'ROUND

IN NEW ORLEANS'!

e Way down yonder in the land

of cotton . . . merchandising
is not forgotten! With a sales
climate that is favorable the
whole year ‘round, WDSU
has developed a merchandis-
ing plan-t that covers our
“Billion Dollar New Orleans
Market”.

e The formula for the healthy

growth of our merchandising
plan-t is no secret . . . it is a
matter of year ‘round atten-
tion. WDSU’s merchandising
knows no season! Week in,
week out, our well-coordinat-
ed merchandising is working
for our sponsors.

e Briefly, our plan-t includes:

NEWSLETTERS

ON-THE-AIR
ANNOUNCEMENTS

NEWSPAPER ADS

JUMBO POST CARDS
FRONT PAGE HIGHLIGHTS
DEALER CALLS

PUBLICITY

and a 1953 addition
OUTDOOR SPECTACULAR

®* Why not let us put our mer-

chandising plan-t to work for
you?

® Phone, write or wire your

JOHN BLAIR Man!

B

e



by Bob Foreman

Allhnngh the mautle of seer is
~ure to hang loosely on my =houl-
der<. T think the time of vear ix
such that a look ahead i appro-
priate. Bnt 1o do zo. perhaps we
should  first count our  present
achievements., if anv. before mov-
Mg nto tomorrow.

The erities notwith=tanding. I'd
=ay that televizion programing over
the past vear has improved tre-
mendously. To the roster lune
been added manyv new programs
of the =itnation =pecies and while
none has revolutionized the medi-
um nor even perhaps broken new
ground. the general caliber  of
these i~ higher than the program:
which they replaced.  Certainly
their  andience  appeal will  he
greater— that we know from radio

aud after alll this s an impor-
tant eriterion in a mediom intead-
ed as mass entertahnnent ax well
as a sales-vehiele,

Oun the other =ide of the pro-

graming ledger. the industry cer-
tainly can point with pride to Om-
nibus, the CBS Ford Foundation
effort that has utilized other-than-
advertiser mouney to reach for goals
the salesminded =eldom dare at-
tempt. Uneven as it has been and
t= bound to be, Omnibus has he-
vond a doubt demonstrated how
the monster we have by the horus
can be tamed and even put through
~ome defuitely aesthetie paces.
Leaving the realm of art and
~alesmanship and turning to Tele-
vizion-the-Reporter. the past year
has unfolded some new chapters
worthy of perusal. Riding elosely
Eehind  the  Kefauver tavestiga-
tions  which  demoustrated  the
probing eye of the new medium
and demonstrated the nnvehearsed
cloquence possible i it. we came
even favther in 1952, We =aw the
first political couventions ever to
Ee televiced and a good part of
our country was able 10 witness

PABST DRESSES UP ITS WELL-KNOWN THEME WITH IMAGINATIVE CARTOONING

o & -

the rather startling, very puerile.
and extremely exciting shenani-
gans it takes for two major parties
to decide upon Presidential candi-
dates.

Only a few wmonths: later, we
weat to the polls. elimaxing a cam-
paigu that set new television ree-
ords once again—new in the sums
spent as well as in the techniques
uzed to present politicos 1o the
public. It i~ quite disconcerting
(1o my knowledge) that no impor-
tant re~earch organization had the
foresight to make a compreheusive
survev 21 hours after the eleetion
was overand thus determine which
TV-techmques as well as whieh
campaign appeals served to win
voters, especially those who went
up to the wire undecided. Knowl-
edge of this order. of course,
would be worth millions of dollars
to the candidate of tomorrow.

What about 19337 We il
will be badgered by the two major
problems of 1952-—high cost and
no time.  Until these factors can
be licked or at least alleviated,
the mediom will achieve only a
fractional part of what it destiny
is certain to he. More film shows
are in the laboratories than ever
before and their prices. it’s cin-
couraging lo note, are not «till
chimbine. On the other hand, these
prices have not descended. Spot
time is opening up slowly. ABC's
merger will help to ereate wew
network availabilities.  New  sta-
tots will be making some new
sloi= available. Still the SRO ~igns
arc very prevalent at NBC and
CBS while the cost-picture con-
tinues to Fe such that more and
more advertizers are programing
oun alterate weeks or beconing
participanis in the lengthy. high-
priced epics.

Davtime is =till in a state of
flux. Rating~ have slipped — on
the other haud, the early morning
Garrowav opus after a shaky start
proved the =oundne:s of the time.
program. and concept by reaching
good-sized audiences and rvacking
np ~ome exeeptional sales-re<oles
[or a varied number and tvpe of
.\P()”\"()r.‘.
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“Douglas Fairbanks, Jr. Presents

NBC opens a new era for local advertisers. ..

fine television drame

at a

No more must local and regional adver-
tisers settle for less than the very finest
TV drama to showcase their products.
For now NBC presents 39 half-hour film
programs that measure up to the best
ever offered by network television, Holly-
wood, or the Broadway stage.

“Douglas Fairbanks Presents” is filined
on location in the great capitals of Amer-
ica and Europe. It stars the top talent of
two continents in a variety of original
and classic stories . . . it runs the gamut

(Your Brand Name) Theater’’

of suspense, high comedy and deep drama
. and its host, director and occasional
star is Douglas Fairbanks, Jr., himself.

“Douglas Fairbanks Presents” is a pro-
gram for local advertisers to use with
pride, and success—similar network TV
drama rates consistently in the 30’s and
40’s. Best of all, it’s a fine dramatic
program at a practical price.

For further information on this new film
scries. and other NBC Quality Films,
write. call. or wire:

NBC film programs

30 Rockefeller Plaza, New York 20, N. Y. « Offices in: New York, Chicago, Los Angeles

a service of America’s No. 1 Network




These machines priat the picture
portion of the film by step method —
original and prinl stock both «ta.
tionary and held in intimate contact
during exposure for each frame.
Machines are automatically preset
by the Control Strip. Color halance
can be changed from ~cene o seene,
or fades and lap dissolves added.
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THE EXCELLENCE OF
YOUR PRODUCTION NEEDS

Perfect
Precision
Prints

CUSTOM-PROCESSED
AUTOMATICALLY'!

YOUR ASSURANCE OF
BETTER 16~ PRINTS

15 Years Research and Spe-
cialization in every phase of
16mm processing, visual and
aural. So organized and equip-
ped that all Precision jobs are
of the highest quality.

Individual Attention is given
each film, each reel, each scene,
each frame — through every
phase of the complex business of
processing — assuring vou of the
very hesl results,

Our Advanced Methods and
our constant checking and adop-
tion of up-to-the-minute 1ech-
nigues, plus new engineering
principles and special machinery

Precision Film Laboratories — a di-
viston of J. A, Maurer, Inc., has 11
years of spectalization in the 16mm
Sreld, consistently meets the latest de-
mands for higher quality and speed.

enable us to offer service un-
equalled anywhere!

Newest Facilities in the 16mm
field are available to cusiomers
of Precision, including the most
modern applications of elec-
tronics, chemistry, physies, optics,
sensitomelry and densitomeltry-
including exclusive Maurer-
designed equipment—your guar-
antee that only the best is yours
at Precision!

PREGISION

FILM LABORATORIES, INC.
21 Wast 44th 5t.,
MNew York 19, N.Y.

JU 2-3970

Ahead les, I'm =ure, competi-
tion for NBC on this early morn-
ing effort whether on local or net-
work level and also more pro-
graming aflter midnight.

The syndication of quality film.

market by market, at less than a

king’s ransom iz (I sincerely
hope) just over the horizon. The
financing of these eflorts, a trying

process which makes showmen of

bankers and hankers of showmen,
i= the final barrier that ix being
breached. So all i alk the future.
I'd <av. iz rocky but not barren.
pitted with difheulties but with a
rich lode in sight. Inevitably, it
will Tead us forward for the sim-
ple reason that no other medium

~ever had <o much to offer.

. N s, }

commercial reviews

C ey N .
L20

ROEN g

TELEVISION
SPONSOR ! Pabst Blue Ribbon Beer
AGENCY: Warwick & Legler

CBS Fights
Five Star Productions

PROGIAM |
PRODUCIR:

The Pabst brewers have perhaps one of
the best theme lines in advertising, and
[ think television itself as well as their
use of the medium is at least partially re-
sponsible for this fact. “Finest beer served

anywhere” is the group of words to which

[ refer and those of you who watch the
fights know how effectively this theme is
posited in the Pabst commercials. But
over and above this, there are other very
memorable advertising techniques em-
ployed by Pabst. For example, the catchy
phrase, “What’ll you have?” has grown
from an idiom to become Pabst property.

But Pabst doesn’t stop here either.
They’ve designed their own special glass
for the product and, from what I've
heard, the viewing of this oddly shaped
goblet on television has resulted in more
than $50,000 worth of the goblets being
sold by a New York City store; an ex-
ample of what visualization-in-motion can
do to sell even a by-product. All in all they
do an admirable copy job, using to the
fullest the medium which they employ so
heavily. It’s very difficult to be different in
beer copy and Pabst has achieved this.
Their cominercials are replete with gim-
micks but each is relevant. Hence 1 dare-

say that results are inost gratifying. * * *

SPONSOR




a puppet? on radio?

This, friend, 1s no run-of-the-sawmill puppet. This is Howdy Doody, second
niost popular mythical character m the kids” world.? And he happens to have
fifteen minutes ol network radio time every Saturday. 9:15 to 9:30 anr, in
which to sell your product to tiny and moderately large urchins.2

You sce, Howdy's show starts at 8:30 and lasts an hour, but the first hall
is available for co-op sale, and the 9:00 to 9:15 spot is very happily occupied
by International Shoe Corporation.3 As a result, you can buy a network in
the last or highly desirable segment.

With International Shoe and the co-op sponsors contributing, your talent
cost 1s pared down to a slender bone. As for your time cost—the choice of
markets will be left up to you and your budget. There is one restriction
though; you can’t have Canada. Sorry, 1t’s all sold out.4

Witht the full network you can expect to reach 114 nnllion homes con-
taining over 214 million moppets.3 And surely we don’t have to point out the
merchandising opportunities inherent in Howdy's lovable white pine frame.

If you want to talk turkey to tots. Howdy Doody 1s your mannikin. Ask
any 7-year-old.é

1. The fust, we're atraid, is Santa Claus.

2. 9:15 am. Saturday may scem like the middle ot the night to you,
but the Kids have been up for hours.

3. Theyre probably selling shoes Tike crazy, but they won't tell us.

4, Ogilvie Flour Mills; Kratt Foods, Ltd.. St. Lawrence Starch Co., Lud.

5. Estimated Nielsen National Ratings (Junuary-June, 1953) .

6. It he can’t give vou complete details, call us.

National Broadcasting Company

a service of Radio Corporation ol .\merica




TV statious nse movie-honse technignes 1o show filins

At least two TV stations  WLW.T.
Cincinnati. and WPIN, New York—
are taking some cues divecthy from
moivic exhibitors in their manner of
feature-length

]H'(‘N'lllill;{ novies  on

\i(l(‘().

On 13 December. WEW.T inaugu-
rated it Conntnuous Show program
twhich also runs on sister stations
WEW-D. Davion. and WLW-C. Colum-

bu=1. This plan calls for the screening

ol the <ame movie three times during a
fonr-hour perviod (Saturdav. 12 noon
to 1:00 pat.
tore inat av time without missing

enabling a vicewer to

iTEu

WPIX runs the same movie five times a week

any pait of the program. The films are
largely  miystery and  adventure  and
there is a “short subject™  a news pro-
aram between the showings.

WEWST has sold ont all participa-
tons on the Cowtinuous Show; Viami
Crosley Disribntors sponsors the en-
tire fonr-honr period cach Saturday on
WEN-Ds only WLW-C still has partic-
spattons available on the progran,

The W PN tnmovation takes the form
of a hive-times-a-week movie feature in
which the same il runs for Hive week-

day mghts (7:30 1o 9:00 panr Fach
s .. .
rim commences . Wednesday,  goes

throngh the nest Taesdav. Called Firse
Show . it was lannched 17 Septeniber.
presents fnlldength filnis seen for the
fst time an TN i New Yaork Cin,
The First Show program has rached
pp ratings to warm the hearts of i<
station and sponsors. For example.
during the fivst week of December, the
New Yok Polse enmulative rating on

66

the show for five dayvs ton an undupli-
cated-audience basis) was 30.1.

A dong List of participating sponsors
sell tand have sold) their wares on or
next to the First Show. These include
Dunhill Cigarettes, Seeman Brothers
( White Rose tea and coffee ), Bisceglia
Brothers Wine Corp., Piels Beer, and
the Tea Council. * ok ok

Here radio stations
stay on all night

Newly initiated “round-the-clock ra-
dio operations are bustin® out all over.
Three stations among the many which
have recently (1 December) added all-
night schedules with a view to expand-
ing their listening audience and spon-
sor-hst are KROW. Oakland. Cal..
WOL. Washington, D. C., and KNX.
Los Angeles.

All three are slotting  personality
d.js—those time-tested nmighttime per-

ennials during  the wee hours.
KROW’s  midnight-to-6:00-a.m,  seg-

menl. featuring D.J. Pat Henry. is spon-
sored by the Arthur Murray  danee
studios. which bankroll the entive six-

s

hour period. This is “the largest block
time sale in local broadeasting his-
tory.” according to Don Arlett. KROW

promotion dircetor.

The Les Sand Show fills the 1:00
1o 0:00 aam. hours at WOL with pop
and standard music. news. and inter-
views with “name™ artists appearing
al arca theatres and nightclubs. KNNs
new  music-news-hanter session. from
F:00 to 5:25 a.m.. has Bill Ballance as
Lost: first sponsgor to purchase time on
the show was Firestone Stores (through
the Trwin Co.. Lo AL,

Vlavbe these stations have taken a
tip from \. C. Nielsen, president of the
vescarch finn that bears his nanwe. e
<tated recentls : “Whether 10s the swing
shift. insomnia. or just staving up late
that’s vesponsible. the all-night audi-
ence can be considered a sizable poten-
tial for the bovers of time.” R

KITE gets ad space on
antos—free of charge

KITE, San Antonio. recently seeured
advertising space on the bumpers of
thousands of Jan Antonio automobiles
[ree of charge—and. at the same time,
pleased a client and the client’s cus-
tomers.

The station liked the idea of adver-
tising itself via stick-on bumper strips
for automobiles. But it faced the prob-
lem of how to get such bumper signs
placed on the cars.

The silk screen printing firm. Gra-
ham Process Displays. that does work
for KITE. came up with a solution. Tt
senl someone to all of the high schools
in the San Antonio area. obtained the
names of the football teams and the
school colors of each. Then it printed
up the stick-on bumper signs in the
colors of the various schools, each
“Rootin™ for tschool team
name). Station KITE.”

To distribute the signs. KITE gave
them to one of the station’s sponsors.
Sommers. in

saving:

Sommers Drug Stoves.
turn. gave them to their customers.
The high school students, delighted
with an opportunity to advertise their
own school tcam. were happy to stick
the signs on the family car.

Result: KITE secured ad space that
could not have been purchased at any
Sommers  and

price. while sponsor
Sommers” customers were pleased as
Punch. * ok k

Sponsors come “‘alive’ as
personalities on WNAB

To make the station’s sponsors come
“alive”™ for the public—as well as to
promote radio as a good advertising
buy  WNAB. Bridgeport. Conn.. has
inaugurated a new series of programs

“starring” Hs sponsors.

The series. heard Mondav through
Friday at 12:00 noon. siresses the im-
portance of the sponsor as “the man
who makes your radio programs possi.
ble.”™ Fach program features a “Spon-
sor of the Nav.” Thi~ consists of a five-
minote interview by the annomncer,
Bill Edwardson, with one of WNAB's
sponsors. a different one cach day. For
the interviews. Edwardson goes divect-
I\ to the place of business of the spon-
sor and ecomverses with a key man
about the product heing advertized. the
part that executive plays. what radio
has done for them.

Fach program also highlights radio’s

SPONSOR
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growth throughout the years and ad-
vances the theme: “Radio reaches more
people more often than any other me-
dium—at less money.”

According to Ray Colonari, WNAB
connuercial manager, this program has
created considerable interest in radio
as an ad medium. Since the show has
been on, he reports, “People who have
been dead set against radio advertising
are now calling us up about a possible
schedule for them.” * ok ok

Briefly ...

The Storer Broadcasting Co. recent-
hy ran a contest for eniployees of their
11 stations to get a name for the new
company publication {first issue. No-
vember). The winning name, selected

Judges chose Storer organ nome over lunch

from the total of 151 suggested. was
The Storer Story; for this. Mildred
Cogley, a secretary at \WWVA. Wheel-
ing, W. Va., won first prize {(an ASR
Florentine desk lighter). Second prize
(pen and pencil set) went to Jim Whit-
aker, WWVA news and farm director,
for his Storer-Scope. Contest judges
were Frank Burke, editor of Radio
Daily ; Bruce Robertson, senior associ-
ate editor of Broadcasting; Fred Ku-
gel. publisher of Television Magazine;
Norman Glenn, publisher of sponsor.
They voted at lunch in Al Schacht’s in
New York (photo, L to r.): Arthur C.
Schofield, editor of the new publica-
tion, Norman Glenn, Frank Burke, Al
Schacht, Fred Kugel. (Bruce Robert-
son, unable to attend the luncheon, vot-
ed later in the day).

* * *

In an effort to woo audience away
from Dave Garroway and stir up new
interest in their a.m. programing.
WTAM. Cleveland. has launched an
all-live talent show from 7:00 to 9:00
a.m. dailv. This departure from the
standard morning stand-by—the rec-
ord-spinning d.j.—takes the form of a
wusical variety show complete with a

( Please turn to page 67)
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Classification:

Automotive
Advertiser:

Nobhody
Target:

Nobody

Ammunition:

None
Duration:

None
Objectives:

None

Results:

The ad man at Rapids Chevrolet
told our salesman he didn’t

have the nerve to

advertise a service =pecial

on WMT.

Reason: The last time they

tried it they got more calls

than could be handled.

Admission:

WMT doesn’t do quite so well
by its other advertisers.
Good thing, too . . . otherwise
we'd be out of husiness.

Submitted by:
WMT, Cedar Rapids, Iowa.
600 ke, 5,000 watts.

Basic CBS Network.
National reps. The Katz Agency.




WANT FULL
COVERAGE

TELEVISION

AN %th its new tower

_ 1914 feet above sea

level WHEN blankets

See your nearest
KATZ AGENCY
for time on Central New York's
most looked at TV station.

CBS e ABC e DUMONT

S

WY

TELEVISION
SYRACUSE,

A MEREDITH STATION
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Leo Burnett

en rofile
agency p f President

Leo Burnett Co., Inc., Chicago

Leo Burnett opened his own agency 5 August 1935 in Chicago’s
London Guarantee Building with seven employees. three accounts
worth $900.000, and a wooden bowl of red apples.

The apples stood for hospitality.

Skeptics said Leo would soon be selling them in LaSalle Street.

Instead, 17 years later, he has 425 employees, 25 accounts worth
$37 million a year, offices in Chicago, New York, Hollywood, and
Toronto, and more radio and TV network shows weekly (064, in-
cluding simulcasts) than any other agency outside New York. And
he still displays the bowl of apple=.

How did it all come about?

Three factors stand out in a study of Leo’s career:

1. He helped make Chicago an advertising center in its own right
instead of a way-station to New York.

2. He disregarded popular techniques—gimmicks—and concen-
trated on putting a “thought-force” into each ad or commercial
“a central idea that offers an advantage to the reader in an interest-
ing and plausible manner.”

3. He concentrated on air media so that today half his billings
are in broadcasting. Some major accounts using radio. TV: Kellogg.
Pillsbury Mills. Green Giant, Brown Shoe. Mars, Pure Oil. Toni.

Leo is a modest. soft-spoken man given to extraordinary courtesy.
such as taking time out while rushing to catch a plane in order to
phone a reporter (sPoNsoR’s) and apologize for not being able to
cooperate more fully in a project. Maybe it’s because he used to be
a reporter himsell. Born in St. John's, Mich., he worked his way
through the U. of Michigan (1911}, reported for the Peoria Journal,
cdited a house magazine for Cadillac. then hecame its advertising
manager. After a World War T Navy stint, he began his agency
career with Homer McKee Co.. Indianapolis, in 1923: was in charge
of creative work with Erwin, Wasev & Co.. Chicago. when he de-
cided to set up shop for himsell.

Neither of Leo™s sons is in advertising. Peler is a petroleum engi-
neer and Joseph is an architect. Phoebe. his daughter, is in college.

Leo’s motto i~ “reaching for the stars,” derived from Browning’s
“Al, but a man’s reach should exceed his grasp, or what’s a heaven
for?” Says Leo: "I you're "reaching for the stars.” you can’t pos-
=ibly be caught sitting on your status quo. It is suspected that status
quo sitting is the prime cause of ‘advertising arthritis™.” * k&

SPONSOR
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Independent
Retail Grocers

in B&!Iimore say:

WFBR’s

the station for us!

Every year since 1936, the
powerful Independent Retail
Grocers Association of Balti-
more has turned to Baltimore’s
promotion-minded, know-
how station, WFBR, to make
sure their Annual Food Show,
held at the Fifth Regiment
Armory in Baltimore, goes
over with a bang.

Every year WFBR has thrown
the full weight of its promotion,
programming, merchandising
and production departments
behind this great food event.

The result? Every year, bigger
crowds, more exhibitors, better
displays—and firmer loyalties,
friendship and cooperation be-
tween the 2765 members of the
Independent Retail Grocers
Association and WFBR.

For real showmanship, solid
merchandising and active,
day-in, day-out promotion, ask
your John Blair man or write,
wire or phone. ..

ABC BASIC NETWORK

5000 WATTS IN BALTIMORE, MD.

70
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What's New in Research?

Comparvison of TV program types show boxing

countinues to lose viewing popularvity

NOVEMBER 1952 NOVEMBER 195}

PROGRAM TYPE RANK AV, RATING RANK AV. RATING
Comedy Variety | 31.0 2 20.3
Talent Shows 2 21.8 7 14.3
Boxing . 19.6 1 22.0
Drama, Mysteries % 19.2 3 15.7
Comedy Situation 3 17.: 6 14.9
Football 6 15.8 % | 17.:
Westerns r 13.5 d 17.6
Music 38 12.9 12 11.1
Musical Variety 9 12.8 38 12.5
Sports News 10 11.0 | 159 9.8

No. Quarter-Hours: 6383 No. Quarter-Hours: (]

SOURCE: Multi-Market TelePulse

Comment: Boxing started losing ground as the most popular type
of TV [are early this year, dropping to third place this [all. The program
Jorm that has made the greatest strides in viewer [avor during the past
vear. according to the above TelePulse findings is talent competition.
Two other types that the comparison breakdown shows wmoving ahead
are drama mysteries as well as popular comedy situation programs.

CBS veporvts vadio listening went up 179,

in TV howes in 18 TV cities duving past year

CBS" second edition of Radio in T\ -land makes two salient points: (1)
Lvening radio listening audiences increased in TV lhomes of the top 18
Tl cities between October 1951 and October 19525 (2) the greatest
increase in such homes came in New York. the eity that has had the
most Tl sets the longest time. Singling out New York [or [urther
treatment. the CBS brochure- with Pulse as its source— includes a
chart showing that in three years evening radio listening in New York's
T homes has increased 107 . The weighted average of sets in use
(Sunday through Saturday 6:00-11:00 pan.) between October 1951

and October 1952 for all 19 T1 cities showed an increase of 17¢.
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What? -

Your luckiest “find"" in radio—
WERD, Atlanta! It's your
"direct wire"” to Atlanta’s great

Negro audience, and to its
vast — but scarcely
-tapped — buying power.

Why? -

WERD Tisteners have confidence in
B | what they hear onﬂ«t‘hei“r station — the -only
Good Luck-and = l Negro owned and operated radio station
Gaad huving actian “i.n the U.S.Thgir c’onffdencé shows where
: it counts most— 4t the sales counter,
will be yours with this four leaf clover where.they buy the products théy

in your broadcast schedule. WERD | hear about on WERD. Write for WERD’s.
stimulates sales. And it's the most | “Proof of Performance.” b
economical radio buy in Atlanta. i adits, b

Remember, there's a lucrative market to
be tapped. It's yours through WERD!

RADIO DIVISION
Interstate United Newspapers, Inc.

wEnn ATLANTA ,

1000 WATTS « 860 ON EVERY ATLANTA DIAL
J. B. Blayton, Jr., cen. vgr.

Represented nationally by

JOE WOOTTON
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REPORT TO SPONSORS for 29 December 1932

(Continued from page 2)

é New England's General Mills, Toni cancel

film commercial plans

té? General Mills and Toni have cancelled plans to
make TV film commercials under interim SAG agree-~

ment through Producer Roland Reed in Hollywood. At

SPONSOR's presstime status of strike which actor's
grOW'n guild called against TV commercial producers in New
York 1 December was as follows: Hollywood Alliance
of Television Producers has not acted on SAG's biad
. area is to open negotiations by presenting any counter pro-
posals. New York producers are looking to SAG to
Eastern Conn... resume negotiations with them in January so they
can offer certain concessionS agencies are willing
Served best to make to SAG, such as reuse payment for film
by nslargestchy ?omWercials.us?d on network over 4 weeks.. SAG ?as
indicated willingness to lump all reuses including
Sy *NORWICH thru spot in single category, with actors and announcers

getting reuse fee every 4 weeks. Meanwhile all
film commercial production is at complete standstill.

Oakite will be in 23 markets
with radio and TV in January

Oakite Products reports its radio-TV spot opera-
tions in January 1953 will entail 13 different TV

Some of Eastern programs and 48 different radio programs. The num-

Connecticut’s bi ber of cities so far is 23. Frank A. Conolly is

g

installations include Oakite's executive on this air media operation.
(See "Radio-TV help Oakite win the battle of the

DOW CHEMICAL .
(Six miles from Norwich) shelves, SPONSOR, 25 August 1952).

ELECTRIC BOAT CO.

{Submarines)

CBS not convening TV affiliates

SUB BASE, GROTON with new compensation plan
{Ten miles, nearly
SRR AG) CBS has no plans for calling meeting of TV station

PHIZER CHEMICAL affiliates to discuss revised plan for compensation

AMERICAN SCREW CO. or allocation of network commercial hours. CBS ex-

U. S. FINISHING cO. plained its periodically making such changes, pend-

AMERICAN THERMOS CO. ing on the market. NBC presented such plén for

and hundreds more. revision at meeting with affiliates in Chicago 16
December. Both sides toasted each other over ac-

Here Isthe #1 Hooper station ceptability of plan.

with the best local Music
% ond News CBS board ho!ding next quarterly

programming  meeting in Hollywood

and NOW one LOW RATE 12 t
P CBS, Inc., has set Hollywood— January-—as nex

place of quarterly board of directors meeting.
Profit statement for 1952 issued then is expected

o be percentage point or two either way in profit
difference as compared to 1951. Books hadn't been
closed at time SPONSOR went to press but indications
were that point or two margin would be on profit
side. Hollywood meeting will afford all non-execu-

[ contact John Deme, Mgr. tive members on board to see for first time CBS' TV
’ . 0 . 0
& o '{Z’L’;Zi?,'gii plant, which opened in November.

w '
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MEASURE FOR MEASURE

SOME of our best friends are surveys. Sur-
veys are handy things. After you make one
you can always throw it away if it doesn’t
show your station in a favorable light. We

just had one made and have no intention of
throwing it awav. That should give vou a

clue.

If you can bear to wait just a minute. here
are a couple of old Texas stories which might

be considered appropriate:

“That guy just slipped a card from the bot-
tom of the deck!” said a naive visitor to an-
other watcher of a poker game. The latter, a
weather-beaten old cowman, answered equa-
bly. “His deal. wasn’t it?"

This is about another poker game. The
dealer unexpectedly pulled his gun, leveled it
at a fellow player, and ominously remarked,
“This game’s crooked. You're playing a dif-
ferent hand than the one I dealt you.”

* * *

About this survey: It was conducted at
Amarillo’s 1952 Tri-State Fair by Market Re-
search of Cleveland, One thousand farmers

W

or How to Win at Poker

/7
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were interviewed. Results were tabulated by
counties and preferences. Of our 3§ BMB
counties in Texas (5097 or better), KGNC
was the undisputed first choice as a farm sta-
tion in 33. tied in one, second in the other
four. Of the 53 BMB Texas counties in which
KGNC shows a BMB of any kind, we were
first choice in 41 (3 ties), second in 0, third

in 3.

Well. it’s true that we were the dealer. But
the players didn’t know it. Neither in‘erview-
ers nor interviewces knew who spousored the
survey. And if you want to cut the deck, onr

national reps will show you a copy.

BC AFFILIATE

=

AGNC-T1 is now under construction, with a mid-March target date.

710 KC 10,000 WATTS
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REPRESENTED NATIONALLY BY THE O. L. TAYLOR COMPANY
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GERBER’S AIR CAMPAIGN
«Continued from page 25)

detaile d effects of babyv food advertis-
ing throueh the Aate Smith
W ell-infornted  trade sources
however, there has

Shae,
helieve,
heen a marked
quickenmg in sales due to TV, The
compam certainly gives every evidence
ol <aticfaction.  President Daniel T
Gerber. who i< not one given to hy per-
hole. “TI\N hasn't hurt e
Dan Gerber is not damning his
TV effort with faint praise.

declares:
anv.

The Gerber's

account

executive at

\\sub._ 2=,

1 Ao ")‘\\Z‘ iv"

FaAS
AR )l

7165

per's first au
i ’,r:t:f:;u::;()rl Jhowed
d‘““fj‘ “(\cd listencs prufcr-
the o wiitC. 1his st
g 1eadership has
pcd SInce

ence for
l"(m‘«) rattn .
perer beet 1o}

BUY WHERE THEY'RE LISTENING: —

\ Fochedt:
:;.»‘\ redlel
WHEC-

Reproseniatives; EVERETT-MeKINMEY, Inc. New York, Chicage, LEE F. O'CONNELL CO., Los Angeley, San Froncisco

HARVARD

In Points Per Season, = "

In Rochester Radio!

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

>
In 1886 Hnr\'urd ‘ft“(‘:“,p()sl- STATION  STATION  STATION  STATION STATION STATION
, v the Dre s WHEC 8 C D E F
oints AgUNe This col-
¥ i o1 nts .

non sui | o of pm;\(‘s‘ FIRSTS.....216...159..... 20.....0...... 0..... 0 Uel"y
\t~g‘r1cd i one seasen 2 TIES....... 35... 35..... 0.....0...... (50600 0

S:g(:m’ been "'l’/""/ SINCE [

’

WHEC carries ALL of the "top ten” daytime shows!
WHEC carries SI1X of the ""top ten” evening shows

LATEST PULSE REPORT BEFORE CLOSING TIME

Y’ Arev, Ken Plumb. told spoxsor that
one of the most gratifyving effects of
the firm’s TV advertising has been the
enthusiasm generated among the Ger-
her sales force.

Kate Smith to Gerber’s haby foods.
Some of the stores. Plumb said, are
still displaying the original p-o-p ma-
terial handed out. Although Gerber’s
had excellent distribution before going
into network TV. its afternoon show
also helped them open outlets they had
had trouble cracking in the past. The
fact that Gerber's could boast that no
competitor

“Network advertizing was something
new to Gerber's.” he explained. “The
salesmen welcomed an additional sell-
ing aid especially one with the prestige

of the Kate Smith Show.” was represented on am

T —— . broadeast network was a potent weap-
- L& Dol Sl IS -

Plumb related. There was no real prob-
lem convincing the stores to carry
pont-of-purchase  material tving in

was . .
on in bringing the stores around.

Why Gerber's uses net TV: The

fact that there’s little air advertising
No. 40 OF A SERIES 1

in the haby food industry outside of
Gerber’s calls for some explanation as
to why Gerber's went into TV,

|
?
[ One of the

more obvious reasons
Gerber's uses TV is that it can afford
Gerber’s spends more on TV than
any of its competitors spends for na-
tional advertising and local newspa-
pers combined. But even Gerber’s had
to cut out about $200.000 of its news-*
paper supplement advertising to ease
the dollar burden aceruing from spon-
=orship of Kate Smith.

Gerber’s and D’Arey feel TV's im-
pact will pay off. however. They also
feel that the emotional appeal of ba-

WHEC

jaa'ng ji/[y j/lree

ith

“t4f sunset only

A 0/ verliser

alis iealg

10,000 WATTS
ATLANTA-DECATUR
A ""Dce’’ Rivers Station
Call Forjoe or Stars, Inc., Atlanta

5,000 WATTS
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YOU MIGHT THROTTLE A LEOPARD WITH

YOUR BARE HANDS —

BUT...

YOU NEED

THE FETZER STATIONS
TO MAKE A KILLING

IN WESTERN MICHIGAN!

WKZO-TYV in television, WKZO-WJEF in radio—that’s
the easiest way to choke off competition in Wesiern
Michigan.

TELEVISION: WKZO-TV is the Othicial Basic CBS Tele-
vision Outlet for Kalamazoo-Grand Rapids. Its bright
Channel 3 picture is received by a quarter million West-
ern Michigan and Northern Indiana television homes—
a 28-county market with a Net Effective Buying Income
of more than $2,000,000,000. And here’s the stopper:
The October 1952 Videodex Report eredits WKZO-TV
with 106.19, more afternoon viewers than Station “B”
—213.49%, more evening viewers!

RADIO: You’'ll look a long time before vou'll find two
more obvious radio buys than WKZ0, Kalamazoo, and

WIEF, Grand Rapids. Both are far ahead of all com-
petition. Together, they deliver 379% more Kalamazoo
and Grand Rapids listeners than the second-best two-
station conmbination in the two cities. It’s the same story
in rural areas. The 1949 BMB Report eredits WKZO-
WJEF with big inereases over 1946 in unduplicated
audiences—up 52.99, at night, 46.7% in the daytime—
and there's every reason to believe similar inereases
have occurred since.

It will pay you to get the whole Feizer story. Ask vour
Avery-Rnodel man for all the facts, or write direct.

*0n a hunting expedition in Africa, Carl E. Axeley killed a full-grown leopard by choking it to death.

WJEF

| v WKZO

W‘ IN GRAND RAPIDS t”pd IN WESTERN MiCIIIGAN | tof" IN KALAMAZOO

AND KENT COUNTY
" |CBS RADIO)

AND NORTHERN INDIANA

ALL THREE OWNED AND OPERATED BY

. AND GREATER -
WESTERN MICHIGAN
(cs RADIO)

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES

oy Ty --mnmmﬁ




bies on TV adds a plus to TV’s already
powerful visual eflects.

Furthermore, the company could
use TV because of its excellent distri-
bution. Gerber’s is particularly inter-
ested in reaching urban markets of
more than 200.000 population. for it
is in those markets that babyv food
sells best.

Gerber’s important competitors have
national distribution to an extent. but
none have the intensive store cultiva-
tion of Gerber's. The latter. therefore.
can be sure that no matter what TV
market it buys. there will be a retail
beachhead to expand or a substantial
market to protect. The merchandis-
ing possibilities inherent in TV pro-
grams was an important factor, too.

In buying TV. Gerber’s feels it is
buying insurance for the future, since
the spectacular erowth of baby foods
during the 40's is over. Although sat-
uration is far from 1007 all signs
point to more competition.

The high birth rate. one of the rea-
sons (though not the most important

"ROCHESTER
\ TAKES TO
) THE MR

edalen
{afwg;m/
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" PARTNERS THREE
FOR 53

It isn't necessary fo come to Toledo for market, programing

| HERE'S PROOF ...

ARBI surveys show that Roch-

5000

or availability information—because Toledo and WSPD are S (g;;dio lis‘(enc;;s spend more

. . (P ) . “more ... than newspaper
exp.ertly represented right in the l.leart of the nation's time renders. | CO‘)P)‘ B Sl‘;w)rs D
buying. centers—New York and Chicago: quest.)
“Speedy's partner” in New York is Tom Harker, National WVET IS ‘CARRYING THE
Sales Manager of Storer Broadcasting Company—In Chi- BALL' IN ROCHESTER
cago, Bob Wood, Storer Broadcasting Midwest Sales Man--

. ... with more local accounts than

ager. : any other three Rochester stations
And in 1953 you'll find that Tom and Bob stand ready to | put together!

provide information on WSPD and WSPD-TV. They bring
Toledo and Northwestern Ohio—with its tremendous facts |
and figures of potential buying power, high retail sales, ex-
ceptional market statistics as close as your phone.’ So in *53"
make a habit of contacting Tom and Bob— partners in North-
western Ohio's Sales Stations—WSPD and WSPD-TV, It will
make our wish—"A Happy New Year to you" come trve.

o - - _UA
s S——— kM\u‘Tnso KC

Represented Nationally by
THE BOLLING COMPANY

SPONSOR
Represented Nationally
Storer Broadcosting Company by KATZ

TOM HARKER NAT. SALES MGR. 488 MADISON AV[ NEW YORK
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Shortest distance between seller and buyer

. . . an oasis of radio-TV data. For complete
information, write Norm Knight at 510
Madison Ave., New York 22.
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reason) for the expansion of the haby
food tndustry. 15 experted to hold up
for a while.  \tthough the marriage
ratc has passed it~ peak. new birth
ficures have been fooling the expert-
through the surprising increase in
number of ~econd and third babies per
famih. During 1951 registered births
totaled  3.833.000. compared with 2.
160.000 i 1910,

Despite al these promising figures,
experts Iune been detecting a long-
ternt drop in the total baby population
under two. which comprise~ the big

market for strained and chopped baby
foods. Fronr a high of 7.1 million in
1048, the experts are forecasting a
drop to 1.7 million in 1955.

D"Arey estimates the saturation per-
centages for baby foods (except milky
m the U. S,
strained foods, 657¢ 1 junior or chopped
foods. 30¢ . It i= obvious there 1s room
for improvement in the junior foods
category. DBaby food manufacturers
are also tryving to get mothers to (1)
feed their children a greater variety of
baby foods, 121 feed them baby food-

as folows: cereals. 75 :

=

“BROADCAST MUSIC, INC.

 NEW YORK o CHICAGO o
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more often. and (31 extend the age
during which children eat these foods.
For example, some mothers will feed
their three- or four-year-old children
junior foods for dessert. Very old per-
sons and those on diets are also con-
sidered a market by the baby food
agencies and processors,

The saturation figures are high
enough. however, to make any baby
food manufacturer realize that if he

wants to really increase business, he’ll
have to do it at the expense of his
competitor. Yot that this kind of com-
petition is new to the baby food busi-
ness. lven in its days of early growth,
baby food advertising was aimed to a
ereat extent at the then existing mar-
ket. It is generally agreed among ad-
vertising men, no matter what product
they are promoting, that it is easier
and more economical to cultivate an
existing market than to go in for mis-
~tonary advertising.

Furthermore. the baby food adver-
tiser has the peculiar distinction in
that he inevitably loses even his satis-
fied customers. The baby food market
tonsists of a flow of customers that is
continually streaming by and the ad-
vertiser must continually dip into this

Gives your

LOCAL
QUTLETS

[Wione

LOCAL
RATES

With KWJJ, National Advertisers can
take advantage of Local Rates. Your
nationally edvertised product, when
local retail outlets are used as the
advertiser, is entitled to local rates.
KWJJ's sales staff will be glad to help
you in lining up cooperative advertis-
ing with retailers on this money-saving

plan.
OREGON'’S

99
Dot Poserfil

Independent Station
1011 S.W. 6th Ave.
PORTLAND, ORECON

National Representatives: Weed & Co.
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WHIO-TV coverage
lot cn Dayion

Twelve out of the top fifteen once-a-week shows in the
WHIO-TV service area—all of the first seven shows—

are seen on WHIO-TV. (September Pulse)

WHIO coverage
lot cw Daytosn |

37.99, of the total radio audience. This compares with
13.59, for Station B; 26.59, for Station C; and 14.19,
for Station D. (Hooper average for the past year)

THE DAYTON MARKET

1,293,595 prosperous prospects—366,457 families. Payrolls
in Dayton for 1951—$630,951,82;’2. Retail sales for Dayton
and Montgomery County—$475,000,000. Average weekly
industrial pay check—$83.67—highest in Ohio, one of
highest in the country. Dayton has been designated a “‘Pre-
ferred City’’ by Sales Management for the past 20 months.

e

—=

, Fy >(|)(| T

\(J HXA{ ><4 ’\{X‘)( XIS 'M—'ﬁg'pf:-}1 =

s

\/i\ 7

Vi
-

VN
of\(

VAP

A

(

DAYTON
OHIO

YOU CAN DOMINATE THE DAYTON MARKET WITH EITHER
WHIO-TV OR WHIO—WITH BOTH OF THEM TOGETHER,
YOU CAN SATURATE IT. ASK NATIONAL REPRESENTATIVE
GEORGE P. HOLLINGBERY CO. FOR FULL INFORMATION
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Glreetings
I

We deeply appreciate
the opportunity of serving you
during the past year.
And for the [uture
we wish you prosperity
and cvery happiness

a New Year can bring.

/4c/uerl‘eél /<)e()earc/l

90 BAYARD STREET
NEW BRUNSWICK, NEW JERSEY

CHarter 7-1564

31 Beed Becd Vir e e Do Dol Derdh Bvedd e Borch Vied B Roedd e Ruegb Tued Rued Duced Dised | Paieed Dt Dot Baccghi et e b Dol P Bty Tiveah Teesb ol vl ol Tnch Duch it Tieh Y Tuoi e T ey

¥y
7

I3

)
?

rsarmmts:mw«mnaf&wemnmnmnmnwemnaemnmnmamtsmnm&mumnwmwmmmmﬁzﬁ&aﬁcwumamumamcwcmcmcmcmcwcﬂnwumumumumawumcﬂnmsmumcmcwnw(m&

80

7 e W el Bl Wl Wl W Mot W o Wovcg Wl (P Yo Voo e B W Wl o e d B Bl (P Porrd P PR

| stream to keep his business going. A

new poteutial customer is born to the
baby food industry every eight sec-
onds, but so is a customer lost every
eight seconds.

For all these reasons, Gerber’s feels
that it needs something like TV to
keep its grip on first place and its
name before the public.

Testing TV: Dan Gerber is no man
to buy a pig in a poke. The first ex-
periment with TV was in 1950 under
the aegis of the whilom Federal Adver-
tising Co. Ken Plumb, then, too, Ger-
ber’s account man, decided upon a
two-station TV test. i(Later, Plumb
went to D'Arcy along with about half
of Federals personnel when the latter
agency split up.)

Chosen for this test were WABD.
New York. and WTTG, Washington,
both DuMont stations. The show was
The Most Important People with Jim-
my Carroll and his wife. The test
went on for 26 weeks during the 1950-
51 season.

The TV experiment was not entirely
conclusive. but the Gerber people felt
it was. at least, a foot up. Substan-
tial sales increases were registered in

Mf

CBS

RADIO
ﬂ(ld WOUO({ 30

KFMB

550 K.C.
San Diego,
California

john A. Kennedy, Board Chairman
Howard L. Chernoff, General Manager

Represented by The Branham Co.
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3

INDIANAPOLIS, IND. (wiBC) e S&IES

"CONTINUOUS SPONSORSHIP BY PETER PAUL CANDY
OF THE 7:00-7:10A.M. AP NEWS SPEAKS FOR ITSELF --
THEY ARE NOW IN THEIR SEVENTH YEAR."
RICHARD M. FAIRBANKS
PRESIDENT, GENERAL MANAGER

CHARLOTTESVILLE, VA. (WCHV)
"AP NEWS SERVICE IS THE BACKBONE OF OUR RADIO
STRUCTURE. OUR NEWS SPONSORS, 18 DIFFERENT ONES
DAILY, FEEL AP NEWS IS RADIO'S STRONGEST FEATURE
AND PUBLIC SERVICE. AP NEWS SERVICE, WHILE
OBVIOUSLY PROFITABLE, ENABLES US TO FULFILL ONE
OF OUR MOST IMPORTANT OBLIGATIONS TO THE PEOPLE
OF OUR COVERAGE AREA."

ROBERT C. WALKER

MANAGER

WASHINGTON, D. C. (WTOP)
"AP NEWS DOES AN OUTSTANDING SELLING JOB FOR RADIO
SPONSORS. I DON'T KNOW WHAT WE'D DO WITHOUT IT."
JOHN S. HAYES
VICE-PRESIDENT, GENERAL MANAGER

LOCKPORT, N. Y. (WUSJ)
" AP NEWS ALWAYS ENJOYS PEAK AUDIENCES, PEAK SALES.
ADJACENCIES TO AP NEWS ARE A NEAR SELLOUT. WE'VE
JUST SOLD ONE AP SHOW FOUR YEARS IN ADVANCE--

: ELECTION RETURNS."
AP'S 1956 JACK GELZER,

STATION MANAGER




Washington and smaller increases in
New York, “Where the consumer had
a [ree choice.” Plumb sad, meaning
Washington. “the test was successful.”

Federal then went ahead and made
a survey of it= own among nothers of
habies in TV homes. The interviewers
found ovut a verv interesting thing:
Vost noihers complained that they
didn't minute 1o themselves
what with diapers. formulas. and so
forth. However, the mothers usunally
took quite a long time explaining all
this. Federal concluded that mothers
not onhy could find time to hsten to
TV but weleome a break in the dayv’s
monotonous routineg,

The ne~t thing to find out was:
What is the best time to telecast to
mothers of babies? For this job Fed-
eral retained Pulse Inc. and Graham
Research Service for fickd work and
tabulation. There were interviews with
250 mothers with babies in New York
and 151 in Washington. Pulse cov-
ered, as pert of its regular service,
0,311 TV homes with babies.
of the facts that

have a

Here are
popped up:
e Among families owning TV sets,

more than 197 have children whose

some

age makes them baby food consumers.
This is about 27¢ higher than the na-
tional figure of families with children
under two years of age.

e T\ got less attention from moth-
crs in the morning than from the gen-
eral TV audience since this is the peri-
od of greatest activity for housewives.

e A majority of mothers reported

* * * * * * * *

s¢Where product demoustration is nec-

exsary, we have found the loeal kitehen

or cooking <how a good bet for the

low-dollar budget. llere again, and

very olten fer tiltle more than 1the priee

of a Cass B spot. commercial mileage

frequently exceeds what you wonld naor-

mally  expeet from snch low-rated
shows,*®

PAUL PIHILLIPS

Radio-TV Director

The Aitkin-Kyuett Co.

Philadelphia

¥* * * * * * * *

they have certain hours free for self-
selected activities in the afternoon.
The time between 2:00 and 5:00 pan.
got the most votes with 4:00 to 5:00
p.m. registering first in popularity.

e After a TV viewing slump be-
tween 0:00 and 8:00 pan., a sharp
tise in viewing by mothers occurred

between G:00 and 10:00 p.m., during
which time the optimum mother audi-
ence was achieved. *

o Programs of entertainment were
preferred by mothers. In New York
and Washington Kate Smith ranked
first.

Although the evening hours attracted
the most mothers, Gerber felt that the
cost of nighttime TV was prohibitive.
Moreover. there was a lot of waste
male circulation at night.

Once nighttime TV was discarded,
the choice was pretty obvious.

Selling on TV: Gerber’s gets about
two minutes and 15 seconds for com-
mercial copy on the Kate Smith Shouw.
This breaks down. so far as Gerber’s
is concerned. into two one-minute fihm
commercials plus lead-ins from the
program star.

D'Arcy believes that the Gerber's
slogan—"Babies are our business—
our only business"—has done more to
gell Gerber's baby foods than any oth-
er single line of copy. This is not just
guesswork. In studies on brand pre!l-
erence, the commonest answer given
by women who chose Gerber's foods

the New York sta|

where listeners list;

|
L

and sponsors sell ... keg'1
station of MUTUAL I

Broadcasting System




is that they like to buy from a firm
that specializes hecause such a firm
must surely know its business. (Ger-
ber’s gave up adult foods in 1943.)
Every one of the seven TV commer-
cials winds up with this slogan.

The commercials also make much
use of the Gerber’s trademark—its
well-known baby picture. “Look for
the Gerber baby most of the
commercials urge. Gerber’s trademark
is now 25 years old.

The Gerber’s commercials stress the
variety of its baby food line. Its as-
sortment, the biggest in the business,
now totals 56 varieties. Copy that
goss to town on superlatives and ex-
aggerated claims has been banned by
Dan Gerber.

Commercials say. in mouth-watering
terms, that the food is tasty and nu-
tritious. They suggest food purity.
without making a point of it, by us-
ing the words “true-color” and “true
flavor.” They are intended to make
the mother feel that baby will just
love the stuff.

The time-saving aspects are played
down. First of all, the educational ad-
vertising days of haby food are over.
Secondly, time-saving is a theme that

can also sell competing brands. Third-
ly. D'Arcy believes that mothers have
a “martyr complex” and prefer buy-
ing food for baby because they fecl
it's good for baby and not because it’s
easier on themselves. However, when
it conmes to pointing out that canned

* * * * * * * *

¢6Agency management’s responsibility
is to bring abont an adequate esampre-
hension of the ageney structure and the
ageney funetion so that the paramount
importance of creative work is reeog-
nized. It is important that such an
understanding exist, not on'y within the
ageney bnt with its elients,?®
LOUIS N. BROCKWAY
Executive V.P.
Young & Rubicamn

* * * * * * * *

baby foods are easier for father when
mother is away, that’s a strong sales
point.

These sales messages on fihm are
going out to 65 TV markets, the whole
TV kit and kaboodle in the U.S. The
Kate Smith program itself is currently
going to 63 markets with Indianapolis
and Toledo just carrying spot an-
nouncements because of inability to
clear time for the program. Four of

the Kate Smith markets are also using
spot announcements to bolster special
sales campaigns,

Five: additional stations have been
ordered and will carry the Gerber sell-
ing messages just as soon as they get
on the air. D’Arcy expects an addi-
tional 20 stat'ons to be on the air by
31 March and the agency hopes to be
on every one of them.

Gerber’s doesn’t have to buy all
these markets. [t could buy only 49
if it wanted, but it is determined to
get into as manv TV homes as it possi-
bly can. According to Nielsen, Ger-
ber’s was tuned in by an average of
2,411,000 homes during the two weeks
ending 25 October, the latest period
available. At thzt time, Gerber was
on 060 stations with Kate Smith and
was blanketing 97.7%¢ of all TV homes.

The Nielsen rating was 12.9; that’s
a six-minute zudience rating that
eliminates alt dial twirlers. At the
same time. Gerber reached 5.57% of
all radio homes. which isn’t bad con-
sidering that another 1.47% would
have brought it into a rating among
the top 10 Nielsen radio shows. (Jack
Benny got 9.6 Nielsen for his top-rated
radio show).

Word about WOR does get around....

in the program listings of 115 daily news-

papers—far more than carry the

listing of any other station anywhere!

WOR’s signal penetrates 14 states and

reaches over 26,000,000 people. No

other station in the country serves as

large or as productive a market.

Word about WOR gets around to advertisers,

too—and the word is—it SELLS. Year

in, and year out, WOR sells more
products for more advertisers than any

other station in the United States.

Learn how WOR can sell for you.
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Illtll Central New Yorl(

BMB Nighttime )
Audience Families

214,969

SYRACUSE _

A Stable Market

Central New York is a big target for any national adver-
tiser. It is a stable, depres<ion-proof market—a magnificent

te<i marhet |

AN 20 of the industrial clas-ifications lsted in the [, S,

Censu~ of Manufacturing are well
f al

represented in  the

Syracu-e metropolitan area. 1t i« the distribution center
of New York State-—the center of a rich agricultural area.
Central New Yorhers are wortlt vour hest =elling efforts,

directed through their radio station-

WSYR.

%MC USE

/ NBC AFFILIATE

- WSYR-AM»* FM » W—'Hl-e Only Gumplﬂe lrnnd:nsf Institution

in Central New ‘I’orlt.'

WRITE, WIRE, PHONE OR ASK HEADLEY-REED

A 129 Nielsen is higher than any
other Kate Smith segment. Gerber’s
has been pretty lucky all along in this
respect. ‘The ratings will get even
higher as the season progresses, for
October does not produce particularly
heavy listening. For the two weeks
ending 9 February. this year, for ex-
ample, Gerber’s copped a 16.4 Nielsen
rating on an average minute basis,
which differs only slightly from the
six-minute rating.

Another factor in Gerber’s favor is
that it is on the last segment of its
particular Kate Smith hour. Since
there is a sharp drop in listening by
mothers after 5:00 p.m., as shown by
the Pulse-Graham studies, the mother
leaves TV with the Gerber's message
freshest in her mind.

Gerber's competition: Gerher’s vir-
tual monopoly of air advertising
among the baby food companies points
up the rare use of it in this field. Even
Gerber’s lad used network selling
only once before buying into the Kate
Smith show. That was an ill-fated ra-
dio venture in 1935, when the elderly
opera diva, Mme. Schumann-Heinck,
was aired for a short period. It proved

%WO][Pﬁg}g QQQ

We've Millions of 'Em... But

James M. LeGate, General Manager

5,000 WATTS « 610 KC - NBC

National Rep., George P, Hollingbery Co.

84

..that’s just part of the Miami story!

We've 600,000 year 'round residents
...the majority of whom derive their
income from local industry that, in
many cases, manufactures products
distributed throughout the world!

You might be surprised to know
that there are better than 1,150
manufacturing plants in the
QGreater Miami area!

And, WIOD has served the Miami
market well for over 26 years!
For the details...just

call your Hollingbery Man.

I I N
4 MEN

n

Northern
California

find their
favorite TV
sports show...

<~ WINTERLAND
WRESTLING

(Tuesdays, 9 p. m.)
on TELEVISION

JK(PA X

CHANNEL 5
San Francisco

Represented by Tne Katz AGENCY

[DREII>RGIIPRY
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only one thing about network radio:
that the elderly lady’s fame could not
overcome the fact that she no longer
had a voice.

Heinz used sporadic hitchhikes ad-
vertising its baby foods when it spon-
sored O:zzie and Harriet on radio. But
its main emphasis was on its cream of
tomato soup and its aim was to give
Campbell a run for its money.

Clapp baby foods got a nudge on
WABD, New York, with DuMont’s
Starring the Editors, but it was a co-
sponsorship deal, with Grand Union
supermarkets being the primary adver-
tiser. Clapp was also on “Marketcast”
for a while. This is run by the Super-
market Broadcasting System and is
not, strictly-speaking, broadcasting,
but is advertising piped into super-
markets by telephone lines.

SBS covers 120 independent chain
stores in New York City. Among them
are Einhorn’s. Food Fair. King Kul-
len. Associated Food Stores. Accord-
ing to Samuel Gellard. SBS general
manager, Clapp withdrew after a short
run because it felt its selling efforts
should be borne primarily by its own
sales staff.

The Clapp brand has gone through
a number of ups and downs during its
history. It was first on the market
with baby foods. This was back i
1924 when it was an independent com-
pany, Harold H. Clapp. Inec. Later. it
was taken over by Johnson & Johnson.
which continued to emphasize Clapp’s
drug store distribution.

Beech-Nut replaced Clapp on “Mar-
ketcast” and has been using it fairly
heavily for reminder advertising.
Beech-Nut runs 30 baby food an-
nouncements a week, five a day. SBS
backs np its clients with a merchan-

dising department which checks stocks.
Four years after Clapp broke the
ice with its introduction of baby foods,
the Fremont Cauning Co. (it
changed to Gerber Products Co. in
1941) came out with a similar line.
Its tactics revolutionized the business
and put it into a position of leader-
ship  which is unquestioned todav.
(Clapp was claiming to be first in sales
during the early 40’s but the Gerber
people insist they have been in first
place ahnost from the beginning.)

was

Gerber’s (or Fremont’s) revolution-
ary sales idea was to take haby {oods
out of the drug store and put it into
grocery stores. It ran into trouble at
first from stores which refused to be-
lieve baby foods would sell. Dan
Gerber and his father. Frank (now
chairman of the board). decided to go
over the stores’ heads.

They mapped out a direct mail ap-
proach. Coupons were inserted in
magazine ads offering a selection of
baby foods for $1. Fremont lost
money on the deal (the kit cost $1.15)
but it broke down grocer resistance.
Looking back. some babyv food people
consider this resistance rather strange
considering that Fremont was offering
to sell at 15¢ retail in a grocery store
what Clapp was selling at 35¢ (the
same weight) in drug stores.

Clapp was also first to come out
with junior, or chopped, foods. The
time was 1938. Heinz and Gerber’s
stepped in line the following vear.
This year Gerber’s took the wraps off
something new of its own: a teething
biscuit for babies. The story behind
it (and the agency swears it’s true)
is that Dan Gerber got the idea when
he saw his grandchild grab a dog bis-
cuit away from the family pet. * * *

29 DECEMBER 1952

MEN, MONEY, MOTIVES

(Continued from page 8)

had all the necessary services set up
and gomng.
# *

In contrast to this point of view, re-
call the case of David J. Mahoney. He
was 29 years of age. hot as a pi~tol, a
vice prestdent at Ruthrauff & Ryan
drawing $25.000. His career seemed
assured. Yet Mahoney deliberately
elected to break away from R&R and
swing his own shingle with the $1,500.-
000 Virginia Dare account as a starter.

* * *

It is said sometines that TV explains
current agency mergers. Granting that
TV qualifies as a migraine headache
and that its intricacies are terrifying
compared to radio one doubts that TV
alone can explain agency merger. Typ-
ically ad agencies buy TV from pack-
age program sources, simply slap their
15% commission on top of the over-
all package price.

* * *

Capital gains probably explains why
many an agency partner wanls oul.
He may not only stash a substantial
lump sum after paving 20% tax but
go into a new agency al a bigger sal-
ary than he previously drew while at
the same time, taking stock in the new
agency, set himsell up to repeat the
capital gains payofl in another five
years or so. The dean of accountants
in the agency and media field, J. K.
Lasser. has pointed out in Advertising
Age the morbid restlessness of ad agen-
cy partners around age 50. As we our-
selves have put the matter “It’s some-
times dangerous for an ‘old’ agency-
man surrounded by ruthless ‘young’
men to delav taking a profit.”” * * %

This is WHDH’s Christine Evans!
Mon. thru Fri. 9:35-10 A.M. and 1:00 to 1:30 P.M.

e [pu—, —t

One of the outstanding WHDH
personalities who is selling your
products to Eastern New England’s
Market of over 1,500,000 Radio
Families.

Subsidiary of the Boston Herald-Traveler Corp.

w H y

50,000 WATTS
BOSTON

See Your John Blair Man
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PERSISTENT

SALESMAN
N
UNDUPLICATED
COVERAGE IN
240,000 HOMES
WITH PERSISTENT
SELLING TO MORE
fHAN 720,000
PEOPLE. ..
IN PROSPERQUS
SOUTHERN
NEW ENGLAND
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Represented Nationolly by

Weed Television
in New England — Barike Bannan

MR. SPONSOR ASKS
{(Continued from page 61)

functions as a public service are ways
of supporting an institutional message.

Another facel of the institutional
program is selling the bank as a good
place to work. This is particularly im-
portant today because of the generally
lower scale of bank salaries.

It is sometimes practical to use ra-
dio to sell a bank’s “*blue chip” services
like custodian accounts or trust serv-
ices. To reach this audience, AM and
I'M stations carrying classical music
programs are the most appropriate.

In the case of savings banks, broad-
cast advertising must be used with cau-
tion because of geographical limita-
tions and lzck of branches.
should Dbe placed on
services.

Emphasis
bank-by-mail

Since women comprise the largest
group of savings bank depositors, day-
time participations with a gift offer
can be an effective means of bringing
in new bank-by-mail accounts from
the ladies.

Epwix R. RooNEY JR.
Radio & TV Director
Doremus & Co.

New York

[SY[PR3[ 53]
4 WOMEN

in

Northern
California

find their
favorite TV
home program..

<4~ KPIX KITCHEN

with Faye Stewart

(Mon. thru Fri,, 1 p. m.)
on TELEVISION

KX

CHANNEL 5
San Francisco

Represented by Tue KATZ AGENCY
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WAVE-TV

OFFERS TOP
AVAILABILITY!

A few top-notch spot partici-
pations are now available on
"MASTERPIECE MOVIE-
TIME”, at surprisingly low
cost!

FORMAT: A tremendously
popular series of topflight
modern film features never
before telecast in Louisville.
Now in its second year,
“MASTERPIECE MOVIE-
TIME” is a master audience
puller . ..
show.

a truly first-class

TYPICAL SHOWS: Upcoming
features include “WitHouT
Honor” (1949) with Laraine
Day and Franchot Tone;
“ScaNpAL 1IN Paris” (1947)
with George Sanders and
Carole Landis; ""JoHNNY ONE
EYE"” (1950) with Pat O’Brien
and  Wayne Morris; and
“DoNt TrUST YourR Hus-
BaND”  (1948) with Fred
MacMurray and Madeleine
Carroll.

TIME: Tuesday night at 9:45
— the perfect movie-time for
televiewers.

CHECK WITH: Free & Peters!

WAVE-TV

‘ FIRST IN KENTUCKY

NBC » ABC » DUMONT
LOUISVILLE, KENTUCKY

FREE & PETERS, Inc.
Exclusive National Representatives

SPONSOR



in my opinion,
selling securities
on the radio pre-
sents a greater
challenge than
many other sales
jobs. It is essen-
tial that you win
the confidence of
your listeners to
a far greater ex-
tent than when
you are selling any other product.
We have found that a steady. relia.
ble type of program, featuring, for in-
stance, a well-known and highly re-
garded news commentator, is the most
effective means means of capturing the
attention of thc serious type of radio
listener likely to be interested in the
purchase of investment securities.
One such commentator is Henry

Gladstone. His program (on WOR)
has had more than a fair share of suc-
cess through the years, and has ob-
tained for Albert Frank-Guenther Law
a very satisfactory response and the
type and quality of customer our cli-
ents desire.

RoBerT W. Day

Vice President

Albert Frank-Guenther Law, Inc.

New York

Mr, Day

News, either
radio or televi-
sion, backed up
with a good spot
schedule, in our
opinion, is the
best way for a
bank to reach
audiences at an

“ affordable rate.

Mr. Wheeler This is based

on the findings in a survey that our
agency has recently completed, as well
as our first-hand experiences in work-
ing with bank clients.

Our three-month survey of bank ad-
vertising on TV (based on an 857 re-
turn of mail inquiry to 110 stations)
showed that in the second quarter of
1952, 78 banks were sponsoring TV
programs on 45 local stations. Of the
types of shows being used. news pro-
grams led the list with 22 bank spon-
sors; documentaries were next with
eight banks; panel programs had
seven; nature programs, six. Sports,
drama, variety were also represented.

Most banks are interested only in
local advertising, want to reach audi-
ences at reasonable costs. Our client,
the Chase National Bank. sponsors a
five-minute news strip on a top New
York radio station in the morning at a
time when the sets-in-use figure is near
its peak; also one-minute recorded an-
nouncements adjacent to news shows
on other AM stations. In the evening.
Chase sponsors three five-minute tele-
vision news shows a week. supplement-
ed by TV chainbreaks next to high-
rated network news programs.

News shows are prestige programs,
appeal to an adult audience. Bank-
sponsored news shows, according to
our survey, vary in length from five to
thirty minutes, range in cost from $147
for a 10-minute program in a Midwest
town, to $1,100 for a 10-minute show
in a large eastern market. With few ex-
ceptions. these news programs deliver
audiences at a very economical cost-
per-1,000 rate.

CLinTON F. WHEELER JR.
Director of Radio-TV

Hewitt, Ogilvy, Benson & Mather
New York

: Subeidiarz' gf
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ROUND-UP

(Continued from page 6

singing and piano-playing m.c., John
ny Andrews, an orchestra (with two
units, one for pop, one for Dixieland
renditions), and two vocalists, one
male, one female. Morning Bandwag-
on. as it’s called, does not neglect the
morning ‘“‘necessaries” —time signals,
weather reports, and news, integrated
with its live wake-up entertainment.
Sponsors are, of course, cordially in-
vited to participate.

Some 100 country music d.j.’s from
all around the United States poured in-
to Nashville on 22 November at the
invitation of WSM, to help celebrate
the 27th anniversary of the Grand Ole
Opry program (NBC). In addition to
the traditional on-the-air observance of
the anniversary. the guests attended a
cocktail party and dinner at the An-
drew Jackson Hotel.

* # *

To help brief prospective TV station
operators on basic television operation
facts, WBTY, Charlotte. N. C., held a
“Southeastern Television Conference”
on 3 and 4 December. More than 100

potential video operators attended and
participated in a series of panel discus-

This is WHDH'’s Fred B. Cole!
Mon. thru Sat. 10:00 A.M. to 12:00 NOON

‘One of the outstanding WHDH
personalities who is selling your
products to Eastern New England’s

“Market of over 1,500,000 Radio
Families.

the Boston Herald-Traveler Corp.
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ABOUT 25% OF ALL

SALES MADE IN VIRGINIA

ARE TO

WDBJ LISTENERS!

Established 1824 . CBS Sincs 1928
FM. . 41,000 WATTS . 84.9 MC
ROANOKE, VA,

Owned and Operated by the TIMES.WORLD CORPORATION

FREE & PETERS, INC., Nafional Representalives 4

cd
V

Channel i

CIS-TV and
DUMONT-TV
Networks

KL I"ASO. TEXAS

Bringing Television for the FIRST time
to the fabulous Southwest Market!

Nationally Represented by

" () O/’ 1%0/0@ (o

NIW VORRK  CIICAGO OIS O0I MANY VIANCINCO SUATT Y DALAY  LON ANGRLF

RODFRICK BROADCASTING CORPORATION

Docranes D, Roderick, € hairman Vol Lawrcnee, Precident Dirk Watts, Sales Manager
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sions on TV problems conducted by
members of the WBTV sales. promo-
tion. production, program. eugineer-
ing. and business staffs. Speakers at

- the conference included Dick Doherty
- of NARTB; Reed Rollo, Washington
attorney; Gaines Kelley. WEFMY-TV.
~ Greensbhoro; Howard Head, A. D.

Ring & Co., consulting firm. FCC Com-
missioner Robert Bartlev spoke at the
final session, where the above photo
was taken (L. to r.): Larry Walker.
v.p., Jefferson Standard Broadcasting
Co.; Joseph M. Bryan, president. same:
Commissioner Bartley: Charles H.
Crutchfield, executive v.p. and general

manager, WRBTV,

* ¥ ¥

A 71952 Television Workshop™ was
conducted in Washington, D. C., re-
cently by the National Capital Forge. a
division of the American Public Rela-
tions Association.  Over 100 APRA
members and guests attended: officials
of  Washington’s four TV stations.

WMAL-TV. WNBW. WTOP-TV. and

WTTG. participated in panel discus-

s‘ons. A Special Award scroll for out-
standing public relations service went

| to the National Bank of Washington

DRSS
4~ CHILDREN

n
Northern
California
find their
favorite TV
kid show...

4 CAPTAIN
FORTUNE

(Mon. thru Fri, 5:30 p. m.)
on TELEVISION

@ L{(PlULS

CHANNEL 5
San Francisco

Itepresented by THE KATZ AGENCY

IRESRAIRRRAUINZ

SPONSOR




for its sponsorship of the TV program,
Your Commissioner's Report. Key fig-
ures at the workshop were (photo, |
to r.) B. L. Colton, president. National
Bank of Washington; Paul H. Bolton,
president. APRA Forge (who is hold-

ing a copy of spoxsor’s IV Diction-
ary/Handbook for Sponsors” which
came in for attention and praise) ;
and Howard P. Hudson, general chair-
man of the “Workshop.”

® * *

Life insurance needn’t be sold with
a long face. maintains Mike Carlock,
partner in Calkins & Holden. Carlock,
McClinton & Smith, New York. That
ad agency, which handles the Pruden-
tial Insurance Co. advertising. has in-
augurated a new selling approach for
its client, which follows a humorous
pattern. For TV, for instance, they
have prepared film commercials on a
light-hearted note, some of which have
provoked real “‘yoks” from preview
audiences. The humorous vein runs
through Prudential’s other advertis-
ing, too. Mike Carlock contends that
the light touch makes Prudential seem
a warmer and more human organiza-
tion to people, important hecause, as
he says, “life insurance is not a prod-
uct. but a very personal service.” * ¥ *
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SINGLE RATE
(Continued from page 21)

In contrast with the opponents to
the idea there were some reps who said
they looked on the single rate as the
simplest and quickest way 1o help a
targe number of stations n TV areas
to solve their dilenimas of rate reduc-
ton. Other reps preferred seeing their
stations readjusting their rate struc
tures according to some formula that
would weigh set tune and coverage
circulation of today as against the same
such factors that prevailed in their

area in 1949,

Still others stressed the timing ele-
ment, pointing out that a station should
consider 1its local nighttime commit-

* * * * * * * *

¢éFor vears we’ve been hearing the
pessimists say that the radio buosiness
was due for a depression. They pointed
out that saturation would curtail radio
sales . . . later they said television would
kill it completely. So what happens?
This year there will be eight million
home radios sold versus five-and-a-half
million television sets,??

EDWARD R. TAYLOR, V.P.

Motorola. Inc.

* * * * * * * *

ments and calculate how much volume
it might loose by equalizing rates.
the dollar difference from the lowered
rate is worth risking for the potential
added revenue from national spot, then
make the switch, some of these latter
reps urged.

Among the rep organizations with
implicit faith in the theory that the
single rate will bring with it a sharp
increase in nighttime radio are Ed-
ward Petry & Co. and John Blair &
Co. One of Petry’s 50-kilowatters,
WSB. Atlanta, has already adopted the

single rate and the Blair firm looks to
many of its other stations moving
W3« direction during the early part
of 1953.

Blair will have by 15 January 25
sltations that have gone on the single
rate or made substantial readjustments
in the nighttime rate brackets. The
Blair client whose announcement of
conversion to single rate garnered con-
siderable attention in agency circles
was the Don lee N\etwork. ‘the re-
gional lowered its nighttime rate to the
daytime rate and made this single rate
applicable from 7:00 a.m. to 10:30
p-m. Dick Buckley, Blair’s v.p. in
charge of New York radio sales, said
that the reactions it had already re-
ceived made him feel that Don Lee’s
move was smart and timely. P&G, he
added. looked like a nighttime prospect
for the big West Coast regional web.

The Katz Agency reported that nine
of ils stations had already equalized
their rates (two of them for announce-
ments only), and that two more sta-
tions of single rate persuasion would
be announced around the start of Jan-
uary. Some of these slations, it was
explained, reduced their nighttime rates
to match davtime, while others in-
creased their davtime rate and then
matched the nighttime rate with the
new daytime rate.

Other reports from the rep field on
the single rate development:

Free & Pelers—a number of its sta-
tions have taken the matter of rate
readjustment under consideration bhut
none have decided to do anything
about it.

Henry 1. Christol Co.—so far as
could be determined none of its sta-
tions have adopted the rate uor are
they contemplating doing it.

This is WHDH’s Ray Dorey!
6:00 A.M. to 9:00 A.M. (Mon. thru Sat.) 7:00-7:30 P.M. (M-F)

One of the outstanding WHDH
personalities who is selling your
products to Eastern New England’s
Market of over 1,500,000 Radio

Families.

i Subsidiary of the Boston Herald-Traveler Corp.

WHD

50,000 WATTS
BOSTON

See Your John Blair Man
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STATISTICS
WORTH
STUDYING

Students are a hidden asset among population
figures in any listening area. Central Ohio, heavily
populated and possessing more colleges and uni-
versities than any other area of similar size, pro-
vides an extra large bonus audience. Ohio State
University, in Columbus alone, has 18,688 students
. .. few of whom are counted in the census figures
for this area.

Central Ohio with approximately 180,000 high
school and college students represents a big “bo-
nus” market. They listen to WBNS and represent
a large buying factor, too.
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CBS' AUGUSTA, GA. |
’ MET. POP. 179,272

H-BOMB PLANT &
CAMP GORDON

MET. POP. 144,000

NBC' COLUMBUS, GA.
7. MET, POP, 169,921

‘NBC MACON, GA.
% BIBB CO. 136,300

“ WARNER ROBINS
27,000

for complete information
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Walker Co.—two of its New Eng-
land stations have already gone single
rate and it expects other moves in that
direction from stations on its list.

0. L. Taylor Co.—has a station
which has extended its B rate to a
later hour in the evening. but its sta-
tions as a group have indicated that
they prefer to go slow on the single
rate problem.

Adam J. Young Jr.—its stations in
TV markets have been undergoing
generally a readjustment, with the pat-
tern differing in each market. Some
have raised their daytime rates and ex-
tended the time span for B and C clas-
sifications.

Robert Meeker Associates—none of
its stations in TV areas has switched
to the single or indicated plans for
doing so. The philosophy prevailing
in this organization, as it does with
the majority of reps, is that each rate
adjustment move should be made on
the basis of local demands, competi-
tive circumstances, etc.

H-R representatives reported that
several of its stations had either gone
single rate or were mulling the idea.
Paul Raymer & Co. said it had some
who had practically equalized their
rates, while it had a number of others
pondering what road to take in adjust-
ing their nighttime rates. Weed & Co.
said it had only one station which has
set up a single rate.

Ted Oberfelder. v.p. in charge of
ABC’s O&O stations, disclosed that the
matter of putting ABC’s five such out-
lets on the single rate has been under
consideration for several months. What
makes the problem somewhat more
complicated here than it would be for
an independent station is the network
relationship: It might be paradoxical
for ABC to maintain a single rate on
its O80’s and charge its nighttime net-
work clients a rate that is higher than
the network daytime rate. * k%
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Melchor Guzman
lists biggest
radio clients

Bermuda station
starts year with
over 60 accounts

Panama’s figures
updated: 101,000
radio homes, 33

stations

Guayaquil Radio
El Mundo signs
Pan American

Honolulu TV
range: 170

miles!

51% of Canadians
don’t read top
11 magazines

Caracas station
programs in
English

M-E office opens
in Toronto
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V.P. Al Martinez reports top 5 sponsors buying radio time abroad
through Melchor Guzman in 1952 were (in alphabetical order): Borden
Co., Lambert Pro-Phy-Lac-Tic Brush, Miles Labs. (for Alka Seltzer),
Norwich Pharmacal, Zonite Corp. Colgate, P&G, Sterling Drug remain
tops in most countries but place business locally, Martinez says.

—IRS-

ZBM, Pembroke, Bermuda, begins 1953 with over 60 national accounts,

a record, and billings up 30%. It's only station in colony. Island
has 40,000 people, 10,200 homes, 10,150 radio homes, 15,000 sets, ac-
cording to Steve Mann of Adam Young International, rep.

—IRS-

James P. Clarendon, general sales manager of RPC Network of Panama,
updates SPONSOR's figures on Panama used in its International Basics
section (see 14 July issue) as follows: December 1950 population (pre-
liminary census figures), 801,982; radio homes, 101,000; sets per
1,000 pop., 125.94; total stations, 33 (18 in Panama City); nation-
wide networks, 1l; dailies, 8 (largest—"Panama American" with 12,800
Spanish c¢irc., 12,600 English); 1951 imports—$66,121,000 with
$45,400,000 from U.S., $4,981,000 from Canal Zone; illiteracy 1950,
28.3%. Melchor Guzman is U.S. repe.

-IRS-

Pan American Broadcasting announces it has become U.S. rep for Radio
E1l Mundo, Guayaquil, Ecuador. Ad & Promotion Manager Al Alperton lists
heavy roster of U.S. sponsors, including: Philco, Coca-Cola, Whitehall
Pharmacal (Kolynos toothpaste), Phillips (Milk of Magnesia), Pond's,
Lever Bros. (Pepsodent), RCA Victor, P&G, Colgate. Country has
3,404,000 pop., 50,000 to 80,000 radio sets, according to Alperton.

—IRS-

Jack Brooke of Free & Peters reports Russell Walker has picked up
KGMB-TV, Honolulu, from Waikii Island 170 miles away. Walker's up
4,500 feet, has a 21" screen. Better Business Bureau estimates 5,500
TV sets in Honolulu. KGMB-TV debuted 1 December. Rep: Free & Peters.

—-IRS-

Latest Canadian Advertising Research Foundation study shows 51% of
Canadians 15 years old and over do _not read 11 of top magazines in
Canada; 63% of pop. in towns 1,000 or under and in rural areas don't.
In contrast 94.4% of homes have radio. (See SPONSOR 11 August 1952.)

—IRS-

Radiodifusora, Caracas, Venezuela, is trying to reach 100,000 North
Americans_in country with one-hour daily English-language "Early Bird
Show" inspired by Milton Hoff, m.c.'d by U.S.-educated Carlos Nash.
"El Nacional” put figure at 100,000; U.S. rep: Pan American Bdcstg.

—IRS-

New McCann-Erickson office opened in Toronto this month headed by
Evan W. Hayter, ex-Goodyear (of Canada) ad manager. Montreal's next.
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Radio pinpoints the farmer

Cons=mmer advertisers are showing a
ercater awarencss of the farm market.
A strong portent in this direction is the
tendeney among larger agencies to de-
velop specialists in all facets of pin-
pointing the advertising message at the
farmer. His is a market that will. by
authoritative estimate. add up to $38
billions in gross income during 1953,

Radio looms larger than ever in this
pinpointing technique. Radio offers to
the consumer advertiser an intermedi-
aryv between himself and the farmer
prospect which is without parallel in
any other medium. That intermediary
i= the radio station’s farm director.
To the farmer the radio farm director
i« not merelv a microphone personal-
ity. Next to his own kin. the farmer
perhaps has no closer daily link than
his favorite radio farm director. He’s
the farmer’s mam advisor and infor-
mation line. Out of this relationship
the farmer derives a sense of being
on top of his field knowledgewise and
at the same time he receives practical

guidance in getting the most dollars
and cents out of his investment and
efforts.

The importance of the radio farm
director to the farmer is a theme that
is singled out for special documenta-
tion by sPoNsOR in the farm section
(How to get the most out of farm radio
and TV} which starts on page 27. 1t ix
one of the many highlights of a survey
on the meaning of air media to the
farm market and their value to the ad-
vertiser. both agricultural and con-
sumer.

For this report to the advertiser
SsPONSOR surveved over 100 leading
farm-area stations in everv section of
the U.S. The answers contain a wealth
of data that should prove helpful to
the advertisers and their agencies in
determining how best to use the farm
market. From the various chapters in
the farm section the admman will gather
information on the size and scope of
the farm market. practical suggestions
on how he can get his story over with
maximum effectiveness. a collection of
farm radio results. and an up-to-date
listing of farm stations.

Just as an example: The advertiser
will learn that selling the farmer needs
a keener understanding of his likes and
dislikes than is commonly thought. A
conservative. factual person by nature,
the farmer is inclined to go in for
quick tests of a product unless the rec-
ommendation comes from some one in
whom he has developed a credence
fand that’s where the radio farm di-
rector figures eminently). He shies
away from strident. high-pressure sales.
manship as much as he takes offense
at the overdone folksy sort of com-
mercial.

The farm wmarket in 1933 presents

Appla_u,se

Highlights of 1952

IUs enstomary to panse for a
ment of retrospect at vear’s end: to
try to recall the major events or de-
velopments of the previons 12 months,
The charade, if it mav be called that.
tahes on an added piquaney if there
i~ no reconrse to the published files.

Here are “the”™ events and develop-
Ine that come readily to mind:

The hiftine of the TV

hich not only led to a msh Tor sta-

[l'(‘(‘Z("
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tion grants but a continuing effort at
projecting TV’s future in terms of sta-
tion coverage and costs (sec “What
happens when there are 500 TV sta-
tions” in 12 January 1953 spoxsor
1=R0e )

2. Establishment of the NCS and
SAM coverage services which gave new
research dimensions to radio and TV,

3. Suceessful onteome of radio-TV's
msistence on having their own men
inclnded in the correspondent  group

the advertiser with an unusually entic-
ing investment for his advertising dol-
lar. sPoONSOR hopes that the arraign-
ment of facts and opinion in the Farm
Section will contribute much toward
helping the advertiser get the most out
of farm radio and TV.

Is the single rate a panacea?

About the hottest subject under dis-
cussion among heavy users of air me-
dia and advertising agencies is the
possibility of the single rate being
widely adopted ammong radio stations
during 1953.

An opinion appraisal of the topic is
treated in this issuc under the headline
“Will the single rate structure sell
nighttime radio?” page 19. In survey-
ing the field for this article spoxsor
found but two station reps unalloyedly
disposed toward recommending the
single rate in TV areas as a means for
improving nighttime Dbusiness.  Both
reps felt that trend toward the single
rate would take on a graduated acceler-
ation through 1953. while one of the
rep organizations went so far as to
predict that practically all stations in
saturated TV areas will in a vear or
vear and a half have adopted a single
rate structure,

One thing made apparent by the big
buyers of spot during the course of
SPONSOR’s quiz in comnection with the
article was this: Daytime schedules had
become too overcrowded to take care
of all the need there was for spot ra-
dio: circumstances make extending
spot campaigns to the nighttime brack-
ets strongly advisable. The buyers said
they will he encouraged to move in
that direction if “rates are realistic.”
Many of the reps seemed to doubt this,

that accompanied President-elect Lizen-
hower to Korea.

L. The air media’s coverage of the
Presidential -~ conventions  and  cam-
paigns which revolutionized techniques
of polities and suggested to politicians
that the time has come for a broad re-
vamping of both politicking structures,

5. Such innovations in TV program-
ing as “Omnibus™ (CBS) and NBC's
engagement of Robert 15, Sherwood to
write original plays,

SFONSOR
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Never put a ceiling on what
WLW-TELEVISION

can do for YOU...

WLV is radio’s most famous merchandising
and promotion organization.

Now, to WLW-Television, comes this same
know-how . . . experience . . . vigor . . . But
Expanded!

It’s the WLW-Television Client Service Department . .. with
20 ... yes, 20 complete and distinct services . . . all at work
for you!

| i. WLW.Television-Albers Shopper Stopper Plan.
. WLW-Television-Kroger’s “POP” (Point-of-Purchase)

N

Plan.
. WLW.Television-Eavey's Supermarket “POP” Plan,
. WLW -Television-Gray Drug Chain “POP” Plan.
W LW .Television-Gallaher Drug Chain “POP” Plan,
All-inclusive promotion campaigns.
. Newspaper advertisements.

L4

BNV AW

©

10.
11.
12.
13.

14

15.
16.
17.
18.
19.
20.

. On-the-air promotions.

Cab Covers.

Car Cards.

Newsstand Posters.

Newstruck Posters.

Retail Trade mailings.

Jobber, broker, wholesale trade Mailings.
Specialty publicity releases.

Tie-in with national promotions.
Promotion consultation service.

Client rating service.

Client follow-up reports.

CGlient television market research department.

The Client Service Department is your creative assault unit

in the WLW-Television coverage area .

. . doing for your

product everything . . . from holding dealer meetings to jet-
rocketing your sales charts with point-of-purchase action!

Plussing your advertising dollar...many fold!

WLW Televisnn

WLW-T WLW-D WLW-C

CINCINNAT( DAYTON COLUMBUS
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Soles Offices: Cincinnoti, Dayton, Columbus, Chicago, New York, Hollywood
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My, how you've grown!

PEOPLES DRUG STORES
SALES FORGE AHEAD

When we tell you that WWDC makes
businesses grow, we're not just talking
platitudes. We give you facts and figures
names and addresses to prove what we
say.

Take Peoples Drug Stores, for example.
They started on WWDC in October, 1950.
The sales of this great retail organization
have gone steadily up ever since. In Octo-
ber, 1951, sales were up $115,169 over
October, 1950. And October, 1952, showed
a gain of $332,806 over October, 1951. Bill
Murdock, head of the Willisan D. Murdock
Advertising Agency, says: “Our WWDC
newscasts have definitely helped Peoples
Drug Stores sales in the Washington area.”

WWDC can help your sales in the
Washington area too. Let your John Blair
man give you the whole story.

CLAYTON R. SANDERS, Advertising Manager of Peoples
Drug Stores, says: “We've used WWDC consistently for
more than two years. We’ve gotten very good results

REPRESENTED NATIONALLY BY JOHN BLAIR & CO.




