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FIRST STATIONS OF VIRGINIA

The Ford Dealers of America are observing Ford’s
50th Anniversary with a well-chosen slogan, “Fifty
years forward on the American road.” Back of it is a study

in American private enterprise. From one man’s dream

of a "horseless carriage’’ has grown an organization so far
flung it has a Ford Dealer in almost every hamlet in the U.S.
This kind of growth can come only from inventive

genius, hard work and dedicated service all along the way.

These same qualities serve well in the broadcasting field

too. Through them have come the South’s only complete
broadcasting institution—WTVR, WMBG and WCOD. Pioneers
in AM, FM and TV, Havens & Martin, Inc. Stations have built
large and loyal audiences in the rich areas around Richmond.
Advertisers know the value of telling their story

via these First Stations of Virginia.

WMBG -+ WCOD ~ WTVR|

Havens & Martin Inc. Stations are the only
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.
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White won‘t be Don't expect replacement for Frank White as NBC president before

replaced till ‘54 January 1954. Brig. Gen. David Sarnoff, board chairman, has assumed
White's title and duties in interim. You can spike rumor that either
Sarnoff or TV affiliates were behind White's resignation. White drove
himself too hard, had to_guit_to avoid complete breakdown.

—SR-~
Canada radio Like Dominion itself, Canadian radio is enjoying boom. More U.S.
enjoying boom advertisers and agencies have been making northward trek, either by
establishing north-of-border branches or by putting their products
on Canadian radio. So far this year 183 U.S. or U.S.-origin sponsors
have bought Canadian radio. (Over-all spot business has been run-
ing 20% over 1952). For 1953 picture, see section starting page 359.
—SR—
O.K. seen for Despite scattered opposition, new Mutual Affiliation Plan expected to
new Mutual plan Dbe approved by most MBS affiliates by new deadline 21 August. Date
for start of plan remains 1 October. Three-part scheme calls for (1)
reduction from 9 to 5 hours a day in station option time; (2) stations
have to carry 5 hours a day of network program with no payment; (3)
in exchange they get 14 hours a week of top grade programing which
they can sell. Mutual scoffs at charge plan may wreck net radio.
—SR—
Radio, TV sets Radio-Electronics-Television Manufacturers Assn. (new name for RTMA)
way over 1952 reports big increase in both radio and TV sets over last year. Six-
month figures: 7,266,542 radios, 3,834,236 TV receivers this_year
against 5,456,035 radio and 2,318,235 TV sets same period last year.
—SR—- _
Decks cleared FCC now expected to approve NTSC color system sometime before year-
for color TV end, which means color TV will be certainty for 1954. Not only have
all NTSC members approved system unanimously, but CBS 0.K.'d standards
as_well. 1In fact CBS TV will start feeding NTSC color to its net
about 15 September as warmup. Color clinic will also be held for
affiliates in New York early in fall.

—SR-
1st ARF rating "Rumor": First report from American Research Foundation committee on
report due soon rating muddle may be out by fall. Committee set up year ago. Initial

report will probably describe what should be "ideal rating service."
Later reports will analyze each of existing rating services.
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SPONSOR in new offices

Remember to change directories: SPONSOR editorial, advertising, and circula-
tion headquarters are now located at Madison & 49 St. (40 E. 49 St.), New
York 17, in heart of advertising district. Rapid expansion of SPONSOR per-
sonnel and services made move to larger quarters necessary. Phone number re-
mains MUrray Hill 8-2772. Other offices: Chicago, Los Angeles.

SPONSOR. Volume 7, No. 16. 10 August 1933, Published blweekly by SPONSOR Publleations. Inc., at 3110 Elm Ave., Baltimore, Md. Executive, Editorlsl, Adrertising, Clreu-
lstion Offices 40 E. {9th St., New York 17. $8 a year in U. & $9 etsewhere Entered as second class matter 29 Janusry 1942 at Baitimore, Md. postofice under Act 3 March 1879
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REPORT TO SPONSORS for 10 Angust 1953

NARTB to release NARTB's plans for new TV circulation measurement will be revealed to

TV counting plan nets in New York within 5 weeks. Highly hush-hush measurement tech-
nigue involves new concept. Meanwhile both existing private firms
conducting circulation measurements plan 1954 studies (Standard Audit
& Measurement Services, Nielsen Coverage Service). NARTB's industry-
run measurement won't be ready to go in 1954, however, NARTB exec
told SPONSOR.

= SRet
Biggest TV web Largest TV net yet used (132 stations) has been ordered by Admiral
asked for Sheen Corp. via Erwin, Wasey, for renewed Bishop Sheen series. Du Mont

hasn't cleared all stations yet but is optimistiec. Negotiations also
going on with Mutual for extensive radio net to carry taped versSion.

—SR—

Nighttime radio Nighttime radio regaining much of former prestige with sponsors.
surging back Reason: Latest research shows both net and spot holding their own
against TV or are growing larger. "Top 10" nighttime radio shows, for
instance, averaged 8.7% more homes this spring than last. Other
studies show TV areas contribute over half of nighttime radio audi-
ence. Result: Many blue-chip clients are buying. See story page 30.
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How Lady Esther Here's backstage story of return of Lady Esther to network broadcast- I
got into net TV ing, via cosponsorship of NBC TV package starring Ezio Pinza: Philip I
Morris, Biow client, had option on Saturday 8:00-8:30 p.m. slot for ]
fall. Costs to Philip Morris of weekly time slot and program would i

have been too much on top of other TV properties ("I Love Lucy"). So
Biow found Lady Esther within agency client list as cosponsor. Cos- |
metic firm's salesmen now on road showing kines of Pinza show, "I |
Bonimo," to leading accounts, urgiig them to stock up before sales ]
deluge. Lady Esther had dropped network radio in 1946. |
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Christal study Take it from Alfred Politz Research: Any survey showing there's less
shows radio big listening to radio in TV home can be misleading if conclusion is drawn
the drop is necessarily due to IV ownership. (IV owners might have
bought set because they NEVER listen to radio, for example.) That's
why new Christal study done by Politz won't reveal any competitive
data—study wasn't designed for that but rather to show effect of
radio on daily life of American people. For article, see page 36.
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New national spot radio and TV business

Sonneborn Sons, Amalic Div Humbert & joncs, 9 stns in 6 New England Ridio: 6J-sec anncts; start 3 Aug; 52
NY states wks

I SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
I Procter & GCamble, Camay soap Benton & Bowlcs, 80 radio, 65 TV mkts Radio & TV: daytime anncts; start 17

Cinci NY throughout country Aug; duration not set I
I Lever Bros, NY Swan soap BBDO, NY 2 cities: Pittsburgh, Cinci Radio: 60-, 20-, 10-sez daytime anncts; I

start 27 Aug: 4 wks

| Economic Labs, Soilax washing Scheideler, Beck & 5 cities throughout country Radio: 5-. 10-, 15-min ncwscasts: start

St Paul compound Werner, NY 1 Sept; duration noft set
I Whitchall Pharma- Anacin John F, Murray, National Radio & TV: 60-sec anncts; start mid-

cal Co, NY NY Sept; 13 wks

Clicquot Club Bot- Clicquot Club Ross Roy, LA KLAC, KH) Radio: 60-sec anncts; start mid-Aug:

I tling Co, LA beverages duration not set
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%% rap Up

BILLION:- DOLLAR MARKET
through

WGVL

Channel 23 . Greenville, S. C.
ABC . NBC . DUMONT

The only TV Stotion in the prosperous PIEDMONT AREA of South Coroline.

e

MARKET DATA
30-mile Radius of Greenville

QLOLEHDY

1952: Popnlation
Effective Buving Inconme g
Retail Sales <

GREENVILLE: Fir~t Market in South Carolina

Lhe Greenville, 8. Co Metropolitan Area o, . ranks 103rd in Population and 76th in Manufa
turing Emplovees among \merica’s 168 “staudard Metropolitan \reas

.*'»—-n L » _— — = i e
Population (L .5, Censns, 5 =15 l
Fmoployvment S, € Bmp. Sec. ( 1 0951 |
R sales  (vale nage 1 ) H
¢ [ANY S, S 131 |
A1 s v Irmeks s, O H) :
Building I’ ts cd. Re > |
Manufactaring Planis H
\anu 1 N at ' |

Note: Greenville leads all Southh Carolina markets in all of the above.
. — _ _ _+

FOR WGVL(TY) AVAILABILITIES CALL OR WIRE

TELEVISION, INC.

In the Southeast: JAMES S. AYERS CO.—ATLANTA, GA.
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e E T A advertisers use 10 Augat 1953,

- e a d
ARTICLES .|
- i .-
NIGHTTIME RADIO: A case history , TIMEBUYERS AT WORK ________ #,
Morton Salt Co. reports that after four years of nighttime spot radio it finds o “II MEN, MONEY & MOTIVES ________ #
the medium growing in effectiveness, especially in mature TV markets 23 ( l.- NEW AND RENEW . ..
MR. SPONSOR, Bernard Dwortzan _
J - > *3 3 - " L4
NIGHTTIME RADIO: 12 fallacies exploded ! o 1
SPONSOR matches up popular misconceptions about nighttime radio with 20  ps. ' h
latest facts and figures, shows lack of sound basis for generally accepted views . i COMMERCIAL REVIEWS
What do viewers think of your TV commercial? 4 AGENCY PROFILE, T. Ralph Hart__ °
: NEW TV STATIONS .
Study by Ohio State University's Dr. Dameron indicates that viewers react more .
favorably to commercials on programs which they like best 32 " NEW SYNDICATED TV FILMS ___
. FILM NOTES . .
10 basic findings of new Christal radio stud: ROUND-UP . .
g Yy -
New study, conducted by Politz for Il stations repped by Henry I. Christal P8/ SPONSOR ASKs ...
Co., shows radio's ability to "leak through the crevices" of people's daily 24 & ' TV RESULTS . __ [ _ =
schedules, maintain loyal program audiences > RAD.O COMPARAGRAPH
. . . NEWSMAKERS IN ADVERTISING __
Every market is different i e R i

Generalizations about markets can be foolish, if not downright dangerous.
Living habits differ widely in various locales and buyers should know facts 36

THIRD ANNUAL CANADIAN RADIO SECTION -

Editor & President: Norman R. Glenn
Secretary-Treasurer: Elaine Couper Glens

The Canadian market: more money to spend

With defense efforts taking less than 89, of the nation's manufacturing ability, .
and consumer income up, a boom period seems solidly entrenched 60 Editorial Director: Ray Lapica

Managing Editor: Miles David

Senior Editors: Charles Sinclair, Alfred J..Js
Department Editor: Lila Lederman
Assistant Editors: Richard A, Jackson, Eve
Konrad, Joan Baker

Contributing Editors: R. J. Landry, Bob
Foreman

Art Director: Donald H. Duffy
Photographer: Lester Cole

Advertising Department: Edwin D. Coust
(Wesfern Manaaer), Maxine Cooper [Eas®
Manager), Wallace Engelhardt (Regil
Representative}, John A. Kovchok (Pro=
tion Manager), Cynthia Soley, Ed Hig‘!!
Vice President - Business Mgr.: Bernard ¥
Circulation Department: Evelyn Satz {*}-
scription Manager}, Emily Cutillo
Secretary to Publisher: Augusta Shearmar

Office Manager: Olive Sherban

Cuanadian radio: Dominion’s lowest=-cost medium

High listenership, less competition per station, deep penetration, little compe-
tition from TV, and low rates are some reasons why radio is good buy 62

Canadian TV: Three stations now, more to come

CBC's aim is 22 outlets on the air by end of 1954, coverage to areas in which .
about 75%, of the country's population lives 66

Air users: List is diversified, growing rapidly
More than 180 U.S.-origin sponsers are using Canadian radio, compared to |17

last year. There is also a noticeable trend toward spot 63

Canadian Basics: The facts and figures

Up-to-date data on set counts, distribution, language breakdowns, listening -
and viewing habits, program type preferences, other information 70

The Negro market: 1953

SPONSOR, originator of studies of Negro radio, takes its annual look at
recent developments, updates data on programing, coverage, economics 24 Aug.

Published biweekly by SPONSOR PUBLICATIONS '«
combined with TV. Executive. Editoriaf, Clrcuiation @
Advertlsing Offices: 49th & Madison (40 E. 49ty b
New York 17, N. Y. Telephone: MUrray HIll 8- b
Chicago Office: 161 E. Grand Ave. Phone: SUI%
7-9863. West Cosst Office: 6087 Sunset Boulevard ®
Angeles. Telephone: Hollywood 4-8089. Printlng (¥
3110 Eim Ave., Baltimore 11, Md. Subscriptlons: UE
States $8 a year, Canada and forelzn $9. Single (¥
50c. Printed in U. 8, A. Address ail correspon ¥
to 40 E. 49th St., New York 17, N. Y. MUrray H:
2772. Copyright 1953. SPONSOR PUBLICATIONS &

Blocek Drug Co. rediscovers radio

After three years away from major radio expenditures, Block now has one
network and two regional radio shows in addition to & net TV show, is looking
for more radio coverage for future




[hings have changed

n ARKANSAS, too!

you still think of Arkansas m terms ol
ountain cabins and kerosene lamps, take
wother look! Arkansas has made almost un-
lievable progress in the last decade
tail sales, for example, are 276.9% ahead

ten years ago*!

here's a bright new star on the Arkansas radio
wrizon, too — it's H0,000-watt KTHS in Little
ock, now (BN, and the only Class 1-B Clear
hannel station in the State. K'THS gives primary
ivtime coverage of 1.002.758 people—more

an 100,000 of whom depend on KTHS exclu
vely for primary daytime service. Interference
ee secondary daytime coverage exeeeds 31
illion people, and includes practically all

¢ Arkansas!

et all the big KTHS facts, now. Write direct
ask yvour Branham man.

e

Sales Management figures.

0,000 Watis . . . CBS Radio

Represented by The Branham Co.
Under Same Management As KWKH, Shreveport
Henry Clay, Executive Vice President
B. G. Robertson, General Manager

KT

S

BROADCASTING FROM

LITTLE ROCK, ARKANSAS
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PACIFIC COAST’S

2nd
LARGEST MARKET

"OAKLAND
SAN FRANCISCO
BAY AREA”

with KLX

The Bay Area’s Dominant and
Only independent station
broadcasting

5000 WATTS

DAY land [T

( andKLX-FM

No. 1 in Ncws o Sports ¢ Music

THE TRIBUNE STATION
TRIBUNE TOWER
OAKLAND, CALIFORNIA
Represented Nationally by

Burns-Smith Company
on Pacific Coast

Duncan A. Scott & Company

Gertrude Yyman. Pacific National Advertising
Agency, Seattle, buvs air time for several perishable
fruit accounts. “In a good crop year,” Gertrude
explains. “Washington State Fruit Commission

and Washington State Apple Commission each
use up to 50 radio stations.” For both accounts,
she works on a specified budget per warket, and
asl's for cooperatioa from stations in selecting ait
time. “This system pays off for us because of

last minute changes in starting dates, especially
with perishable fruits,” Gertrude adds.

Harold 8. Rieff. Fredericli-Clinton Co., New
York, has been buying time for the 20 Adler Shoe
Stores in the New York area for six years. “They’re
been using radio for 15 years,” Harold relates,
“usually with the Herbert Adler-created slogan,
‘NYow you can be taller than she is.”” Although this
slogan applies only to Adler’s Elevated Shoes—
1077 of the over-all sales—it has been responsible
lor 95 of the stores’ publicity, Through base-

ball season 1953, Adler’s is spoasoring Warm-Up
Time, a half-hour sports show on W VWG,

Ruth Babick. Earle Ludgin & Co., Chicago.
blankets the nation with minute radio announce-
meats for Best Foods" All Purpose Rit, a household
tint aad dye. Rit's radio budget has remained
constant orver the past three years. Ruth says,
with additional allocations prorided jor Tl as
Rit has added participatioas on the Garry Moore
Show, CBS TV, and spot TI'. “I'ia constantly
studying warket conditions, both for product sales
aad davtime programing to decide upon the pro-
portion of spot radio and T1')” she adds.

Mary Dwyerv., heavon & Eckhardt, New York, has
paved the way jor Crowa Zippers' 15-week radio
debut this Avgust. with her months-long search for
strong local radio personalities. The first of Spool
Cotton Cn.'s products to test the air medium.
Crown Zippers will go into 27 marl:ets throughout
the country with miaute purticipations on local
women’s shows., “l've bought three participations
a weeh per warket,” Varyv says. “And. whererer
possible, ['ve choseu a local personality to tell the
Crowa Zivped story to the worea audieaces.”

L smczame

SPONSOR
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§ @ “blue coal BUDGETPLAN

H.H.BABCOCK & CO. it orfir

Boosted by WHAM

"blue coal eales :

KEEPS THE HOME FIRES
BURNING IN ROCHESTER

Two popular household ""'buy words” in
Rochester are ‘blue coal.’

H. H. Babock & Company, one of 'blue
coal’s’ largest and most successful distrib-
utors, has consistently used radio for the
past 20 years to maintain ‘blue coal’ as

the leading home heating fuel.

Radio has aided this hard-hitting sales
and service organization not only to mar-
ket this original trade-marked anthracite.
but to combat competitive fuels.

WHAM’s flair for selling the home
owner is the reason why radio is in the

‘blue coal’ budget every vear.

SELL FOR YOU
| ’_iunn??[ﬁ?
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Advice to the video-lorn

To those contemplating quitting a job in Green Bay to seek one
in Manhattan television. a first word of advice: Don’t. To any
mature person, in particular, ready to chuck a career, amputate sen-
tority, move east, or north, as the case may be, in the conviction
that television is the magic moving stairway to fame and fortune,
if only access can be gained to the proverbial ground floor: 'Tain’t.

* * *

The *“Stay Away from the Big City!” advice was valid in radio.
It is doubly valid in the case of television which has not only the
trained and famous alumni of radio to draw upon, but the numerous
refugees from Hollywood now crowding Manhattan. Barbarian
torture awaits the naive recruit from the sticks who attempts to
crash New York big time television without (1) important profes-
. sional credits or (2) enough pocket and rent money for at least a

full vear of waiting around.

% * *

A panel of New York area TV directors recently were unanimous
in their counsel to NYU’s Summer workshop. Warren Jacober of
NBC; Richard Blue of WOR; Vernon Diamond of CBS; Edward
Cooperstein of WATV, Newark, and Alex Courtney of the Allen

Christopher Co. united in the declaration, “New York is glutted.”

“If you've got some-

* * *

thing to sell, we can
! It was glutted long before television. A favorite maxim of the

make a leetle room for one-time director of the program writing division at CBS Radio
you to reach the tenth was this: “A network is a place a writer arrives at, not starts from.”
Young hopefuls never liked that pill. They dreamed of being hand-
somely paid. installed in a nice corporation cubicle, with secretarial
market in the U. S. ... service and educated at network expense. Even in the soft war years,
CBS was having none of that concept—not at modern union minima.

largest agricultural

a market larger than
10 states combined.

“* x *

Union conditions complicate the dreams of the hopeful. No doubt
about it. If a boss can enjoy little or no wage differential between
an “apprentice” and a “senior,” then there is little motive for
stringing along with beginners. Better to pay for, and get, full ex-
perience. And this is made the more obvious in video just to the
extent that television has greater opportunity for technical blunder-

ing than did radio.

s aboult giving yg jingle”

let us show you why
we're NUMBER ONE
in San Diego.

1130 KC 5000 WATTS © “I’s almost impossible to get a TV job in New York without

experience,” in the opinion of Warren Jacober. Fortunately, TV
nianagemenls in smaller communities are not so choosy and it is

® * *

Representatives to them that the gate-crashers must look. Quoting Ed Cooperstein:
tred Stubbins Lo Angeles “Only in the small city television slation, working on all kinds of
P Doren McGovren  Son Froncisco programs, can the neophyte director acquire the balanced and varied

John £ Pearson, Co.  New York experience which will help him move up.”

(Please turn to page 140)

8 SPONSOR
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Eur representatives carry more than brief-

cases; they carry fresh, creative
ideas . . . the priceless ingredient

in competitive selling!

This imaginative thinking has been

the key to the growtn of Adam

Young and its clients.

22 EAST 40th STREET 2 NEW YORK 16, N. Y.

RADIO STATION REPRESENTATIVES
NEW YORK « ST. LOUIS * CHICAGO = LOS ANGELES

10 AUGUST 1953 9
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it's not our new power that counts; it's
the half million more potential viewers

KPIX, San Francisco's pioneer television station, now telecasts with 100,000 watts of power,
the absolute maximum for Channel 5. But the big thing is that those watts reach out to hundreds
of thousands of people . . . people who are skyrocketing TV set sales in one-time fringe or non-
reception areas.

Thus, such major marketing centers as Sacramento, Modesto, Merced, Salinas, Monterey, Santa
Cruz and even more distant points, as well as thousands of square miles of populous, prosperous
town, village and rural areas now fall within the influence range of KPIX with the new power that
beams and booms its CBS, Dumont and top-rated local shows into every area of concentrated
population in North Central California.

Your Katz man has details, maps, the whole story on this new bonus coverage from...

'Kpu Y{ TELEVISION CHANNEL
) SAN FRANCISCO, CALIF

... affiliated with CBS and DuMont Television Networks...represented by the Katz Agency

SPONSOR

‘,~




New on Television Yetworlks

SPONSOR AGENCY STATIONS
Ameniean Tobaeco Co, NY BBDO. NY ABC TV 12
Best Foods. NY Earle Ludgin, NY CBS TV 5§
Brown & Willlamson, Louss- Tcd Bates, NY CBS TV 65

ville 1Kool cigs?
Dutty-Mott Co. NY Young U Rubscam. NY ABC TV 27
Ceneral Foods, NY Young & Rubicam, NY NBC TV 100
Ceneral Foods. Post Young & Rubiecam, NY CBS TV 34
Cereals Div. NY
Ceneral Motors. Buiek Kudner, NY NBC TV 100
Motor Div. Detr
Longines-Wittnaver Vietor Bennctt CBS TV 51
Pepsi-Cola Co. NY Biow, NY ABC TV 63
PGC, Cinei (Tided Benton & Bowles, NY NBC TV 10
Remington Rund. Ine, Young O Rubicam, NY CBS TV 59
Electr Shaver Div, NY
Switt & Co, Chy ). Walter Thompson, NY CB8S TV 59
Weleh's Wine Div. Quahity Monroe Grecnthal, NY Du Mont 6

Importers, NY

New and renew

ONSOR
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PROGRAM, time, starf, duration

Danny Thomas: T 9-9 30 pm. 29 Scp. 52 wks
Carry Moore Show. W i 45-2 pm 5 Aug 52
whs

My Friecnd irma F 10-10°30 pm; 2 Oct. 52 wks

jamic. M 7 30 8 pm: 2B Scp. 3B wks

Bob Hope, every 4th T 8.9 pm 10 progs to run
betw 20 Oct '53-3 Junc 'S4

Rod Brown of the Rockct Rangers
12 noon- 12 Scp; 52 wks

Milton Berle: T B-9 pm; 29 Scp: 26 progs

Sat 11:30 am

Chronoseopc: M. W, F «11:15 pm, 17 Au S
wks

Pepsi-Cola Playhouse: F 8:30-9 pm; 2 Oct. 52
wks

A Letter to Loretta: Sun 10-10:30 pm: 23 Aug
'§3 to 27 Junc ‘S4

Pentagon Confidential; alt Th
Sep, 26 progs

GCarry Moore Show; Th 1 .30-45 pm
§2 wks

Dotty Mack Show:. T 9-9:30 pm: 7 Jul: 41 wks

10-10:30 pm- 10

eg 3 Sep

“The number f spatlan

here Histed represanls fhe of

wl by -he n .

Reucwed ou Televisiou VNetworks

he lnad

Henge ey o0 e nuiber of & tually Al

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Amer Cig & Cig. NY SSCB, NY CBS TV 28 Doug Edwards & News: T, Th 7:30-45 pm. 30
June; 52 wks
Colgate-Palmolive-Peet, William Esty. NY CBS TV 86 Stnike It Rich: W 9-9:30 pm- 8 Jul; 52 wks
Jersey City, NJ
Colgate-Palmolive-Pect, William Esty. NY CBS TV 65 Strike It Rich: M, W, F 11:30-12 noon; 29 Jun
Jersey City, NJ 52 wks
Hotpoint. [nc, Chi Maxon, NY ABC TV 45 Adventures ot Ozzie & Harrict; alt F B-B:30 pm
25 Sep: 40 wks
Philip Morris & Co, Ltd Biow, NY CBS TV 60 Pentagon Contidential; alt Th 10-10:30 pm, 3
Sep; 26 progs
Ralston Purina Co, Cardner Adv. St Louts ABC TV 32 Space Patrol; Sat 11-11:30 am; 11 Jul; 52 wks
St. Louis
William Wrigley Jr Co, Ruthrautt & Ryan. Ch CB8S TV 10 Genc Autry. T 8-8.30 pm; 14 Jul; 52 wks
Chi
(Far New National Spat Radin amd TV Business  -oe Report to Sponsor page 2

Advertising Agency Persounel Chauges

FORMER AFFILIATION

Riverside Metal Co. Riverside, NJ, mkt res analyst
Biow. NY. vp

WDTV. Pittsb. aeet cxce

Radic-TV exec, Southern Cal

Biow. NY, timebuyer

BBDO, NY, vp chg TV

Lenncn & Newell, NY, vp chg mktg

Ralph H. Jones Co, Cinci. aecct exec

Ruthrautt & Ryan, NY, exce stf

Leanen & Newell, NY, dir radio & TV
Westinghouse Elee Corp. Pittsb. adv. sls prom exec

NAME

Egbert A. Cabble
Terence Clyne
Jacqueline M. Dodge
Howard Flynn
Edward Fonte
Robert L. Foreman
Todd B. Franklin
C. A. Honold
Joseph R. Joyee
Nicholas E. Keesely
Edward Laing

NEW AFFILIATION

Robert E. Clarke & Assoe. Miami, Fla, sr acct exce
Same. sr vp

Adv Syndicate of Amer. Pittsb. acet exce

Walter McCreery, Beverty Hills. radio-TV dit
Ruthrautf & Ryan. NY. timebuyer

Same. chmn TV-radio plans bd

Harry B. Cohen. NY vp chg mktg

Rhoades & Davis, LA, vp. acet exec

Same, vp

Same. s vp

Ketchum, Mcleod & Grove, Pittsb, scet exec

Burr E. Lee ABC. Chi, prodn & prog mgs Schoenfeld. Huber & Creen. Ltd Chy, acct exee
Numbers after names
refer to New and Re
’ In next issue: New and Renewced onn Radio Neticorks., \a- I )
tional Broadcast Sales Execntires. Newe Ageney Appointments A
7
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Advertising Agency Persounel Changes

NAME FORMER AFFILIATION NEW AFFILIATION
| Arthur F. Marquette Sherman G Marquette, Chi, pres Same, bd chmn
Harry Mendelsohn | Huber Hoge & Sons, NY, acct exec, radio dir Same, acct mgr
John R. Mooney Tatham-Laird, Chi, asst media dir Needham, Louis & Brorby, Chi, asst media dj
Cyrus Nathan Foote, Cone G Belding, NY, exec Biow, NY, vp
M. V. Odquist Kenyon G Eckhardt, NY, exec Hilton & Riggio, NY, vp
Dan Rubin Fedway Stores, NY, prom-mdsg stf Huber Hoge G Sons, NY, asst acct exec
Burt Schultz Ovégns-Corning Fiberglas, Toledo, asst to publicity Benton & Bowles, NY, publicity, prom stf
r
Teri Segur Masonite Corp, Chi, asst sls prom mgr H. M. GCross, Chi, asst to pres
John T. Southwell Hirsch & Rutledge, St Louis, vp chg radio &G TV| Smith, Hagel &G Snyder, NY, vp
Robert L. Stevenson Adv Syndicate of Amer, Pittsb, vp Same, pres
Jackson Taylor Lennen &G Newell, NY, acct supvr Same, vp
Louis E. Tilden Sherman G Marquette, Chi, dir radio & TV depti Same, vp
Larry Wherry Sherman & Marquette, Chi, vp, dir Same, pres
Frank Yahner Young & Rubicam, NY, acct exec Biow, NY, supvr Joy acct

Sponsor Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION
Ralph R. Brubaker Carnation Co, LA, gen sls mgr Same, vp chg sls & adv
John T. Caviezel Crosley Div, Avco Mfg, Cinci, mgr new mkt devel Same, m3r, TV slis section
for TV
Henry Dorff Cruen Watch Co, Cinci, adv, publ rel dir Same, vp chg adv
Thomas Emerson Eversharp, Inc, Chi, vp chg sls Same, vp, gen mgr
Parker H. Ericksen Avco Mfg Corp, Cinci, dir sls, Crosley & Bendix Same, vp
appliances
Willis D. Evans Elgin Watch Co, Elgin, I, gen sls mgr Ronson Art Metal Works, Newark, NJ, wp
mktg
Stuart K. Hensley ’ Toni Co, Chi, sls mgr Same, vp chg sls, adv, brand prom
Ceorge T. Laboda Co!gate-Palmolive-Peet, NY, hd adv res Same, radio-TV dir
Wilmore H. Miller Toni Co, Chi, vp chg adv, brand prom Same, vp chg opers
Henry ). Muessen ! Piel B:os, B:rooklyn, NY, vp, gen mgr Same, pres &G chmn of bd
Victoria Risk Universal Adv, Hywd, secy First Fed Svgs G Loan Assn, Hywd, dir adv, §
| rei
William Sexton : Creat Southern Life Ins, Houston, agency sec’y Same, dir adv, publ rel
Herbert M. Stein Ronson Art Metal Works, Newark, NJ, asst gen | Same, gen sls mgr
sls mgr
W. ). Tormey LA Soap Co, LA, gen sls mgr | Same, vp, dir sls & adv
J. R. Wood Lever Bros, NY, brand mdsg mgr | Same, asst field sls mgr, Lever Div

Station Changes (reps, network affiliation, power increases)

KCEB, Tulsa, new nat'l rep, Bolling WCN, WCN-TV, Chi, new nat’'l rep, Hollingbery
KGU, Honolulu, new nat’l rep, NBC Spot Sales WQAZA'}’;I;V' Baltimore, power increase to 100 kw &5
. . . . u

KH(S:Ie" I;:cr:scokxg‘g; to become CBS Radio affil eff 14 Aug WOOD-TV, Grand Rapids, power increase from 28.5 to %
& . kw; also switch from ch. 7 to 8; both changes eff ab

KVCV, Redding, Cal, to become CBS Radio affil eff 14 Aug 1 Jan '54

WBAL, Baltimore, new nat’l rep, Henry I. Christal WTAL, Tallahassee, Fla, new nat’'l rep, Robert Meeker

WDLP, Panama City, Fla, to become NBC Radio affil eff WTCN, Mpls, new nat'l rep, John Blair

13 Aug WTRF, Wheeling, W Va, new nat'l rep, Hollingbery
WFMD, Frederick, Md, new nat'l rep, Robert Meeker WPNF, Brevard, N. C., now NBC Radio affil

Numbers after names
refer to New and Re-
new category

Wilmore Miller (4)
G. T. Laboda (4)
S. K. Hensley (4)
Willis D. Evans (4)
J. R. Food (€))

Henry Dorff (1)
Thomas Emerson (4)
Ifenry Muessen (4)
IT. M. Stein 1)
John T. Caviezel (1)
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JOWA PEOPLE
ok -Psyy-Cove
BY RADIO!

lowa Radio Users Spend More Than Twice
As Much Time With Radio As With
All Other Media Combined!

Enter almost any lowa home at almost any time
of the day, and you will find at least one radio
set in action— keeping Mother company while she
does her duties—bringing Dad the farm markets
and news—changing the quiet house into a warm
and friendly home. That’s why the average lowa
family spends 10.53 hours per day with radio, as
compared with 2.64 hours with television, 1.7
hours with daily newspapers, 0.79 hours with
weekly newspapers.

lowa people spend more time with WHO than
with any other lowa station!

10 AUGUST 1953

All the above figures are from the 1952 lowa
Radio-Television Audience Survey, by Dr. Forest
L. Whan. This Survey is used regularly by lead-
ing agencies and advertisers. It is worthy of your
deep study. Free copy on request.

% for lowa PLUS &
Des Moines . . . 50,000 Watts
Col."B‘. 3. Palmer, President

-P. A. ibycti l;{esidc‘:nl Manager

FREE & PETERS, INC.

National Representatives
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(HOOSE
CANADA'S
FIRST

STATION...\

in Populafion up IIA%
Retail Sal_es up 36.9%
CFCF Iocalsale53 y

feas | GFCF Rafe -
up les thanl5% |

Brsed on lots? SH Figgres.

CFCF

In the U.S., gee Weed s G.
In Canada,All-Canada.
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Bernard Dwortzan

Ronson Art Metal Works, Inc.,, Newark, N. J.

The Ronson mame is synonymous with quality in the cigarette
lighter field and Bernie Dwortzan is primarily concerned with keep-
ing that idea firmly ensconced in the public mind.

In the U.S.. a little more than half of the company’s ad budget
i+ spent in air media. A year-round spot TV announeement cam-
paign in 65 markets and a seasonal harrage of radio in selected cities
during gift seasons constitute the firm’s domestic air advertising.
In Canada, the firm is counting on a pair of long-pull radio programs
to keep the sales trend pointed in the right direction—upward. (See
sPONSOR's special Canadian section in this issue starting page 39.)

It Happened Here, a Ronson program since January 1952. is car-
ried on 33 stations {CBC Dominion Network) which reach the 68
principal trading areas of the country. Le Journal de Claude-Henri
Grignon, a program aired continuously (except for summer hiatuses)
~ince 1949, hits one out of every five Freneh-Canadian radio homes
via CKAC. Montreal. CHRC. Quebec. and CKRS. Jonquiere.

Coordinating with E. J. Watley. [ormer advertising manager and
now general manager of the Canadian subsidiary. Bernie Dwortzan
is convinced that the continuation of these two programs is well
worth the 50/ bite they take out of the Ronson Canadian ad budget.
“We work on the theory that, being largely a gift item. Ronson
lighters can. and should, be purchased for all appropriate gift
occastons.” Dwortzan told spoxsor. “That’s why we feel that
we can afford to hit the same audience over and over with our aired
sales messages. But we keep adding to the audience hecause the
ratings of the shows keep rising. 1t Happened Here, a quarter-hour
dramatic program. now has ratings eomparable with the best half-
hour dramatie shows in the same area.”

Dwortzan. Watley. and Grey Advertising {whieh handles both do-
mestic and Canadian advertising) work in a news peg whenever pos-
sible to get the maximum value out of the show. In conneetion with
Cane Week. for instance. the program was written by a blind man.
performed by blind actors from a Braille script.

Dwortzan. a Rutgers graduate. is married and has a two months’
old son. Why does he prefer tennis to golf? I go in for sports
for relaxation.” he says, “and i’s a darn sight tougher to talk busi-

ness on a tennis court than on a golf course.” * ok

SPONSOR

1 Sponsor
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—. 0% GREATER
o COVERAGE

/1,250,000
TV HOMES
7

A We'll be towering over ‘em

F 4 % all, come Foll. Qur new 1,057
| 3 foot tower means thousands
5 more viewers . . . more soles

cass Ty ® .. . lower advertising costs

per thousond on Michigon’s
foremost stotion with the top
CBS ond locol shows. Get in
on this greot PLUS VALUE!

.
SAGINAW

- ! . .
OWOSsSO FLINT LAPEER 1}

Fe WILKESPORT 4

o WALLACE- /
o BURG /

[
* WINDSOR :
«RUSCOM ¢
. KINGSVILLE \

K J
JACKSON ARBOR

3 [
l ADRIAN

e :
HILLSDALE |

More Than Ever
It's True

CHANNEL 2
IS THE SPOT FOR YOU

, Represented
% t - t Nationally by
, e ro L THE KATZ AGENCY
TOP CBS and DUMONT TELEVISION PROGRAMS

STORER BROADCASTING COMPANY ¢ Notionol Soles Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-7690
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WHEN BUYING

IN OMAHA

KMTV Leads in

1. coverace

With 100,000 Watts on Channel
3. KMTYV gives a better signal in
an area containing 1%4 million
people with a buying income of
almost 2 billion.

2. AUDIENCE

Not only does KMTYV lead with
the TOP 5 . . . it also earries 7
of the TOP 10 weekly shows in
Omaha (Pulse—NMay 17-23rd).
KMTYV has consistently been the
“audience leader” in every Pulse
survey.

3. FACILITIES

Now with 4,500 sq. ft. of new
studio space, new control rooms,
and new television equipment,
KMTYV has the finest facilities in
the midwest.

4. Low RATES PER

16

“M” VIEWERS

Your TV dollars go farther with
KMTV’s low rate structure plus
the bonus coverage of 100,000
watts.

‘50, DAKOTA/

7y

Omaho . C&ﬁi

| ]
lincoln

| cos
| DUMONT:
J ABC |

OMAHA 2, NEBRASKA
" CHANNEL 3

Represented by

EDWARD PETRY & CO., INC.

FALL FACTS ISSUE

There is only one word for it: “Ter-
rific!”

I am referring to sponsoR’s Fall
Facts Issue. It is not only recom-
mended reading for anyone in the ad-
vertising business, but also important
enough for constant rereading.

Your staff has done an outstanding

. job and I can promise you that our

|

copies of the Fall Facts Issue will be
well-thumbed until the 1954 issue ar-
rives.
GEORGE J. ABRAMS
Advertising Director

Block Drug Co.
Jersey City

NETWORK COMPARAGRAPHS

Let me throw a bouquet your way.

I think your network Compara-
graphs are really great.

I use them continually—have them
on my bulletin board for both radio
and TV. Thanks for this useful tool.

Louis L. ERGMANN
Radio & TV Director
Robert W. Orr & Assoc.
New York

IMPARTIAL ON MEDIA

May I take this opportunity to say
how much a lot of us here enjoy and
value your magazine? It is almost the
only instance I know of where a spe-
cialized trade paper is broadminded
enough—while heavily supporting its
own industry—to give a fair-minded
bow to competitive industries.

Your recent round-up of the pros
and cons of the various basic types of
media is a unique contribution to ad-
vertising. in my opinion (“Media Ba-
sics.”” ) Your present series of pro and
con debates on the controversial Life
study is also of outstanding interest
(“What sponsors should know about
Life’s new 4-media study,” 29 June
1953, page 27; “Is Life’s media study
fair to radio and TV?” 13 July 1953,
page 36). I have recommended them

to a number of people.

Sincerest congratulations on a lively
and remarkably impartial handling of
the highly competitive American media
scene. You do full justice to broad-
casting but you also recognize news-
papers, outdoor, and magazines as fea-
tures of the scenery. This is remark-
able broadmindedness.

R. F. Hussey

V.P. & Media Director
Foote, Cone & Belding
Chicago

SET MAINTENANCE

An interesting situation has devel-
oped here which might be of interest
to you and to some of our fellow
broadcasters.

We have received a few complaints
of late from listeners in our fringe area
advising they are not receiving our sig-
nal as well as in the past. Our chief
engineer made a field strength test and
convinced himself that the difficulty
was not with our transmitting signal
but with the condition of the actual
sets being used. Since this did pose a
problem, we wondered what to do
about it and therefore called a meet-
ing of dealers and repairmen in our
area which resulted in the revelation of
the following interesting facts.

The majority of sets in use today are
the small inexpensive table models or
portables which wear out much faster
than the better-made earlier and larger
models. The dealers admitted they are
not interested in accepting repair work
on these small models since the set
owner is reluctant to pay a repair bill
of $10 or 815 when the set itself only
cost roughly twice that amount.

It is apparent the small inexpensive
sets in production today are fast ap-
proaching the category of small ap-
pliances, such as electric toasters and
irons which are thrown away on a
junk heap at the first sign of a break-
down and replaced by a newer and bet-
ter model. Our chief hope in combat-
ting this situation, therefore, seems to

be an aggressive sales effort to help the

dealers sell more replacement sets and

to initiate a propaganda campaign of

our own on the air to remind those
(Please turn to page 21)

SPONSOR welcomes letters from read-
ers. Address all correspondence to 40

E. 49 St., New York 17, N. Y.

SPONSOR
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The queen of them all...as mistress of ceremonies and
often leading lady of Crown Theatre with Gloria Swanson.
And joining her, many of Hollywood’s finest players
—among them, Charles Winninger, Claude Dauphin,
George Brent, Donald Woods. Twenty-six half-hours
of top-flight drama produced especially for television.




Television’s Pied Piper—with a successful format and
an established popularity from his daytime show —in
a new film series, Art Linkletter and the Kids. When Art
meets kids (the general idea of these 39 quarter-hours)
adults follow him by the millions. Questions and antics
that are unrehearsed, uninhibited . . . and uproarious.




Broadcasting’s longest-running hit (today leading all
other network shows in its radio version). During its
run on the CBS Television Network, The Amos 'n’ Andy
Show gathered more than 16,000,000 viewers a week ..z
more than half the total viewing audience! Fifty-two
half-hours, 13 of them never before shown on television:

ALSO AVAILABLE:

The Gene Autry Show
Files of Jeffrey Jones
Hollywood on the Line
The Range Rider
Strange Adventure \
Annie Oakley

Holiday in Paris

World’s Immortal Operas

Cases of Eddie Drake




49TH & MADISON
(Continued from page 106)

listeners who still own the large expen-
sive and better-inade console models to
have their radios checked for faulty
tubes and to treat their good sets as
they would their automobile from a
service standpoint.

It occurs to me the above may be
of vast iuterest to the local station op-
crators.

ARTHUR J. Bangry
President

WEOK. Poughkeepsie

SIGN LANGUAGE

We came up with a rather cnte one
today, in which I thought you might
be iuterested. This is almost a new
territory on TV and, naturally, we
can't go down the street a block with-
ont being asked when we will be on
the air; so, we have equipped the stafl
with the enclosed card which they carry
in their coat breast poeket (see helow).

It saves the vocal chords and we can
get down to business that much quicker.

WiLLtay B, QuakTton
General Manager

WMT, Cedar Rapids
Glad You Asked!
TARGET DATE

SEPTEMBER 27

(This Year)
We Think We'll Make It!

MEDIA STUDY

[ think your marvelou~ study “Basic
Media Evaluation” is one of the very
finest things that has ever happened to
us in radio. Please arrange to send
this station four reprints of this en-
tire series.

Keep up the good work for us.

ARcH L. Mapsex
Manager

Koro

Provo, Utah

Our laboratory would appreciate in-
formation concerning the manner in

which the All-Media Evaluation Studv
series is available to us. We would

10 AUGUST 1953

particularly like to know if these re-
ports have heen or are to be collected
and released under a single cover or
if they nie to be available as single is-
sue reprints of the articles as they ap-
peared in sposson,

We wonld also like to have informa-
tion concerning the cost of the eutire
series of reports and whether there is
a cost reduction per copy if the mate-
rial is ordered in quantity. . .

Joun G, Suaw

Research Associate

Washington Public Opinion
Library

University of Washington, Seattle

¢ The M~ita Study will be repeinted in book
Corm In 1934, Cout and poblication date will be
announced later on, fleservations are acceptable
now,

We are collecting the series of arti-
cles youn are running but in some way
have missed out on the June 1. 1953
article. Part 1, “How to choose media™
(page 25).

Would it be possible for you to send
us this article or copy of sPONSOR con-
taining it?

R. W. Troaiss
Asst. Adv. Director
Gunther Brewing Co.
Daltimore

e Tart 1 of the 18.part medla series In stifl avail.
able, The complete sceries wlli be publlibed in
look ferm ecarly iu 1958, Recvervations are ae-
reptable nos, Write to SPPONSOLL, 10 F. 19 St
New York 17,

TV BASICS

[ am very much taken with the sec-
tion 1 your Fall Facts Issue edition
labeled “TV Basies.”

I wonld like earl one of onr aceount
executives to have a reprint of this sec-
tion. Could vou. therefore. =end me
10 reprints, and if there is any eost.
please bill me accordingly.

Congratulations.

H. Ly>an Harr
President
Hart-Conway Co.. Inc.
Rochester

¢  Reprints of the 1953 TV Bades™
avatlable.
over,

are¢e Now
Cost I~ 50¢ vach (or 100 coples or

TV MARKETS

Your July 13 Fall Facts Issue is
packed full of powerful material and
is a real service to both buvers and
sellers of radio and television. For this
reazon we regret that we must register
one protest.

(Please turn to page 112

WRJE-TV

(/lanne
53

PA PITT'S TV PREFERENCE

“NOW ON THE AIR”

WITH OUTSTANDING
“NBC PROGRAMS
AND THE BEST IN LOCAL
ENTERTAINMENT

YES . ..
WhJE-TV

Takes Pittsburgh's
214 Billion
MARKET
OUT OF SINGLE STATION

Phone Wire or Write
for Complete Data

“EFFECTIVE SEPT.

WEED TELEVISION

NATIONAL REPRESENTATIVES

21




KBTV

(VHF)
Denver,
Colorado

WKNB-TV

(UHF) 1] (UHF)
New Britain, Bethiehem,
Conn. Pennsylvania

WCOV-TV

(UHF) - (UHF)
Montgomery, ! Rochester,
Alabama ¢ Minnesota

-,

% [
o ‘

TN

UHF)
Coluembia,

: Suth Carolia '

(UHF)
York,
Pennsylvania

(VHF)
Fargo,
North Dakota

KTVH

(VHF)
Hutchinson,

N\ Kansas

(UHF)
Ouluth,

b, Minnesota /

WENX-TV

(UHF)
Saginaw,
Michigan

Colorado

(WEPG-TV

(UHF)
Atfantic City,

New Jersey

WBRE-TV

(UHF)

~ Wilkes Barre,
\_Pennsylvania

KGMB-TV

" WLBC-1
(VHF) (UHF) :
Honoiuly, A Muncie,

indiana

WTVE

(UHF)
Eimira,
_ New York

| ”ngl—? |

South Bent @
Indiana

Youngstown,




HE T

1swg-w )

RIV W

(UKF) (UHF)
Youngstown, Roanoke,
Ohio VI’llml

A A veries!

» g o

| IN A CONCERTED EFFORT to
et the demands of “Post-Freeze' Tele-
ion, RCA is PRODUCING and DE-
WVERING TV Station Equipment at an
} precedented schedule.
RCA's long-range planning—and abil-
¥ to produce UHF and VHF transmit-
¢s and high-power amplifiers—is
Wtting TV Stations “on-air’ at rates
fi equalled in Television history.
Y These are some of the factors that

LSSV /KROD-TV

(VHF) {VHF) (VHF)
- Roanoke, El Paso, Green Bay,
_& Vicginia Texas Wisconsin

v*xigﬂ-rv' [KELO-TVY\ (WEAM-TV\ (KCBD-TV) (WHIZ-TV' (WSUN-V) [ wmlgzrrv URIE
Womein ) \_svonvaos ) \_ s e )\ e ) W, \i‘ Cunat

WIv0

(UKF)
Rocktord,
lihnois

CISM-TV
: ;" E:‘:”:Fs)o.

Texas
! T

(UHF)

Florida
e

STy L e

WBAY-TV \

WETL-TV

Ft. Lauderdale,

WAKR-TV

WIPA

CKFELTY [ KPTV

wur) (UHF) (UHF) (VHF) (UHF)

Kansas City. i Akron, ! Harnsburg. { Denver, Portland,

Muuoun Ohio Pennsylvania \ Coloudo,/ K Cu[on
\,______’- - —

combine to make this production record
..and assure Y O U carliest transmitter
delivery possible.

RCA Engineering and Planning is
capable of anticipating station equip-
ment requirements years ahead (take
UHF development, for instance). RCA
Production Enginecring plans facilities
and meets TV Station needs . . .. WAY
IN ADVANCE.

RCA’s Production ““know-how" is

KGNC-TV / KTTS-TV

(VHF) {VHF)
Amarito, Springtieid,
Texas M:ssoun

e —

“WALA-TV

(VHF)
Mobile,
Alabama
———

WHP-TV

(UHF)
Harnisburg, ]
Pennsylv ama

(&

Wity

(UNF)
Jackson,
MisSISSIpp!

-

| 4

based on more than 20 years of pioncer-
ing in TV transmitter design, construc-
tion, and operation. (RCA engineers de-
signed and produced the world's first
commercial VHF transmitter—the
world’s first commercial UHF transmit-
ter—and the world’s first commercial
VHF high-power TV amplifier!)

Make sure you get vour TV transmitter
promptly. Go RCA! Order through your
RCA Broadcast Sales Representative.

KFOR-TV

(VHF)
Lincoln,

_ Nebraska_/ |

( WAFB-TV

{UHF)
Baton Rouge.
__ Louisiana __/
—— = I

CWKST-TV )

(UHF)
New Castle.
\_Pennsylvania

KFOX-TV

- Texas

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT

®

CAMDEN.N.J.. .~
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New developments on SPONSOR stories

See: “Is this TY/radio’s programing pat.

tern of the future?”
P Issue: 6 October 1952, page 29
0 0 Subject: More shows use same format on radio

and TV for cheap total coverage

One of the most recent converts to the practice of using the same
program on both radio and TV is the Coca-Cola Co. Like many other
sponsors who’ve turned to this approach, Coca-Cola was faced with
the problem of satisfying 1,100 franchised bottlers all over the coun-
TV penetration to achieve its aim with that

mediuin alone.

Coca-Cola, and the D’Arcy agency, found the solution through the
use of the Eddie Fisher Show on both radio and TV, via an opera-
tion similar to that developed by the Compton Agency for P&G’s
Guiding Light last summer. The TV program is simply taped (with
ninor script insertions and substitutions) and played on NBC Radio
and on MBS on different nights of the week. Result: Coca-Cola is
able to bring the 15-minute musical variety show to every market
where the firm has bottlers via 84 NBC TV stations. 202 NBC Radio
stations, and 236 MBS stations, with the cost of the radio version
peeled down to the barest minimum.

Here’s how the system worked for a typical week: the Friday, 24
July, NBC TV show was heard over NBC Radio stations on Friday,
31 July; on Thursday. 6 August, it was aired on MBS stations. In
this manner, Coca-Cola achieves maximum coverage with least possi-
ble audience duplication.

Other sponsors who've taped their network TV shows and supple-
ment TV coverage with net radio include: Colgate-Palmolive’s Strike
It Rich, CBS TV and NBC Radio: Kellogg. Lever Bros.. Green Giant,
and Pillsbury with Linkletter House Party on CBS TV and CBS
Radio: Philip Morris’ My Litile Margie on CBS TV and CBS Radio;
Colgate-Palmolive’s Mr. and Mrs. North on CBS TV and CBS Radio;
Admiral Corp.’s Life Is Worth Living on Du Mont and MBS. Vari-
ations on the same system, with film TV and live radio, or the
same series on radio and TV with different scripts, would substan-
tially increase this growing list to indicate that spoNsOR forecast
another trend in its analysis of the Guiding Light pattern last vear.

See: “Bayvuk fights back with 90% tele:

“vision budget”
Issue: }"15 June 1953, page 30
0 0 Sﬂbject: Admiration Cig‘ars ta'kes to radio to

sell popular-priced line to younger
smokers

For 30 years a print-media-only advertiser, E. Regensburg & Co.
radically changed its advertising policy this summer when the cigar
manufacturer (through Rose-Martin Advertising Agency) signed a
52-week contract to sponsor Kenneth Banghart’s Eleventh Hour
News, WNBC, 11:00-11:15 p.m.. starting 31 August. Admiration
Cigars and Dolcin Corp. will share the program on altematmr7 rotat-
ing sponsorship, with each client getting seven programs in every
two-week cycle. Says I. W. Rose St.. president of Admiration’s
agency: “This arrangement makes it possible for us to reach the
maxiinum audience without duplication.”

Keuneth Banghart will deliver the commercials. which will be di-
vided between Regensburg’s established 25¢-each cigars and the more
recently introduced popular priced brands.

Some two years ago E. Regensburg & Sons, makers of Admiration
Cigars. enlarged their line of exclusively priced 25¢ cigars, and at
the same time began producing a popular-priced panatella-shaped
cigar to retail at two for 15¢. This move was representative of the
cigar industry’s effort to appeal to younger men. * kX
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With Spiffly Uplifties (that’s, Ine. ) | w
Though, frankly, his copy = :

exceedingly sloppy

L L

—— e - s —_———

Ite swuug a real nifty time-buy for Upliftie— ““
Bought KOWH—TOP STATION ALL DAY!" |
AVERAGE HOOPER

35.7%

i
Il

1. "A” 19, g |
M |

Sta

.ﬁlnral
EVERY GOOD TIME-BUYER ‘
KNOWS KOWH HAS THE: f

® Largest total audience of
any Oniaha station, 8 A.M.
to 6 P.M. Monday thru Sat-
urday! (Hooper, Oct., 1951,
thru May, 1953.)

¢ Largest share of audience,
of any independent station
in Anrerica! (May, 1953.)

______

= — i -
i h

General Manager, Todd Storz; Represented Ncnonclly By The BOLLING CO.
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40 Million Bushels of Wheat

vﬁ’
t

N Land !

Experts estimate that—this fall—at least 40 million
i N bushels of hard Spring Wheat will bulge the
3 elevaters and terminal storage facilities of
/ Paul Bunyan Land. That's millions in cash and
/ plenty of feed for the poultry and livestock!
‘ Marketing your product to this rich,
responsive farm and city populace is made
so much easier and economical by WCCO!
In the 109 counties of Paul Bunyan land—
82 hear WCCO radio more than any

other station: and in the 59 counties around - ~
the metropolitan centers WCCO-TV

can deliver a picture message to 52
percent of the 750,000 homes:

WCCO is the one-station buy
in a land of giant earnings?

MINNEAPOLIS +« ST, PAUEL

CBS

RADIO— 50,000 Watts—830 K.C.
TELEVISION— 100,000 Watts—Ch. &
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MGITTINE RADIO

This special report is designed
(o help you evaluate nighttime.

Includes case history. broad picture

I o et * » « -
“ Case history: Morton Salt Broad picture: Latest faets
finds nighttime is best buy refute the popnlar fancies
“In some respects. nighttime radio Wany admen are diseussing night-
is more effective than it was prior time radio these dayvs—bhut few do
to TV That’s quote from radio- so on the basis of accurate, up-to-
TV director of Morton Salt Co. date wnformation. Result: /1 crop
agency. Company finds listener of fallacies about nighttime radio
reaction s increasing, especially has now become widely accepted
g in old established TV wmarkets. It as “the real iuside dope”™ on this
‘ uses transcribed show in 65 mar- air medivm.  In a special report.
kets on spot basis.  Savs Vorton SPONSOR provides a round-up of
Salt Co. agencyman: . . . on a the latest research data about night.
: T dollar for dollar basis nighttime time radio’s size. scope. audiences.
L radio is still a very effective media advertisers. and competitive media
' buy”" You'll find full facts on position—and uses this report to
Worton approach, objectives in refute a dozen of the most glib and
case history article that follous. gencralized views on nighttime.

Article starts page 28 Article starts page 30
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NIGHTTIME RADIO REPORT

j’i few weeks ago a letter arrived for
Account Execntive J. F. (Ted) Me-
Loney at the offices of CBS Radio
Spot Sales in Chicago. It was from
Robert R. Long, radio-TV director at
the Klau-Van Pietersom-Dunlap Asso-
ciates agency in Milwaukee. and when
Ted McLoney had finished reading it
he whooped with joy. Reason: The
letter documented points about night-
time radio McLoney. like other radio
calesmen, was finding it rough to make
in meetings with TV-conscious clients.
The letter referred to the four-year
nighttime <pot radio history of the

Morton varies commercials with regions. Around map below are: W,
K. Yates, mgr. agricultural products dept., Morton Salt; Ted Mcloney,

1 AE >

28

Morton Salt Co. and this is how it
went along:

“Dear Ted:

“Many times in the past we have dis-
cussed the effectiveness of daytime vs.
nighttime radio as well as radio vs.
other media. Now that we have had
approximately four years with radio
on the Morton Salt account, 1 will at-
tempt to summarize our experiences.

“In some respecls. nighttime radio
ix more effective than it was prior to
TV. You have watched market-by-
market ratings over a pertod of time
just as closely as | have. In some mar-

Why Morton §

Impaect increasing,

company

kets, TV has definitely made consider-
able inroads on radio listening. In
these particular markets rate adjust-
ments were made to compensate for
this drop. The point that you and 1
must bear in mind is that we had only
metropolitan ratings to go by. From
a mail standpoint, rural radio listening
lias been steadily on the increase. The
same would hold true for metropolitan
listening—in spite of the fact that
some ratings would indicate the oppo-
site. Morton never used an offer on
the air that would be considered par-
ticularly strong. The offers made year

account exec.; Gordon Hayes, Western sales mgr., CBS Radio Spot
Sales; Bob Long, radio-TV director, Klau-Van Pietersom-Dunlap Assoc.
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to year were almost identical in nature,
liv spite of this, mail responses have
steadily increased.

“Old established TV markets <how
the greatest gain in incveased radio
listener reaction. This was especially
true of mltiple TV station markets.

“1 think it could be safely stated that
on a dollar-for-dollar basis nighttime
radio is still a very effective media
buy. Consider for a moment the fact
that we were on davtime in certain
markets prior to this secason. When we
changed these markets over to Class
“A” time, ratings as well as mail more
than doubled even though rates did
not.

“As far as sales effectiveness 15 con-
cerned, your radio cost-per-1.000 is
low. Radio offers an opportunity to
put across a sales message with all the
wanuth that a spoken medium has to
offer at a cost-per-1,000 just as low if
not lower than that of any other known
medium. It is up to the individual
company and/or agency to capitalize
on radio’s potentialities. You people
offer the audience—if the agency or
client misses the boat, it is their fault
entirely.”

Morton Salt Co. uses a transeribed
half-hour program called Visitin’ Time
on 65 stations (see hox at right listing
call letters), mainly in Class “A” time
between 7:30 and 9:00 p.an. Stations
used include two regional networks.
the Columbia Pacific Network and a
hookup of CBS New England stations.
Objective of the once-a-week program
is to sell three different products. two
of them farm. one consumer: (1) Mor-
ton’s Free Choice Trace Mineralized
Salt: (2) Morton's home meat curing
line (Tender-Quick. Sugar Cure. Sau-
sage Seasoning): (3) Morton’s table
salt. The latter product is the respon-
sibility of the Needham. Louis & Bror-
by agency. Chicago.

(Please turn to page 116)

0

case history
0000
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Morton Salt Co.'s transcribed variety show, "Visitin' Time," includes band. vocalists.

These 65 statious comprise Yorton's spot radio list

¢s nghttme spot radio

"wially in older TV markets.

Radio has spurred sales gains

Audi-
ence which is seeking entertainment is more responsive to commercial pitch, firm feels

STATE cITY STATION STATE cITY STATION
Alsbama Birmingham WAPI Nebrasks Omaha KFAB
Birmingham WAFM New Hampshire Concord WKXL
Arkansas Little Rock KARK Manchester WFEA
Chico KXOC New Jersey Paterson WPAT
Los Angeles KNX New York Rochester WHAM
L) 9 Schenectad WGY
California Palm Springs KCMJ Y
Sacramento KROY North Carolina Charlotte WBT
San Francisco KCBS .
Stockion KG DM Non:fh Dakota Bl.smfgrci . KFYR
Colorado Colorado Springs KVOR OLIL Cincinnati WS
Denver KLZ Otklahoma Otklahoma City WKY
Connecticut Hartford WDRC Medford KYJC
. North Bend KFIR
Georgia Atlanta wsB Oregon Portland KOIN
Boise KDSH Klamath Falls KFLW
Idaho Twin Falls KEEP Roseburg KRNR
Pocatello KJRL Pennsylvania Harrisburg WHP
_ LI LJJe South Carolina Columbia WIS
Hinois Chlcago' WEEBM South Datkota Yankton WNAX
lowas Des Moines WHO Tennessee Memphis WMC
Kansas Concordia KFRM Nashville WSM
Kentucky Louisville WHAS Amarillo KGNC
Louisiana New Orleans wwlL Texas Fort Worth WBAP
Maine Bangor weuy San Antonio WOAI
Portland WGAN Utah Cedar City KSUB
Massachusetts  Boston WEEI ) Salt Lake City KSL
Michigan Flint WFDF Virginia Richmond WRVA
Kalamazoo WKZO Vermont Burlington WCAX
Minnesota Minneapolis wCCO . Kennewick KWIE
Missouri Kansas City KMBC Washington ép:}ane ﬁlxhhl
St. Louis KMOX akima
Montana Butie KBOW West Virginia Wheeling WWYA
Great Falls KFBB Wisconsin Madison wWKOwW
29




fallacy
fallacy
fallacy
fallacy
fallacy

fallacy

i

The pace-setters of nighttime radio, the “Top 10" of Nielsen Radio Index, are steadily
creasing their audiences. In April 1952, average number of homes reached by ni;'ght*
“Top 10" was 4,139,000; in April 1953, it was 4,498,000—up 8.7%.

Not so. Networks report fall sales levels ranging from a break-even-with-'52 to a |
increase in nighttime radio business. Reps report an average gain of some 12.5% in ni
time spot. Big names, from Chesterfield to General Foods, are in.

Far trom being a negligible factér, TV areas contributed 519% of the listening to nig
time network commercial shows last winter, studies show. In “Videotown,” for instan
nighttime radio made 60% listening gain between totals for '51 and '52.

Some 11% of TV homes tune to TV and radio simultaneously at night, study by For
Whan in New England (then 49.5% TV-saturated) showed in 1952. That’s because
homes are more likely to be ‘multiple-set homes, conduct radio dialing in other rooms.

In the New York area, where millions of viewers have a choice of seven TV channels &
30 radio stations, radio outlets with big-name shows of pre-TV type got more than h
(52.6%) of nighttime radio listening in TV homes, recent Pulse study shows.

Checkup by one radio network shows the following: Magazine cost-per-1,000 circulat
has risen 32.4% since 1946; newspaper supplements, up 22.3%. Nighttime radio cos
vs.-gross-circulation of all networks has had average drop of 3.8% since '46.

lv ighttime radio used to be the dar-
ling of air advertisers.

Nobody paid much mind to things
like details of cost and audience size.
When renewal time came for a night-
time radio show with a £20,000-weekly
talent price tag. the option was usually
picked up by the sponsor with the
grace of Sir Walter Raleigh handing

30

NIGHTTIME RADIO REPORT

a fan back to the first Elizabeth.

In the last couple of years. however.
the romance has cooled. The new
light-o™-love for air advertisers is night-
time TV,

Today when admen discuss night-
time radio you'll often hear them use
the glibly disparaging generalizations
enumerated on these pages (<ee 12

12 fallacy

points listed in the color panel above).

But up-to-date research data from a
variety of sources shows these general-
izations 1n their true light as fallacies.
sPoxNSOR has collected what are prob-
ably the “Top Dozen™ fallacious clichés
about nighttime radio. and has here
matched them up with the latest facts
and figures on nighttime radio.

SPONSOR
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Ila cy This belief, popular with spot radio buyers, is off-set by a Pulse study in 18 big
radio-TV markets for the Katz rep firm. There are more male listeners-per-1,000
homes during the 7:00 p.m.-10:00 p.m. period than during any morning, daytime slot.

Ila cy Same Pulse study shows that women listeners are indeed plentiful during the late
R morning and afternoon, but during the prime evening hours about 80% or more of
the same women are also available. The figures for weekends are even better.

'Ia cy In terms of advertiser interest, perhaps. But not in terms of fact. Nielsen data
for a leading radio network shows that last season’s nighttime levels, October-April,
were 1529% higher than daytime in terms of homes, 229% higher in listeners.

I Ia cy Not any longer. A sizable number of stations in all major markets have changed to
the “‘single-rate’’ (day rates equal to night) basis. At the same time, daytime rates
and program costs are inching up. Costs at night can even be less than daytime now.

I Ia c y This is often true on a per-broadcast basis. But, over a 12-week period, radio shows
can multiply their ratings four or five times for a big cumulative figure, due to
radio’s huge base and large turnover. Comparable TV growth is smaller

' I a cy Not so. Radio networks and stations now offer extensive merchandising and promotion-
, al follow-throughs on nighttime campaigns that are virtually ruled out by high costs of
operation in evening TV. Radio impact is thus boosted, competition made stronger.

; °
| l I0 Latest research on nighttime radio
JU R j herein rebnts a dozen pet ad theories

l. “As TE expands, radio listening  \pril 1953.)  Therefore it's not hard  shows in the evening-once-weekly cate
at night in the U.S. inevitably drops.” t st In the pe 20-26 A

New video outlets are popping up agencies clients ordi Ni Radio 1
like mushrooms all over the U.S. land-  nighttime radio is in i erag
scape. The top nighttime video net- T\'s gains. € | 00(
work shows have been increasing their  being made at nightti adio™s ex- A vear later. \RI figures for the pe
audiences. (/ Love Lucy, for instance.  pense. ¢ =34 e fig-  19:25 1953 =h ]
added 30C to the size of its homes- ures would seem to sl
teached figure between April 1952 and Take tl io’s
10 AUGUST 1953 31




VIEWERS LIKED "INTEGRATED" COMMERCIAL FOR TIDE.

0. What TV commercial
do you like hest?

A. TIDE:

“Best liked of all TV commercials
in Ohio State study

o

ABOVE, RESEARCHER BETTY KNOWLES CONDUCTING AN INTERVIEW

Vhat do viewers think of vour

TV commercial?

by Dr. Kenneth Dameron

For the past four years Dr. Dameron
has received a grant-in-aid from Ohio
State University, plus some additional
support from stations, to conduct a
series of studies of television. Previ-
ous studies include: the television com-
mercial, the Columbus market, the
various TV research techniques. In
charge of field work and general di-
rection of this particular study iwas
Thomas A. Torrance, M.B.A., graduate
assistant. Dr. Dameron’s current study.
now underway, deals with use of tele-
vision by local advertisers.

32

T here is mounting evidence to indi-
cate strongly that audience-approved
commercials do the most effective job
of selling. For that reason it is of vital
importance to the advertiser to know
just how the televiewing audience re-
acts to his commercials and to those
of his competitors. as well.

The advertiser is interested in the

O 0000

research
A ANARANN

If they like your show, they are

more apt to like the commercial

reasons why television commercials are
liked—and why they are disliked. He
wants to know how the audience re-
gards television advertising in general.
He is interested in knowing whether
viewers actually watch television com-
mercials or whether they tend to turn
their attention away when commercials
are flashed upon the screen. He may
want to find out whether viewers con-
sider television commercials more or
less informative than advertising in
other media. or whether certain com-
mercials are irritating to viewers.

SPONSOR

- e e m— s S

e




Why conunercials are tilced: \\ 1o
nsked to recall the television comuer-
cial they like besty L7070 of the 323
who responded to the question named
the Tide detergent comniercial on the
Red Skelton program. Thirty-two or
9914 rated the \uriel cigar <pot
comuercial as “favorite,”  Others fre.
quently  nanted were: Philip Vorris
cigarette, I Lorve Luey program, with
19 first-plare votess Ol Golil cigarette,
Ted Mack's Original Amatear our.
E7 votes; Pabst beer. Boving. 13 vates:
and DPillsbury cake mixe crthur God-
frey and 1lis Friends, 12 votes tsee
table 1).
TABLL |
EAWORITE™ COMMERCIALS

Conrmeraial Namber Percentage®

Vide (Red Skellom) N 11.76%%
Muricl ! u.91
Philip Muorris

(! Lore Iucy 149 1R
Ol Gold (Oryginal

Amaleur Hour 1y 25
Pabst (Boving) 13
Pitlsbury cake mix ( frthur

Godlrey and s | riends) 12

* Percentages based on the 323 respondents who
named a “favorite” commercial

In analyzing the six top-rauking
commercials as to phyvsical type and
form, the researclhier can note =ome
interesting comparisons:

Phasical c'assihcavows of “Lavorite’” Commercials

Mechamical

Commercial classtfications  Insertion  form

Tide Demounstration, Incorporated
narration

Muricl Animadon* Spot

Philip Morris Demonstration, Incorporated
narration

Old Gold Demanstration, Integrated
narcation

Pabst Animation® Direct break

Pilisbury Demaonstration, Incorporated
narration

fam

The popularity of the “demonstra-
tion and narration” and “‘animation”
types of physical presentation can be
noted. These two types are more fre-
juently used in program commercials
than is any other type. .\ panel survey
by spoxsor—reported in the 23 April
1951 issue—revealed that four of the

10 AUGUST 1953

ATTITUDES TOWARD COMMERCIALS IN GENERAL BY INCOME

ATTITUDE

“ AN adeernsine shonld he re

moge relecision,”

2 5 208 12

(3.000,)

“ddvernsing ot certain hypes e
el ! N 9 v 21 34
of products stiould  be remao:cd 0w o=
i (1.3.259,
“The refecision industry under i
new o = - . 3
‘o. ,-) 2-‘ :2 -""
rore o (23.259,
!
“The govermment showld
control more closely what i< e > 4 ] 21
.\ullu. i Saottn oLer i ! (';'2;”;1
tistone con retals!
“Television advertising (s 31 38 39 70 198
O. KA. as it is. leare & alone” (19.509,)
Other opinion r I 10 G 27
(6.759,)
SOURCE: Ohlo State 11 vershiv st tlus undder ddire ttss f Dr K or Dran n

nE fran lop tie grodp o 1 [

top =ix spot counnercials were ani-
mated; the other were of the
demonstration and narration type.™ *

Viewers apparently have a high re-
gard for the “incorporated” form of
commercial insertion: three of the top
five program commercials are of this
tvpe.

Forty-two percent of tho-e naming
Tide as their favorite said they liked it
best because of its “incorporated” form
of presentation: 34.27¢ said it is “cute.

two

1 oday's top commercials: spot
23 \prit 1951, p. Sxif

IV, spoN<or,

clever, emtertaining: ™ 15190 liked it
because of Red Skelton hime-elf (as an-
nowreer); and 10.5¢ <tated 1t s
“unique, different.” 1 Percentages mas
not add precisely to 10077 for some of
respondents  mentioned  “other™
reasons, and some named more than
one reason. )

The Muriel commereial is liked best.
because it 1s “‘cute. clever. entertain-
img” (81.3°%) and because of its
“musical approach™ (21.971; 9.4%
stated it is “unique. different.”

(Please turn to page 122

the

‘ KNenneth Dameron, Ph.D., Olito State University

Dr. Dameron is in charge of advertising studies at the university.
Fifteen yvears ago he inaugurated a university-sponsored advertising
conference which has since become a model for many other col-

leges. Well known in the field of advertising and marketing research.
Dr. Damneron has directed the expenditure of over a million dollars
jor various studies. He has served as president of the Columnbus
Advertising Club. v.p. of the Advertising Federation of America.
held other important posts in his field.
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10 basic fndimgs of new Christal

radio study

¢/

’f:le\'cn radio stations repped by the
llenry l. Christal Co. have just spent
$50.000 to $75.000 on a major study
to determine the place of radio in the
daily life of the Ainerican people.

The 11 stations are affiliated with
six newspapers and six TV stations
and have two TV applications filed
among them.

The Alfred Politz Research organi-
zation interviewed 4,985 people in 41
TV areas last December and January
to find the facts on radio’s daily use
in and out of the home.

Basic  conclusion  drawn by the
Christal stations from the [Politz re-
port: Radio is “indispensable™ to the
American people and therefore “im-
portant” to the American advertiser.

Most significant point uncovered by
the study. according to Alfred Politz,
was “radio’s ability to ‘leak through
the crevices' of people’s daily sched-
ules.”

This then was the objective of the
study: to find out the “who.” “where,”
“how.” and “why” of radio listening,

Major stndy based on 5,000 interviews in TV areas

reveals radio is indispensable to U.S. public

as well as “how many” listen.

It was sponsored by these 11 «ta-
tions: WBAL., Baltimore; WBEN,
Buffalo: WGAR, Cleveland; WIR, De-
troit: WTIC. Hartford; WDAF, Kan-
sas City: KFI. Los Angeles; WHAS,
Louisville: WTMJ. Milwaukee; WGY,
Schenectady, and WTAG. Worcester.

Nevertheless it is not a competitive
study comparing one station or one
medium with another. As a result it
establiches a new precedent in radio
research. Advertisers will be quick to
draw these conclusions from the find-
ings, based for virtually the first time
on exlensive statistical data:

1. Radio reaches nearly everybody
despite TV. (Study was made in tele-
vision areas only.)

2. Radio has an audience every
waking hour of the day.

3. Radio can and does follow peo-
ple wherever they go—in and out of
doors.

4. Radio allows people to use it
while doing something else. (One-
fourth of the adults in TV areas con-

TN

This article substitntes
for Hedia Stundy Part 8

This new Christal-Politz study is
the first major cooperative effort
by a group of stations lo uncover
the Jacts about radio listening
for the benefit of the entire in-
dustry rather than to serve the
individual interests of a few.
Since nothing like this has been
done before, spoNsonr felt it inm-
portant enough to substitute it
for Part 8 of our All-Media Evalu-
ation study, the concluding por- i
tion of “Beware of these media
research pitfalls,” scheduled for
this issue. The media series will
resume in the 24 August 1953 issue,

nte

2

sider this to be radio’s greatest advan-
tage over othier media.)

The basic findings. on which the
above points are based. are listed on
the page at right and developed later
in this article. They were uncovered
through 4.985 personal interviews in

e s

AN AUDIENCE IN MOTION '

I. Where People Listen—at home 2. Where People Listeun—outside the home

Other In Other
People who listen on an average day Kitchen Llving Bed- Dinirg places ) People who listen on an average day car, At places,
Room room room at = while Jwork | outside
home = driving home
Detween waking & breakfast — 37% 169, 35% 1% 69, Between waking & breakfast . 20, 1% 1%
o . 8 . q)7 od o - -
During breakfast B19% 6% 2% T9% 2% During breakfast ... - O )
Between breakfast & lunch A1 33% 17% 109, 8% Between breakfast & lunch 169, 7% 37
During lunch GI% 9% 3% 8% 5% During lunch 19 6% 5%
Beticeen lunch & supper 3204 399 153% 9% 89, Beticeen lunch & supper 159 7% 1%
During supper G37% 110, 20, 199, 2% During supper R
: ] o - oY% = . , . . :
Between supper & going to bed 18% 5369, 229, 57, 69, Between supper & going to bed 3% 1% 24,
Tass than halt of one pereent.
I. In the howe the principal places of listening are the - 2. Qutside the howe [istening goes on wherever people are—
kitchen, living room, bedroom, and dining room. What is more = i{n their cars, at work, in somcone else's home, in lunch rooms

important than the size of the figures, the study says, is the vivid
picture this tabulation presents of an audience in motion, shifting
from place to place from one hour to the next.

and bars, at the beach, and in countless other places. Table shows
most is done driving to and jrem work. but a significant number
listen while they are at work outside the howe.
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L Radio emerges in this study as indispensable medium—important ro
advertisers hecause it is impaytdad ) peiple.

2. Virtually oIl people use radio in 'V arcas of U.S. (twwo out of three
adults lister daily, nearly nipe out ofs [0 weckly).

3. Radio is wniversal medium. Its appeal cuts across all cconomic and

educational levels,

§. 1t operates indoors amd vutdoirs as-constant companion to people.

5. [t operates, without exver stoppingy for changingidynamic audience,

6. It commands wuniversal audience—Aby size, geagraphy, income, education,
age, sex—achich devotes /Wgc amount of ats time @ listening to radio.
(& &

1. People accept radio. More than thie tliev susistan hawing it.

8. Majority of people depend on rudio as source of ‘Coptact with outside
world, 1n tie of cnler geney they turiro it fm' Information.

9. People primarily are fuvorable toward vadio. I'hey rely v it for
crtertainnient, l'/lf())‘l?lﬂtI.OIl'-;—-ﬂ?'I(/ most . of u/l, perhaps, they enjoy ir.

l’eop/p like radio because they can ise it while they are (/oz'//g other //Iz'ugy.

This they cousider to be rudio’s ('/Iz't’f (/z'sfz'//g//z's/u'ﬂg characteristic
and its (‘/Iz'vf distinctive (/(/‘zw//fuge to them.

41 TV areas of the U. S, during one
week in December (15-20) and three
weeks in January (6-29). A proba-
bility sample was used representing
the 61.6 million people aged 15 and
over living in TV areas. This is 577/
of the total adult population of the
U. 8. Within the survey area 7277 of
the people have TV.

Most of the findings confirmed pre-
vious researcli. However, the study is
unique from two standpoints: (1) Tt
is the first done by a group of stations
for the henefit of radio as a whole
(at least since the days of BMB) with
no single station or network tryving to
prove itself best: (2} it is the first
such attitude-motivational study done
on a national scale. though various
similar aspects have been touched
upon in previous studies by Dr. Paul
Lazarsfeld df Columbia University.
Dr. Forest L. Whan of the University
of Wichita. the major networks. other

10 AUGUST 1953

stations, and research
organizations,

Discussing liis newest study
sPONSOR, Politz said:

“This studv is not a quantitative

independent

with

one. Radio has had sufficient quantita-
tive research, Tlere has been enough
comparison between stations and net-
works, using quantitative studies to
prove themselves ‘first.” What
needed to supplentent the quantitative
data study radio’s
uniqueness—its place in the daily life
of the American people. This the spon-
soring stations have done.

“Radio is not strictly. rigidly com-
petitive with other activities. It does
not demand all or most of a person’s
attention. The individual can listen
while doing so many things that have
to be done—eating. working. shopping.
driving. Radio should be proud of
thiz uniqueness. In the past b think
it's been afraid of it. As a result. it

was

was a showing

ltas not sold itself as well as it might
to the advertiser as the powerful me-
dium 1t is.”

I turning over the findings to the
entire industryv. the Christal stations
vited agencies. <tations. and re<earch-
ers to use and comnuent on the study,
In addition they expre-<ed the hope
that thiz study would lead to futnre
radio research of a <tmilar nature but
on a broader scale. in greater detail.
and on a continuing basis. Behind thi-
reasoning is the thought that quanti-
tative studies (ratings. total listeners.
and who's firsty u<ed for competitive
purposes do more harm than good and

that radio now has more to gain
through qualitative studies such as
this.

SPONSOR interviewed a S$15 million
advertizer. a research director of a
leading New York agency. and a top
timebuver at one of the bigge<t \e

t Please turn to page 128)
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San Ffaﬂciscﬂ Cars on road at 7:25 a.m, are visual reminder that San Francisco wakes up early. In inset {I. to r.} Jules Dundes, sls.
| mgr., Arthur Hull Hayes, gen. mgr., Evelyn Clark, prom. mgr. with KCBS presentation on early-morning audience

Every market 18 i

To buy time wisely you have to know each market. These pietures are

designed to remind you ahout some of the variables to look for

In San Francisco, 47% of the business offices
open by 8:00 a.m.; 92% are open by 8:30. Result:
Most of the population rises early. There’s a radio
audience available in force from 6:00 a.m. onward.

This fact was dramatized forcibly in a recent
KCBS, San Francisco, presentation (in which the
station also lauded its morning man, Bill Weaver,
as top audience draw in the 6:00-7:00 slot). But
such differentiating characteristics of a market are
often little known to outsiders.

To stress the value of studying each market you
buy, spoxsoRr has assembled the pictures on these
pages. They illustrate how four markets differ.
Additional details on these markets start page 118.
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Philadelphia: growing

Fact that market is mature
doesn’t mean its popu-
lation stands still. Because
of rapid industrial growth
in Delaware Valley,
WCAU points out, adver-
tiser gets growing "bonus"
audience within station’s
primary coverage area.
Picture shows Levittown,
Pa., which will hold
16,000 families

SPONSOR




Miami: bonus outdoor audience

When you buy a resort arna,
these are market characteristics
to bear in mind: {I] Large part
of audience, as in this WQAM
picture, is out-of-home won't
show up in usual ratings. (2}
Vacationers are in mood to ipend
bring extra money into market

Winter tourists are well heeled

Cedar Rapids: loyal farm listeners

Of all stations, those catering
lo farm audience are hardest

to evaluate—if you use New York City

as criterion. Farm station’s hold on

its listeners won't even show up in

ratings frequently. It's best proved

by what staiions I'ke WMT, Cedar Rapids,
lowa, do for the farm community

in coverage of farm events

— — — — — ety ety s — — — —

Detroit: night crew listens by day

Many employees here work nights,
sleep by day [at left, night shift
streams out of Dodge plant). WWJ
says many Detroit swing-shift workers

-,

listen to radio in late morning

or afternoon as well as while working
at night. That means added audience
both daytime and after-midnight

T SR A
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and now a message

sor
from our SpOnsot

* s,

by Bob Foreman

B ack in the days when I was
voung and the bromtosanrus was
commonly seen among the fern
trees, someone wrote a book called.
Did | Tell You About My Opera-
tion? Maybe that was=n't the exact
titte and the author might have
been Irvin Cobb. Bnt anyway this
hook. T recall, did very well not
only because the writer was a fun-
ny writer but also because he was
on a subject people like to have
their ears hent about—ailments,
operations, babies being born. and
such. I don't know why this is so
but I guess the men in white could
tell us.

Anyway. | got to thinking about
this book and its current parallel
with Arthur Godfrey’s operation.
I think Arthur’s recent hospitaliza-
tion received almo=t as much space
in the newspapers ( which ordinari-

ly don’t like devoting frout pages
to TV stars) as the Coronation.

From this thought my mind wan-
dered into the realm of pure phi-
losophy and at the risk of giving
Bertrand Russell a bad time, I'd
like to record a few of thesze abber-
rations.

If anything like this were possi-
Lle. Arthur’s phyvsical troubles
made him even more human to his
audience. They served to weld
viewer and star even more securely
(don’t get me wrong. this was all
achieved without any overt attempt
to play on people’s sympathy).
Trouble made their pal more hu-
inan than ever. Folks remembered
every ache thev'd ever had. They
remembered their own tonsillec-
tomies or whatever else caused a
trip to the hospital. Here was real
rapport — real identification of

Popular star is one with whom audience feels rapport, says Bob Foreman. Arthur Godfrey's
recent hospitalization made this performer even more "human' than ever to his audiences
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viewer and performer.

Same thing, from a slightly dif-
ferent angle, occurred when the
Arnaz family was expecting. One
of the great charms of the I Love
Lucy show ix its realism (despite
anormal complement of far fetched
situation, stock characters, and <o
forth). Desi and his wife them-
selves are natural and believable.
And they’re really husband and
wife! Believe me, this helps!

Then along comes that most
natural of all events in the lives of
a married couple (except perhaps
arguing). A blessed event! For-
tunately, such a phenomenon re-
quires more time to materialize
than the filming of a half-hour tele-
vision show. So into the scripts
and onto the air went the “real life
story.” Fiction became fact. Ac-
tors hecame people. And every-
hody felt a little clo=er to Desi and
Lucy.

I think folks feel somewhat the
came wayv about Jane Froman.
Though no reference is ever made
on her program about her accident
or the after effects, the audience
knows. So when Jane takes the
simplest of dance steps, the studio
audience cheers and I'm sure the
home audience chokes up. How
can you help it? Here is a lovely
creature who’s had enough trouble
for a dozen people. Yet it didn’t
get her down. People can feel
that!

All of which lead- me to a ses-
sion I went through the other day
with a learned doctor who is put-
ting hix ~tethescope on advertising.
The Doc supposedly knows all
about stage-and-ad-personality and
how people react to it. What he
tells vou is always kind of obvious
when you stop to think about it—
but he backs the obvious up with
qualitative and (uantitative ve-
portz. Kiud of interesting.

For example. he maintains peo-
ple abhor perfection. Says the
modern crowd prefers a personal-
ity it can ideutify itself with rather
than an authovity. He goes on to
make quite a case for down-to-
carth personality-selling. What the

SPONSOR




/ [I]ﬂk / l” ron BUYERS OF TV FILM COMMERCIALS

Who is qualified to make TV film commercials?

Advertisingmenwhoareexpertsinvisualselling.

Which technique is best for my commercials?

The one which best suits your product and
sales story.

5:?’«’4- has been a specialist in visual selling for

more than 20 years.

5-4’(34' has had brilliant success with anima-
tion, live action and stop motion — and
combinations of all three.

*Slightly biased

S — —— — — — — i — — . — — —— — — — —— — — — — — — — T t— — — ——- e st s, e S, s

What is the best way to work with the producer?

A good producer deserves to be made a member
of your team. Whether he works from your
storyboard or his, the more you draw on his
specialized experience, the better the results.

How much of the creative preparation should the
producer contribute?

As much or as little as required.

5_&’234 s permanent staff of script and story-
board experts are equipped to do the
complete job, or they will cooperate
with the agency’s departments to carry
out its ideas.

5-4’234 has produced more than 2500 film com-
mercials, of which 659 were created by
SARRA’S own staff.

How much should a TV commercial coste

There is no such thing as a cheap commercial.
There are good and bad commercials. Good
commercials are inexpensive.

5_'1%34-commcrcials are inexpensive because
they sell effectively. They are so fresh
and interesting they can be repeated
for cumulative effect without becoming
tiresome.

Should the producer be expected to submit a
script or storyboard on speculation?

No. An established producer’s stock in trade is
ideas and he is worthy of your confidence.

5_4RRA- does not submit material on specula-
tion. SARRA charges for the creation
of scripts or storyboards but once
okayed, they become part of the overall
quotation. However, you do not gamble
time or money for, of over a thousand
storyboards and scripts created by
SARRA, only 7 have not been pro-
duced.

e e o e D T G C——— ——— — — — — — — — — — — . — — — —————— — — — — — — — —— — — —

Q.
A.

How important is the quality of the TV film prints?

The print that goes on the air represents your
investment of time, talent, and money. It should
be the finest available for TV reproduction.

ﬁRR# insures good reproduction. SARRA has
its own laboratory for the sole purpose
of making prints of its commercials for
TV presentation. These prints are
called Video-O-riginais and whether
you order one or one hundred, each
one is custom made.

Are better commercials made in the East, in
Chicago, or on the West Coast?

Geography doesn’t matter. Facilities and
equipment are only as good as the men who
use them.

5_4’234 specialists are available in SARRA'S
own New York and Chicago studios
and in associate studios in California.
The script and your convenience de-
termine the location.

TELEVISION COMMERCIALS o

PHOTOGRAPHIC
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ILLUSTRATION o

SPECIALISTS IN VISUAL SELLING
New York: 200 East 56th Sireet
Chicago: 16 Easi Ontario Sireet

MOTION PICTURES o« SOUND SLIDE

FILMS
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from the inside with Hartford
County s ONLY TV stahon

HARTFORD A4/ NEW BRITAIN
11 Asylum Street ST 213 Mafp Street

represented by

The BOLLING Company
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Doc does, without =aying ~o, is to
make a terrific care for TV. All
his rule~ of personality-~alesman-
ship apply to television in spades.
You and | ave pals there, Doc!

If we didnt have to rehearse
copy <o often on TV. if we could
select the right MC’~ and announ-

cers and narrators and make them
as familiar with the product and
product’s sales problems as, say,
our copvwriters are—then we could
just let ‘em loose on the air. Our
commercials would sound a lot
Letter that way—work a lot harder,
tco. 1think there’~ a non-scientific
~word for this, It’s “cpontaneitv.”

R s
commercial reviews

e o el I e
prz O Y R

TELEVISION
1 SPONSOK: Welch’s Wine
‘ PRODU CER Lawrence White
PLOGRA VM : Dotty Mack Show, Du Mont

This spritely program provides a perfect
case in point that commercials don’t have
to be involved or costly to produce to be
effective. The lad who delivers the copy,
Colin Male, at the opening, middle, and
closing breaks is at ease and convincing as
well as extremely pleasant to look at. This
is all the more miraculous since he’s as
busy as a one armed 24-sheet poster-paster.

\ Holding up the wine bottle, filling the
glasses, adding the soda and ice, while de-
livering his lines, Mr. Male also manages
to rotate a lazy Susan and paste down
photographs in an album. Yet he doesn’t
louse up his lines, nor get the label on the
bottle canted nor spill the soda. In New

York this kind of effort would call for

three extras and four hours of rehearsal

on camera. (The Dotty Mack opus is
done in Cincinnati.)

Copy-wise these commercials present the
straightforward appeal that Welch’s is a
family wine; hence the middle spot sets up

| family situations in a nicely realistic, re-
laxed way. While the selling phrases as
well as delivery of them are low-keyed,
they are packed with sound reason-why
copy and should register well.

Good demonstration of tall and short
drinks is sure to whet the appetite.

I dare say this commercial format is pro-
duced for a song (Dotty Mack delivering
same in her amazingly in-sync style of
mouthing pop records). However, it looks
a lot fancier and comes off as real top-
drawer stuff. * AR
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DON LEEXK
OFFERS
MORE

MORE STATIONS —With 45 strategically located radio
stations DON LEE offers maximum Pacific Coast pene-

tration that no other medium can touch.

MORE ECONOMY—DON LEE delivers more sales im-
pressions per dollar. Each of DON LEE’s 45 stations was
designed to give its market the most complete and effi-

cient coverage at the lowest possible cost.

MORE FLEXIBILITY—With DON LEE you can tailor
your selling to your distribution. Buy only as much cov-
erage as yYou need — one market or the entire Pacific
Coast.

MORE INFLUENCE — DON LEE can release your sales
message from a local outlet in each of 45 important
markets (21 of them where DON LEE has the ONLY
network station). These stations are members of their
communities, with strong local influence. You sell where
the people live and buy.

That's why DON LEE consistently carries more regional
Pacific Coast business than any other radio network.

People who know the Pacific Coast best use...

The Nation’s Greatest Regional Network

DON LEE

1313 NORTH VINE STREET
HOLLYWOOD 28, CALIFORNIA

Represented Nationally by John Blair & Company




T. Balph Hart

Radio and TV Director
Spitzer & Mills, Ltd., Toronto, Canada

| gency profile

A dozen clients of Spitzer & Mills. Ltd.. are spending more than
31.500.000 this vear to send their sales mes=ages into Canadian homes
via radio. This accounts for a little better than 3077 of the agency’s
billings. Shepherding this air operation for S&M is T. Ralph Hart.
radio and TV director of the agency.

Checking over the list of big air spenders gives one the impression
that the U.S. and Canada have a lot in common. Such familiar names
as Colgate-Palmolive (Ltd.). Toni. RCA Victor, Quaker Oats.
Kleenex. Willys Motors, Hallmark Cards, Lehn & Fink, Coleman
Lamps & Stoves. and Bell Telephone Co. are studded through the
list. Just about the only “foreign™ names are J. Arthur Rank film
distributors and Bata Shoe Co.

These astute advertisers use radio in Canada for virtually the same
reasons as it is used in the U.S. 1lart told spoxsor: “Radio adver-
tising in Canada cannot be topped for: (1) effective delivery of
low-cost, high-impact sales messages; (2) effective and economical
coverage of rural and small market areas.”

No Johnny-come-lately to either Canada or advertising, Ralph was
born in Toronto and has been with Spitzer & Mills (formerly Lord
& Thomas of Canada. Ltd.) for 1. vear~.

And, although, according to Ralph. “Canadian TV has not vet
developed to the degree of eflectiveness shown by radio.” several
S&M clients plan TV participations this fall.

The biggest single difference between Canadian and U.S. radie
advertising. says Ralph. “ix the need in Canada for broadcasting
in two languages for a complete national broadcast effort.”

To keep abreast of developments in his field Ralph devotes a good
deal of his time to related activities. He's a member of the Bureau
of Broadcast Measurement research and development committee,
and of the Association of Canadian Advertisers-Canadian \ssociation
of Advertising Agencies’ committee on radio and television.

And despite the fact that there are excellent hunting areas within
weekend distance of Ralpl's office. he's not intrizued by the idea.
Probably he heard enough gunfire during the four vears he spent
overseas with the Roval Canadian Artillers. When he can get away
from his work, he heads for the golf course. And Hollywood to the
contrary, there are more people in Canada who holler “Fore™ than
who cry “Mush, mush.” * * *
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EVEN LAFAYETTE
WATCHES

For information on world news
and products, people in
LaFayette watch WHEN ond
then shop the Syracuse Market,

LaFoyette, N. Y., suburb af
Syrocuse, is just one of more
than 255 communities on the
rich 26-county morkel cov-
ered exclusively by WHEN.
Ever increosing in impor-
tonce, this morket currently
represents over 2% million
people reody to buy your
product. For testing or ex-
ponding sales volume, GET
COMPLETE COVERAGE OF
THIS IMPORTANT MARKET
WITH ONE MEDIUM —
WHEN

SEE YOUR NEAREST
KATZ AGENCY

IJ
Yt WATCHES
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o f ; S (] 1N IR IITY S VT I vl G R BONEIHRS
I. New construction permits*
|
POWER (Kw)°* SETS IN | i |
CITY & STATE i !c“ﬁ%{"ﬂ DATE oF ON-ALR TR STAT NS MA(RQIBF;T? ltlceuses & MANAGER Rl
[
ALLENTOWN, PA, WFMZ-TV 67 15 July 178 91.8 0 NFA  Penn-Alien Bdestg. ,
CHAMPAIGN, 'LL. 21 22 July 16.2  8.71 0 NFA Crzmeaign-Urbana
HARRISBURG, PA. WCMB-TV 27 22 July Dzc. 53 98.8 495 2 35 UHF Jgsspope Coro. ol
JACKSON, MISS. i WSLI-TV 12 22 July Dcc. 53 214 112 1 19 UHF §tandard Life Bdesta: Weed 2
KEARNEY, NEB. 13 22 July 56.2 30.2 0 NFA B! States Co.
OKLAHOMA CITY,OKLA. 9 22 July 316 158 1 218 VHF Okiahcma TV Corp.
PORTLAND, ORE. 6 15 July 100 50 1 100 UHF M Hoed Radlo &
SACRAMENTO, CAL. 40 15 July 268 140 0 NFA  Cal Tel Co
TRENTON, N. J. WTTM-TV 41 15 July 18.45 9.23 ) NFA [uoples Bdestg. Cor. ForioS
WESLACO, TEX. KRGV-TV 5 15 July Oct. ‘53 28.8 14.5 0 NFA KRGV Jeicvision oL
II. New statious oun air*®
AR POWER (Kw)** N - SETS IN h
CITY & STATE Lerrers | SO E! DATE VISUAL | AURAL AFFILIATION | ON AIR M2 kTt | LICENSEE SMAIASER e
AKRON, OHIO WAKR-TV 49 19 July 1 .5 ABC 1 35 UHF Summit Radie Corp. y- Vel
FORT SMITH, ARK. KFSA-TV 22 26 July 22 11 NBC 1 7 UHF  Sputhwestern Publ. Co. re
LAS VEGAS, NEV. KLAS-TV 8 22 July 5 2.5 Unknown 1 6 VHF La veeag el in Weed T1 8
MADISON, WwIS. WMTV 33 19 July 17 9.1 ABC, NBC, 2 15 UHF  Bartell TV Corp. Mecker 1
DuM Gerard A, Barteli ' !
PUEBLO, COLO. KCSJ-TV 5 13 July 17.5 10.5 NBC 2 20 VHF 3ar Sdesto. e 8
ROCHESTER, MINN. KROC-TV 10 19 July 19.95 9.975 NBC, DuM 1 35 VHF  Joathern Minn. Bdesto. Moo
SANTA BARBARA, CAL. | KEY-T 3 25 July 50 25 All four T 60 VHF Sajta Barbara Bdesto. & Holllgy
Harry C. Butcher N
YAKIMA, WASH. KIMA-TV 29 19 July 100 50 CBS, DuM 1 6 UHF  Gasrade Bdests. Woed 1!

IHI. Addeuda to previous C.P. listings

Albuquerque, N. M., KOAT.TY, ch. 7, target |5
Sep. '53: nat'l rep, Hollingbery: pres., Al Cad-
well; v.p. and mgr., Phil Hoffman

Billings, Mont., ch. 8, call assigned, KRHT

Bismarck, N.D., ch. 12, call assigned, KBSM

Clovis, N.M., ch. 12, call assigned, KNEH

Fairbanks, Alaska, ch. 2, target Jan. '54; gen. mgr.,
James G. Duncan

Fort Worth, Tex., ch. 20, call assigned, KTCO

Greenville, N. C., WNCT, ch. 9, new target Oct.
'53; to be CBS primary, DuMont affil.; est. sets
in market, 15,000 (NBC est.)

Johnson City, Tenn., WJHL-TV, ch. I, new target
I5 Aug.; est. sets in market, 15000 (projected
RTMA)

Miami, Okla., ch. 58, call assigned, KMIV

Milwaukee, Wis.,, WOKY.TV, ch. 19, target, mid-
Sep. '53; nat'l rep, H-R Television; o be ABC,
DuMont affil.

Monterey, Cal., KMBY.TV, ch. 8, new target |
Sep. '53

New Orleans, La., ch. 20, call assigned, WTLO

Oklahoma City, Okla., ch. 19, new cell, KMPT
(formerly KLPR-TV)

Providence, R.l., ch. 16, call assigned, WNET

Roanoke, Va., WROV-TV, ch. 27, operations cea
as of 18 July '53; owner Radio Roanoke t
this action to insure that its app'ication for
7 in Roanoke would be accepted by the FC(

Sacramento, Cal., ch. 46, call assigned KBIC
target, before the end of the year

Schenectady, N.Y.. ch. 35, call assigned, WTRI

Seattle, Wash.,, KOMO-TV, ch. 4, target Il [
'83; nat'l rep, Hollingbery: v.p., gen. mgr,
W. Warren; to be NBC affil.

Sherman, Tex., ch. 46, call assigned, KSHM

Sioux City, la., ch. 36, new call KCTV (formi
KWTV)

- 3 3 . . . . b
These changes and addifions may be filled in on origival chart of posi-freeze C.P's appearing in sPONsOR'S 9 February ixsue and in isxcues thereafter |

Total U.S.

stations on aitr.

incl. Honolulya 130 July 53 203
No. of markets covered 139
Vo. of grantees on wir 96

BOX SCORE

Vo. of post-freeze CP's grant-
ed (excluding 18 educational

grants: 30 Julv 33) 398
Vo. of TV homes in ['.S. 11
July °53) 248.519,000%

Percent of all U.S. homes
with TV sets (1 July *53) .

Percent of all homes in TF [
coverage areas (1 June *53)

| ]
Lol ol i
23.79,% b

78.39,; | |

)

“Both new C..°s and statlons golng on the air iisted here are those which eceurred hetween
16 July and 30 July or on which information touwid be ohtained in that peried.

Ntations  are

f'ercentages on homes with sets and honmes In TV coverage areas are considerd approsimate.
nmost cases, tite representative of a radio station which is granted a C.P. also represents the

TV operation, Since at presstime it is generaily too early to confirm TV representations of
grantees, SPONSOR lists the reps of the radio stations in this column (witen a radio statioaf
been given the TV grant.) =These reps have alreadsy conflimed their representation of

new TV stations. NF.A: No figures available at presstime on number of sets in market

considered to be on the air when commercial operation starts. **Power of C.P.'s is that recorded
in FCC applications and amendments of individusi grantees. tInformation on the number of sets
in markets where not designated as belng from NBC Research, consists of estimates irom the
~tations er reps and must be deemed approximate. §$Data from NBC itesearchr aud Planning.
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v ON THE AIR! —

7" WDAY-TV

.FARGO, N. D.
CHANNEL 6

I AY v REACHES OUT LIKE CRAZY IN THE RICH FLAT LAND OF THE pgp RIVER murﬁ
| wn - ' ¢ i

WDAY-Tv covers THE NATIon’s THIRD-BEST
COUNTY IN RETAIL SALES PER CAPITA*

—COVERS AMERICA'S 73** WHOLESALE MARKET

(WITHOUT OVERLAP FROM ANY OTHER TV STATION?)

FARGO RANKS HIGHER IN WHOLESALE SALES
THAN MANY LARGER CITIES
SUCH AS CAMDEN, N. J. AND WILKES-BARRE, PA.

%CASS COUNTY, N. D.— THIRD BEST AMONG ALL
U. S. COUNTIES OF OVER 50,000 POPULATION

AFFILIATED WITH NBC + (BS * AEC ° DUMONT

> FREE & PETERS INC., Exclusive National Representatives
X % '
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TV film shows recently made available for syndication

Fiklis

A A AT

i

I A

Programs issued since April 1953.

O A A 2

Next chart will appear 7 September

=

i 000000 S SN0 7

Show name Syndicator Producer Length Price Range* No. in series Show name Syndicator Producer Length Price Range®
I =
ADVENTURE _7 NEWS
Adventures of Noah Courneya Prod. Jerry Courneya 12 min. $20-500 13 =
M Beery Jr. = washington Spot- Goodman Milton Hammer 15 min. on reguest
| = light
Ivan Sanderson Blg Explorer Plctures J. B. welll 262 min. $50-750 26 L
Game Hunt
Rocky Jones, Space UTP Roland Reed 30 min. 26 a8
Ranger Prod. SPORTS
CHILDREN’S Il-Amerlean Consolldated Sportsvision 30 min.
L Game of Week TV Sales
Funny Bunnles MPTV Dynamic¢ FlIims 15 min. on request 26
Play Golf with Consolldated Sportsvision 15 min.
Jerry Bartell's Apolle Bartell 112 min. to $350 13 the Champlons TV Sales
PlayTIme
1 Jump Jump of Goodman Mary & Harry 12 min. 50% of alr Shooting Princeton Prlr_lcetoge 30 min. o8] (gequest
Hollday House Hickox time 65 Stralght Flim Center GULRE )
Junlor Sclence Olle Video TV  Olio Video TV 12Y2 min. on request 13 Speed Classics Dynamic Flims Dynamlc Fllms 15 min. N request
Prod. Prod. 30 min.
Punch & Trudy Rivlera Prod. Rivlera Prod. 12 min. $30-250 7 )
Sports Spotlight Tel Ra Prod. Tel Ra Prod. 122 min. $40-400
COMEDY Telesports Digest United Artists  Tel Ra Prod. 26'2 min. $45-850
Amos ’'n’ Andy CBS TV Film Jlm Fonda 30 min. $100-4,000 52 The Big Playback Screen Gems Screen Gems- 15 min. oh request
Sales Telenews
L"Eell::albt:th Gulla Films Gulla Films 30 min. open 39 Wrestling from IWF IWF 15 min. open
Int’l Ampitheatre 30 min.
1 hour
DOCUMENTARY
How Does Your Intl. Film tntl. Film 30 min. 26 - |
Garden Grow Bureau Bureau VARIETY I
Victory at Sea NBC TV Flim Henry Solamoen 30 min. on request 26
Th i Sales . . ) !
rt Linkletter & CBS TV Film John Guedel 15 min. on request
Your Zoo Video Pictures Video Pictures 30 min. 13 the Kids Sales
Reporter
Camera’s Eye Teevee Co. Teevee Co. 122 min. opea
DRAMA, MYSTERY ameras & Models Paul Party Prod. Paul Parry Prod. (2% min.
= In Actlon
Captured NBC TV Flim Philllps Lord 262 min. 26¢ =
Sales Leok Magazine uTP Telenews 15 min.
Photoquiz
l I Led Three Ziv Ziv 30 min. 39
Llves " This Is the Story Morton Prod. Morton Prod. 15 min.
Inner Sanctum NBC TV Flim Galahad Prod. 26', min. 39 =
Sales what's Wrong with Morton Prod. Morton Prod. 15 mia,
This Picture?
Joe Palwoka Gulld Films Guild Flims 30 min. 78**
On Stage with Dynamlc Films Dynamlc Films 15 min. 13 E
Monty Wooley =
The Cop NBC TV Film Mark VIi Prod. 26Y> min. 41t WESTERN
Sales =
The Continental Dynami¢ Films Dynamic Films 15 min. on request 13
Buster Crabbe Fllm Vlsion J. B. Weill 26'2 min. 450.750
Your All-Star Screen Gems Screen Gems 30 min. 39 Show Corp.
Theatre
HISTORY -
WOMAN'S NEWS
Famous People Regent TV EDIC 15 min $75-1,000 4 —
Yesterday’s World Simmel-Meservey Simmel-Meservey 15 min. on request 13 E
TV Prod. TV Prod. Your Beauty Cllnic MPTV Dynamle 15 min. on request

46

§Available in black-and-white or color.

*Where price range is not given it has not yet been fixed; or syndicator prefers to give price only on request.
another title, now being re-released.

“*Available in early fall.

tRun originally under

SPONSOR invites all TV film syndicators to send information on new films.

(See Film Notes column, page 48.)
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Redlly...it's no laughing matter...

: Uncertain, too—until producers began using film
to precheck. First, each show is carefully rehearsed...
then, filmed and audience-tested in key sales areas. Next, re-edited.
| | No mistakes (no laugh lapses) about it—you're sure of

Motion Picture Film Department  ji4 00 Divisien
Eastman Kodak Company 137 North Wabash Avenve
Rochester 4, N. Y. | Chicago 2, Minoks

East Coast Divisien West Coas? Divisien

342 Madison Am.'; 6706 Santa Monica Bivd.
New York 17, N.Y. JI Hollywood 38, California

Serious business—this making people laugh.

every word, every gesture ... when you USE EASTMAN FILM.

Agents for the distribution and

W; J. German, Inc.,

Fort Lee, N. J,, Chicago, .,
Hollywood, Cakf.
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(L No. 7 in a series
‘" Why Song-Ads
sell

‘

Because the words and
music fit the Product

When you buy a Song-Ad, you inherit

all of our experience gained from creat-
ing more than 250 successful jingles

m for clients coast lo coast. We give you
a song commercial that is truly blended
with the product so the main sales
points will stick lastingly in the con-
sumer’'s mind.

m You, too, can sell your client on radio
or TY by offering him a Song-Ads audi-

m tion presentation record, created espe-

cially for his product. For just

$75.00

you get three complete jingles—three
individual sets of words and music, re-
corded in Hollywood by top-flight artists
and musicians.

Call, write, or wire today!

i il e

5927 Sunset Bivd.
Hollywood 28, Calif.
Gladstone 6181

XXX ENN

T 3N\
your sales story...
for Television spots,

Minute Movies,

lecol dealer films

or long length industrial
motion pictures,

Reid H. /eay
FILM INDUSTRIES, Inc.

2269 Ford Parkway, 208 Sa. LaoSolle St.,
SI. Paul 1, Minn. Chicago 4, lI.

TV COSTS GOT YOU DOWN?
The Sportsman’s Club

52 popular, well rated, 15 minute hunting, fish-

ing and outdoor shows featuring Dave Newell

and panel of experts. Write for audition prints.
SYNDICATED FILMS

1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Pa.

2
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Filin problem: TV filn syndicators
are rapidly propelling themselves into
an era of “bargain hasement” selling.
That’s the opinion of a spokesman for
one of the top TV film distributors.
who told sponsor: “Most distributors
today are taking any packages they can
get their hands on because of the great
demand for filined programing. When
that happens. some of these films are
bound to be second rate.”

The danger inherent in this practice,
according to this distributor, is that it
leads to placing films into “Class A™
and “Class B” categories. For example.
if a given station complains that the
distributor’s top products are priced
too high. the syndicator’s salesman
pulls the “bargain’ package out of his
traveling bag to make the sale.

This practice can be harmful for
three reasons, film executives feel: (1)
While inferior programing does draw
audiences today. particularly in new
TV areas, this situation will change in
a year or so. It’s bad policy for a TV
station in a one-station market to be
indiscriminate in programing. (2) Su-
perabundance of fihmed product can
lead to price-cutting by distributors.
Station which has been approached by
reps of 10 syndicators tells the dis-
tributor of top product, “I’ve nine oth-
er half-hour shows I can buy at half
your price. How about dropping the
price for your package?” (3) With
syndicators handling large variety of
film fare, sale of each individual pack-
age is apt to be infrequent. Producers
therefore won’t get good return on
original investment, will be forced to
go out of business.

v v v

Musical library boom: Among the
fastest-selling TV filins today are the
musical film libraries. Reason: These
shorts are comparatively inexpensive.
are a good way to draw local business-
men into TV. From the station’s view-
point. musical films are a natural to
fill in gaps between regular programn-

*See New TV Films chart, page 46,

ing, and to help build up a local d.j.
personality.

New TV stations are among the best
prospects for this type of film fare.
They can lease a library of about 500
shorts for roughly $8 per short for a
year, use the films as often as they
want.

Among the biggest in the musical
short field are United Television Pro-
grams and Official Films, both New
York firms. UTDP offers two libraries
of 550 films each, sold separately or
together. To date the units have been
sold in 94 narkets and to as many as
three stations in the same market.
The Studio Telescription library in-
cludes artists like Ginny Simms, June
Hutton, Cab Calloway, Connie Haines.

Official’s Music Hall Varieties |-
brary consists of 1,400 three-minute
shorts. It’s now running in about 90
markets. Among the artists: Vincent
Lopez, Spike Jones, Nat King Cole.

Among the smaller, more specialized
libraries are Screen Gems’ TV Disk
Jockey Films and Music to Remember,
RCA Recorded Program Services’ Foy
Willing and the Riders of the Purple
Sage, (all New York), and Tele-Art-
ists Treasure, distributed by McCon-
key Artists Corp., Hollywood.

The TV Disk Jockey unit contains
60 three-minute silent films plus 60
accompanying records. It’s now being
shown in 20 markets. Recording stars
include Bing Crosby, Frank Sinatra,
Doris Day, Mindy Carson.

Music to Remember consists of 13
svmphonies ranging in length from 16
to 24 minutes. It includes works by
Tschaikowsky. Grieg. Beethoven. and
Wagner.

The Foy Willing collection contains
100 five-minute Western tunes. Filmed
sequences include Willing and the Rid-
ers of the Purple Sage, scenic shots.

The Tele-Artists Treasure, McCon-
key’s library, contains 350 shorts in-
cluding popular tunes and Westerns.

In addition to the musical short li-
braries, there are other short filmed
products available in library form.
Many of these films fall into the quiz
category, often combining music with
the quiz angle. Example: Spin-a-Tune.
distributed by Videopix. Pittsburgh.
Videopix also handles another quiz
collection, I"iz Qui:.

Among other distributors of quiz
films are Movie Quick Quiz (Walter
Schwimmer, Chicago); What’s Play-

ing, {Demby Productions. New York!.
* & W
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all eyee are on

(MILWAUKEE)

ALL THIS AND WCAN-TV, TOO!

1953 is an EYE-opening year for Milwaukee. It all began when
Milwaukeeans got their first LOOK at the Braves. They couldn’t believe
their EYES, nor could the rest of America. But the Braves
LOOK better every day and so does Milwaukee.

WHY?

Because Milwaukee has something else to LOOK at now,
something as good for Milwaukee as the Braves.

It's WCAN-TV, the second station in one of America's
leading television markets.

- VA WA Y R WA WA WA W W e

New programs, new ideas, A NEW MARKET for
America’s smart time buyers.

Like everyone else in Milwaukee, LOOK to WCAN-TV . . .
For WCAN-TV is catching the < in Milwaukee.

v‘ 4
i ¥
// : -

“‘m "

A NEW landmork has been odded to the Milwoukee
skyline, The WCAN-TV tower rises 677 feet obove Wis.-
consin Avenue in dawntawn Milwaukee, atop Wisconsin’s
most prominent hotel, The Schroeder.

N —
o ——
)

!

et | m, _

- E——

X

For WCAN-TV is catching theﬁin Milwaukee Channel 4 Milwaukee
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NBC’S TV AUDIENCE LEAD OVER SECOND
NETWORK CONTINUES TO INCREASE

From the beginning of network television, NBC has consistently

led all networks in audience delivered for advertisers.
That lead is increasing.

b 1952 the average NBC program—day and night—reached
919,000 more homes than the second network. In 1953 NBC’s
average program has increased its lead to 1,312,000

more than the second network—an increase of 393,000 homnes.

HOMES REACHED BY AVERAGE PROGRAM 1952 1953

NBC 3,640,000 5,037,000

2,721,000

| NETWORK NO. 2 3,725,000

An ever-expanding audience lead is another important reason why
NBC is America’s No. 1 Network.

Soon . . . further proof.

NBC’s Audience Advantage is to Your Advantage . .. Use It.

TELEVISION

8
900 20
OO = )
DO XXX

o000~

SOURCES: Niclsen Television Index. January-April, 1952 and 1933, Average Sponsored Program.
Average per-minute audience for both year:
(Nielsen stx minute Ia a 195

NOTE: The accuraz Niels ]




Station newsletter keeps agencies, advertisers up to date

“In the top 115 markects. where ra-
dio penetration is a hairline short of
100%, TV penetration is 73.0%.”

“Among all the media, TV costs
climbed highest last year; radio costs
rose least. In Detween came maga-
zines and newspapers.”

Facts on the air media like these are
published weekly by WXLW, Indianap-
olis. and distributed to business men
and admen via a four-page newsletter,
“The Radio Counselor.”

In a recent issue, “The Radio Coun-
selor” points out: “The American Re-
search Bureau, Inc. has measured all
daily individual radio listening, includ-
ing all “extra sets” and automobile
listening. The survey shows that the
average individual spends 103 min-

utes with radio; 43 minutes with TV;
34 with newspapers; 18 with mag-
azines. In other words, people spend
more time listening to radio than they
spend watching television and reading
magazines and newspapers combined!”

Stating its case for summertime ra-
dio, “The Radio Counselor” reports:
“A maximum of 10°% of people are
away from home at any one time (sum-
mer vacationers are only a portion of
this 107 ). People spend more money
in summer months. Total listening
(including out-of-home) actually in-
creases with people outdoors.”

A copy of “The Radio Counselor”
can be secured by writing to WXLW,
3003 Kessler Blvd.. N. Dr., Indianapo-
lis, Ind. * k ok

WKNEB-TV aids blood drive by demonstration of technique

When the Connecticut Regional
Blood Program went to WKNB-TV
with an emergency plea for blood
needed for gamma globulin, the station
decided it would dramatize the sim-
plicity of donating blood in a 15-min-
ute telecast.

Before the cameras set up beside a
bloodmobile sent by the Red Cross.
WKNB-TV news chief. Floyd Pattee

(seated on bed in picture) interviewed
Dr. Victor G. H. Wallace, director of
the Connecticut Regional Blood Pro-
gram.

During the course of the interview.
["attee explained the simplicity of giv-
iig blood by giving a pint of his own
while viewers watched. He closed the
prograin by urging viewers to follow
his example during the week. * kX

AMERICAN RED CROSS
BLOODMOBILE

WKNB-TV's news chief shows viewers how simple it is to donate blood for Connecticut drive

52

KTTV tales over bench on
famous corner in Hollywood

KTTV selected the best-known in-
tersection west of the Mississippi for
a unique form of program promotion.
Smack on the corner of Hollywood and
Vine sits a bench on the front and
Lack of which KTTV messages are ex-

posed to bustling throngs.

Bearing the legend, “Watch That
Cood-Looking Channel 11,” the signs
also carry a plexiglas screen in the
shape of a TV screen. Behind the plexi-
glas a different announcement is placed
daily, promoting a program on the air

WATCH
Hm%’d 'Iwking
, chane] deven

Daily changes keep program bulletins current

that night. Campaign is supervised
by Jack O’Mara, director of merchan-
dising and promotion for the station.
and Tom Dawson, research assistant.
Picture shows typical bench ad. * * %

TV program, advertising
data given via index cards

Keeping an up-to-date file of tele-
vision program. advertising, and pro-
duction mformation is made easier
with the new Television Index.

Subscribers to the Ross Reports on
Television are eligible to receive these
3” x 5" index cards containing such
information on TV programs as title,
station, days of week. time. stars, spon-
sor, agency (with address and tele-
phone number), packager, and major
personnel connected with the program.

Both live shows and films are in-
cluded in the index. The cards are
divided into three color classifications:
yellow for network film programs,
white for live network shows. anu
green for syndicated film shows and
packages.

The Television Index is revised on
a monthly basis, and is designed as a
portion of the industry information
service of Ross Reports. 551 Fifth Ave,,
New York. * %k
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Ziv's new package contaius
five hours of weekly shows

A new shot in the arm for radio
was announced receutly by John L.
Stun, executive v.p., Frederie W Zi
Co. This consists of a new five a week
hour-tong radio prograw titled Hlour
of Stars. ‘Transcribed series will be
inade up of four quarter-hour programs
n day featuring Ginger Rogers, Tom
Martin, Dick Powell, and Peggy Lee,

‘These top-name stars will chat about
aud play their favorite phonograph
records. And although each ix afliliatedd
with a wajor record company, Sinn
promised that “they will be given ab-
sohite freedom to play their favorite
records by any stars on any label.”

Produced by Herb Gordon. Ziv v.p.
in charge of production. the series will
be available starting in September.
Arrangements with major record com-
panies assure Ziv of getting carly re-
Ieases of new records, thas heralding
a high degree of covperation between
radio and the vecord business,  * * *

Repore from south of the
border by JWT Mexican rep

On a recent visit to New York. Ross
Porter, account representative and mar-
ket research director, Walter Thompson
de Mexico. gave SPONSOR a progress
report on TV South of the Border.

According to Porter, “There were
[0-12.000 TV sets sold by September
1950 when XHTV was inaugurated in
the Federal District of Mexico. Todav,
this number has increased to approxi-
mately 45.000. From the original post-
age-stamp size studio, XHTV grew
rapidly, joined XEW-TV in modern
studios.

“There’s every indication that when
set costs come down from the present
8400-600 level many more middle-
income families will be able to afford
sets, rather than having to go to public
places such as soda fountains. restau-
rants, bars, or government buildings to
see their favorite TV programs.”

Briefly . . .

A picture-packed booklet outlining
the dramatic role plaved by WJR. De-
troit. during the recent tornadoes that
hit that area, was published by the
station recently, Subtitled “The story
of how a radio station, geared for
emergency and dedicated to public

(Please turn to page 115)
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“Sutter Little Children .. .”

Haulk Maloy 1s one of the moxt versatile people in local

radio. Writer, newsman. raconteur, actor, weaver of spells,
hix Satnrday morning “*KID STUFF' i= imaginative pro-
duetion at 1tz best.

He helps maimtam the WTRY reputation for local pro
gramming of “network quality™ . . . which keeps moxt of
the Albany-Trov-Scheneetady histeners tuned to WTRY.

380KC 5000w  CBS RADIO NETWORK

ALBANY e TROY Represented by HEADLEY-REED CO.
SCHENECTADY
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PONSOE Asks...

a forum on questions of curreat ianterest

to air advertisers aud their agencies

What makes Canadian radio a

particulerly good buy for advertisers

THE PICKED PANEL ANSWERS

There are a nun-

coverage of rural
and urban homnes.
importance of ra-
dio stations, pro-
motion. others.
All of these add
up to a good buy.

As the popula-
tion. economm
.and buving pow-
er of the Dominion increases so does
the value of Canadian radio. Radio
reaches more Canadians than auy oth-
er medium—about 917 of the homes
have radios. Today 157 stations serv-
ice the 14,015,000 Canadians residing
in the large area extending from coast
to coast and because of this geographic
spread. radio is relied upon heavily for
entertammment and information. In
many areas it iz the only dav by day
form of communication.

On the average. the time rates on
the stations are well in line with the
number of radio homes that they can
and do reach. Listenership is high—
all adding up to a good buy on a cost
basis. Aside from the straight adver-
tising impact on homes reached, there
is another important factor adding to
the value of Canadian radio—promo-
tion and merchandising. It has heen
our experience thal most stalions are
anxious to work closely with the ad-
vertisers’ local men in promoting and
merchandising the schedule and the
products on a local level. This extra
effort on the part of the stations pays
off greatly for the advertiser.

The value of radio has been further
enhanced with the recent opening of
the “after 7:30 p.m. time” to spot an-
nouncements. Now. this cream eve-
ning time is available to an advertiser
using an announcement schedule.

Mr. Hinman

54

ber of reasons:

For am advertiser with a product
that can be sold effectively via the air,
the use of Canadian radio. whether lo-
cal, regional or Dominion-wide, should
be carefully studied as a basic part
of the advertising effort.

Wirriaym B, Hizaan Jr.
Radio-T1” Timebuyer
Lambert & Feasley, Inc.
New York

Right now Car-
ada is enjoying
the greatest boom
in the history of
the country. The
Canadian dollar
is actually worth
more than the
U.S. dollar. The

crops, for gener-

Mr. Weed ations the main-
stay of the Cana-
dian economy, have never heen so

good.

But to this major item of national
income must be added the rapidly ex-
panding Canadian mineral and oil de-
velopments. Ever since the devaluation
of the American dollar and the conse-
quent raising of the price of gold. the
Canadian gold mines have been ex-
tremely active. More recently. the
opening of the North Country has
brought to light tremendous mineral
resources which are now only being
explored for the first time. The dis-
covery of oil and the drilling of big
wells in Alberta and Saskatchewan
provinees in the middle "40s have vital-
ly changed the whole economy in West-
ern Canada. These provinces, like
Texas. now look upon oil as their ma-
jor industry, displacing cattle and
wheat.

All this has created tremendous op-
portunities for capital investment. and
money has been flowing into Canada

O

from the United States and from Eu-
rope. Right now the Canadian econ-
omy 1is more stable than that in the
United States and the Canadian dollar
position probably the best in the world.
Translated into advertising lan-
guage. this all means that the people
in Canada have more money to spend
than ever before and are willing to
spend it. But because of the size of
the country there is only one advertis.
ing medium that can reach over 90%¢
of all Canadian families, and that is
radio. By using radio in Canada an
advertizer can reach not only a greater
number of people. but he can reach
them at a lower cost than in anv other
medium. .
Josepu J. WEED
Partner
Weed & Co.
New York

Three factors
prompted our
moving into Ca-
nadian radio in
January 1952
with our Vase-
line Cream Hair
Tonic. First. we
have had tre-
mendous success
with this vehicle
in the United
States and many exporl markets. N\ext.
competitive activity in this medium
was growing and. finally. we felt at
this point in product development we
had established the much-sought prod-
uct identification for a new product
with visual media.

Hospitality Time starring Snooky
Lanson is the show we bought for the
major Lnglish-speaking cities. While
it is difficult to pinpoint sales as a re-
sult of amy one effort. particularly
when other advertising pressure is ap-

Mr. Riley
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plied at the same time, our rating
history has been very healthy, indicat.
ing our message has been vetting
ACTOSS,

In addition to this, onr enthusiasin
for radio in Canada generated a re-
cent deciston to gain coverage i the
I'rench-speaking areas of Quebee and
Montreal with a  program  called
U Albumt des Sports.

Radio is a relatively new senture
for us in Canada. However, reaction
across the board from our salesmen,
dealers, and consumers indicates it
carvies its own weight in the over-all

media picture i Canada.
Gexe RiLey
Asst. Advertising Manager
Chesebrough Manufacturing Co.
Vew York

Racdio has defi-
nitely taken its
rightful place in
Canadian media
and has made a
tremendous con-
tribution to Can-
ada’s prosperity.
In 1946, about
100 national ad-
Mr. Malone vertisers were on
the air, but to-
dav over 800 unational accounts use
Canadian radio to sell their goods and
services while over 10.000 local wer.
chants invest in Canadian radio ad.
vertising.  The total invested in Ca-
nadian radio is approximately 835 mil-
lion a year. Of this sum, about one-
seventh is spent in network radio.
There are over 130 U.S. origin com-
panies who use Canadian radio. and
there are also 75 U.S. agencies n<ing
Canadian radio.

Advertisers have found. in the last
few years. particularh. that the box-
top gimmick type of programing has
paid off handsomely. and radio has
played a vital role in the all-important
part of advertising mileage in making
the last three feet pav off. The last
three feet is the distance from the re-
tailer’s shelf to the consumer.

Following through on this hox-top
gimmick. one large advertiser had a
real dust-catcher brand on the retail-
ers’ shelves and bought a segment of
a Casino show on a particular sta-
tion: not only were the retailers
shelves emptied but also the warehouse
imentory exhausted. With radio. it

t Please turn to page 110
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... trained persannel

HIGH in coverage of the lush market an
Colorada’s Rich Eastern Slope.
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HIGH oudience “Pull” . .. with CBS Television
plus KLZ'S traditianal local programming.
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DINNERWARE

REUPHOLSTERY

SPONSOR: M&S Foud Store- \GENCY : Dan Lawrence
CAPSULE CASE HISTORY:  Felevision took over when
newspapers failed for this independent market in down-
town San Diego. When Sevmour Rabin. co-owner of
\&S Food Stores, bought 50 sets of Blue Willow dinner-
ware. he initially tried newspaper advertising to sell them.
This effort brought only three sales. The next week.
Rabin used a one-minute announcement on XETV's
Johnny Downs 8:30 Yovie, sold the remaining 47 scts by
the end of the first day. Cost: $60. Total sales: $140.53.

PROGR A M Johinny Downs 8:30 Movie

XETYV, San Dilego

TV

results

FOREIGN CARS

SPONSOR: Gimbel’s Dept. Store AGENCY: Telesales Co.

CAPSULE CASE HISTORY: Response to the first Gim.
bel’s reupholstery announcement on the Richard Willis

show, Here’s Looking At You, was so overwhelming, the §

sponsor canceled his second scheduled announcement
that week. Viewers were asked to call Gimbel’s switch-
board to arrange for salesman’s visit. Approximately 140
sales averaging $180 each resulted. That’s a gross of
£15.200 from investinent of $275. Here’s Looking At
You is seen on WNBT Monday-Friday 2:30-3:00 p.m:

WNBT, New York PROGRAM: Here's Looking At You

AWNINGS

SPONSOR: Awnair Aluminum AGENCY: Direct

Awnings
CAPSULE CASE HMSTORY:  This manufacturer of alum-
inum awnings purchased one participation a week on
the five-minute across-the-board Club 28 over WBRE-TV
{7:00-7:05 p.m.). The first broadcast brought the spon-
sor a, total of $5.000 in sales, from an investment of
862.50. As a result. Awnair canceled its advertising in
all other media, immediately doubled its WBRE-TV

schedule to run through the summer.

WBRE-TV. Wilke--Barre PROGRAM: Club 28

BOTTLE MIX

SPONSOR: John C. Mehan AGENCY: Direct

CAPSULE- CASE-HISTORY:  This San Fernando Valley
foreign car dealer wanted to move his MG sports cars.
priced at about $1.800 each. He bought KTTV’s Sports
Shots with Jackson Wheeler (11:15-11:20 p.m. Monday-
Friday) for one time only, on a Friday. During the
weekend. Mehan reported. over 150 prospects had visited
the dealer’s showrooms saying thev saw the car demon-
strated on Wheeler's show. Total cost of the show: $200.
Result: That same week. Mehan signed a 13-week con-
tract to sponsor Sports Shots once weekly.

KTTV, Los Angeles PROGRAM: Sports shots

SPONSOR: Fry Krisp AGENCY': Ralph Sharp Adw

CAPSULE CASE HISTORY: One month’s par[icipation
in a WLWT homemaker show brought this manufacturer
a 300°¢ increase in sales. Fry Krisp’s second month on
the 50-50 Club with Ruth Lyons (11:30 a.m. to 1:00 p.m..
Wednesday and Friday) increased gross volume to 700
beyond the pre-TV period. Fry Krisp sponsors the
12:00-12:30 segment of the show twice a week. Savs John
‘H. Kiahm, manufacturer's representative for Fry Krisp, “t
am thoroughly convinced that . . . Ruth Lvons and shows
of this type reach housewives as no other medium can.”

WLWT, Cincinnati PROGRAM: 50-50 Club

CUTTER-SHARPENER

CANARIES

SPONSOR: Grant Tool Co. AGENCY: Arthur Meyerhoft

CAPSULE CASE HISTORY': In late Ala) of this vear
the Grant Tool Co. of Chicago scheduled a 10-minute
demonstration film on WFBG-TV for their combination
glass-cutter and tool sharpener. “Gay Blade.” Mail order
response was so overwhelming that the companv pur-
chased six additional 10-minute periods f(or the sanwe
film.  The total of mail orders through one month after
the first demonstration was 1,350, with mail pouring in
from viewers in 305 towns as far away as West Virginia.
Maryland, New York. and New Jersev. Each demonstra-
tion cost the sponsor a total of S60.

WFBG-TV Altoona PROGR AN : Demonstrations

SPONSOR: Northwest Seed & In- AGENCY': Direct
secticide Co.

CAPSULE CASE HISTORY:  The canary season general
lv ends about March of each year. This spring. the
Northwest Seed & Insecticide Co. had about 10 birds left
over. It bought «ix one-minute announcements to run
for one day on KXLY-TV. Birds were advertised at
$5.95 each. The next day, customers who drove in from
as far as 100 miles away bought out the stock: the firm
reordered. sold a total of 350 canaries. Total cost: S200.
“The one-day promotion xold more canaries for us than
the total canaries sold by all Spokane pet stores during
the entire winter.”” reports the firm.

KXLY-TV. Spokane PROGRAM: Announcement#
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TWO
YEARS
ACHIEVING
OUR
AIM. ..

WLEV-TV

Bethlehem - Allentown

Easton

Two years ago, WLEV.TV knew what it
wanted, set out to get 1t It wanted to
serve the people of Pennsylvania’s rich
l.ehigh Valley and give advertisers one
medium for reaching all of its people.
Two vears of experimental television test-

ing have established WLEV-TV's signal

and assured coverage to reach the homes
—the people—in this large market—a hig
N ~ales prospect for you. WLEV.TV offers
(@ , a steady profit potential for your prod-

uct. To reach all the people in this rich
market—that spend $1.037.542.000 an-
nually in retail sales—buy WLEV.TV,

Write for information todav.

Represented 1)_\'

‘NB MEEKER TV 1..0p.oo..

\EW YORK LOS ANGELES
TV-AFFILIATE CHICAGO SAN FRANCISCO

a

A Steinmon Station
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The tremendous post-war growth of industrial Canada,
so well measured by economists, sociologists
and historians, is matched by the usic

coming from the minds and hearts of the people of Canada.

Yes, There Is Canadian Music!

.and 1t 1s the music that Canadians want to hear

on Canadian radio and television programs.

By encouraging and stimulating the efforts of

Canadian composers of both popular and concert music,

BMI CANADA LIMITED and BROADCAST MUSIC, INC.
are making it possible for Canadian music to be published,
recorded and performed, not only in Canada

but throughout the world.

Written and composed by Canadians, published
in Canada by Canadian publishers, this music

1s becoming the first choice of those advertisers and

rogram producers who want their programs to find
g p

the widest possible favor with Canadians. j

For further information on the subject |

of Canadian Music call or write

BMI CANADA LIMITED

229 Yonge Street 1500 St. Catherine Street, W,

Toronto, Ont. Montreal, Que,

SPONSOR




Booming Dominion market ottracts more U.S.

advertisers t¢ Canada’s Grro air wmedia

by Alfred J. Juffe

ld Al o . a
T e vieh Canadian market has become richer a:

the Dowminion’s postiwar econoniic boom continues.

The increasing production, the evploitat

cral resowrces has put more money into the hands
the average Canadian while consuiey prices ha

n.of w

begua bending downward., With industrial bas
Canada’s defense production being compl
ent is in the offing, which widl meau even
g money in the consumer’s pocket. s a resnlt
all this. U.S. advertisersia cver greater vumbers ar
flocking worth of the border—aud usiag (

tico arr media. decording to the Canadia

tion of Advertisers, 183 firms of U.S.

They are finding Caeunadian radio peu
Dominion as no other medium. They ar

i

d.a tar

8D

)l((({ll 8

l.(' N

IRIITY
£ yeal
th

~ 7

using Canadian radio, compared with 117

1(
‘al

the beginuings of a national TV system. with

possibility that, by the end of n
Canada’s homes will be within reach

10 AUGUST 1953

o7

/

il

!

(
)

h

ouide for 1.8, adverfise

Jed Vviuonal Canadian Section

Canadian market: how. why
it's bigger: facts ahont the

popeiation. Canada’s funtnre

Cawadian radio: facts alront
how it differs from U, S,
coverage, cost. penctration,

the controls on adyertising

Canadian TV: how fast it's
gvown in the past dear aund

what its fnture looks like

Caunadian spounsors: a look
at same of the top elients

and wlhat they are doing

Canadian basies: seven
pages of data on radia and
TV. incinding lisgs of sta-

tions, reps. adyertisers

page

page

page

puage

page

59

60

G2

66

63



S ——_

Uranium: Canada's boom has been stimulated by rich mineral resources. Picture above
shows uranium mine in Saskatchewan. Canada is important source of uranium for Western allies

_,l‘ he Canadian market looks better
than ever.

Not only is the postwar boom cons
tinuing but economic indicators show
that the boom is a really s<olid one.
The rising dollar totals of national in-
ceme and production are not resting on
the shifting sands of inflated prices but
upon the bedrock base of increasing
production and added wealth.

Here’s one big reason why:

Last year the industrial shoring for
the Dominion’s defense program (or
defence programme, as they spell it up
there) almost reached completion. This
meant more goods are being made
available to Canadians to buy.

How much more? Well, last year
Canadian salaries totaled $10.7 billion,
up 11% over 1951. The advance in
real income was actually a little less
that 11% since average consumer
prices, according to the Dominion Bu-
reau of Statistics, were still 2% above
those of 1951.

However, the price trend has been
downward in general and some pro-
visional DBS estimates for 1953 show
wages still cimbing. For example, the
average weekly wage at the beginning
of April this year was $3 higher than a
year ago. And 1953 retail sales through
April are up 8% over last year.

There’s a good chance of taxes being
cut, too. The extent of this cut may
be decided when Canadians go to the
polls for the first national election in
five years (on 10 August). The presi-
dent of the Canadian Association of
Manufacturers, G. K. Sheils, told CAM
members at their eighty-second annual
meeting in May that he felt a tax cut
was in the wind, what with defense con-
tracts being wound up every day. This
means. he said, more money for con-
sumers. and for industrial expansion.

About 45% of the Dominion’s total
tax load—or $2 billion—is going into
armaments and related expenses. That
may not sound like much compared
with the U.S. arms budget but the mon-
ey the U.S. spends on defense is about
three times as large as Canada’s entire
national income, which is a little over

60 For statistics on Canadian market, see Canadian Basics, page 70 SPONSOR




SIS Dbillion. That 82 billion in Cana-
dian terins means a guns-and-butter
cconomy, which is proof of Canada’s
industrial strength.

Canada has been turning out guns
and  butter without even  breathing
hard, an accomplisliment which would
have been tmpossible before the war.
Less than 87 of the Dominion’s manu-
facturing facilities have been carryving
the defense load recently. Graphic evi-
dence of the way Canada has been able
to balance civilian and military pro-
duction was given last year by Max
Mackenzie. deputy minister of defense
production (he apparently was so in-
trigued by hLis picture of Canada’s zest-
ful growth that he later resigned to go
into one of the new industrial develop-
ments’.

Describing the 1950-°53 period. Mac-
kenzie pointed out:

1. Canada’s imvestment in its air
force comes to S1.2 billion. So does its
livdro-electrie development. not includ-
mg special projects like Kitimat, an
Indian village in British Columbia, and
the St. Lawrence Seaway.

2. Money spent on clectronics (ra-
dar. for example!. the second biggest
defense item. totals 8500 million. So
does money spent on the development
of new oil and natural gas production.

3. The navy get= 3250 million. =0

Titaninm: Large deposits of metal used in
Quebec wilderness

jet planes are found in
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v (0 spend this vear

ﬂn,,;_:"-ur‘rm trend with salaries

np. tax cut on horizon

Hessage from Prime Minister

I am glad to contribute a messugge
to the third annual ( cuadian section
of SroNson.

The pubihishers of sroNsor are fo
he commrended for wndertaking the
servie
special secti
telervision,
cinted by sponsors and hroadeasters
but it will ulso sery
the spirit of andorstanding bhetoweon
iy,

I should Like to catend to all of
the readers of SPONSOR my caordial
grectings wnd hest wisties for
future,

which is provided by this
on Canadian rudio and

Not ouly will it be appre
to strengthen

two peoples gencrally,

Louis S0 81 Lauren

PPrime Minister of Conada

do new aluminum smelting facilities.

4. Tanks and automotive equipment
for the army al<o come to 3250 million.
The same amount is earmarked for
iron ore development in Canada.

The four sources of wealth
tioned above water power. oil. alumi-
num. and iron ore—have more to do

nmen-

with Canada’s boom than anvthing
else. Before 1947 Canada depended al-
most entirely on outside sources for

Aluwminnm: New operation in British Co-
lumbia (workers camp below) aids economy

it~ oil. In that vear oil was di~covered
in \lberta. one of the prairie provinces,
v 1951 more than a third of the crude
petroleum used by Canadian refineries
came {rom Alberta and 98¢ of do-
mestic production of crude came from
there. By earlv 1951 it is expected that
\lberta oil production will ~erviee the
entire British Columbia market and
mavhe even the 1. = Northwe-t.
t Please turn to page G2

Oil: Discovery of oil in Alberta in 1947 re-
duces Canada dependency on outside sources




Sports-conscious Canadians are fed dog-derby commentary over
Event was sponsored by Dr.

CFRA, Ottawa.

I]H BALLAHI] 9 WTHUPHY
“DR.BALLARD'S *2I50°°6?wr/xﬁéf

'i’ t"‘A
“+ e REE
.

Ballard, drug firm

Giveaways appeal to Canadian housewives, give clients extra plugs.
Above Bill Scott, m.c. of

"Treasure Chest,’ CHUB, Nanaimo, B. C.

), Canadian radio: no other
medim comes close m penetratior

It reaches 949, of all homes, is cheaper than U.S. radio, hoasts loyal

listening. One vital point: There are about 85 one-station markets

Q. What makes Canadian radio
a good buy?

A. o other medium covers Canada
like radio. According to the Bureau of
Bioadcast Measurement. the Canadian
broadcasting industry’s coverage ser-
94.4% of Canadian homes are
radio homes. Peter A. McGurk. head
of Weed & Co.s Canadian division.
points out that . . . 907 of all autos
have radios, giving vou a vast bonus.

Vice,

. It is estimated that daily papers
rcach one-third to one-half of the popu-
lation—and those in or near city areas.
In Canada therc are more radio sets
tunedt in and more persons listening

62 For statisties ou Canadiau radio.

bars. theatres,
bid for the audi-

since fewer movies,
sporting events. etc..
ence attention.”
While Canada’s 90 or so dailies have
a combined circulation of more than
3.5 million (just about equal to BBM’s
radio homes figure of 3.582.0001 . there
1s some duplication of homes because
the newspaper figurcs include both
morning and evening editions. Also.
says McGurk. "Much of Canada’s rural
population is beyond the delivery zone.
while those who subscribe to
papers by mail don't read them thor-
oughly becausc by the time they get the
vewspapers the news is stale. During

news-

see Caunadian Basies. page 71

lieavy snows in the winter, the rural
population is often cut off from all
communication except radio.”

Savs Don Cooke of Donald Cooke.
Inc.. another large Canadian station
1ep: 1 would suggest to American ad-
vertisers. who want to make a better
use of Canadian radio. that they fully
realize the intimate and almost neces-
sary role that radio plays in the every-
day life of a people who are distinetly
Canadian as the maple leaf and ice
hockey.

“Canadians are. by temperament and
personality. conservative. They do not
go overboard for fantastic claims in

SPONSOR




“Fiesta" is success on Canada stations.
with merchandising for clients.

They listen well
But once your radio

advertising messages.
before they buy.
message has penetrated and your prod-
uct has been accepted. then, 1T would
sav. vou have an exceedinghy loyal cus-
tomer.
*Most
have built a solid advertising and =ales
relationship with Canadiaus have a

\merican advertisers who

Canada
than thex have proportionately in the
L.5. They have programed their mes-
sage 10 talk to Canadians ax Canadi-
ans. with execellent resuhis.”

larger share of business in

Q. What will an advertiser find
different about Canadian radio as
compared with the U.S.?

A. The shape. size. and coloring of
Canadian radio have been determined
by two factors: (1) the distribution
of the Dominion’s population and (2)
government control through the Cana-
dian Broadcasting Corp.

The result has been more people per
slation in Canada. The Dominion has
157 commercial AM stations for its
1.£.600.000 people or about 91, 000 per-
sons per station while the U. S. has
2.5 AM stations for its 108.000.00()
people or about 61.000 persons per
station.

While the listener in the average
Canadian radio-onh home iz not neces-
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Show combines prize contest
Display by CKNW, New Westminster

4

sarily any more avid toward radio than
his American counterpart (and we're
excluding. for the moment. the French-
Canadian, who is a real gone guy when
it comes to radio listening). the simple
inathematics above point~ up Canadian
radio’s better advertising value. Cana-

CBC Englis' net shows include “Share the Wealth
Bottom, on CKVL French Associates net, Coca-Cola sponsors *

| :

French Canada too likes prizes mixed with banter
show with comedian as m.c.

e e o,

CAﬁlligde La CHANSON

CKAC, Montreal,
(Jean Rafa at left) pulls big sudience

much cheaper. too
though this must be balanced against
the fact that Canadians
money to spend per capita.

Canada’s population pattern con-
bines concentration in a few areas (vou
can reach one-third of the populatior

dian  radio s

have les-

sponsored by Colgate via Spitzer & Mills,

La pause qui rafraichit,” musical

63



from Toronto, Montreal and Ottawa)
with a lot of people thinly spread out.
In Canada 55% of the population lives
in towns of less than 5,000. The U. S.
figure is 457%. Canada has 17 cities in
the 50,000-500,000 bracket: the U. S.
Las 217. Canada has two cities of more
than 500,000 population; the U.S. has
16 cities.

Because of the smaller-size markets
in Canada. station competition is not
always economical. Hence, somewhere
between 85 to 90 wmarkets are one-
station markets (the spread between
85> and 90 is due to differing interpre-
tations of coverage).

The second factor—government con-
irol-—has imposed limits on advertis-
ing. For example. Canada’s three
government-controlled networks, Do-

niinion. Trans-Canada and [rench,
have only 209¢ of their programs
sponsored.

As explained by A. D. Dunton,
chairman of the CBC Board of Gov-
ernors: “This isn’t due to a lack of
sponsors but to a definite program
policy which calls for a very wide
variety of program types to meet mi-
nority as well as majority tastes.”

CBC not only controls the type and
amount of programing (including
shows piped in from the U. S.), but
limits the length of eonmmercials, re-
quires approval of all food and drug
copy, requires its consent before a

Advertisers on Calgary's CFCN get plenty of store merchandising
through station’s ""Casino Carnival" early show.

Ll e
?.. - [ 4 ANSED,E' '}
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trauscribed program can be run in the
evening and bans certain kinds of ad-
vertising on the air. (More on CBC
control will be given later on.)

Q. How much listening is there
on Canadian radio and where is
listening highest?

A. Elliott-Haynes, Diggest rating
service in the Dominion., shows eve-
ning web ratings in the 20s and 30s for
May 1953. Daytime network pro-
grams are lower, with ratings in the
10s and 20s.

The firm loyalty of French-Canadi-
ans to radio is clearly spotlighted in
these network figures. In the evening,
the top 18 French programs start at
10.4 and go up to 38.3. The top 20
English shows at night range from 7.6
ta 25.1.

During the day. the top 16 French
programs range from 14.2 to 29.4.
while the top 18 English shows run
fiom 7.6 to 14.4.

These higher French ratings don’t
mean there is a greater tendency of
the French-Canadians to like the same
thing. French sets-in-use figures tend
to be higher. too.

Take some of the latest Elliott-
Haynes sets-in-use figures in Montreal.
The month covered is June, which, like
the U. S.. is below average in listening,
but the comparisons are valid:

To be eligible for

For French programs in Montreal,
the daytime weekly average sets-in-use
figure is 28.1. English daytime listen-
ing in Montreal averages 20.7.

French daytime listening is steadier
too. The day-by-day range is narrow:
from 19.6 to 21.9. The day-by-day
variation for English listening goes
from 24.5 to 30.2.

At night, sets-in-use figures are as
follows: French, 39.7; English, 30.3.
However, it is English listening which
is steadier at night, with a day-by-day
range of 27 to 33. The French, whose

evening listening during weekends is

much lower than during the week, show

a range of 31.5 on Sunday to 44.8 on
Thursday evenings.

Q. What are time costs like on
Canadian radio?
A. Any advertiser or agencyman will
tell you that Canadian radio is quite
reasonable. Says Frank C. Flint of
J. Walter Thompson Co.’s radio de-
partment in Toronto: “A quick com-
parison of rates between Canadian and
U. S. radio shows the latter appreciably
higher.”

Timme costs have been going up, of
course, but slower than the increase in

radio homes. New rates went into ef-

fect in many time categories this past
1 July, which is rate change time.
(Please turn to page 85)

prizes, CFCN listeners must buy products, send in labels to show. In
same city, CFAC dialers hear of new household items on shopper show
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Canadian radio produces sales rosulids liko thoese

Product: Canned Milk. Alpha Canned Vil turned to radio to
make dent i market hitherto dondnated by Carnation Vil
bought across-the-hoard show in which listeners to CHAT, Ued
cince llat, Alberta, had to identifv “Mysters Uersonality” from air
clues, sending in entry accompanied by Alpha label.  Total cost
for 13 weels was 81,315, During this period, a tatal of 18,363
letters acith as neany product labels were received at CUAT,  And
Alpha Mik sales had zoomed 3384 by the tenth weel,

Product: Refrigerators. A local «wppliance dealer, lronson’s
Hardware & Furniture (o, came te (AU, Vot Alberny, H.(

last December aeith a big problem,  Uronson's 1w B

on 1932 model refrigerators, the nea 1° e
shortly, an wus the dead of wader. o (JAl help? Some
20 « VUTCCILeNES Eere S duled at a 15t vl S12.50 0 ih
all s 1" e 8y

§12,000 1corth of refrigerators, sold Hronso radéo too,

Product: Real Estate. [n VMoose Jaw, a local realtor icho
note speciatizes in tnsurance. found himself with siv pieces of
property and no buvers. e dervoted a portion of a weekly
half-hour show 1o plugging the real estate buvs. viring it on
CHAB. A fewe days later, lie had received 20 inquiries abaut
the properties, and had been given 12 new listings to handle.  1lis
regular insurance commercials hate for some time been pro.
ducing a sizable amount of inquiries and repeat business.

Products: Records, TV sets. i l ancourer, with the Coronation
of Queen Llizabeth Ul a ferwe davs awey, a tocal m store, J. W

Relly Piano Co., bought $110 1wcoeth of time on €AW\ 1o 7
set of Iun,.—-l’:lm records on the life of the Queen and ta promote
Tl sets. The records made up the program portion of the shou

the commerciuls identified the store as the place to buy them. In
a fae davs, the firm sobd 100 record albums and 3V TV sets as o
direct result of tuwo Coronation radio shows for a gross of §1

Product: Used Cars. A leading General Motors dealer in city
of Winnipeg was fuced with problem of a too-large inventory of
used cars. lle 1eanted to cut this down by some 6077, but had
only a $2,000 monthly budget to cover erervthing. CRY sold him
on idec of a radio saturation drive, putting his entire budget on
the air. Dealer 1cas willing to trv anvtliing, bought (CRY pacluge.
Result: In followcing month, dealer sold $156.000 worth of rars.
Nouw, the awto firm plans to speud 5% of its ad budget in radio.

Products: Kids' toys. The “3¢.t0-81" stwore in Kelowna, 1, (.,
is a regular adrvertiser on a Satnrday-morning halj-hour show
called “Kiddies Korner” on ((KOI'. A competitive branch of an
internationally famous “fute-and-ten” chain opened nearby. But
the local Kelowna merchants report that their business is actial.
ly increasing, attribute it to the fact that “the opposition doesn’t
use radio.”” Sample result: lligh-priced dolls (8695 to £12) were
plugged once on the show. Next day, the entire supply was sold.

Product: Dry Cleaning. For some 1\ yeurs, Premium Cleaners
had operated [rom same location in Nanaimo, B3, C., had done a
nice steady business. Then, they tried a five-minute segment of
early afternoon show on CHUB, featuring a “Whese Birthdav is
This?” stunt. “Birthday" Iisteners wcere offered cangratulations
on the air, and a 257 discount on their next week's cleaning.
After eight weeks, Preminm had spent §200 on CIIUB. Bur dwring
this period, Premium doubled volume, now plans expansion.

Products: Home furnishings. One of CKNI', New Westminster's
vear-round advertisers is the Valley lome Furnishings
which spends around 212,000 a year for programs, announcements
and a news series. Last fall Valley rhecled its books at the end
of its fiscal vear and learned that its sales had increased approa:
mately 30004 over the previous vear, Stated F. (.. Powers, mar
ager: “We attriliute this phenomenal increase (n business princt
pally to the excellent job that CANI has done.”

CKOY, Ottawa, personality Tom Jackson paid visit to local department

Big mail pulls are frequent on Canadian radio outlets. CHML, Hamil-

store, chatted with woman who bought item she'd heard him sell ton, pulled 54,000 letters in one week during "Milk Contest” drive

900
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nadian TV: 1953 marks

1ts bud Tor hio leaoue status

o/

CRRC is building three new stations, has licensed nine private ones
= 9 b

expects to have 22 on air by end of 1934 with 7539, of population covered

Q. What is the status of Cana-
dian TV after its first year on the
air?

A. At present. three stations are on
the air: CBFT, Montreal. CBOT. Ot-
tawa, CBLT. Toronto. CBFT. Mont-
real. began the television era in Can-
ada when it went on the air 6 Septen-
ber 1952. It was followed two days
later by CBLT. Toromto. and both sta-
tions began a three-hour schedule of
evening prograniing. Four months lat-
er, the program schedule of hoth of
these Canadian
owned and

Broadcasting  Co.-
operated stations had
grown to 30 hours a week. This in-
cluded U.S.-originated live shows
brought in over the microwave link
between Buffalo and Toronto. By June
1953 the first Canadian TV network
linked Toronto. Ottawa. and Montreal.
in a three-station TV network covering,
polentially. one-third of Canada’s pop-
ulation.

Originally. CBC had planned not to
license private stations until the gov-
ernntent had a TV station operating
in each of the 10 provinces. In April
1953, however. CBC reversed its origi-
nal stand and granted permits for nine
privately owned stations to be located
m Sydney. \. S.: St John. N, B.:
Rimouski and Quebee Cityv. Que.: Sud-
bury, Hamilton. London. and Windsor.
Ontario; Regina. Saskatchewan. CBC
expects these stations to be on the air
by 1954, Besides providing their own
programing. they will serve as outlets
for CBC. A mininmun of 1015 hours of
programing will be provided on Kines
free by CBC.

Savs A, D. Dunton. chairman of the
hoard of governors of CBC. concern-
g the outlook for television in Can-
ada: ... il seems safe to predict that
by the end of 1951 Canada should have

66 For statisties ou Canadian TV. see Canadian Basies. page 80

at least 22 television stations in opera-
tion providing coverage to areas in
which live about 75°¢ of the total pop-
ulation. This will have been accom-
plished within a two-year period.”

Canadian broadcast industry observ-
ers tend to give a less optimistic pre-
view of TV growth. As Robert F. Tait.
manager of the program division of
All-Canada Radio Facilities, Ltd.. puts
it: “In a country the size of Canada.
with its widely separated population
centers, TV’s growth will necessarily
be hmited. In the L.S., even after six
years. television coverage is only 51
of the available audience. In Canada.
where fewer people are spread over an
almost equal area. television cannot
hope to achieve even 54 coverage in
six years.”

The disparity between these predic-
tions arises partially from semantic dif-
ferences. The 757 coverage mentioned
by Dunton refers to potential number
of viewers included in the orbit of the
various TV stations. whereas Tait re-
fers to actual set penetration.

SPONSOR's estimate. hased upon set
sales as well as the cost of TV sets.
places Canadian TV penetration at ap-
proximately 3077 of total population.
or about L5 million TV homes by the
end of 1951 Set sales over the past
five years show spiraling TV set own-
ership: 1919—8.212 sets sold: 1950
20,611 sets sold: 1951—40.165 sets
sold: 1952—140.373 sets =old: 1953
to end of May—1106.981 sets sold. with
total 1933 sales estimated at 300,000.
By August 1953. there were -100.000
TV homes in Canada.

Q. What is the sponsor’s future
on Canadian TV?

A. Despite originally pessimistic fore-
casts of an ever-increasing cost spiral

with initially high time rates, TV costs
have been going down over the past
few months. Main factor in lowered
expenses is the dropping of standby
charges by CBC stations. When an ad-
vertiser bought a time slot on a Ca-
nadian TV station last year. included
in the package price of this time period
were under-the-line costs of studio
operation (cameramen. props, studio
rental. and so forth) whether the spon-
sor actually used the studio or not.
This practice is no longer in effect. The
rates on TV stations now show just the
flat trme charges. (For sample rates
on the tliree Canadian TV stations. see
chart on page 80 in Canadian Basics. |

Furthermore. with TV sets being
bought in Canada at a rate of hetween
25,000 and 30.000 a month. the spon-
sor is able to reach viewers at an ever-
decreasing cost-per-1,000. The aver-
age of 4.2 viewers per set (research
findings by Elliott-Haynes, Ltd.) —con-
siderably higher than the top U.S. fig-
ure of 2.8 during the 6 p.m. to mid-
night period—also works in the spon-
sor’s favor.

Q. Who are the major sponsors
on Canadian TV?

A. Among major program sponsors
are the following:

Addison’s, Lid.. B/A Oil Co.. Camp-
bell Soup Co.. Canadian Westinghouse.
T. Eaton Co., Ltd., Ford Motor Co..
Imperial Tobacco Co.. London Life
Insurance Co., Maple Leaf Milling.
Northern Electric Co.. Canadian Ad-
miral Corp.. Canadian Starch Co..
Frigidaire Products. Imperial Oil. Ltd..
Canadian Industries. Goodyvear Tire
and Rubber Co., Bristol-Myers. Ltd..
Church Motors. Ltd.. Canadian Strue-
tural Steel. Dominion Brewery Litd..
Genereaux Motor Co.. Dow’s “Kings-

SPONSOR
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beer™ Brewery, Labelle Fonrrare, Lid,,
Molsor’s Brewery, Ltd., Schick Razor
Co., Smith-Kline French Labs., Chese-
brough  Manufacturing  Co..  Phileo
Corp.. Lide, Fram Oil Filters, Remivg-
ton Rand, Ltd.. General Motors Corp.
Gallette Safety Razor,

Spot TV sponsors include:

Bulova Watch Co.. Canada Bread
Co.. Consnmers Gas Co.. Tmperial To-
bacco Co., S0 C. Johnson & Son, Lud.
W. C. Macdonakl, Lud. MofTats, Lad..
Phillips  Industries. Peoples  Credil
Jewelers, Salada Tea Co.. City Buoick
Motors. General Motors Corp.. Stude
baker Corp.. Shell Oil Ca.. Gattnso
Olive Oil Corp.. Guardian Trust Co..
Koolvent  \wnings. Savon  Campean
Soap, Seven Up. Ltd.

The list of fall and winter 1953 pro-
gram sponsors includes some newcom-
ers to Canadian television:

R.C.A. Victor Co.. Ltd.. Robin llood
Flour Mills. General Foods. Revlon
Cosmetics. Bradings Brewery.

As for the percentage of program
hours that are actually  commercial.
here's a representative average. CBFT.
Montreal, which maintains a balance
between Fnglish and French program-
ing because of the large percentage
of French-speaking persons in its cov-
erage ared, has had sponsors for 18.37
of its programing from the time of the
station’s debut until March 1953, It is
believed the CBC will permit a greater
proportion of sponsored shows on TV
than it does on radio. The radio appor-
tionment of commercial programing
totals 207, .

Q. What is the scope of Canadi-
an TV programing?

A. On asmall scale. it is a replica of
U.S. programing. running the gamut
from popular sports events coverage
like Imperial Oil National League
hockey games in Toronto and Montre-
al - to Canadian variety shows like

t Please turn to page 103)

Viewers show strong liking for variety shows like
GE's Sunday night song fest on CBLT, Toronto

Hockey games comprise important segment of
sports coverage, are telecast via mobile units

CBFT, Montreal, features original French and
English dramas to reach all viewers in area

Science fiction has come to Canada in CBLT's
"Space Command” serial for young viewers
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More American advertisers are buying time on Dominion networks and stati

With Canadian TV on the brink of a big leap forward, there may he even i

Lr.S. advertisers are flocking north
to stake claims on the rich Canadian
market and to use Canadian radio.

According to the latest count of the
Canadian Association of Broadcasters,
183 U.S. sponsors are buying time on
Canadian radio. (For complete list,
see chart in Canadian Basics, page
74.) This compares with 117 last year
at this time. Canadian stations and
networks are reaping a bonanza from
native companies, too. CAB reports
that the total number of national ac-
counts, including those of U.S.-origin,
which have placed husiness on Cana-
dian radio during the past 20 months
came to 803. Last year CAB identified
335 in a similar list.

Most of the national accounts—U.S.
and Canadian—use spot radio only.
and. of course. most of the spot busi-
ness is accounted for by Canadian
firms. However. when it comes to net-
work advertising. most of the sponsors
are of U.S. origin.

Here are the U.S. firms using net-
work radio as of May 1953: American
Chicle, Bristol-Myers, Campbell Soup,
Carnation, Coca-Cola, Colgate, Electric
Auto-Lite, Ford, General Foods, Gil-
lette-Toni. Kraft, Pond’s, P&G. Qua-
ker Oats. Rexall, Richard Hudnut.

Canadian station merchandising methods closely resemble those of
U.S., making it easy to coordinate campaigns planned for both

Robin  Hood. Romson.  Standard
Brands, Sterling Drug. and Westing-
house.

Including Lever Bros.. which. strict-
v speaking, is neither of U.S. nor Ca-
nadian origin. the total number is 22.
The number of Canadian network
sponsors, excluding the Canadian Gov-
erninent., was seven.

When a network program compari-
son 18 made, U.S. dominance is even
more striking. Taking shows listed in
the Eliott-Haynes national rating re-
port, you find that 62 programs aie
sponsored by U.S. firmns, including
Lever Bros.. some of whose programs
originate in the U.S. Only seven pro-
grams are sponsored by Canadian
companies and three others are bought
by the Canadian Government.

With Canadian TV looking as if it’s
on the brink of a huge leap forward.
there has been the beginnings of a
movement toward spot radio. Also in-
fluencing this trend is an increasing
emphasis on individual market tactics.

P&G. for example, has dropped two
nighttime network shows since last
year. One of them—DBeulah—was dis-
continued as part of P&G’s dropping
it from CBS Radio. However, P&G re-

ports to SPONSOR that it will increase
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its spot programing in Canada during
the coming season.

Another possible explanation for the
move te spot has been suggested by
CJAV. Port Alberni, B.C. The sta-
tion’s managing directer, K. Hutche-
son, told srONsOR: “Our local Rexall
dealers are assessed for their partici-
pation in the Amos 'n’ Andy show and
they would be much happier if a com-
pany such as Rexall were to give them
budgets for local radio.”

More light on the subject comes
from Associated Broadcasting Co.,
Ltd., a Toronto ad agency. Says Gor-
don Allen. Associated’s radio director:
“We have come to the conclusion that,
no matter how big and good the big
city stations are. you still have to go
local for the smaller markets to get the
full benefit of your advertising.

“I don’t know how true this 1s of
smaller U.S. operations. but around
here the stations within a radius of 40
to 80 miles of Toronto and Hamilton
operate as well as the big ones, gen-
erally program as well and, as a result,
get tremendous local acceptance.”

Some of the bigger U.S. accounts in
Canada, like Alka-Seltzer and Shell
Oil, use no network advertising at all.
Both of these firms generate sales out

countries, Left to right across page;: CKWX, Varncouver, ties in with
Pro-phy-lac-tic toothbrushes; CJAY, Port Alberni, B.C., plugs P&G's
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fey use radio

g g his yvear, 117 in 1952,

wrest in spot radio

of local news shows, connnentators,
Here is what some of the najor U.s,
clients are doing ou Canadian radio:

Procter & Gamble: 'K of Canada
will use at least 10 network shows dur-
ing the coming season. Three of these
are Freneh daytime properties (Rue
Prineipale, Quelles Nouvelles and Faee
a la Vie) and the fourth, Wetropole,
ix a Dreft-Oxydol nighttime property.
The company will continue to import
six daytime serials from the States and
will use cut-in facilities to vary the
product sponsorship lineup.

These six are: Road of Life (Duz
or Cheer-Dreft). Life Can Be Beauti-
ful {Cheer. Crisco). Ma Perkins 1Oxy-

dol with a Drene trailert. Pepper
Young's Family (Camay. Spic &
Span). Right to Happiness (Tide)

and Rosemary (Crisco. Camay-Tide).
The latter show will replace Big Sister.

As for spot programing. there will
be renewals in Montreal. Winnipeg.
Toronto, and Y ancouver and programs
will be added in other markets. The
programing to be used includes U.S.-
produced Backstage Wife. Perry Ma-
son, Young Dr. Walone, Guiding
Light. and Brighter Day, as well as
such local originations as Red. W hite

Duz; CJVI, Victoria, merchandises for Kellogg; CKY, Winnipeg, gives
Vicks a boost; Robin Hood gets good merchandising backing: CKOV,

A

- a

U.S. ad agency quests at lobster party given by Fred Lynds. mgr., CKCW. Maoncton, N.B.
Seated, clockwise: Dorothy Hagen, Greta Rothrock, Patricia Brouwer, Needham, Louis 3
Brorby: Merle Myers, Russel Seeds; Evelyn Vanderploeq. Schwimmer & Scott- Macion Reuter
Y&R; Ruth Babick, Earlo Ludgin; Patricia Kral, Needham, Louis & Brorby: Kay Kennelly, Olian &
Bronner; Pat Gray, Arthur Meyerhoff. Standing, I. to r.. Lynds and wife. Bill Reilly, Adam J
Young: Tom Tonner, CKCW: Georqe Diefenderfer, Adam J. Younq. Lynds' lobster parti

are an institution; he's given them in N.Y, Chicage, Montreal, Toronto for many years

and Dlue. Star Time, and Brealfast
Time. The Canadian-produced shows
will be used mostly on the West Coast.
\~ for spot announcements, PRG will
~ay nothing except that they “will con.
tinue to be an inportant factor in our
plans.

Coucerning TV, HNoward E. Whit-
ing. manager of media and program-
ing for P&G of Canada. ~ays: “We
have wot entered into Canadian tele-
vision up to this time aund believe that
it is ~tll velatively expensive and af-
fords inadequate coverage of imper-
tant area~.”

PAG’s agencies for it~ Canadian air
operations include five from the L.,
Benton & Biow. Compton.
Dancer-Fitzgerald-Sample. and Young
{ Rubicam

”l)\\lt‘\

and one front Canada.

F.o H Havhuest Co.. Toromte,

Colgate - Palmolive - IPe¢et: ().

Lt via Spitzer §& Mill<o uses the fol-
lowing programs:

o  On the English network«: 1y The
Canadian-produced The Ilappy Gang
for |

variet

which Colzate has been usin:
A half-hom
show. 1t is liroadeast over 34 Tran-.
Canada station~. 2y Share the W calth,
another Canadian-produced <how and
also a lang-time mnner for Coleate
b vears 3y Qur YViss B
taken live from CBs and broadeast
over 33 Dominion Network ~tation-.
1 Peggy Nhou.
\ustralian vocalhist. on 20 <tations,
e On the French Netwark: Coleat
t Please turn to page 137

vears. mu-~ical

Lrooks populat

o Kelowna, B.C, station, helps Rinso: CFJC, Kamloops, B.C., calls
attention to Nabisco; CKRC, Winnipeq, plays up P&G soap opera
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1. Key Canadian market facts, including population, income, salaries

1952

| 1951

| 1941

TOTAL POPLLATION

FRENCH-SPEAKING POPULATION

GROSS NATIONAL PRODUCT
VATIONAL INCOVIE

PER CAPITA INCOME
RETAIL SALES

EXPORTS ©

IIPORTS ¢

TOTAL US. INVESTMENTS
NEW USINVESTMENTS
U.S-CONTROLLED FIRMS
FALUE $1 U.S.

TOTAL EMPLOYED

1V ERAGE WEEKLY PAY
DOMINION DEFENSE BUDGET

GROSS CORPORATION PROFITS

AGCRICULTURAL INCOVE
HANUFACTURING INCOME
VINING, OIL, ETC. INCOME . .. .
FORESTRY INCOMNE .
CONSTRUCTION INCOME

1 1.600.000°
4.5300.000°
$23.011,600.,000

$18,135.0006,000

CS1,257

S11.303,783.000
S4,336,000.000
8$3,846,000,000

. 58,060,000.000

$697.000.000

2,821
. virtunally wt par
3 17,0001
853731

S1.832.000.000

8$2,586,000.6000
,,,,,, $2,181,000.000
- 83.365.000.000
_8718,000,600
 $367,000.6000
$1.008.000.000

11.909.129
4,319,167

S21,450,000.000
8$17,229.000.000

______ -81,230

SIOS17.326.000

$3.950.000.000
8$1,097.000.000
8$7,235.000.000
8259.000.000
2,568
S1.063
5.110.000
S534.32°
S1.143.000,600
$2,781.000.060
$2,330,000,000
$3.127.000.000
$688,000.000
8$377,000.000
S857,000.000

11.190,000"
3.483.038
S8.517.000,000
$6.563.000.000

e S5-15

S3,436.000,000
S924.000.000 (°39)

~..87531,000.000 (39)

. S4,990,000.000 (°15)

e - S11.,000.060 (°18)

. 1.985
S0.90

,,,,, 1.22 1,000

S13.05 (-19)
$361.000.000 ("19)
$1.381.0600,000 (*49)
8$1.693.000,060 (19)
$3.942.000.000 (C19)
S1.18.000.000 (°49)
$210.006.000 (C-19)
8$776.000.000 (-19)

SOURCE: Dominien Bureau of Statistics 1944; © Excluding Canadian mutval aid to NATO countrivs; ¥ Week ended 4 May

— i S————
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2. Canadian retail sales broken down by provinces for 1950-1952
pRoviNCE | s |‘ ost | 1950
MARITIMES $777,295,000 $702,226,000 $654,480,000
QUEBEC 2,642,687,000 2,457,391,000 2,205,150,000
ONTARIO 4,285,071,000 4,033,221,000 3,643,910,000
MANITOBA 677,333,000 666,701,000 606,250,000
SASKATCHEWAN 722,557,000 616,338,000 548,900,000 |
ALBERTA 903,965,000 831,317,000 747,690,000 |
BRITISH COLUMBIA 1,294,875,000 1,137,867,000 1,061,020,000
70 SPONSOR
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1. Status report on Canadian radio stations, networks, rates, sponsors

Commuerreial stations IST (1 FY) with 137 private and 20 Govi-onned

Networks 0000000000000 3 nationol (Domivion, Trans-Cannda. French)
Networksrun by ... .. ... .. Govt. throngh Canadian Broadcosting Corporation

Licensing ond technical control by coa L Gort, throngh Department of Transportation

A radios | . e e e e To0.000 (est.)
Raodio sets bounght sinee war . .0 . L e LB LSO (throuwngh Moy 1933)
Radio homes ... . e e L 3.382.000 (BEBY, Jan. 19533)
Total Domes ... ..o 0 e e e 3.795.000
W, radio homes .o 0oL e 91.10,

Persons per U.S. AV stations .
Persons per Conodian AV stations .
Arverage I-hour rate (Class AA)
Arverage T-minnte rate (Class )
Top U.S.-origin cvening program

G100
91,000
S73.714

N9.TS

.Edgar Bergen Show”

Top Canadion-origin erening program i English . .. . ... . ... ... .... Ford Theatre

Number national sponsors . ..o L e Orver 800
Number U.S.-origin sponsors . .. .. ... ... . ..... . . Over 180
Radio’s share of notional advertising expenditures . .o Orer 250,

SOURCE: tn Assoelation of 1Broadeisters *Eltutt Naynes May 19%23

2. Population, households, radio homes grouped by provinces (as of 1 Jan. '53)

PROVINCES POPULATION HOUSEHOLDS RAOIO HOMES tg:’sETso:VE'TR“AO‘:;
NMNEICFOUNDLAND 380.000 79,000 33.000 J0.30,
PRINCE EDWAKD ISLAND 105.000 23.000 21.000 D099,
NOVA SCOTIA 657.000 168.000 153.009 0.8,
NEIWW BRUNSICICK a>31.000 126,600 11G6.000 D1.u80,
QUEBEC 1.225.000 932,000 895.000 NG00,
ONTARIO 1.817.000 1.338.000 1.273.000 D5.20,
WANITORBA 805.000 2235.000 208.000 N2.5",
SASKATCHET AN 850.000 250,000 238.000 D3.00,
ALBERTA 385.000 272,000 257.000 N1 i,
BRITISHE COLUVIBIA 1.215.000 382.000 3538.000 2. 10,
TOTAL 1.1.600.000 3.7953.600 3.582.000 91.10,

SOURCE: Canadlan Assoclation of Broadcasters

3. Canadian radio set sales figures show sharp postwar rise 1945-1953

SETS SOLO SETS TOTAL SETS TOTAL

YEAR IN CANADA RETAIL VALUE IMPORTED RETAIL VALUE BOUGHT RETAIL VALUE
1915 44,316 $ 1,526,050 711 $ 15094 47,027 $ 1,541,144
1916 568,320 $28,849,115 18,852 $ 660,651 587,172 $29,509,766
1917 836,419 $60,399,221 44,C50 $1,568,097 880,469 $561,967.318
1948 596,467 $49,351,338 993 $ 36,096 597,460 $49,387. 434
19-3” 724,517 $53,639,788 51,994 $1,493,581 776,514 $55,133,369
1950 758,519 $59,159,854 44,124 $1,341,204 802,743 $60,501,058
19.:)1 557,097 $50,353,692 46,497 $1,574,383 603,594 $51,928,075
1952 568,884 $50,125.290 62,982 $2,312,079 631,866 $52,437,369
1953 245,617% $22,594,164 12,000+ 450.0003 257,617 $23.044,164

2. 1814539 S385.4 19.697

“Through May 1933 figure is 107 higher than first 5 months of 1952, t Estimated SOURCE: Radlo-Televislon Manufacturers Assa of Canada
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4. These are 157 commercial Canadian radio stations in operation today

Calt Trequency Powert Nighttime Rates U.S. ) Call Frequency Powert Nighttime Rates U.\
City Letters Net® (RC’s) (Watts) Ve hr | 1 min | Reps§ City Letters Ner* (KC's) (Watts) 2 hr I 1 min Rey: ¥
ALBERTA NOVA SCOTIA
Calgary CFAC TC-S 960 5,000 DA-N $66 $17 WA&C | Antigonish CJFX DOM-B 580 5,000 DA $48 $9 A
Calgary CFCN DOM-B 1,060 10,000 DA-N $66 $16.80 HﬁéJg Bridgewater CKBW TC-S 1,000 1,000 DA-N $27 $5 {
Calgary CKXL 1140 1,000 DA-N $48  si1.20 DC|Halifax Sy Usas Sl U L $24  $9.601 C
Edmonton CBX TC-B |.0|0 50.000 DA 575 530(’ CBC Hahfax CHNS DOM-B 960 5.000 DA-N 548 SIO W: M.
Edmonton  CFRN DOM-B 1,260 5,000 $66 $17 AJY | Halifax CJCH 920 5000 DA  $42 $9 -
£ CHEA w80 5000 DA $36 5 HGO | Kentville CKEN® 1,490 250 $24 $4 L.
monton .
Edmonton  CJCA  TC-S 930 5000 DA-N $72  $22  wac|drdney csl TCB 1,570 1,000 $24  $9.601 Cl
Crome Sydney cJcs DOM-B 1,270 5000 D $48 s Wi
Prairie CFGP 1C-S 1.050 1,000 $30 $7 WaC 1,000 N
l,.jtl‘;l‘)r.idge cJOoC TC-B 1,220 5,000 DA-N $36 $10 W&C | Truro CKCL 1,400 250 $24 $5 L
edicine : b I
Hat CHAT  DOM-S 1270 1,000 DA  $24  $6  waC|windsor = CEAET o |40 2% oo e
Red Deer  CKRD DOM-S 1230 250 $24 $6 AJY : j y;,b,
BRITISH COLUMBIA ONTARIO e
Chilliwack CHWK  DOM-B 1,270 1,000 DA  $24  $5  WA&C g";”'e,” gf:g oM. :;;g ;22 :g; ;‘750 :‘w:ﬂe
Dewson SUSAULS - d ' g
c k cJpC 1C-§ 1,350 1,000 $28 $5 DC Erantfqrd CKPC DOM-S 1,380 1,000 DA-N $36 $8 {r6a
Kom’;:)ps CFJC TC-B 9|0 |.000 $24 $6 W&C Brockv:"e CFJR DOM-B |.450 250 524 54.50 A ]
Kelowna CKOV T1C-B 630 1,000 $30 $8 W&C Chatham CFCO DOM-B 630 1,000 DA $30 $5.50 tres
Nonaimo ~ CHUB 1,570 1,000 DA  $28.80 $6 DC c°’"‘;"" g'ﬁsf DgM-g OO :32 :5-40 J"F*'ﬁ
Nelson CKLN TC-S 1,240 250 $21 $4 AJY | Fort Frances F DOM- 800 1,000 3 4.50 lintres
New West- r. 500 N
minster  CKNW 1320 1,000 DA-N $75  $17.50 F&C |Fort William CKPR — TC-8 PO EE ol = Atfﬂ
Penticton ~ CKOK  DOM-S 800 1,000 D $30  $7.50 DC gue’r_’"; gf_{%YL DOM.S '-338 : ggg DAN :3‘; ;?7 " A' M‘“
500 N amiton - ' N . #
O I L - - S O G O I
P?i"ce amiiton & N q o [
Geo’ge CKPG TC-S 550 250 $24 $5 W&C K?nora CJRL DOM-B |.220 |.000 524 54.50 l 10U 51
Prince Ru- Kingston CKWS TC-B 960 5,000 DA $60 $13 |Eere-
pert CFPR 1C-S 1,240 250 $18 $3.50 Kirkland o0p
Trail CIAT 1C.3 510 1,000 $36  $8  wac| Lake CJKL TC-B 560 5000 DA-N $48  $8 fhena
Vancouver ~ CBU TC-B 690 10,000 DA  $84  $33.601 CBC{Kitchener  CKCR — DOM-S 1450 250 836 &7 Alyn
Vancouver ~CJOR ~ DOM-B 600 5000 DA  $72  $20 AJY 'n’_ndon CFPL DOM-B 980 5000 DA  $60  $IS w.w,
Vancouver ~ CKMO 1,410 1,000 $45 $9.50 pc | Niagara 6 fe
Vancouver ~ CKWX 980 5000 DA  $84 321 wac| Falls CHvVC 1600~ 5000 D~ SRS e
Vernon cJI DOM-S 940 1,000 $30  $7.50  DC L o S ,
Victoria Cav!l DOM-B 900 1,000 DA  $36  $8  waC|North Bay  CFCH  T1C-B 600 1000 D $36 g G
Victoria CKDA 1.340 250 $24 $5 F&C Onlha gFOR DOM-S |.570 |.000 236 ;56 yeBs
' Oshawa KLB 1,240 250 30 550  Jhevini
Ott CBO TC-B 910 1,000 $54 $21.607 Cl
MANITOBRBA Ottawa CKOY DOM-B 1310 5000 D $54 $1250 oo
Brandon  CKX DOM-B 1,150 1,000 $36  $750  AJY g e lont b
Dauphin  CKDM 1,230 250 $22.50 $3.65  AJY |Ottawa (S0 560 5000 DA - SR 17 Wt’
Fiin Fion CFAR 1C-S 590 1,000 $24 $450 AJY|Owen Sound CFOS DOM-S 1,470 1,00C DA-N $36 $7 Aptlyr
St. Boniface CKSB FRS 1250 1,000 DA $36  §7  JHM|Pembroke  CHOV ~ DOM®E 135 1000 DA $36 1 157:50 J‘{’f"‘f
Winnipe CBW TC-B 990 50,000 96 $38.407 CBC | Peterbor- ‘ yiki
w,'nn,"’;eg CJOB |.340 250 245 ;l ] AJY ough CHEX DOM‘B |.430 |.000 DA $42 $8.50 I (1]
Winnipeg ~ CKRC ~ DOM-B 630 5000 DA-N $72  $22  W&C|Port Arthur CFPA = DOM-B 1,230 ~ 250 $36 37 gmdt
Winnipeg cKY 580 5.000 DA $60 $15 pc | Sarnia CHOK TC-S 1,070 ?.ggg BA N $48 $8 Tup
' - Aong
St. Cath-
NEW BRUNSWICK arines CKTB DOM-S 620 1,000 DA  $36 $8 Jr;e J
Campbellton CKNB DOM.B 950 1,000 DA  $33 $7 wacC|St. Thomas CHLO  TC-S 680 1,000 DA $42 $8 i
Edmundston CJEM FR-S 1380 1,000 DA  $24 $5 AJY | Sault Ste. '
Fredericton CFNB TC-B 550 5000 DA-N $48 $9 W&C | Marie cJIc 1C-B 1490 250 $36  $7.50 Jb
Moncton CKCW  DOM-B 1,220 10,000 DA-N $48 $9 AJY | Strattord CJCS DOM-S 1,240 250 $24 $4.50 Wi
Newcastle CKMR 1,340 250 $24 $5 Sudbury CHNO DOM-$ 900 1,000 DA $42 $9 Al
Saint John ~CFBC ~ DOM.B 930 5000 DA  $45  $9.50 WaC |Sudbury CKSO  TC-B 790 5000 DA-N $54  $12  Wil!
Saint John  CHSJ TC-B 1,150 5000 DA-N $45 $9.50  AJY | Timmins CFCL FR-S 580 1,000 DA  $36 $8 JHlefes
Sackville  CBA TC-B 1,070 50,000 $90  $367  CBC | Timmins CKGB  TC-B 680 5000 DA-N $48  $8 free
Toronto CBL TC-B 740 50,000 $204 $81.60° Chn
NEWF NDLAN Toronto CFRB CBS 1,010 50,000 DA  $200 $40 Ajit
UL G Ui B L5 S ALY Toronto CHUM 1050 1,000 D  $60  $12  JHiis
Corner Brook CBY 1C-S 790 1,000 $81.60° $36.64*7 CBC | Toronto CJBC DOM-B 860 50.000 $150 $607 ot
Gander CBG 1C-S 1,450 250 $81.60° $36.64"7 CBC | Toronto CKEY 580 5,000 DA-D $120 $35 I
Grand Falls  CBT 1C-S 1,350 1,000 $81.60" $36.64°( CBC 1,000 DA-N tote
St. John's  CBN 1C-S 640 10,000 $81.60° $36.64°7 CBC | Toronto CKFH 1,400 250 DA  $60 $18 foto
St. John's  CJON 930 5000 DA-N $42 $8 W&C | Windsor CBE TC-B 1,550 10,000 DA  $60 $247 Chu
St. John’s  VOCM 590 1,000 $30 $5 AJY | Windsor CKLW  DOM-S 800 50,000 DA  $I05 $18 Al
*NETWORKS (all operated b Jian Broadcastir SREPRESENTATIVES “Five minutes
Corp ) CBC—Canadian Broadcasting Co. sCroup rate for CBY CBG. CBT, ard CBN
JC-B—1lrans-Ce DC—Dona >, Inc bCKEN is satellite of CFAB; rate is for both stations
BC-S.B_‘ TShCA_F Only commercial FM station; frequency in megacycles
om-B— —
Dom-S— HCO—
FR-B— wee— SPONSOR ;
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_‘!,\_'Radin stations (continued)

5. Reps of Canadian stations

Cadl Lequency lowert Naghttime Rates LS
lity letters Nee* (KRC'0) (Watts) Ve hir | 1 tnn Repng
1gham CKNX DOM-S 920 1,000 DA-N $36 $10 AJY
dstock CKOX 1,340 250 $24 $5
PRINCE EDWARD ISLAND
rlotte-
own CFCY DOM-B 530 5,000 DA-N $51 $10 W&C
merside CJRW 1,240 250 $24 $5
O EBEC
CHAD FR-S 1,340 250 $57 $1l wW&C
coutimi  CBJ FR-B 1,580 10.000 DA $36 $14.40° CBC
nby CHEF 1,450 250 $28 $6 DC
CKCH FR.S 970 1,000 DA $55 $1l JHM
quicre CKRS 1,240 250 $30 $7 AJY
arre CKLS FR-S 1,240 250 $57 $i WE&C
ane CKBL 1.250 1,000 DA $30 $7 AJY
treal CBF FR-B 490 50,000 $180 $72* CBC
treal C8M TC-B 940 50,000 $120 $48¢ CBC
ntreal CFCF DOM-B 00 5,000 DA $120 $28 wW&C
1itreal CHLP 1,410 1,000 DA $75 $18 JHM
1treal CJAD C8s 800 5,000 DA $120 $28 AJY
treal CKAC CBS 730 10,800 D $150 $33 AJY
5,000 N
Carlisle CHNC FR-S 610 5000 DA $42 $9 AJY
bec (o]:17 FR-B 980 1,000 $54 $21.60° CBC
bec CHRC 800 5,000 DA $66 $16 AJY
bec cJoC TC-S 1,340 250 $24 $5 AJY
bec CKCV OOM-S 1,280 1,000 DA-N $54 $1l WE&C
ousk: CJBR FR-S 900 5.000 DA-N $3% $7.25 AJY
re-du-
oup CJFP FR-S 1,400 250 $27 $7 AJY
rval CHRL 1,340 250 $26.40 $4.50
yn CKRN FR-S 1,400 250 $57 $i) W&C
Anne de
2 Poca-
ere CHGB FR-S 1,350 1,000 D $27 $7 JHM
250 N
eorges
e Beouce CKRB 1,400 250 $26 $6
inigan
alls CKSM 1,220 1,000 DA $36 $8.50
brooke CHLT FR-S 900 1,000 DA-N $55 $1 AJY
brooke CKTS DOM-B 1,240 250 $28 $6 AJY
> CJSO 1,320 1,000 DA-N $40 $10 DC
tford
Aines CKLD FR-S 1,230 250 $30 $6 AJY
“bis Rivie-
25 CHLN 550 1,000 DA $50 $10.50 AJY
D'Or CKYD FR-S 1,230 250 $57 S W&C
dun CKVYL 980 1,000 DA $135 $28 DC
'jvoriaville CFDA 1,380 1,000 DA-N $27 $6
fie Marie CKVYM 710 1,000 DA-N $30 $6 AJY
SASKATCHEWAN
5 CFRG FR-S : $24 $5
' CHAB DOM-B 800 5,000 DA $48 $12 WAC
CJNB 1,460 1,000 $30 $6
CKBI DOM-B 900 5,000 DA $42 $10 wacC
CKCK 1C.S 620 5,000 DA-N $54 $13.50 W&C
CKRM DOM-B 980 5000 DA-N $54 $13.50 AJY
CFQC DOM.B 500 5,000 DA-N $40 $16 AJY
HGO
«acatoon CKOM 1,340 250 $42 $10 waC
idcatoon CENS 1,170 1,000 $27 $5.50
}rous CBK 1C-B 540 50,000 $132 $52.80° CBC
kton CJGX DOM-B 940 1,000 $33 $7 AJY
b |

Efbe explanations. foutnotes on previous page
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CANADA
JAMES L. ALEXANDER

TORONTO 1o Vdelawde St. A J V' ANlevander

MONTREAL: Prunm

ALL-CANADA RADIO FACILITIES

TORONTO Vit

MONTREAL: Domnon ¢ Bldg

WINNIPEG: G il ¢ f.
CALGARY: Taviar, Pegrsens &

VANCOUVER:

BROADCAST REPRESENTATIVES
WINNIPEG: I

CANADIAN BROADCASTING CORP.
TORONTO: 190 Jurvie St
MONTREAL: Radio Canada Bldg.

JOS. A. HARDY
MONTREAL; 15 Daomen
TORONTO:

JOHN N. HUNT & ASSOCIATES
VANCOUVER: 1% W, 1lastn

PAUL MULVIHILL
TORONTO. 21 King St Last (Racon )
MONTREAL: 111

NATIONAL BROADCAST SALES
MONTREAL: 22 Si w St
TORONTO: \led Ares Nldg

OMER RENAUD & CO.
MONTREAL: il St voNt
TORONTO: Ranbk of Nova Scots Bldy

RADIO REPRESENTATIVES

TORONTO: \lbert 5t

MONTREAL: ominion e Bldse

WINNIPEG: Lindsav  Bldg

VANCOUVER: W. Hastings St Jo N

RADIO TIME SALES (ONT.)
TORONTO: 147 U

RADIO TIME SALES (QUEBEC)
MONTREAL: 1231 st Cathenine St \West

RAD'O & TELEVISION SALES
TORONTO: 10 Adeimde St Fast \.
MONTREAL: indsar  Hotel

STEPHENS & TOWNDROW
TORONTO: 35 K St. West

Nt Lierine

HORACE N. STOVIN & CO.

TORONTO: Victe 11

R
MONTREAL: T. C. ©
WINNIPEC:
VANCOUVER: |k 5

UNITED STATES
DONALD COOKE

NEW YORK: 331 Madison Asve.
CHICAGCO: 22% North 1a Salle St

BEVERLY HILLS: 111 North Fa Cienega Bhvd

SAN FRANCISCO: 233 Sar t

DETROIT: 1 e o
FORJOE & CO.

NEW YORK: Wy 7 St

LOS ANCELES: 11: Vilshire Bivd L
SAN FRANCISCO: 33 Market St /
CHICACH: Tribune Tower, 135 Mauch  A\wve
ATLANTA: 105 Mortgage Guarantee Blds

JOSEPH HERSHEY McGILLYRA

NEW YORK: 366 Madison \ve.
CHICAGO: 185 North Wabash \ve

BEVERLY HILLS: 111 North Fa Cienega Bhvd

SAN FRANCISCO: 233 sansomme St
HARLAN G, OAKES & ASSOCIATES

NEW YORK: 17 Fast 12nd St Ay
LOS ANGELES: 72 south lafavette Park Place ]
SAN FRANCISCO: Ilurd st
CHICAGO: Pure Oil Bld
MINNEAPOLIS: 2617 Brvant \ve. North

WEED & CO.

NEW YORK: 3 sMad A%Y

CHICACO: hY Wabash

DETROIT: Book Bldg
HOLLYWOOD- 131 Holivwood Blsd

SAN FRANCISCO: 625 MNarket St
BOSTON: Statler Budg. R
ATLANTA: ( Bldg rg
ADAM J. YOUNG JR.

NEW YORK: 22 East 10th st
CHICAGO: 55 Fast Washington St.

LOS ANGELES: 422 Guaranty Bldg.

ST. LOVIS: 7 N. 7th st

fTunt

Norm Brown




V /1 | nadian air advertsers and agencies

1. 183 U.S. companies are advertising today or Canadian radio

This (s a st of 183 companies operating in the
[Tnited States and who today are nsing Cavadian
radio directly or through Canadian sister cont-
panies andjor affiliates.  Tucluded 1w this list

Admiral Corp.

American Airlines, Inc.
American Chicle Co.
American Cyanamid Co.
American Express Co.
American Home Products Corp.
American Safety Razor Corp.
Antell, Inc., Chas.
Associated Hospital Serviece Incurance
Atlantis Sales Corp.

Avco Mfg. Corp.

Babbitt, Inc.

Ball Clinic

Barbasol Co.

Benson & Hedges

Best Foods, Inc., The

Bishop, Inc., Hazel

Block Drug Co., Inc.

Borden Co., The
Borg-Warner Corp.

Boyle Midway, Inc.
Bradfield Co.

Bristol-Myers Co.

Brown & Williamson Totacco Corp.
Burgess Battery Co.
Campbell Soup Co.

Canada Dry Ginger Ale, Inc.
Carbola Chemical Co., Inc.
Carnation Co.

Carraras, Ltd.

Carter Products, Inc.

Cat’s Paw Rubber, inc.
Chesebrough Mfg. Cons’d.
Chrysler Corp.

Cities Service Co.

Cluett Peabody & Co., Inc.
Coca-Cola Co.
Colgate-Palmolive-Peet Co.
Consolidated Cigar Corp.
Continental Baking Co., Inc.
Continental Casualty Co.
Corn Products Refining Co.
Corning Glass Works
Crowell-Collier Publishing Co.
Cudahy Packing Co.

Curtis Publishing Co.

Delaware, Lackawanna & Western Coal Co.

Dolcin Corp.

Doughnut Corp. of Amecrica
Dow Chemical Co.
Dow-Corning Corp.

Drackett Co.

Eastco, Inc.

Electric Auto-Litc Co.
Emerson Drug Co.

Eno-Scott & Bownz

Esquire, inc.

Eversharp, Inc.

Ex-Lax, Inc.

Fairbanks, Morse & Co.
Firestone Tire & Rubber Co.

SOURCE: Canadian A ation of Braadeasters, 1953
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Ford Motor Co.

General Electric Co.

General Foods Corp.

General Motors Corp.

General Tire & Rubber Co.
Gerber Products Co.

Gillette Safety Razor Co.

Glidden Co.

Goodyear Tire & Rubber Co., Inc.
Greyhound Corp.

Grove Laboratories, Inc.

Hall Bros., Inc.

Hansen’s Laboratory, fnc., Christian
Hastings Mfg. Co.

Hearst Corp. {for Detroit Times)
Heinz Co., H. J.

Hudson Motor Car Co.
Industrial Tape Corp.

International Cellucotton Products Co.

International Harvester Co.
International Milling Co.

International Minerals & Chem. Corp.

Jergens Co., Andrew

Johnson & Johnson

Johnson & Son, Inc., S. C.

Kaiser-Frazer Corp.

Kayser & Co., Julius

Kellogg Co.

Kendall Co.

Kool-Vent Metal Awning Corp.

Lambert Pharmacal Co.

Larus & Brother Co., Inc.

Leeming & Co., Inc., Thos.

Lever Bros. Co.

Lewis-Howe Co.

Libby, McNeill & Libby

Longines-Wittnauer Watch Co., Inc.

Loew’s, {nc.

Lowe Corp., Joe

Luden’s, Inc.

Manischewitz Co., B.

Mcllhenney Co.

McKesson & Robbirs, Inc.

Mennen Co.

Merck & Co., Inc.

Metropolitan Life Insurance Co.

Michigan Bulb Co.

Miles Labs., Inc.

Minnesota Mining & Mfg. Co.

Monsanto Chemical Co.

Montenier, Inc., Jules

Morris & Co., Ltd., Inc., Philip

Motorola, inc.

Murine Co., Inc.

Musterole Co.

Mutual Benefit Health & Accident
Association

National Biscuit Co.

National Dairy Products Corp.

Nepera Chemical Co., Inc.

Nestle Co., Inc.

(Please turn to page 78)

are UL S, compawies sonwe or all of whose prod-
nels are adverlised on Cavnadian radio by ('a-
nadian compaunies having names that differ from
the U.S. companics handling such products.

Northeast Airlines, Inc.
Northwest Airlines, Inc.
Noxzema Chemical Co.

Owen Nursery

Pepsi-Cola Co.

Perfex Mtg. Co.

Pharmaco, Inc.

Pinex Co.

Pinkham Medicine Co., Lydia E.
Pittsburgh Plate Glass Co.
Pond’s Extract Co. (Export), Ltd.
Potter Drug & Chemical Corp.
Procter & Gamble Co.
Prudential Insurance Co. of America
Quaker Oats Co.

Radio Corp. of America
Ralston Purina Co.

Readers Digest Association
Reardon Co.

Reddi-Wip, Inc.
Remington-Rand, Inc.

Revlon Products Corp.

Rexall Drug Co.

Rhodes Pharmacal Co., Inc.
Ronson Art Metal Works, Inc.
Rundle & Son Co., Ltd., Geo. H.
Salada Tea Co., Inc.

Schick, Inc.

Servel Co.

Seven-Up Co.

Shaler Co.

Shell Oil Co.

Sherwin-Williams Co.

Simoniz Co.

Smith Bros.

Socony-Vacuum OQil Co., Inc.
Staley Mfg. Co., A. E.
Standard Brands, Inc.
Sterling Drug, Inc.
Stokely-Van Camp, Inc.
Stoppers, Inc,

Sun Oil Co.

Swift & Co.

Texas Co.

Tide Water Assoc. Oil Co.
Time, Inc.

Tintz Co.

Union Carbide & Carbon Corp.
United Fruit Co.

Vick Chemical Co.

Vitamin Corp. of America
Warner-Hudnut, [nc.

Welch Grape Juice Co.
Western Airlines, Inc.
Westinghouse Electric Corp.
Whitehouse Co.
Wilbur-Suchard Chocolate Co., Inc.
Wildroot Co.

Williams Co., J. B.
Willys-Overland Motors, Inc.
Wrigley Jr. Co., Wm.

Wynn Oil Co.

SPONSOR




Uanadian stations

GG ETE Canada’s Cream of the
Donald Cooke Inc. IS ITAMETIATLN T T ]

v JUNE 15, 1953

—— s =

PROVINCES I MARKET STATION AFFILIATION POWER FREQUENCY

Alberta (d CKXL - 1.000 1110 ke

CInc 1.000 1330 ke

Va cmn 1.000 15370 Le

g - . Pen CKOK ) 1.000 00 Le
E -

British Columbia Por CIAy 250 1210 ke

1 neoN (‘K"‘, '.0’,’, , , ,’) ,l'('

I ¢ cIin 1.000 910 ke

Manitoba i CKY 3.000 380 Le

Nova Scotia Br CKBW 1.000 1000 Le

CKF1 1.000 800 Le

(uelph CIGY ! { 250 1150 ke

; CIRL /) \ 1.600 1220 ke

CKWS 3.000 960 ke

Ki CIKL ( 5.000 360 ke

\ CcHve 5.000 1600 ke

Ontano \>r C ':( ". T 5.000 "b"” ke

Ottawa CKOY D 3.000 1310 ke

Pt : CHEX 1.000 1130 ke

Se I CHOK T 3.000 1070 ke

St cHLO 7 1.000 6RO ke

Tin CKGRB T 3.000 GO Le

CKEY J 3.000 380 Le

\ CKVE ! 1.000 980 ke

Quebec s CISO ! 1.000 1320 ke

FRENCII R O ASSOCIATES

o CKVI 1.000 NBO ke
Q CKCY 1.000 1280 ke
Sh ook cHuLT 1.000 NOO ke

) CHEF 250 1150 ke
Three F CHILN 1.000 200 ke
Sor CISO 1.000 1320 ke

NEW YORK o CHICAGO s LOS ANGELES
DETROIT e SAN FRANCISCO
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THE HOTTEST STATION DEAL
THAT EVER HIT RADIO!

12 one-minute spots plus 3 chain-breaks every hour. . . 75 per week! National
advertisers . . . regional advertisers . . . local advertisers . . . all rarin’ to par-
ticipate. We know because we’'ve SOLD them!

Schedule it daily 5 hours a week or as 4 separate quarter-hours a day!
Whether you sell spots, participations, quarter-hour sponsors, half-hour or full-
hour sponsorship . . . ""The Hour of Stars’’ will bring yaur station plenty of
extra profits!

Never before such an opportunity ta offer the glamour of big-name stars . . .
the response af a big listening audience . . . the prestige of a big-time show!
Tony Martin, Ginger Ragers, Dick Pawell and Peggy Lee make a dazzling
combinatian that will have the whole town listening, applauding and buying!

WILL IT MAKE MONEY FOR YOU OR YOUR COMPETITION?

The BIGGES!

PE

a5

(i
MARTIN ~— |




bw... The LOWEST Price... in History! '

B
* -

FULL OF ONE MINUTE SPOTS
AND CHAIN-BREAKS »*
THAT MEAN DOLLARS

POURING IN YOUR STATIONI




2. Agencies now using Canadian radio (75 of them U.S.) ., |

. emme e —— G Sm— e— — — ot — — — — — o— o— p— com—

CODE

= U.S. ageney with braneh in Canada

3. Aikin-McCracken, Ltd. I. Firestone Advertising Agency, Inc.

I. R. H. Albur Co. 3. The James Fisher Co., Ltd.

I. Allied Advertising Agency, Inc. 2. Foote, Cone & Belding of Canada, Ltd.

. Anderson, Smith & Cairns—in U.S. 3. Harry E. Foster Advertising, Ltd.
Anderson & Cairns §. Fuller & Smith & Ross

2. The Ardiel Advertising Agency, Ltd. 1. J. J. Gallagher

3. Associated Broadcasting Co., Ltd. I. Gardener Advertising Co.

2. Atherton & Currier, Inc. 3. Genn Advertising Agency

3. Ayres & Associates, Inc. 3. The William Gent Co., Ltd.

2 The Baker Advertising Agency, Ltd. f. Geyer Advertising

I. Batten, Barton, Durstine & Osborn 3. J. ). Gibbons, Ltd.

I. G. M. Basford 3. Gislason-Reynolds, Ltd.

1. Walter F. Bennett Co. I. Glenn-Jordan-Stoetzel, Inc.

2. Benton & Bowles, Inc.
2. John McKenney Bingham, Ltd.
1. The Biow Co.
i. The Blaine-Thompson Co., Inc.
3. Bleasdale Advertising Agency
I. Brooke, Smith, French & Dorrance
I. S. M. Brooks Advertising Agency
I. Carl S. Brown Co.
. Brown & Mitchell
1. Buchanan & Co., Inc.
2. Leo Burnett Co. of Canada, Ltd.
3. Burns Advertising Agency, Ltd.
3. S. W. Caldwell, Ltd.
I. J. M. Camp & Co.
;3. Canadian Advertising Agency
3. Garry J. Carter of Canada, Ltd.
;3. Cockfield, Brown & Co., Ltd.
I. Harry B, Cohen
i. Compton Advertising
;3. Don H. Copeland Advertising, Ltd.
3. Creamer & Co.
Crombie Advertising Co., Ltd.
2. Dancer-Fitzgerald-Sample (Canada),
Ltd.
I. D’Arcy Advertising Agency
3. A.J. Denne Co., Ltd.
2. Dominion Advertising, Inc.
3. Dominion Broadcasting Co.
I. Donahue & Coe, Inc.
I. John C. Dowd
I. Adam F. Eby Advertising
3. Ellis Advertising Co., Inc.
3. W. H. Emmett (Canada), Ltd.
3. Robert J. Enders Advertising, Inc.
2. Erwin, Wasey of Canada, Ltd.
I. Fairway Advertising Service

3. Ferres Advertising Service

SOURCE: Canadian .Assoclat of Bro
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lcasters, 1933

3. Gordon & Gotch (Canada), Ltd.
2. Grant Advertising of Canada, Ltd.
I. Willard G. Gregory & Co.
I. Grey Advertising Agency
I. Griswold-Eshelman Co.
3. The F. H. Hayhurst Co., Ltd.
3. L. J. Heagerty, Ltd.
3. Heggie Advertising Co.
I. Hirshon-Garfield, Inc.
3. J. E. Huot Limitee
3. Hutchins Advertising Co., Inc.
2. Imperial Advertising, Ltd.
3. Industrial Advertising Agency, Inc.
3. Albert Jarvis, Ltd.
. Keeling & Co., Inc.
1. The Keilson Co.
3. Russell T. Kelley, Ltd.
2, Kenyon & Eckhardt, Ltd.
I. Kudner Agency
I. Lambert & Feasley, Inc.
I. Landau, Inc.
I. The S. A. Levyne Co.
I. Lewis & Gilman, Inc.
3. Locke, Johnson & Co., Ltd.
3. James Lovick & Co., Ltd.
3. MaclLaren Advertising Co., Ltd.
. Allan Marin & Associates
I. Maxon, Inc.
2. McCann-Erickson, Inc.
3. McConnell, Eastman & Co., Ltd.
3. McGuire Advertising, Ltd.
I. McKee & Allbright, Inc.
3. McKim Advertising, Ltd.
3. Metropolitan Broadcasting Co.
I. Meyerhoff & Co., Arthur
¥. Morse International
3. Jack Murray, Ltd.

Muter-Culiner-Frankfurter & Gould,
Ltd.

Needham, Louis & Brorby

Michel Normandin

O'Brien Advertising, Ltd. ’

O’Leary Advertising Agency

O’Neil, Larson & McMahon

Robert Orr, Inc.

William R. Orr, Ltd.

Robert Otto & Co., Inc.

Packard Advertising Agency
Paul-Taylor-Phelan, Ltd. [
Payeur Publicite

Penman-Neil Advertising Agency, Inc. |
Phillips-Reich-Fardon

Elton M. Plant

Alford R. Poyntz Advertising, Ltd.

Presba, Fellows & Presba

Quebec Broadcasting

E. W. Reynolds, Ltd.

Ronalds Advertising Agency, Ltd.

James Elliott Russell, Inc.

Ruthrauff & Ryan, Inc.

Schneider, Cardon, Ltd.

Allan R. Sills

R. C. Smith & Son

Spitzer & Mills, Ltd.

Harold F. Stanfield, Ltd.

Stevenson & Scott, Ltd.

Stewart,
Street & Finney

Sullivan, Stauffer, Colwell & Bayles
Tandy Advertising Agency, Ltd.

Bowman, Macpherson, Ltd.

Thompson-Koch Co., Inc.

J. Walter Thompson Co., Ltd.
Thornton-Purkis Advertising Agency
Yamplew Advertising

Victor Yan Der Linde Co.

Yickers & Benson, Ltd.

Walsh Advertising Co., Ltd.

Ward Wheelock

The Armand S. Weill Co., Inc.
Western Advertising Agency, Inc.
Tom Westwood Advertising Agency
White Advertising Agency
Whitehall Broadcasting Co.
Wiggins Systems

Albert D. Williams

W. A. Willis Advertising Agency
Woodhouse & Hawkins

Young & Rubicam

SPONSOR




—just

This month CKLW i~ eelebrating its twenty-hrest birthday and
a fitting memorial to this one score and one milestone i~ the
announcement that in the earlv months of 1951 vou will
enjoy CKLW-TV with Channel Nine.

The sueceszes we've enjoved over this short span of vears
are many. As a voungster we were powered by a 5.000 watt
transmitter which was expanded in step with our continual
progress to ats present 30.000 watt ~trength.

The intervening years since 1932 have heen a suceession
of successes —a challenge to serve equally the local listenming
regions of two nations in war, in peace. in good times and bad
1= “The Good Neighbor Station.”™

Our many  awards for outstanding  public ~ervice and
character of broadeasting are testimony ta how well welve
met our challenge.

All of this—and there’s much, much more—but today s
ene of our proudest. The announcement that ~oon we will
be broadening our service to these great regions with the
twentieth century wonder, television,

The hnot s tied. Work > now in progress to bring you
channcl nine in the shortest possible time. We're pruml of
the “marriage™ and pledge that our family ol bréadeasting
and televising will be consistent with the fine quality and
meritorious service of the past that have made possible this
great new step forward.

10 AUGUST 1953

got married to

WINDSOR, ONTARIO

REPRESENTED BY

ALL CANADA RADIO FACILITIES

MBS

J. E Campeau

President

CBC
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1. Status report on Canadian televnsmn number of stations, TV homes

Number of stations on the air. ... ... ... ..o 'eu.. 3, all Govt.-owwvned (Toronto, Montreal, Ottaiva)
Number of new stations approved. . . ... ... ... ... . ..., IS0 0000 G0 0. f e e e e e e 3 Gouvt., 9 private
Proportion of population now covered by TV annals‘ ............................ about a third
Number of stations expected to be on air by end of 19531 ... ... ... . . .. . .0 eiieieien. at least 22
Proportion of population to be covered by TV by end of 1951 ... ... ... ... ........ About 757,
Number of TV homes. .. ... ............... Over 100,000+ (1 Aug.) compared to 100,000 May 1952
Numuber of U.S.-origin sponsors in fall. . .. ... .............. 11 committed or definitely interested
Who controls programing? . . . . . .. L e e e e e e e e e R Govt., through CBC
How wmuch programing will CBC supply? . . . ... ... ............. a minimum of 101, hours weekly

SQURCE: Canadian Broadcasting Corp. tSIPONSOR  estimate

2. Sets sold ’49;’53 3. '53 set sales, production through May

1953 ESTIMATED
YEAR SETS SOLD PRODUCTION 1953 SALES PRODUCTION
TYPE OF SET THROUGH MAY | THROUGH MAY | JUNE, JULY, AUG.
1919 8,212
< D¢
1950 A0 TABLE MODELS 73,087 62.922 30518
a=
LAl 40,165 CONSOLES 60,797 47,215 34531
1952 116,373 " _ - i " :
3-WAY COMBINATIONS 5,188 4,123 6.838
1953 116.98-1
—_— TOTAL 139,172 114,260 91.887
TOTAL 341,795
SOURCE: Radio-Television Manufacturers Assn., of Canada SOURCE: Radio-Television Manvfacturers Assn. of Canada

To end of May Total 1953 estimate: 300,000

ALL-CANADA

RADIO’S FOREMOST ADVERTISER SERVICE ORGANIZATION
in the rich markets “North of the Border”

Representing
CHWK Chilliwack CJVl Victoria CKBI Prince Albert CJCS Stratford CFNB Fredericton
CFJC Kamloops CFAC Calgary CKCK Regina CKOC Hamilton CHMS Halifax
CKOV Kelowna CJCA Edmonton CKRC Winnipeg CKLW Windsor CJCB Sydney
CKPG Prince George CFGP Grande Prairie CFPL London CKSO Sudbury CJLS Yarmouth
CJAT Trail CJOC Lethbridge CFRA Ottawa CFCF Montreal CJON St. John's, Nfld.
CKWX Vancouver CHAT Medicine Hat CFRB Toronto CFCY Charlottetown

WHY . . . are more and more Advertisers than ever before turning to All-Canada? It's because All-Canada
programs & service guarantee bigger audiences and greater selling impact at less cost in the rich Canadian
markets.

Each All-Canada program has been created and transcribed in radio’s finest production centers . , . using the
biggest name stars in radio today.

Each All-Canada program is a tested “proven” sales vehicle . . . ready to sell for you on an exclusive basis . . . at a
fraction of the original cost.

Use All-Canada Packaged Programs and Selective Radio to stretch your advertising dollar in Canada.

ﬂll’GﬂNﬂD@(ﬁéggalﬁ FAGILITIES

VANCOUVER CALGARY WINNIPEG TORONTO MONTREAL

80 SPONSOR




| 4. Time costs for programs, announcements on Canada’s three TV stations

CLASS AND TIME

l CBLT-TORO

NTO l CBOT-OTTAWA l CBFT-MONTREAL

Class A* half-hour

Class B+

One-Minute announcements . . ..

| Interconnection charges, half-hour: .

[

SOURCE: Canadian Broadessting Corp.

*Class A time s 6:00-11.00 p.m. Mondays through Fridays, 1:00-11
nd Sundass Clasy 13 1s all other 8. Wi P

hree stations, a 1 diseount s glven

WRe TV tlons et extent onh

.....

.....

........

$450.00
$180.00
$200.00
... $100.00

$90.00
$36.00
$40.00
$67.50

$225.00
$ 90.00
$100.00
§ 67.50

«ti 1t: tr all u

no

tilr

ul

| ALL-CANADA’S

TORONTO MONTREAL

TELEVISION DIVISION

Straddles Canada's booming ‘‘baby Gohath’’ Television Industry . . .
ready to service the needs of Advertising Agencies, Canadian TV Stations
and their Clients and watch the infant TV prodigy grow.

All Canada offers the following scrvices .

TIME Complete, immediate information is available on Coverage
mets—l’rogram Schedules—Facilities—Personncl Rates—Availabilities
-—and Production Charges.

All-Canada also provides up-to-date, complete information on ecach sta-
tion’s activitics and stands ready to discuss national advertising cam-
paigns in the following seven markets.

CHS)-TV, St. John. N. B. CFPL-TV. London. Ont

CJ)CB-TV. Sydney. N. S CKSO-TV, Sudbury. Ont,

CHCH-TV. Hamilton, Ont. CKLW-TV. Windsor, Ont.
CKCK-TV, Rcgina, Sask.

TV FILM Where All-Canada is concerned TV film s truly 2
changing picture For All-Canada strives constantly to provide the best
product at the most recasonable prices in the major film categorics.

Half Hour Features Musical Short Library
Quarter Hour Features Stock Short Library
Educational & Documentary

All-Canada’s complete Editing, Cleaning and Shipping facilities guarantee
expert and rehiable service at all times to all stations and clients.
Descriptions and costs . . . plus auditioning facilities are availablc 3t aft
times through your All-Canada Television man.

RESEARCH . . . Through constant contact with station and client activi-
ties All-Canada Television is 1n 3 position to compile 3 complete up-to-
date (aformation File for your comvemience.

WRITE OR CALL YODUR ALL-CANADA TELEVISION MAN TODAY

=t Il

ALLCANADA TELEVISION

v

WINNIPEG

CALGARY VANCOUVER

10 AUCUST 1953
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CANADIAN MARKETS
(Continued [rom page 01)

The most exciting iron ore discovery
has been the Ungava deposits. which
straddle the Quebec-Labrador bound-
ary amid Canada’s northern forests.
A 300-mile railroad is being completed
to connect the deposits to a St. Law-
rence port and shipments are expected
to begin next year. Reserves are esti-
mated at 400 million tons and ship-
ments are expected to reach 10 million
tons annually by 1955, In Western On-
tario. where iron ore deposits have
been worked for some time. reserves
might even equal the U ngava deposits.
according to some sources.

Water power means more electricity
for Canada—and more appliances. Ca-
nadians have been buying appliances
in great mumbers in recent years hut
the market for many items has a long
way lo go before saturation. For ex-
ample, during the decade from 1941 to
1951 (which iucludes the war years
when few appliances were being made)
the percent of homes with refrigerators
rose from 21 to 47. while the figures
for vacuum cleaners rose from 24 to
42 percent during the same time.

tdvertisement

Water power also means aluminum.
The Kitimat project will serve Alumi-
num Co. of Canada’s smelter. which

will be the largest in the world. This

will expand Camnada’s already strong
position in aluninum. The Dominion
now produces one-fourth of the world’s
aluminum tonnage.

Canada is fostering this great new
industrial complex primarily with its
own money, but about one-sixth of the
capital has come from the outside, pri-
marily from the United States. The
biggest single chunk of American
money has gone into oil production
and refining. and that’s been the case
since 1947. the date of the first Alberta
strike. Last year Canada’s liquid gold
lured $124 million over the border.
L. S. investors owned. by the end of
1952, 52¢ of Canada’s $1.225,000.000
petroleum industry.

Also being lured Northward in in-
creasing numbers are branches of U. S.
concerns. About 600 have been estah-
lished since the war. The most impor-
tant recent move along this line has
been the purchase of Moffats. Ltd. by
Avco of Canada. the Avco Manufactur-
ing Corp.’s newest Canadian subsidiary.
The American Aveo already has two
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VANCOUVER CITY AND 100-MILE AREA

1 MAY, 1953
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Canadian subsidiaries, Bendix Home
Appliances Canada, Ltd., and Crosley
Radio and Television, Ltd., both of
which are being merged, along with
Moflats, into Avco of Canada. Moffats,
one of Canada’s top appliance manu-
facturers, specializes in ranges.

American ad agencies have been fol-
lowing their clients across the border.
Among those who have opened Cana-
dian offices during the past 12 months
are McCann-Erickson and Leo Burnett.

Besides being attracted by the lush
Canadian market itself and the obvious
advantages of having factories near its
customers. American husinesses get tax
advantages by setting up Canadian sub-
sidiaries. It is a very simple proposi-
tion and since two years ago has been
made more attractive by the ending of
curbs on outgoing capital.

AH a manufacturer has to do to set
up a Canadian subsidiary is to get a
license from the Department of Trade
and Commerce in Ottawa. This is
merely a registration for tax purposes.
The manufacturer can save money by
just establishing a sales organization
(this splits his U. S. and Canadian
taxes) but he can save more by pack-
ing and assembling his product in
Canada and he can save most by mak-
ing the entire product from scratch
within the Dominion’s borders.

The American manufacturer who is
np to the stage where he can stick
colored pins in a map of Canada obvi-
ously knows something about his north-
of-the-border market but for those who
are looking north and just thinking
about it here are some general facts
about this booming country:

Canada is big. It is bigger than the
U. S. and Alaska put together. It is
bigger than all of Europe. However,
its estimated population right now is
a little under 15,000,000 or 99 of the
U. S. population.

That means a much smaller density
of population. But don’t think of
Canada’s people as thinly spread out
from the U. S. border to the Arctic
wastes. Think rather in terms of a
narrow ribbon of people. stretching
along the border from Halifax in the
East to Vancouver in the West. This
ribbon is about 200 miles wide for the
most part, perhaps 300 in some parts
of the country.

Moreover. even within this ribbon.
the population is not evenly distributed.
Nearly two-thirds of Canada’s popula-
tion 1> concentrated in two of the 10
provinces (not including the Yukon

SPONSOR
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tradition-minded. While conservative,
he finds himself in the center of the
Dominion’s political spectrumn, pledg-
ing allegiance for the most part to the
Liberal party. which is the New Dealish
Democratic party of Canada.

One 1might guess that the French
Canadian’s traditionalism would make
him lean to the Progressive-Conserva-
tives to the right, but the British Tory
atmosphere of the latter helps to dis-
courage him. To complete the political
picture is the socialist-minded Cana-
dian Commonwealth Federation. which
controls Saskatchewan. and the Social
Credit party. which runs Alberta.
Neither has influence in the Canadian
[last.

Despite the individual characteristics
of the French-Canadiau, he is. after
all. basically like anyone else. He may
not run right out to the nearest drug
store to buy an underarm deodorant
but he is susceptible to the same funda-
mental advertising appeals as an Amer-
ican. His wife and daughter want the
same conveniences as their sisters to
the soutli. They like the same kind of
clothes and the same kind of cosmetics.
Madame is definitely not an inveterate
brand-switcher and once vou’ve got her
sold. you've got a good loyal customer.

Moreover, Quebec’s tradition-laden
past is growing dimmer, for the prov-
ince has been undergoing a profound
industrial revolution during the past
30 vears. Today a greater proportion
of Quebece habitants live in urban areas
than do those in any other province.

The pride of Canadians in their in-
dustrial development is a natural ten-
dency among peoples to give them-
selves a distinetness and individuality,

an appreciation of their past, and a

sense of controlling their future. But
this has never gone to exiremes in
Canada and it is. perhaps, as world-
minded as any other nation. It is also
aware that. from the cold war point of
view. its destiny is linked with the U.S.

While generally friendly to the U. S..
Canadians have become exceedingly
anxious in recent months about a U. S.
trend to what they consider protection-
ism. According to reports. thev are
angry about the Eisenhower adninis-
tration’s backing of a proposal before
the U. S. Tariff Commission to reduce
the iniport quota on oats by as much
as 50%. Coming on top of a reduction
in the dairy imports quota. the new
barrier seems like the beginnings of a
higher tariff policy. Canadians have
been sending between $40 and $50
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million worth of oats annually to the
L. S. over the past five years.

There has been talk of retaliation
and it has been pointed out that since
the war, Canadians have hought more
farm products from the U. S. than the
L. S. has bought from Canada—to the
tune of $294 inillion, as a natter of
fact. Trade, say the Canadians, is—or
should he—a two-way street. If the
U. S. buys less from us, say the Cana-
dians, we will buy less from the U. S.

Tlhie talk of retaliation turned into
what was described in the New York
Herald Tribune as an “unusually stiff”’
note from the Canadian Government
this past 20 July. The note was the
third protest from Canada this year
directed against existing or threatened
L.S. import restrictions.

The note warned of Canadian trade
reprisals against U.S. products unless
the U. S. lifted its bars on butter, dried
milk and cheese. The Canadians are
apparently serious about it. Last May
when the U.S. was considering raising
duties on lead and zinc, the Canadian
Parliament began studying a proposal
to raise duties on asbestos and nickel.

Canadian resentment of U.S. trade
policy goes back to 1951. At that time
the U.S., after proinising to repeal Sec-
tion 104 of the Defense Production Act
(under which certain imports were
limited ). supplanted it with Section 22
of the Agricultural Adjustment Act.
The latter completely barred Canadian
Lutter and dried milk and reduced Ca-
nadian cheese imports from 2,000,000
to 600,000 pounds.

Trade Dickering between the U. S.

and Canada could be a serious thing

since each is the other’s best customer.
Canada itself stands third in interna-
tional trade, following the U. S. and
Britain, and its imports have been
showing an upward trend. For the first
quarter of this vear. imports were up
9% over the first quarter of 1952.
Despite these problems, Canada’s fu-
ture is bright. Already there are signs
that its industrialization is going into
a second phase—it is changing from
a producer of basic raw materials to a
manufacturer and processor of second-
ary products. One evidence of this is
Canada’s growing chemical industry.

These secondary products can pro-

vide Canada with a greater overseas
market as well as further raise its
standard of living. now considered sec-
ond ouly to the U. S. They can. in
short. make the Canadian market look
even better than it does now. * X %
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CANADIAN RADIO

(Continued [rom page 1)

A study of the new rates has jnst
een completed by the Canadian Asso-
ciation of Broadeasters 1shortly to be-
come  the Canadian
Radio and Television
Summing np the stdy. Pat Freemau,
CAB director of sales and research.
lmillt(‘(“l out:

For Class “A™ time, the average one-
rate

Association  of
Broadeasters).,

l"illlll('A ()llC‘lilll(‘ annonnceiment
was inereased (.25 ¢ and the one-hour
rate 1.85% since 1 July 1952,

Canadiaun radio’s new average ome-
hour rate (873.71) has increased only
a third as mnch as the increase in
radio homes since the war,

Canadian radio’s most “ineveased”
unit of time 1s the one-minute an-
nouncement. However, even here the
increase in radio homes has exceeded
the increase in the one-minute rate by
8677, The average one-nminute cost is
now 29,75 in Class “A” tine.

A one-ninute spot on every private
Canadian station would cost only Sl.-
315.80. Time for a one-hour pro-
gram on every private Canadian sta-
tion would cost 39.951.58. These fig-
ures do not take into account frequen-
ey discoun's given by the stations,

L. S. network advertisers who pipe
to the Canadian networks
pay only time and hne eharges. They
not only benefit from Canadian radio’s
bargain rates but have no additional
talent charges to pay for shows,

in shows

Q. How have radio set sales been
going ?

A. Despite the introduction of TV
into Canada last vear and the healthy
sales of TV sets. more than 245.000
radio sets were sold in Canada through
May 1933, That's H0¢ more sets than
were sold during the first five months
of 1952. Sales are running at the rate
of about 600.000 radio sets annually.
which iz better than 1951. too. as well
as 1948 and 1940.

Canada’s best radio set vear was

5

1947. when 836.000 were sold. In
1949 and 1950, =ets sold topped
100,000,

Canadians have been importing

fewer radio sets. This vear sets have
been eoming in at an annual rate of
about 29.000. This compares with
63.000 in 1932 and 46.500 in 19351.

Q. How is Canadian radio busi-
ness doing?

10 AUGUST 1953

A. Getting better all the time, Spot
husiness for the first four months of
vear s 201 better than
the corresponding months in 1952 ac-
cording to CAB'S Pat Freeman.,

Fred Smith of Spitzer & Mille i
Toronto,

this almost

which handles radio husi-
vess< for swh accounts a< Coluzate,
Gillette, Quaker Oats and  Hallmark,
told sroxsonr: Il
ments vou receive from nmost agencies

will be along the lines of *Business i~

imagine the com-

booming.” or "Best vear ever,” and the
like. We heartily agree.”
Smith is right about the comments.

And histen to some of these from €
dian ~tations:

CIVI, Vietoria, B, € "Station Liust

ness to date (20 June
ately 500 over the <ame period Last

|~ ll[) (ll)l)r‘)\l'

vear,”

CIVE, Niagara Falls, Ont.: "Onr
dollar volnnie for the 12 months end-
ing 30 April 1953, was ap 22° \l
thongh all classe~ of bnsiness <how

an improvement, a helpfnl featnre in
the over-all picture is the opening of

the ety of
For that «it

onr branch stndios in

Welland o vear ago.
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alone our increase in the past 12
months has been 80.1¢7.”

CHUB, Nanaimo, B. C.: “Manager
Chuck Rudd reports a 307 increase
in business during the past year.”

CKY, Winnipeg. Man.: “As of May
1953 . . . on the average . . . each ac-
count used 477 more CKY service
than the average account of 1952.”

CFJC. Kamloops. B. C.: “Our gross
Lusiness for the last fiscal year was up
207 and we have budgeted this year
for a 10°¢ increase and to date have
exceeded our budget every month.”

CKSF. Cornwall, Ont.: . .. Can sec
the day, not far distant, when the
gross income will be doubled over two
vears ago. It is already up almost
0.

CFGP. Grande Prairie. Alta.: “As
an indication of how our business is
doing — with the exception of from
2:00-4:30 p.m., it is not possible to
buy spots on this station.”

CHML, Hamilton, Ont.: “Business
this year 1s exceptionally good. In
order to provide more time to sell.
effective 1 June we extended our oper-
ation from 21 to 24 hours a day. As
of this date (25 June). the majority
of the time between 2:00 and 5:00
a.m. (the hours of extension) is sold
out.”

CHUM, Toronto, Ont.: “How’s our
radio business doing? Fabulous!”

CJAV. Port Atbermi, B. C.: “As far
as our radio business
cerned. local business is extremely
active and still on an upward trend.
As near as we can ascertain at this
time (26 June). national billings in
the fall also will show a substantial
increase.”

CHAB. Moose Jaw, Sask.: “With
regard to our radio business. it is in-
creasing steadily. Regular accounts
are expanding. and there are more
new accounts than ever. Businesses
that before would not even look at
radio are now very anxious to use our
medium.”

CFAC. Calgary. Alta.: “In the first
six months of 1933. radio business is
up dollar-wise. and there is a great
demand for spot announcement busi-
ness, for availabilities in mail-pull
programmes and for shows that fea-
ture giveaways and cash prizes.
CFAC’s commercial manager, Don
Hartford. claims that as radio is be-
coming better accepted as an advertis-
ing medium, there is a steady flow of
inquiries from firms who are using
radio for the first time. Thiz. he feels.

owll is con-

15 due to the fact that there is a better
quality of radio director in the adver-
tising agency in Canada. Agencies are
employing more ex-radio personnel in
their radio departments.”

CJGX. Yorkton, Sask.: “Radio busi-
ness here is at an all-time high. Here
at Yorkton each month sees records
for the same nonth in previous vears
broken.”

Q. What controls does the gov-
ernment exercise over broadcast-
ing in Canada?

A. Canadian radio, like many fea-
tures of Canadian life, lies somewhere
in between U. S. and British practices.
Unlike Britain. the Dominion permits
private stations: most of the stations.
as a matter of fact. are private. Un-
like the U. S.. Canada also has govern-
ment-owned stations — 20 of them.
Most of them are in large markets and
eight are 50.000 watters.

As in Britain, national network pro-
graming is controlled by the Canadian
government. A large part of the pro-
graming is put on by the government
sustaining. As in the U. S., sponscred
programs are allowed, but only within
the framework of the Canadian Broad-
casting Corp.’s ideas of what consti-
tutes proper variety to serve all tastes.
Private stations originate their own
local programing but over-all control
iz in CBC hands.

Prior to 1930, Canadian radio was
under the authority of the Canadian
Radio Commission but in that year the
Canadian Broadcasting Act brought
into being the CBC and its nine-wrem-
ber Board of Governors. now headed
by A. D. Dunton. The Board
given broad powers to control and ad-
minister all radio broadcasting (and
now TV as well) plus the very impor-
tant responsibility of developing and
maintaining a national program ser-
vice.

The reasoning behind government
control is given by Chairman Dunton:
“Canada’s broadcasting system is de-
signed to meet the needs of a country
larger than the United States yet with
a population just one-tenth as large.
Canada’s 15 million people live mostly
along a narrow belt about 4.000 miles
long and just north of the Canada-
United States border.

“The cost of serving this population
from British Columbia to Newfound-
land through six time zones and in
two languages would be prohibitive

was
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to either a strictly commercial system
of broadcasting or to a strictly state-
~upported system.

“Neither public nor private enter-
prisv could do  the job :ulvlluulvl_\
alone,  Cousequently Canada has de-
veloped a tadlor-niade systent of broad-
casting which includes botl publie and
private enterprise,”

The private broadeasting indnstry
in Canada understands the need for
some hind of hroadeasting control i
Canada but doesn’t like the way it
currently operates. The Canadian As.
~ociation of Broadeasters, which repre-
sents most of the Dominion’s private
AM stations. resentz the CBC's being
“at one and the same time competitor,
regulator, proseentor, jury.and judge.”
CAB would like the CBC's regulatory
and  commeraial functions  divoreed
with the regulatory power given to a
neutral agency which would supervise
both CBC and private stations,

CAB’s complaints about local com-
nercial competition by CBC stations
have finalh borne fruit and CBC sta-
tions are gradually giving up their
local accounts, bLocal CBC Dbusiness
never amounted to much. since CBC's
programing  doesn’t always produce
muech in the way of ratings. trying.
as it does. to appeal to minority as
well as majority tastes. One large
L. S rep for Canadian stations told
sPONSOR bluntly : “An advertiser would
be crazy to buy a local CBC show.”
Where a CBC station is the only one
in the market. as. for example. in some
New foundland which are too
small and isolated to attract a private
commercial  business s

towns

broadcaster.
still accepted.

Another gripe of the private broad-
casters is the control CBC has over li-
now renewable once every
three vears. Technically. licenses are
given by the TFelecommunications Di-
vision of the Dominion Department of
Transpert. which supervises power
and frequency grants.  However. all
applications are reviewed by the CBC
which makes recommendations as to
whether a station license is in the pub-
he interest.  These recommendations
are invariably followed by the Depart-
ment of Fransport.

The private radio men contend that
radio 1s part of the press and should
be protected from ontside encroach-
ments like newspapers. In other words.
they feel the freedom of the press is
not now given to them since their h-
censes can be canceled at the whim of

Censes.

10 AUGUST 1953

the CBC. i recent years, private Ca-
nadian tahen bolder
steps to spothght thetr feelings by tak-
ing the stand that private  stations
should the

~tatrons  have

hinve  editorial  ophtiions
SHIE s DesSpapers.

Q. How is advertising regulated
by the CBC?

A. A uew st of CBC regnfations for
radio stations went into effect | July.
The miost important change had to do
with spot annonncemens, which were
formerly prohibited between 7:30 and

FL:O0 pone and all day Sunday., Thepe
i~ o mention of this prohibition in
the new regulations. v CBE <poke

nun told stossor that he feels the al
lowing of nighttime <pots wont make
much  differend e
lave been acoustomed to ~elhing

too since  stalions
e
ning time mo - and 30.minate <eg.
ments, anyvhow,

Some reps and stations aren’t too

sure what al the new reculations
mean. Weed & Coo has <ent ont et
ter~ to s Canadian stations a-kime

for example. whether chainbreak< o

1h-<ccomd annowncements hetween net

when it's RADIO...

mCanada?

\2

-y

! i T—ta

( N‘
B - o h
5=
3/
& a8
= i
e P
. 1947
\5* / 1948
1949
1950
In B. C.—Canadao's 1951
third largest market 1952
Averoge

LOOK TO CKWX

* 616, of B. C. retoil soles
ore in the ‘WX areo.

* ‘WX hos complete coveroge
in this rich morket.

Rep<. All.Canada Radio Facilities
Weed & Company

vd market!

|ookfofhe|ecder

- % Roted tops in listener-prefer-
M — ence for six yeors running, ‘WX con-
tinues to outdistonce its competitors

in 1953,

* Time on ‘WX is the best buy
on the oir,

LOOK TO THE FACTS— LOOK TO THE LEADER

Extracts fram Elliott-Hoynes 6-yeor per-
centoge of Listener Trends:

Summary of Distribution of Audience
(By Total Yeors—9 o.m. - 10 p.m.)

Stotion Station Station

2 4 CKwX
14.2 18.0 19.9
14,5 16.5 21.6
15.8 19.0 24.6
16.1 21.7 25.6
15.5 20.9 23.5
16.0 225 26.1
15.4 19.8 23.6

e i—
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CKCH

With apotential listening

audience of over

400,000

French speaking people

is celebrating its

20th anniversary

Join the hundreds of local

and national

who are reaping benefits

CKCH’s

from

programming and efficient

operation

CKCH

adverusers

quality

HULL & OTTAWA

DON'T MISS
BOAT

109,

THE

AND THE

1,000,000 PASSENGERS

PER MONTH TO

VANCOUVER ISLAND

AND THE

2-STATION MARKET

CHUB - CJAV

NANAIMO — PORT ALBERNI

DISCOUNT — For

joint eampaigns

BONUS AUDIENCE—IN

GR. VANCOUVER—500,000

NEW WEST'R—88,400

LOWER MAINLAND—93 500

POWELL RIVER—20,000

| conTacT:

U. S.—Donald Cooke, lnc.

Toronto—Stephens & Towndrow

Montreal—Nat,
Yancouver—John

Bdcst.
N. Hunt

Sales
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work shows (15-second announcements
are called “flashes” and one-minute
announcements are called “spots™ in
Canada) will be permitted, although
the regulations do not specifically pro-
hibit them.

The new regulations also limit the
amount of commercial time according
to the length of a program. The 6:00
p-m. to midnight allowances are less
than other times. Evening commer-
cial time permitted ranges from one
minute for a five-minute show to six
minutes for an hour show. During
other times, the range is one minute
and 15 seconds for a five-minute show
to seven minutes for an hour show.

Regarding paid announcements, the
regulations prohibit more than four
in number or three winutes in total
time during any 15-minute period.
However, with CBC consent, a station
may put on special announcement pro-
grams exceeding these limits provid-
ed there is a proportionate reduction
ir paid announcements during other
periods.

The regulations also ban:

e Advertising by insurance compa-
nies not authorized by law to carry
on business in Canada.

o Advertising of securities other
than governmental bonds (local, pro-
vincial, and Federal) and public au-
thority Dbonds. Market quotations,
without comment, are permitted.

¢ Advertising of mining or oil prop-
erties or any interest in such proper-
ties.

o Advertising of liquors, beers, and
wines. This does not affect Quebec
Province, which permits air sponsor-
ship by makers of alcoholic drinks.
However. even in Quebec no actual
commercials are permitted, only a bare
announcement to the effect that the pro-
gram is presented with the compliments
of such and such a firm. Some adver-
tisers have gotten a little more sell
into their program by using their firm
name in the program title.

Food. cosmetic, and drug commer-
cials are under strict control. Com-
mercials for products which are af-
fected by the Proprietary or Patent
Medicine Act or the Food and Drugs
Act must be O.K.’d by the Departiment
of National Health and Welfare and
the CBC. Any commercial about the
prevention. treatment or cure of a dis-
ease or ailment must be approved by
hoth agencies. too.

As a matter of fact. the CBC can

bar any commercial it feels is “of an
offensive or objectionable nature.”
You have to be careful how you use
words in Canada. For example, “pork
and beans” hecomes “beans and pork”
in Canada when there are more beans
than pork in the can—which is usually
the case. Intimate references to con-
stipation. bad breath, bleeding gums
and the like are out. You can attack
the problem indirectly, such as saying
that a toothpaste “keeps the breath
sweet” rather than “‘prevents bad
breath.”

CBC regulations also affect tran-
scriptions.  CBC permission must be
gotten for transcribed programs be-
tween 7:30 and 11:00 p.m. A new
regulation bans “any program recon-
structing or simulating the direct de-
scription of any sport or other event
through a description prepared from
wired reports or other indirect sources
of information until after the conclu-
sion of such an event if an actuality
broadcast of the event is available in
the area.”

This has been interpreted by Cana-
dian station people to mean that an
announcer cannot describe, say, a
hockey game while it is going on as
if he were watching it when he is
actually getting his play-by-play in-
formation indirectly. He cannot do
this. that is, if a broadcast direct from
the playing field is available in the
particular station’s market.

Q. How do local Canadian sta-
tions go about selling their clients’
products?

A. Pretty much the same way U. S.
stations go about it. Anyone familiar
with U. S. radio will be struck by the
similarity in selling and program tech-
niques. As in the U.S., Canadian sta-
tions sometimes have difficulty in talk-
ing vetailers into trving radio for the
first time. especially grocery stores and
markets. Retailers often hold
back for the same reasons as in the
U.S.: (1) reluctance to try some-
thing new, (2) inexperience with radio
advertising and programing. (3) the
feeling that there is no substitute for
newspaper advertising.

super

T. H. Touner. conmnercial manager
of CKCW. Moncton, N.B.. told srox-
sor: It 1s an accepted fact that radio
stations have experienced difficulty in
selling grocery stores and super mar-
kets. The lure of the printed page.
numerous price mentions. in addition
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to the support the grocery slore receives
from national products, have all been
factors iu favoring the newspapers,”

There are plenty of instances, how-
ever, whiclh  prove  tha
planued and imaginatively  produced,
Canadian local radio advertising can
do a job equal to, if not better than,
newspapers,

CRCW it=elf provides an excellent
case history. Tonner explains at:

properly

“Picking up an adea featured
sPOASOR relative to super market adver-
tising, CKCW's production department
localized the format and changed it
around to suit the characteristios of
Vaughan's two grocery stores,

“llere is how tlie program works:
A direct line was hooked up between
CKCW and Vaughan's two stores and
each  morning CKCW™s
phones the two store managers and
discusses with them the day’s specials.
Both sides of the telephone conversa-
tion are broadecast.

announcer

"The program conmumenced in March
(1933) and by the end of April the
spongor reported he had broken all
records for his 16 years in
operation. And. he attributes his in-
creased figures solelv to his Let’s Go
Shopping program.”

Another shopping hints program is
run over CFAC. Calgary., Alta.. by
Hudson’s Bay Calgary store. The store
began advertising over the station dur-
ing the war (1943) because of the
newsprint shortage. Because of the
parallel shortage of goods, the adver-
tising was institutional. Today, the
store is still advertising on the air. but
the approacli is one of direct sell. The
program looks like a permanent fea-
ture, too. since the company has buiht
a radio studio in the store.

The program of shopping hints, in-
terspersed with top record releases
from the store’s record department.
runs Monday through Friday for a
half hour each morning. There is no
fixed seript; the hostess, “Dorothy
Hudson.” either comments on or inter-
views people about store items.

While 1t is company poliey not to
reveal over-all sales results. R. J. Tregil-
lus. CFAC's promotion director. re-
ports that phone calls on items plugged
on the program often come in while the
program is still on the air. The show
got an Elliott-Haynes rating of 1.1.7 in
June. 18.6 the month before. ln both
cases. share of audience was over 50 7.

Here is an example of the program’s
pull.  Last fall. the store imported

sales
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items were featmed on the shopping

L1000 worth of lTadia brassware,

hints program but were mentioned no-
wheve else. They were sold out of the
barvels right after the broadeast, he-
fore even price tags were pat on, The
entite shipment was <old out i a mat-
ter of days,

Here are <ome other examples of
local selling by Canadian stations:

CFJC, Kamloops. B.Co: Until abont
five vears ago Syd Snnth, Lid.. Geneval
Motors dealer used only theee flashes
a week on CFJC. The station persuaded
i to turn to programing and he nsed
first an organ program. which was=nl
very hillhilly

popular. and then a

how. which tnroed ont to have a lot
Smith

with the success of the latter <show thal

ol appeal, Wits S0 nmpressed
he incoreased his program pmechases, is
now a steady vadio nser with no hiatne,
W hen the firm started with progran

Now
<ales mmount to more than 815 miillion.

ing, <ales were $231.000 o year,

why he lLikes radio,
Siith offers two aeasons: (1 “Radio

In explaining

offers au opportimity to use a variety
of programs that appeal to various
lasses of people™ and 21 ] feel 1t
is ot les< competitive field. We fn
as we inerease the radio Hime we use

l. that

the impression s ereated that we don
uate the field tw radio poblicity.,

By anybody’s yardstick...

MORE PEOPLE LISTEN TO

[ K

THAN TO ANY OTHER
MANITOBA STATION

Yes, sir, no matter who measures it, day or night, year
in, year out, CKRC dominates the Manitoba scene.
And again this year, we're in there with the most
powerful schedule, of big-time programs in the area

—network, national and local. We'd like to have you

with us.

~NTT
T\RC 5000 WATTS

630 KILOCYCLES

WINNIPEG

Representatives: All-Canada Radio Facilities
in U. S. A—Weed & Co.
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FEEEECEEEEEEEEEEELEEECEEEEEEE,
According to B.B.M.

CHINK Clilhwack has more homes
listening daily, than any

NON-METROPOLITAN*

station tn booming British Colium-
bia.

B.B.M.
(TOTAL DAYTIME)
18,940 HOMES

B.B.M
(6-7 DAYTIME)
16,270 HOMES

Average percentage of Sets-

in-nse tuned to CITWK........ 72.6
Next best station 5.3%
(Above figures averaged over pro-
gram weck, Source, Penn Mceleod Re
search Toronte

*

CHWK  Chilliwack
homes wer deollar
Metropolitan® station in
Iumbia,

delivers  more
than any WNon-
British Co-

Ask All-Canada or Weed & Co.

“‘Excluding only Greater Vancouver
& Victoria.

CHWK

1000 Watts —

“Voice of the
Fraser Valley'

SIS I VI IIEITIEIIII IS IS IIIIIIIIIIIAIIIIISIIIIAIIIIIIIIIIIIIo I

Basic Dominion Network

CEEECE€CEEEEEEECEEECEEEECEEEEEECEECECEEECEEEEECEECEEECEEEECECEECEECEEEEE
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SIS S I I I I I I IS I I I I IS SIS

A 60 millien dollar
share of B.C.’s
billion dollar market

The West Kootenays (Census
Division 2} are served by
CJAT at Trail—home of the
Consolidated Mining &
Smelting Co. of Canada Ltd.

AT wruse

S0

CHLN, Trois Rivieres, Que.: Jimmy
Lapointe. a French-Canadian retailer
of furniture and appliances, spent $125
campaigning for six days over CHLN.
Lapointe told the station it resulted in
$10,000 i sales,

CJCA, Edmonton. Alta.: A local sew-
ing machine store bought an adventure
program on Monday nights. The cost
per program was $58. The first broad-
cast sold 55 machines. on sale at $857.50
each.

CJAT, Trail. B.C.: Super-Valu su-
per market plugged a special price on
100 half-crates of oranges. A doll was
given away with each purchase. The
sale was announced between 1:00 and
1:30 pan. on a local giveaway show.
By 5:30 p.an. all the oranges were sold.

CJVI. Victoria. B.C.: PPagoda Dry
Goods Store used one announcement
in a participating giveaway show to
advertise clearance of dresses at $5
each. 1n three days the store sold 60
dresses, including many higher priced
numbers for total sales of 8425, Total
cost of radio: $8.

CJKL. Kirkland Lake. Ont.: Bryan
\gencies, Frigidaire dealer in Engle-
hart {pop. 1.500) sold 25 in one week
in January using only radio. Schedule
called for two announcements daily in
addition to regular noontime an-
nouncements on Monday. Wednesday.
and Friday. Another client. Central
Cash Store, sold more than 40 cases of
strawberries with one announcement
and no other advertising. A third
client, Galbraith Jewellers, attracted
such a crowd to its auction (five spots
a day for three days accounted for
S0¢ of the advertising) that the floor
caved in under the throng.

CKROC. Hamilton. Ont.: Jackson's
Bakeries has been unsing CKOC for
more than 10 vears. Firm programs
four hours of concert music a week.
uses regular announcements daily plus
special announcement campaigns. Jack-
son’s had been baking a small-sized
loaf for some time without pushing it.
Production averaged 130 loaves daily.
On 5 March, announcements bhegan
during its program and regular au-
nouncement periods. At the end of a
week. daily production was over 1.000
loaves.

CKRC. Winnipeg. Man.:

Stores have

Safewayv
been advertising over
CKRC. using both announcements and
programs. A carload of canned creamn
corn in the midst of the corn-on-the-cob
season was sold out with only two an-

nouncements before 9:00 a.m. Sponsor
called the station to cancel the remain-
g spots.

CFBC. St. John. N.B.: City’s largest
department store—Manchester Robert-
son Allison, Ltd.—aired 35 announce-
ments in one day, offering 300 women’s
suits at 315. Fifty minutes after the
sale began the next day every suit was
gone, including those worn by window
mannequins.

CKRD. Red Deer, Alta.: An auto
dealer in the town of Innisfail sold 11
new cars and 40 used ones during a
month’s radio campaign.

CKOY, Ottawa, Ont.: Larocques de-
partment store sponsors 9:00 and
11:00 a.m. news, decided, in addition.
to test an announcement Campaign in
February. CKOY developed fictitious
character “Tom Jackson™ out of Sales
Manager Jack Thompson. It was de-
cided to use a factual quiet, down-to-
earth approach. With Thompson an-
nouncing, the new approach was tested
on 15 spol announcements per day.
Test campaign was successful and La-
rocques boosted its annual radio budg-
et from $10.000 to $25.000 yearly.

CFQC. Saskatoon. Sask.: Retailer
offered hand-woven skirts, stoles, and
men’s ties on three announcements.
Sold $105.75 worth of goods. Cost per
announcement: S0.

CHWK, Chilliwack. B.C.: Local farm

machinery dealer had eight used units

he wanted to clear. Bought four one-
minute spots (total cost $18) and sold
equipment valued at $3.200.

CFOS. Owen Sound, Ont.: An Owen
Sound man advertised a 1941 car with
one announcement on a program at
12:40 p.m. By 4:30 the same after-
noon he had 38 calls about the car.

Q. What kind of merchandising
is carried out for air clients by Ca-
nadian stations?

A. As is pointed out by J. E. Palmer

of McCann-Erickson’s Toronto ofhce:
“Canadian  merchandising  methods
closely resemble our own, simplifying
the coordination of campaigns planned
for both countries.”

Canadian stations are active in deal-
er mailings. checking stocks and push-
ing displays and good shelf positions.
tying-in air personalities to branded

products. and so forth. (CBC stations

do no merchandising.) A popular form
of continuous merchandising is small
station booklets which are mailed regu-
larly to retailers. CFOS. Owen Sound.
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|

P |



Ont., for example nmils a monthly
Verchandising Memo. CKWNX, Van-
couser, B, C., also matls a booklet.

The Merchandising Memo contains
news items about the station, sales sne-
cess stories, personality sketches, and
program desceriptions.  On the back
cover every month i< a list of national
advertisers. For a station in a commu-
nity of about 16,000 the list is quite
long - -abont 1) to 50.

\t least one station has noticed a
certarn part of
advertisers wlien 1t comes to merchan-
dising in Canada. The station. CKOV.
Kelowna, B.C., told spoxsor: It has
bheen noted on numerous oceasions that

carelessness on  the

a spot or program campaign has been
scheduled from the Fastern (Canadia)
or U.S, agencies without the adver-
tiser’s district representative being no-
tificd of the campaign. Quite often the
representatinve has to come to the sta-
tion to find out what it ix all abont.”

To what extent this sort of thing goes
on among Canadian advertisers, spox-
soR was not able to learn. What was
learned. however. was that Canadian
stations can rival their U.S. brothers
in the various facets of merchandising.

Here is a sample of what CKWNX did
for Robin Hood Flour (International
Milling Co., Minneapolis) . which spon-
sored Raceawcay. a giveaway show, as
culled from a program promotion re-
port to the client:

e A generous sampling of promo-
tion announcements,

e A display card in the station’s
showease on a busy downtown street.

e A station tie-in with a lobby dis-
play in a local theatre during the show-
ing of the film Robin Hood.

e The program was featured in two
issues of the station’s merchandising
bookiet, CKWX-TRA.

o Twenty-five weekly papers car-
ried an ad publicizing the program.

Here. in the words of CHUM, To-
ronto, Ont.. is a super market merchan-
dising scheme inmvolving the station.
IDA stores and various national adver-
tisers:

“L. 150 IDA stores of the Greater
Toronto area set up counter or aisle
displays for the various participating
accounts, as directed by station CHUML

“2. To further promote the prod-
ucts of CHUM's clients. the 1DA chain
is offering them the closing commercial
on its 10:00 a.m. daily newscast, with
these commercials to run in conjunc-
tion with the store displays,

“3. To completely tie in this plan.
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IDA’s weekly newspaper ad promotes
their 10:00 aom. newseast,”

\nother example of merchandising
i~ provided by CFCN, Calgary, Alta.
It resobed aronnd one of the so-called
Casino ~hows  giveaway Wype partici
pation programs that have been taking
Canada by storm. Below is o list of
merchandising activities carried on {or
the show dnring the 1952753 season,

L. The <eason was started off 2 Sep-
tember with a gathering of elients or
their local representatives at a local
hotel at which CFCN played host. Pro-
motion plans were outlined and point-
of-sale material was exhibited.

2. The three major grocery whole-
salers were contacted by the station’s
conmuercial department and arrange-
ments made to have the Casiuo Carni-
val products prominently featured in
their weekly sales bulletins to their staff
and trade,

3. An on-the-air promotion cam-

paign was begnn two weeks hefore
show began on 15 Septemb

L. Bisplay advertisements were n
in fonr dathies and 10 weeklies

Sinee the progrom was one i

which DListeners answered  rid
mailing o their answers alo s it
labels and box te histener VT

s
urzed to <send i the name of
al whose store the prodnet was pur

chased, When a

the dealer who <old the product 1ot

l('i 1

jackpot won

prize S20.
0. Jackpot winners were promoted

l»_\ conurtesy aumonneernents and pro:

winner got g

gram appearances, as well,

Q. Do Canadians like the same
kind of programing as U.S. listen-
ers?

A. S far as English-langnage pro.
granng zoes, Canadian listeners go

Please turn 1o page 100))

Situated in Kelowna,
B.C., CKOV, "'The Vaice
of the Okanagan’’ is
smack in the CENTRE of
25 millian
dallar agricultural busi-
ness; 26%2 million dol-
lar payroll; estimated 5
dollar

on ananual

milllon tourist

business!
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Pass the biscuits, Pappy...

or how Martha
White makes dough
in the milling business!

Since 1946, and using WSM and
WSM’s Grand Ole Opry almost to the
exclusion of all other media, Martha
White Mills, Inc. has shown the most

phenomenal growth in Southern
Milling Circles.

Martha White’s family flour business
has more than doubled. Martha
White Self Rising Cornmeal has
become a houscehold word. And
Martha White Coffee, Martha White
Cake, Pancake and Waffle Mixes, and
Martha White Jams, Jellies and
Preserves have been successfully
launched in one of America’s most
competitive food markets. ...

When you ask Cohen Williams, Jr.,
president of Martha White Mills, his
secret he grins and says, “Early to
bed, early to rise, work like hell, and
advertise over WSM...” The Martha § 8
White Agency, Noble-Dury and -
Associates, agrees.

Tom Harrison or any Petry Man can
fill in the Martha White details. It’s
American radio’s biggest single
success story!

WSM 650

Nashville

92 SPONSOR
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Riadio, practically saturatmg the homes of the Greater
Indianapolis Market, swings wernily along the ontdoor
civenit: add car radio to portable and regular cove

and yon sum up WEFBM's worning-cvening share ol

audience leadership.

Sy e —

‘ ! INDIANAPOLIS
' ‘ CBS NETWORK

REPRESENTED NATIONALLY BY THE KATZ AGEN(CY

Affiliated with WFBM-TV; WEOA ille. WFDF WOOD (AM & TV)
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ABOUT TV
IN CANADA...

Can your TV film commercials be “*Canadianized®?
How does government policy affect Canadian TV?
What about private television?

How do Canadian TV produclion costs compare?
What are the import charges on U.S. film features?
What are the rates for TV advertising?

Present and future markets?

How can U.S. film features best be distributed?

Can live Canadian commercials be cut-in on U.S. net-
work shows?

THESE ARE SOME OF THE QUESTIONS—
FOR THE ANSWER:

CALL CALDWELL!

Staffed and equipped at Canada’s finest radio-TV loca-
tion—providing the only complete commercial and pro-
gramming service to Canadian Radio and Television.
Prescntly producing Canadian commercials for WEST-
INGHOUSE STUDIO ONE and GOODYEAR TV PLAY-
HOUSE.

LET US BE YOUR RADIO-TV DEPT. IN CANADA,
WE'LL SAVE YOU COSTS, TIME, and HEADACHES

IT PAYS TO CALL CALDWELL NORTH OF THE BORDER!

Lo PR
APEIERPPRCPY o
%= o 5

3,

447 Jarvis Street, Toronto 5, Ont. Klingsdale 2103
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| CANADIAN RADIO

{Continued from page 91)

for the same kind of programing that’s
popular in the States. Locally, Ca-

~ nadians have a strong preference for
I local color and news, of course, but

this is common to people the world
over,

However, the CBC purposely gets
variety into Canadian programing to
satisfy minority as well as majority
tastes and, hence, it does not regard a
low rating as a reason for pushing a
show off the air.

So far as ratings go, U.S. network
shows piped into Canada live or re-
broadcast at different times walk off
with the populanty prizes. The top
nighttime network shows in Canada,

. according to Elliott-Haynes ratings of

May 1933, were the Edgar Bergen
Show (25.1), Amos 'n’ Andy (24.8),

' Lux Radio Theatre (23.0), Our Miss

Brooks (21.7), The Great Gildersleeve
(16.7), Ford Theatre (14.8) and Share
the Wealth (14.6). The latter two are
produced in Canada but they represent
the kind of programing that goes over
south of the border. too. (Share the
W ealth is sponsored by Colgate.)
Soap operas carry the day in Can-

| ada. Most, but not all, originate in the

U.S. The top nine daytime network
programs are sponsored by the Big
Three soap companies, with P&G hav-
ing six, Lever two, and Colgate one.
You can’t write about Canadian lo-
cal programing without mentioning
the rash of giveaway shows which
have been sweeping Canada. Most of
them are known under the name of
“Fiesta” or “Casino” and some of the
mail pull figures have heen fantastic.
There is some difference of opinion
about who started the trend, but one
of the stations given the credit is

| CKAC, Montreal, Que., with its French

program, Le Casino de la Chanson.
The show has been on for the past
three-and-a-half vears and its mail pull
has been rising steadily.

It is a 90-minute program, running
daily from 10:30 a.m. to noon. Format
is the disk jockey variety with a record-
ed word riddle. Listeners must mail in
their answers with proof-of-purchase
box tops and labels. Here’s what they
mailed in:

During 1950, the first year, more
than 2,300,000 letters. The show gave
away more than $12,000 in jackpot
money with $11,000 in consolation
prizes to runners-up.

SPONSOR




CKCH

With apotential listening
audience of over
400,000
French speaking pcople
is celcbrating its

20th anniversary

‘ Joiu the huudreds of local
and natonal adverusers
who arc rveaping bencehits
from C K C H's qualiy
progranuming and cflicient

operatot

CKCH

HULL & OTTAWA

CKDA

BRITISH COLUMBIA

Locally owned
in the

Capital City—

ALWAYS....

YICTORIA'S

MOST

LISTENED-TO
STATION - - - - - - -
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In 1951, mail jumped to 5,200,000
letters with prizes totaling 842,000,

In 1932, close to 6,500,000 letters
came in. Total prizes were a little un.
der 835,000 including what was ~aid
to be the biggest stugle cash award in
the history of Canadian vadio 85,050

given to a Montreal woman,

W hile the suceess of Le Casino de la
Chanson i= undoubtedly o conmmentany
on the hire of monev, it i< ako daoe to
the magnetic power of radio over the
French-Canadian. Not only i« French
listening greater than Fnglish Histening
i Canada  as has been pointed out
previoushy  but Freneh radio is grow-
ing fast. The Province of Quebee has
five times as many stations as it had
10 years ago and these are predomi-
nantly French-speaking,

This rapid growth, savs Andy Ve
Dermott of Radio and Television Sales.
Inc.. which represents many Quebe
Province stations. has posed a problem
1o the Quebec station operation.

“How do vou run a station for a

French-speaking audience,” sav- Me
Dermott. “when there is practically no
available transcribed material, such a<
the English station operator can call
on?”
The answer: “lt calls for a great
deal of ingenuity. it means all Kinds of
live shows, it means the employ ment of
local talent and the adaptation of pro-
gram formats at minimum expense. [t
also means that in Quebec. as nowhere
else in Canada. the operation of net-
work broadcasting.”

McDermott is talking about regional
networhs. There are two privately-
operated regional networks (lines are
leased from the CBC) for the French-
speaking population in Quebec. One
operates out of CKAC and the other
from CKVL, Verdun-Montreal. Some
of the shows presented have ratings in
the 20s and often beat out CBC French
programs. In U.S. terms, the produc
tion and talent costs are low, running
from 8250 a half hour to $500 for 55
minutes.

As for English-language transcribed
shows, the beginnings of TV are mak.
ing them more popular. Says Robert
F. Tait. manager of the program divi-
sion of All-Canada Radio Facilities.
Ltd.. independent .\M operators and
the largest distributors of transcribed
programs m the Donnnion:

““There is a growing acceptance of
the selective method of radio advertis-
ing. More and more. Canadian adver-
tisers are realizing the flexibility of the

Want to see
your sales

7

anchor
your

advertising

 tCRAC

b, Huoge coverage 2

CBS Outiet in Montreal
Key Station of the
TRANS-QUEBEC radio group

CKAC

\ MONTREAL
730 on the dial « 10 kilowatts
Representotives

Adam J. Young Jr. New York, Chicago
Omer Renaud & Co. Toronto
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CKOK

PENTICTON, B. C.

Joins the DOMINION
NETWORK tis FALL!

(Supplementary 'A")

ALREADY OFFERING BLANKET
COVERAGE, ELLIOTT-HAYNES
SHOWS CKOK FOR JUNE 1953
HAS OVER 909 OfF THE
AUDIENCE IN PENTICTON AND
TRADING AREA.

Make Sure YOUR
Show Reaches
Thés WEW Market

CKOK PENTICTON

CANADA — RADIO REPS. |
' U. S. A, — DON A. COOKE \

WANT T0 SELL
CANADA?

One radio station

covers 40% of
Canada’s retail

sales

TORONTO
| 50,000 WATTS, 1010 K.C.

CFRB covers over 1/5 the homes in
Canada, covers the market areo that
accounts for 40% of the retail sales.
That makes CFRB your No. 1 buy in
Canada’s No. 1 market.

REPRESENTATIVES
United States: Adam J. Yaung Jr., Incarporated
Canada: All-Canada Radia Facilities, Limited
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open-end transcription method of pro-
graming. This way they can select
their timmes, mmarkets and adjacencies,
without being bothered by time differ-
ences. poor availabilities and the neces-
sity of using stations in markets they
don’t wish to reach.”

Q. What should the advertiser
know about Canadian networks?

A. There are three national networks
in Canada, all controlled by the CBC.
There is the Trans-Canada, which con-
tains most of the CBC-owned stations
and is filled out with private affiliates.
[t broadcasts 16 hours a day. The
Dominion network contains all private
stations, with the exception of its key
station, which is a CBC station. It
broadcasts mostly in the evening but
presents a few daytime shows.

The French network had been cen-
tered in Fastern Canada (Quebec and
New Brunswick Provinces) but was re-
cently extended as far west as Edmon-
ton, Alta. Also added was Gravel-
bourg. Sask.: St. Boniface, Man.. and
Sudbury and Thmmins, Ont. The new
markets are all considered supplemen-
tary so far as advertiser buys are con-
cerned. The French populations are
not large in these towns, but the CBC,
supported by tax money. can think in
terms of service. not cost.

Advertisers who buy the networks
must purchase the basic lineup. Sup-
plementary stations can be bought sin-
gly but if they are bought in regional
groups there is a discount given.

The advertiser can (1) bring his
L.S. network show into Canada and
have it carried over the facilities of the
Dominion or Trans-Canada networks
if the CBC okays the program. or (2)
he can produce a live network show
in Canada using Canadian talent, or
(3) he can use a French adaptation or
an orignial French program over the
French network.

As brought out before, only about
20% of the network shows are spon-
sored. with the average higher at night
than during the day. As explained by
a CBC spokesman:

“This 207¢ figure is not a matter of
It isn’t the percentage that’s
We Dlelieve programing
should include something for every-
bodv. Theoretically. if sponsored pro-
graming could provide the variety we
feel necessary. all shows could be spon-
sored. But that's quite unlikely.”

CBC poliecy on sponsorship also

pohicy.
important,

flows from the desire to nurture Ca-
nadian talent and from the fear of
“commercial and excessive American-
ization of Canadian programs.”

The private broadcasters take the
stand that the government should let
the majority decide what should be
heard, as in the US, They say it is
unfair that a minority of listeners gets
the programs it wants if the govern-
ment supports such programing with
taxes on everybody. While private
broadcasters pay nothing for the sus-
taining programing they receive, nei-
ther do they get any income from such
programs.

Does all this mean that the CBC net-
works are closed to new U.S. adver-
tisers unless one of the current clients
drops out? No, but it depends on what
kind of show the new advertiser has in
mind. If he plans on using Canadian
talent, his chances are better than they
would be if he were considering a U.S.
show. If there is a choice between two
similar shows, one with Canadian tal-
ent and one with U.S. talent, the for-
mer will get the nod from CBC.

A CBC source told spoxsoR that with
the Canadian talent pool weak in co-
medians, an advertiser who could latch
on to a promising Canadian comic

T 3

Rich, untapped market
f KAMLOOPS
awaits you!

Why Buy Komloops, B. C.2 :
It’s headquarters for the

new $100,000,000 pipeline.

A new $10,000,000 oil refin-
291’)’ is being built. This alone
will double Kamloops’ pop-
ulation within a few years.

Kamloops is rich with other
3induatnes— -cattle, Jumber,

railroads, agriculture, gov-

ernment seat, tourists.

et

How can you reach and sell
this thriving, untapped market?
Buy CFJC! 96.7% of the
homes have radio. CFJC
DOMINATES with 94.9% of

the audience.

910KC * CFJC * 1000 watts

Kamloops, B. C.

A o™

SPONSOR
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would have an exeellent chance of get-
ting a network spot. CBC is also look.
ing for good dramatic shows.

Q. Arc Canadian stations well
regarded in their communities?

A. Canadian stations are exceptional-
ly well regarded in their communities,
Here are some instances of how well
they are regarded and what they do
to merit this regard.

CKOK. Penticton. B.C.. wanted to
carry a play-by-play broadeast of the
local hockey team’s bid for the Western
Canadian amateur championship last
spring. The team was to play in Fort
William, Ont., 1.600 miles away. But
there was no local firm large enough
to foot the bill for line charges.

CKONK appealed over the awr for con-
tributions to pay line charges. Within
48 hours, hockey fans had contributed
the necessary  money. which  wa-
$3.000. Penticton won and went on to
Kitchener, Ont.. to compete for the
\Han Cup. which goes to the senior
amateur hockey champion in Canada.
Again CKOK made an appeal for line
charge funds and again the necessar
money (53.600) was raised.

A simitar job was done by CHEN.
Peterborough. Ont. Last fall. Peter-
borough found itself with a champion-
ship football team, but the club found
itself without money to make a western
trip to round out itz season. They
nceded $1.500 to go to Winnipeg for
the big zame. CHEX ran a mammoth
request program starting at 8:30 p.n.
Saturday night and ending at 2:00 a.m.
More than $2.000 was raised from
footbalt fans.

CHWK. Chilliwack. B.C.. partici-
pates in a forest conservation effort to
protect the forest cover around Vlis-
sion. a neighboring eommunity. The
station. starting in the summer of 1951.
threw its weight behind the effort by
airing interviews with leading citizens,
Nooding the air with spot announce-
ments of dangerous
warnings to motorists.

CKOM. Saskatoon. Sask.. gives two
scholarships every vear to two loeal
pupils to go to the University of Sas.
katchewan. The station also carries 55
minutes a week of news about campus
activities at the university.

conditions and

Q. What's available in the way
of Canadian radio research?
A. The unewest service available 1is
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the Scltwerin svstemn of qualitative test-
ing of programs and commercials, ht
is Leing olfered to Canadian radio and
TV advertisers on a quarterly basis by
Canadian Facts, Lud.

Canada has one coverage service,
the Burean of Broadeast Mea<urement,
whose last study was nrade at the be
cinnting of last yvear.

Other researcl services include:

l‘Il“nll-llmnvs. Lul.. Toronto and
Montreal, Canada’s biggest. It offers
network ratings, eity-by-city  day and
night ratings,
anto listening

gnarterly area reports,
fieure~. ont-of-home lis-
temny ﬁgnr('\ other repuorls,

Penn MebLeod and As<ociates, Lid.,
Toronto and Vancouver. Does radio
ratings, market vesearch, consnmer.
readership, and public opinion stndies.

International >urvess, Ltd. Mont-
real. use~ diary technique to mea-nre
national rating~. puts out contbined re-
ports of radio and TV audiences in the
Toronto and Montreal arcas.
Research. Lid.. Toronto.
Operate< a marketing and publie opin-
ion research service,

CORE tComnumication~ Research).
Toronto. CORE does consnmer. trade
* k *

Gruneau

and opunon survey s,

IF YOU HAVE
THE GOODS

LHRC

HAS THE BUYERS

CANADIAN TV

(Continued from page 07)

CBC Monday evening Brg Review,
Kiddie and puppet shows, quiz pro-
grams, panel discussions, films, as well
a~ -ome leadin
ke Studio One, Goodyvear Telerision
Vheatre, Camphell 'lavhouse, and The
Jackie Cleason Showe,

1.5 network <hows,

(a-
llﬂ(li:l“ i(';“\i\;‘)ll Wils i;l" ’i'\ !)r‘)(ll\('r
tion of George Bernard Shaw's Can
dida. first Shaw play o be telecact in

Nonth

Among e “firsts" <ored Dby

\meriea.

Q. What rescarch organizations
arc analyzing Canadian TV?

A. The four major one are Iliott.
Hayne~, Ltd., Penn Mebeod & Assoc

Lutl., Canadian  Facts, International
Surveys,
Q. What rescarch studies are

presently available to sponsors con-
templating going into Canadian
television?

A. FLlliow-ttavnes, Lidi. puts ont its
monthly Teleratings, a compilation of
latest setscin-nse figures. as< well a-
program rating=. In March 1953, this

Coverage: 250,000

French radio homes.

For availabilitiecs and rates,
write, phone or wire our
representatives:

CANADA: Jos. A. Hardy
& Co., Lid. US.AL:
Adam J. Young Jr., Inc.
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research organization also published
its Reports on Television Audiences in
Canada, inchuding data on coverage
area, audience composition, TV homes
per area, UL.S. TV stations which are
regularly received on sets in various
parts of Canada, radio listening trends
in TV areas.

Penn Meleod puts out a quarterly
Television Audience Study, with a
wealth of qualitative research analysis
on radio and TV audience composition,
viewing habits. program preferences,
and so forth.

International Surveys completed an
andience measurement study in July
1953, devoting a portion of its analy-

Capital City
of
British

Columbia

|

|

|

|

|

|

|

|
'VICTORIA
|

| Canada’s 12¢th largest English-speak-
' ing population—165,900.

I Retail sales—g123,432,000

|

Value of manufactured products—
$119,048,000.

VICTORIA IS B. C.'s
SECOND MARKET . .
EFFECTIVELY COVERED

ONLY BY . ..

|

I

|
s
|

C' J V / |

I

900 kc |

|

All-Canada Weed & Co. |
|

|

|

I

vV
Largest total weekly BBM of

any station heard in this market.

sis to two major segments: U.S. and
Canada TV viewing comparison in To-
ronto, showing degree of viewer loyal-
ty to U.S.-originated programing ver-
sus programing from the Toronto sta-
tion; a radio-TV comparison in Mont-
real area.

Q. What facts about Canadian
TV have emerged from these stud-
ies?
A. Some of the facts brought out in
International Surveys’ two area stud-
ies show that trends in Canadian TV
will parallel developmments in the U.S.
The research organization’s purpose in
setting up these studies was to “trace,
evaluate, and measure the audience to
| Canadian TV competitively and sinul-
. taneously with the audience to radio
~and non-Canadian TV in ‘good” Ca-
i nacdian TV reception areas.”
The organization’s radio-TV area
reports are based on a panel-diary tech-
| nique and consist of having a practi-
cally constant representative sample of
families report on a continuous basis
the programs to which they actually
* listen or which they view during every
15-minute period of the day. This sys-
tem bypasses the difliculty of surveying
families in non-telephone homes.

A fact that emerges from the organi-
zation’s Toronto Area Report compar-
ing ratings during various time periods

| between CBLT and WBEN-TV. Buf-
falo, is a deeply entrenched loyalty in
Toronto to the U.S. station.
Another fact that becomes apparent
. from the study is the decrease in night-
time radio audience in the face of TV
competition. This factor is brought out
' particularly clearly in the Montreal
Area Report where there is no recep-
tion of U.S. TV stations.

Taking the same Monday evening

slot, between 9 and 10 p.m.. in Mont-

real, here’s how the total au.ience 1~
split between radio and television:

rotal BT
I'ntal radio share share of
Time of audience audience
9:00 p.m. 74 26
9:15 p.n. 73 27
9:20 p.m. 69 31
9:15 p.m. 68 32

The ’enn Mcleod studies, the first
published in November 1952, the sec-
ond in spring 1953. begin to indicate
a trend in viewing habits. One of the
tquestions that was asked during both
surveys was: “Io you now listen to
your radio more, about the same. or
less than you did before you got your
television set?”

November 1952 answers broke down
as follows: More: 097; About the
same: 29.17% ; Less: 70.977.

The spring 1933 question was bro-
ken down into daytime (before 6 p.m.)
and evening (after 6 p.m.) with the
following results:

Daytime Evening
More: 8.3% More: 8.0
Same: 34.7% Same: 24.0%
Less: 57.0« Less: 63.0%

These figures seem to indicate that
the inevitable big chunk TV had taken
out of radio audience initially is level-
ing off for the moment.

In the spring survey. respondents
were asked: “Do you think the pro-
graming of CBLT is improving. about
the same, or getting worse?”” Toronto
station viewers gave the following an-

swer:
Improving: 58.2%%
About the same: 27.4%
Getling worse: 1.6%
No opinion: 12.8%

Q. Where are the TV sets con-
centrated?
(Please turn to page 137)

HORACE N. STOVIN
& COMPANY

| CANADIAN
~ RADIO STATION REPRESENTATIVES

1 At Your Service In

VANCOUVER «  WINNIPEG

« TORONTO - MONTREAL

SPONSOR
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12 FALLACIES

(Continued from page 31)

homes— a healthy inerease.
In other words, during

where many of TV's top

a period
nighttime
vehicles were making audience gains,
radio’s top shows also made a gain in
sudience, In terms of homes reached,
the average growth wasx 8777,

This comeback trail for nighttinme
radio’s pace-setters i< even more strik-
ing when you consider the number of
“prople™ reached. rather than “homes.”
On the basis of American Research
Bureau’s estimate of 2.1 listeners per
set during evening hours, the gain in
the average number of Iisteners-reached

about 1.300.000 per program (9.
200,000 rotal average per program for
1952 vs. 11,200,000 for 1953 for the
same pereentage of increase. 8,70
is eve-opening.

Incidentally. the growth rate of the
NRI “Top 107 in nighttime radio ap-
pears to be faster than davtime’s “Top
10."  During the 1952-1953
period mentioned above. the daytime
leaders increased their homes-reached
audiences onlv hy an average of 1.000
homes—or a gain of 0.13¢/.

-

]anme

2. “No big clients are buying night-
time spot or network radio this fall.”

A 5P0ONSOR checkup at all four of the
major radio networks and among lead-
ing station reps indicates that the blue-
chip advertisers haven’t deserted the
nighttime radio medium by any means.
and that nighttime business in radio is
enjoying good health.

Mutual. for example. reports a 15077
increase in the number of nighttime
commercial minutes of network time
for fall 1933 as against fall 1952. ABC
Radio which feels that “advertisers
haven't done all their buving for falL”
reports a gain of 5.7°. NBC and
CB> Radio networks report that. so
far. their nighttime fall business will
he at “about the same” level as it was
in 1952. Reps. too. indicated that spot
radio business for fall is “very good.”
and that the level for nighttime would
be “about 10 to 157 higher than it
was last vear.”

Is radio drawing only on the ranks
of medium-sized and small advertisers
for its nighttime clientele? Bv no
means. lere's a partial list of some of
the advertisers who will be active
(either with new business or sizable
renewals) in nighttime network and
spot radio in the fall season:
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Li;_".:i'll s \l}('rs for Chesterfield tin-
cluding an evening musical ~strip on
Mutual, and evemnyg newscasts and
announcenients on various stations) ;
Bristol-Nyers (a barn dance musical,
Saturday nights on Columbia Pacific
web s Sinclair Oil0 Life, Bayer. Best
Mon~anto
Chemical, Coca-Cola.
Chevrolet, Coleman Stoves, Kool ¢l

rettes (althoueh some of the brand’s

Foods,  General  Foods,

Bromo-Seltzer.

daytime radio annonneement slols are
emg dropped) ; Mazola, She il
being dropped) s Mazola, Shell Ol
and Morton Salt (story page 28).

.

5. Tl wreas contribute almost zero
1o your nighttinme radio campaign

‘\ll Ve ;;ﬂ'L Il s pe ¢
nizhtti | e |

"‘ [ [

{ hi~-
fast a~ 1Y

the T\ aveas
tening ti's droppin
e |

lhe real picture of radio histening
in 1V arcas, therefore, may come as a
surprise. Niclsen Radio Index figures
1952 (a heizht-of-the
TVaeason month) show that 517 of

full-

for December

the listening to all commereial

NIX TO NETS AT
NlGHT say Cincinnat|

radio listeners - Hooper
survey shows WCPO with

music-news-sports programs
FIRST in listener preference

TV CHANGES LISTENING HABITS
In the television-soturoted Cincinnoti Areo,
where almost everybody can wotch TV,
there’s a new pattern in nighttime radio

listening.

Oh, yes — people still listen ta rodia at
night in Cincinnati, as shown by the latest
Hooper Survey. But they now say NIX to
NETS at NIGHT . . . ond turn to WCPO
Radio first for the kind af programs that
TV can't replace: music, news, sports . . .
pragroms that can be enjayed anywhere
in the house, on the parch, in the back
yard, or in the car.

Result: night after night, more Cincin-
riafians listen ta WCPO than ta any ather
radio station.

* Here’s how Cincinnali radio itations rank in nighl-
lime oudience {8.00 10 11.00 PM), based on independ-
enl survey made in May, 1953 by C. E. Hoaper, Inc.:

RANX STATION lAVEQAGE Ve-hr, RATING
151 | WCPO kY
2nd | network siatian 8" 3.6
3rd | network slation “C” 2.4 ]
ah | stotion "D i 0.8
Sih network slolion “E” | 0.7
!

(And remember . . .

WCPO

CINCINNATI'S FAVORITE RADIO STATION

for television it's WCPO-TV—
Cincinnoli's fovonte TV slolion.)

SN

Represented by the Branham Co.
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network radio shows comes fromr inside
TV areas, and that 49% comes fromn
outside. And, the 10 largest TV mar-
kets can contribute anywhere from 30
to 45% of the total audience of eve-
ning network radio programs. (See
“ls dropping your radio show in a TV
market false economy?”. sPONSOR, 1
June 1933).

This heavy contribution of radio
audience on the part of TV areas isn’t
just a matter of the listening done in
radio-only homes that are outside the
metropolitan coverage areas of TV sta-
tions. TV-saturated metropolitan areas
comtribute a share from both TV and
radio homes. Take a look at these
Pulse and TelePulse figures, for in-
stance.

In the New York metropolitan area,
which has the country’s largest con-
centration of video stations and receiv-
ers, Pulse calculates that during Janu-
ary-February 1953 in the evening
(Sunday through Saturday, 6:00-11:00
p-m.), 20.3% of all homes were using
radio.

What about the TV homes in 73.2%-
saturated New York? Well, 17.0% of
the TV homes were listening to night-
time radio. This is about 60% as good

as the figure for radio-only homes
(29.5%).

Some similar Pulse figures: Chicago:
All homes—18.07%, TV homes—15.3%,
radio-only homes—24.8%; Los An-
geles: All homes—21.877. TV homes—
17.1%, radio-only homes—34.3% :
Philadelphia: All homes—16.5%, TV
llomes—16.0%, radio-only homes—
17.9%.

“That’s all very well,” you may ask,
“but aren’t these figures on the down-
grade?”

Again. the answer may be a surprise.

In Cunningham & Walsh’s “model”
TV community, “Videotown,” a sort of
cross-section of U.S. television located
in the New York area, viewers reported
this spring that they had increased
their nighttime radio listening 60% in
1952 over the nighttime level of 1951.
And, late last winter Pulse reported
that there had been a 112% increase in
nighttime radio listening in radio-TV
homes in the New York area, a mature
TV market, as compared with winter
1949. Other 1949-1952 Pulse compari-
sons: In Chicago, the increase was
20.5% at night, and in Los Angeles
21.0%.

Two more important points for ad-
men to remember on nighttime radio:

ntitles the
arket of

This Passport €
Antonio, Texas,

45 County ™ )
the Thls Passport 1S

le.
peoy a most powerfu

first an

of San Antonio Market

KCOR BUILDING, 310 South Flores
San Antonio, Texas

Spanish Language Passport

buy

good only ©
1 Spanish-langua

KCOR, INC.

Write for New Belden Survey

ORT

er of time on KCOP.\, Satr(\)
his product, in Spamsh,.

1, 493 Spanish-Speakmg
o n KCOR, Texas
ge station.

or contact

RICHARD O’'CONNELL
40 E. 49th St PL 5-9140
New York, N. Y.
v or
HARLAN ]. OAKES & Associates
Los Angeles, San Francisco
and Chicago.

- “diffused” into several locations.

106

1. The figures above largely reflect
the kind of listening levels found in
radio-television homes. Today, by latest
mudustry estimates, about 537 —or
around one out of two—U. S. homes
have television sets. But radio’s satura-
tion is nearly 100% of U.S. homes.
That means that about one out of two
U.S. radio homes does not have a tele-
vision set. Even with TV’s current ex-
pansion, it will be quite a while before
that figure drops even as low as four
out of 10 homes.

2. No matter how large TV grows.
it doesn’t seem likely to affect the
amount of out-of-home radio listening
that exists in TV areas. The Joint Ra-
dio Network Committee’s figures for
the number of U.S. auto radios, as of
1 January, was 26,200,000 and “sets
in public places,” amounted to 9,000,
000. And, according to Pulse (see
page 3, “Radio Basics,” spoNsor, 13
July 1953), nighttime out-of-home lis-
tening holds up much better in major
TV areas than many people think. The
ratio of out-of-home to in-home listen-
ing at 5:00 p.m. on a week night (the
weekday peak) is around 17.5%. But
at 9:00 p.m., the same ratio has slipped
back only to around 12.5%. This is
very significant since the Pulse check-
up was nade in the winter of 1952 in
18 large radio-TV markets. Summer
figures would be higher.

4. “When the TV set is on at night
in a video home, nobody’s listening to
radio.”

Two facts seem to contradiet this
statement:

1. TV homes are more likely to be
multiple-set homes. According to Niel-
sen Coverage Service, some 64% of the
one-set radio homes in the U.S. are in
the “radio-only” (no TV) class. But
only 36% of the one-set radio homes
are in the “radio-TV” category. Fur-
ther up the line, half of the homes with
three-or-nore radio sets are ‘“radio-
only.” But the other half is “radio-
V.

2. In TV homes, radio listening is
In
a 1952 study of listening and viewing
habits in what is virtually the entire
New England area, Dr. Forest L. Whan
of the University of Wichita (Kansas)
made an interesting discovery.

In checking the simultaneous use of
radio and TV sets in TV homes—in an
area that was 98.5% radio-saturated
and 49.5% TV-saturated—Dr. Whan
learned that only 1.19% ef the TV

SPONSOR
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vight and day, WPRO is your guarantee of blanket coverage of

he nation’s 14th market, comprised of Providence, Rhode Island;

"all River and New Bedford, Massachusetts.

million and a half potential listeners live well within WPRO's
MYV/M contour and account for over one billion dollars in retail
ales annually. With 98.7% of the population owning one or more
adios, WPRO penetrates completely this unusually large and pros-

erous market.

v combination of top flight CBS and long established local pro-
rams assures not only large but loyal listening audiences. .. n

ther words, highest ratings for all WPRO advertisers.

o take advantage of this rich, pre-sold audience put WPRO on

our next advertising schedule and watch your sales increase.

I
V‘ PRO 5000 WATTS - 630 KC - BASIC CBS RADIO

REPRESENTING LEADING
RADIO STATIONS

NEW YORK « BOSTON « CHICAGO
ST.LOUIS - DETROIT . DALLAS
SAN FRANCISCO + LOS ANGELES

JOHN
BLAIR

& COMPANY

AORE NEW ENGLANDERS LISTEN TO WPRO THAN ANY OTHER RHODE ISLAND STATION




homes used hoth racio (or radios) and
TV in different rooms at eight o’clock
on a weekday morning. But. at eight
o'clock at night on weekdays, about
13.0% of the TV homes were using
both radio and TV sets.

The general pattern, as shown in Dr.
Whan’s study, was this: During TV’s
“weakest” periods (morning. daytime)
the simultaneous use of radio and TV
was at its lowest. When TV was strong-
est (nighttime, 7:30-10:30 p.m.} the
simultaneous use of radio and video
was highest, averaging around 11¢%.

5. “The sole radio fare of TV fami-
lies who do tune to radio, i's music-and-
news programing.”

This popular advertising Dbelief
caused CBS Radio to order a Pulse
study covering the type of listening
done by radio-TV homes in the New
York area during September 1952. CBS
Radio considers this study very reveal-
ing, since New Yorkers had a choice
of four network radio stations, 26 in-
dependent radio outlets, and seven TV
channels. And. letter than seven out
of 10 New York homes were TV
homes.

The key results:

A. The four network outlets in New.

York got more than half (52.6°¢) of
all nighttime radio listening in New
York TV homes between the hours of
6:00 p.m. and midnight.

B. Over the course of a week, the
radio programs which drew the biggest
listening in TV homes were—accord-
ing to the study—*“the same program
types that are most popular in all radio
homes from coast to coast.”

C. The “Top 10” radio programs
in New York radio-TV homes during
the period 1-7 March 1952 were:

Jack Benny

Amos ’n’ Andy

Lux Radio Theatre
Theatre Guild

Bob Hawk

Mr. District Attorney

zzie & [larriet
Charlie McCarthy
Counterspy

10. Suspense

D. Concluded CBS Radio: “Con-
trary to general conjecture. music and
news do not become the most popular
radio programs when a family acquires
a television set.”

This does not mean. of course. that
independent stations are making no
progress in building larger audiences.
They are. and the nation’s independent

O NN R W~

SOUTHWEST VIRGINIA’S ﬂamem RADIO STATION-

BJ .. Roanoke's LARGE
ECONOMY SIZE

Whether YOU use NIELSEN or
SAMS, you'll find WDBJ's daily
audience DOUBLE the second sta-
tion's—at LESS than 20%
cost!

maore

WDBJ's Nielsen and SAMS re-
ports are now available from your
nearest Free & Peters Colonel. or
from the station.

Compare—then call—Free & Peters!

Established 1924 « CBS Since 1929
AM . 5000 WATTS « 960 KC
FM . 41,000 WATTS « 94.9 MC

ROANOKE,
Owned and Operated by the TIMES-WORLD CORPORATION

FREE & PETERS, INC.. National Representatives
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outlets often give network stations a
real run for the money at night. But
independent stations are picking up
listeners in both radio-only and radio-
TV homes—not just in video homes.

6. “With nighttime radio sliding
downhill, the cost-per-1,000 of radio’s
circulation is rising.”

Since TV has arrived as a major ad-
vertising force, clients have often felt
that radio’s power to produce large
audiences at low costs was dwindling.
Not so, as an examination of media
circulation-vs.-cost figures shows.

As compiled by NBC Radio’s re-
searchers, here are the key figures:

A. Magazines: The average cost-
per-1,000 circulation of nine leading
magazines is up 10.4% since 1949; up
32.17C since 1946. These magazines
include Life, Satevepost, Look, Col-
lier’s, Ladies” Home Journal, Woman’s
Home Companion, McCall’s, Good
llousekeeping, Better Homes & Gar-
dens.

B. Newspaper supplements: The
average cost-per-1,000 circulation of
three leading newspaper supplements—
Metro Group, This Week, American
Weekly—is up 7.9% since 1949;:
22.3% since 1946.

C. Nighttime radio: In terms of
weekly home circulation, the cost-per-
1.000 of four nighttime radio networks
is down 12.5% since 1949; down 3.8%
since 1946.

For spot buyers as well, here is a
“grand total” figure you can paste in
your time buying hat:

According to a study prepared by
the Broadcast Advertising Bureau
for spoxsoRr’s “Media Evaluation” se-
ries, the cost-per-1,000 homes of gross
circulation in a/l radio dropped 23.3%
between 1 January 1943 and 1 Januar:
1953.

7. “Male listeners dial radio only
in the morning and early evening.”

This is a fairly popular belief amoug
a number of clients who have products
to sell to men. Packard, for example.
signed recently for a radio spot cam-
paign in 150 markets with announce-
ments and chainbreaks scheduled pri-

| marily in the morning and evening to

reach men. Other male-appeal clients.
like Armstrong Tires. shave-product
sponsors like Mennen. non-tipped ciga-
rettes like Camel. follow similar pat-
terns of buying.

It’s quite true that the 7:00-8:00
aan. period on the average weekday
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See yow Blain TMan
tor Full, Uvailabifities

N()\\'", as always, midwest farm

homes offer tremendous sales oppor-
wmuaes . .. and now, as always, WLS
offers an effecuve and economical

means to reach and sell those homes.

For instance, in two July days
nearly 550 orders were received from
a campaign just starung . ..and this
for an advertiser who had failed 0o
get resules for the same offer in other
media—including certain good radio

stations.

Throughout 1its long years of
service to Midwest agriculture WLS
has been accepted as undispured
leader in that field. The national ad-
vertiser needs WLS to round out
complete coverage . .. to fill the gaps
left by non-specializing radio stations

and other media.

The same opportunities to scll
this market are available to you . .. as
to the advertiser mentioned above . . .
in programs fitted to the audience—

and to your advertsing budget.

FARMER

STATION

CHICAGO 7I

B90 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY.
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IN SOUTHERN
CALIFORNIA

You don’t have to dig for it.
You don’t have to pan it. It’s
rolling into the cash registers. . .
as California again this month
hits a new high for “settlers’!

MARKET FACT NO.1:
More families are moving

to California every month

than ever moved to any part
of the world in any time

in history. It’s a ““gold rush”
for advertisers.

MARKET FACT NO. 2:
KMPC gives you primary
coverage of Southern
California in 205 communities.
Like to hear about the

golden opportunities for you?
Call, write or wire:

H-R Representatives, Inc.

50,000 watts days » 10,000 watts nights

Gene Autry, president

Robert O. Reynolds, vice president
& general manager

RADIC

AMERICA'S GREATEST

ADVERTISING MEDIUM
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has mmore male listeners-per-1.000 radio
homes than any other daytime period.
according to an 18-market Pulse study
for the Katz Agency (station reps).
(See page 4. “Radio Basics,” SPONSOR.
13 July 1953). Early-evening figures
run around the same level as this peak
morning slot.

But the Pulse study cited shows two
other little understood facts:

A. After 7:00 p.n. the number of
male radio listeners-per-1,000 homes
climbs sharply. At 8:00 p.m.. on a
weekday, there are about a third more
than any daytime slot. including early-
morning hours. At 9:00 p.m.. there
are 477 more.

B. On weekends the pattern of male
listening shows a steady chimb through-
out the day. In fact the peak period
for the entire week in male listening,
according to the Pulse report. is Sun-
day night at 8:00 p.m. At that time,
there are about 200 men tuned in for
every 1.000 radio homes. (On a week-
day morning at 7:00 a.n. there are
about 135 men tuned in for every 1.000
radio homes.)

The point: In the rush to buy early-
morning radio time, sponsors and
agencies often overlook the fact that
there are about 48% more men tuned
in on a Sunday night at 8:00 p.m. than
there are at the most-highly-regarded
morning slot, 7:00 a.m. on weekdays.
And, in general, nighttime radio al-
ways reaches more men on weekdays
than does any particular daytime slot.

8. “Women listen to radio only in
the late morning and afternoon.”

This is a comcept no less popular
than the feeling that male radio listen-
ers can be reached only in pre-evening
hours. And, the majority of food.
drug, cosmetic, clothing, and other ad-
vertisers who use radio to reach wom-
en act accordingly when planning their
air campaigns.

However. let's look at the facts, ax
shown in the same 18-market Pulse
study mentioned above:

A. In every 1.000 radio homes. re-
searchers learned that there are about
276 women tuned to radio on week-
days at 10:00 a.m. This is the peak of
female hstening for the entire week,
and certainly justifies the popularity of
mid-morning time slotzs with adver-
tisers who have products to sell to

| women.

B. Afternoons. too. hold up strong-
Iy in terms of female hstening. with

the average number of women tuned to
radio in the noon-5:00 p.m. period
averaging around 226 for every 1.000
radio homes.

C. The big surprise comes in an
examination of female listening during
evening hours. On weekdays. the num-
ber of women tuning to radio starts to
pick up again around 6:00 p.m. By
8:00 p.m., there are some 243 female
listeners-per-1,000 radio homes. This
is higher than any afternoon slot—and
1s 687 as good as the peak mid-morn-
ing hour.

D. On weekends, the pattern of fe-
male listening closely folows that of
male listening, and builds to nighttime
peaks on Saturday and Sunday. In the
8:00-9:00 p.m. slot on Sundays, for
instance, there are some 247 women
radio dialers per 1,000 radio-equipped
liomes. This represents 89.5%—al-
most nine-tenths—of the amount of
female listening at the 10:00-11:00
a.m. hour on weekdays.

The point: On the basis of these fig-
ures, it would seem that nighttime ra-
dio is almost as good in reaching wom-
en during the week as daytime radio.
On weekends, iU’s better.

9. “Daytime radio ts now bigger
than nighttime.”

Most advertisers who come to this
conclusion do so on the basis of a
quick examination of program ratings.
with little regard to the fact that there
are more listeners-per-set at nignt than
in the daytime.

However, even isolated ratings do
not tell the full story.

During the October 1952-April 1953
season. A. C. Nielsen figures for CBS
Radio show that the daytime (6:00
a.m.-6:00 p.m.) average rating for
that network was a 4.4—good for an
average of 1,909,000 homes. But at
night (6:00 p.m.-midnight) during the
same period, CBS Radio’s average rat-
ing was a 0.7 and the homes-reached
average 2.999.000. Thus, nighttime ra-
dio for CBS Radio last season was
152 larger than daytime radio in
terms of homes. (CBS Radio Research
Dirvector Harper Carraine feels that
this pattern is “roughly true” of all
four major radio webs.)

In terms of people—using American
Research Bureau's figures of 1.6 per-
sons per set in the daytime and 2.4 at
night—the figures show even greater
strength for nighttime radio. Averages
then become 3,150,000 during the day-
time and 7,198,000 at night—with
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ONLY DES MOINES
STATION THAT CAN
TALK

® So you know you're right when you
buy the Big-Time Buy . .. the station
with the fabulous personalities and

the astronomical Hoopers!

HOOPER LEADER...
MORNING - AFTERNOON-EVENING
31.1% 49.8% 35.9%

Audience Share Audience Share Audience Share
C. E. Hooper Audience Index, Des Moines — June, 1953
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nighttime radio being 229' ¢ larger in
terms of total audience size.

Showing that the CBS Radio figures
are not atypical. a Pulse study pre-
pared for John Blair & Co., station
reps, gives an equally revealing picture
of daytime versus nighttime spot radio.
The checknp was niade during March
and April of this year in a dozen major
markets, all within the top 50 metro-
politan markets. All were also mature
TV markets.

U'sing regular monthly Pulse ratings
for Blair-represented stations and Pulse
sets-in-use figures, the results showed:

A. Nighttime sets-in-use figures
ranged from 5 to 125% higher than
daytime.

B. Ratings of Blair stations were
9 to 1557 higher than dayvtine levels.

C. Listeners-per-set ranged from
6 to 2877 higher.

10. “Nighttime radio always costs
vou more than daytime.”

In 1940—or even 1947—nobody
would have questioned this fact. To-
day. the story is different.

Nighttime network time charges, it’s
true. are still generally higher than
those in daytime slots, and are likely
to continue that way for some time.

Program prices are something else
again, and almost any advertiser can
find a nighttime network package with
a price tag that’s far below the levels
of a few years ago.

A clieck of sroNsor’s “Network Ra-
dio Comparagraph” of 29 June 1953,
for example. shows that the average
daytime quarter-hour network program
today costs $2,229 for talent and pro-
duction with daytime half-hour shows
costing an average of $3.333. At night.
the averages are: Quarter-hour—
$2.295; half-hour—$5.152. Nighttime

program prices are still higher—but
not much higher.
In  comparing these prices. you

should remember that nighttime net-
work rates for time may be higher
than daytime (by perhaps 30% ) and
nighttime program prices the same or
higher. But, since nighttime radio
reaches more people than daytime ra-
dio, your ultimate cost-per-1.000 figure
inay be lower.

Another point: A growing number
of stations have adjusted their spot ra-
dio rates so that daytimme and nighttime
are equal. Such single-rate stations
are to be found in every major video
market. On such an outlet. a nighttime
buy can produce an audience for you

14_( The NOSE-IEST S1ATION in Town!

(g

/

et WIAS .

All Piusburgh wakes up daily to the most complete news coverage
in Piusburgh radio. Herb Morrison's 7:15 AM newscast is a “must”

for a news conscious audience . . .

OF THE DIJAL

and ALL DAY, the WJAS news

staff keeps pace with the news AS IT IS HAPPENING!

FIRST—with an on the spot report of the air disaster at Milton,
Florida Naval Training Base, July 17th.

FIRST—with complete coverage of Pittsburgh’s Soap Box
Derby. Four solid hours charged with the excitement and

color of this annual event.

No wonder all Piusburgh NATURALLY wrns to WJAS ALL DAY

for complete news coverage,

5000 Watts 1320 KcC.
NATIONAL REPRESENTATIVE: George P. Hollingbery Co.
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Serving the
GREATER PITTSBURGH
Metropolitan
Area...

at a lower cost-per-1,000 (both in termns
of homes and people) than a daytime
slot with the identical rating.

These days, with daytime radio 1ates
inching up and nighttime rates often
heing adjusted to daytime levels, it’s
not safe to make too-generalized state-
ments about nighttime rates. Agencies
and advertisers will have to check net-
works and reps for the latest prices.
But those who feel nighttime price
tags are always larger may be in for
something of a surprise.

11. “At night, Tl shows have high-
er ratings than radio shows, therefore
reach bigger audiences.”

Alr advertisers in nighttime radio
often develop a sort of inferiority com-
plex over the fact that the top 10 night-
time TV shows. on a per-broadcast ba-
sis. often come up with Nielsen homes-
reached figures of 10,000:000 or more
while nighttime radio. at its best, pro-
duces comparable figures only half that
size.

However. these figures—strange as
it may seem—do not mean that night-
time radio over a period of a normal
air contract cannot do a real job in
reaching U.S. homes. There are two
reasons for this:

A. Radio is about twice the *‘size™
of television. Almost every home in
the country has at least one radio, but
only slightly better than half have
video sets.

B. Radio. therefore, has a much
better opportunity for audience turn-
over than does television. When / Love
Lucy, for example, hits 15.000.000-0dd
TV homes each week. there’s little room
for turnover in a three-month period
since three-out-of-four video homes
regularly watch it.

What does the radio turnover factor
mean to an advertiser?

A recent report prepared by A. C.
Nielsen for NBC Radio research gives

some im])ortant ClU?S .

Audience: During the October 1952-
March 1953 period. the nighttime News
of the World strip (sponsor: Miles
Laboratories) reached about 2,600,000
homes during the average broadcast. A
typical half-hour evening show, Rail-
road Hour, reached an average of some
3.220.000 homes. Neither show. it
need hardly be xaid. looks exciting
from an advertising standpoint as
compared to I Love Lucy and other
TV toppers.

Turnover: Here's where the mathe-
matics begin to work in nighttime ra-
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| selling TV is
no longer a
buggy ride g !

Two short years ago, a rep could telephone an agency

friend, quote most any kind of an avail ond make
|| FRANK HEADLEY, President 4 s y xindo

OWIGHT REED, Vice President a sale. TV stations were few, avails were scorce and
FRANK PELLEGRIN, Vice President buyers were waiting in line.
CARLIN FRENCH, Vice President

‘ PAUL WEEKS, Vice President But today with a new TV station coming on the
air every few hours, buyers of time are prone to sit
back and do a lot of measuring with slide

rules and sharp pencils.

SALESMANSHIP has returned to popularity . . .
and of necessity. H-R is rather glad to see this trend
: = because the H-R organization has never been geared to
RADIO m TELEVISION just take orders. Thz owner-partners leorned their
! advertising selling trade back in the 30's. In those days,
! the sale of advertising required intelligence, ingenuity,
aggressiveness plus long hard hours of digging.

The owners af H-R have never forgotten that basic

sales training and they have surrounded themselves with

405 Lexinglan Avenve, New Yark 17, N. Y, a band of hard-hitting SALESmen who believe in the
Murray Hill 9-2606

35 € Wacker Drive, Chicogo 1, Hiinais same sales principles. Every man on the H-R force,

RA ndalph 6-6431 including the owner-partners, are on the street,
And On the West Coast: selling, every day!
Harald Llindley, Vice Presiden)
6253 Hallywaad Blvd., Hallywaad 28, Calif. That's why H-R is always able to Send a Man to
Granite 1480 . . .
) ' Do a Man's Work, whether it be for an old established
ames Alspaugh, Manager - . . T g
110 Sutter Sireet, San Francisca, Calif. AM station or for a TV station that is still in
Exbroak 2-3407 the blue-print stage.
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dio’s favor. Because of the frequency
of broadcasts (five a week), News of
the World had a 6.7 turnover during
a 12-week period. Ratlroad Hour had
a turnover figure of 3.3 about aver-
age for nmighttime half hours during a
period which approximates the usual
13-week cycle. {Comparable TV turn-
over 1s often 2.0 or less.)

Cumulative audience: DBeeause of
the turnover factor (part of the audi-
ence being “new” audience cvery
night), News of the World reached
17.400.000 homes (unduplicated) dur-
ing a 12-week period. The cumulative
rating was therefore 38.9. And. since
the number of episodes of the five-
times-weekly show heard by the aver-
age home reached was nine episodes.
the “home impressions” figure was a
startling  156.600,000 for the DMiles
Laboratories newscast.

For Railroad Hour. the figures are
also revealing. Since the show is aired
on a once-a-week basis, the turnover
(3.3) was lower than News of the
World. But it was still high enough
to give Railroad Honr a 12-week cumu-
lative figure of 10.700.000 homes
reached at least once. And. since the
average number of episodes tuned to

by those homes was a 3.0, the final
number of “lome impressions™ at the
cud of a 12-week stretch was 38.520,-
000. Cumulative rating was 23.9.

One of NBC’s top researchers gave
sonre interesting figures in pointing
out the meaning of these cumulative
audiences tn radio-TV comparisons:

“Suppose you had a TV show with
a general family appeal and a Nielsen
TV rating of around 20.0. And, sup-
pose it had a good station lineup on
one of the two leading networks and
that the network has a 937 circula-
tion at night.

“With a normal TV turnover factor.
in 12 weeks you might reach as much
as 85% of all the TV homes at least
once and thus have a cumulative rating
of around the same thing. However,
as compared to all U.S. radio homes,
the 12-week cumulative TV rating might
be worth around 40.0. This isn’t much
hetter than the 38.9 News of the World
produced in 12 weeks.

“Don’t forget, too, that the kind of
money expended on a TV show that
gets a 20.0 rating at night is usually
several times the amount spent for a
nightly news strip like News of the

World. Thus. a radio show with an

Ererybody loves KUDL

That c¢ool c¢haracter
want each day from 1:00 till 3:00

THE ONLY FEATURED COLORED DJ
THE GREAT KC MARKET

Buy ““MAD LAD"™
Buy KDUL . ..

CMAD LAD? participation
Just $10. Quarter hour $30.

1000 WATTS .

. and they love KUDL’s
“Mad Lad’’ t

who spins what folks

IN

—saturate the KC Market
programmed for all KC

See neares! FORJIOE offiec.

. 250 WATT RATE

GREATER KANSAS
CITY TRADE AREA

KUDL

KOKO

KUDL-—KANSAS CITY
KOKO—WARRENSBURG.
KDKD-—CLINTON

KDKD

Covers The Greater Kansas City Market i
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average rating can build over a period
of time to homes-reached figures that
rival TV's.”

Even on a short-term basis, radio’s
chows pile up plenty of audience. Take
the case of Lux Radio Theatre, con-
sistently one of nighttime radio’s star
attractions. but a show whose audience
today often doesn’t look as big as that
of the leading TV shows.

Recently, during a two-month winter-
season period, Lux on CBS Radio drew
an average per-broadcast rating of
15.8. However, with a turnover factor
of nearly 2.0, Lux piled up a cumu-
lative audience rating in just four
weeks of a 30.6'7 of all U.S. radio
homes. In other words. Lux can easily
reach—al least once during the course
of a month—an unduplicated audience
of radio homes that numbers 14.000,-
000 or more.

12. “There’s nothing nighttime radio
can do that night TV can’t do better.”

This paraphrase of Irving Berlin’s
Anything You Can Do I Can Do Better
number has a surprisingly large ac-
ceptance in the offices of agencies and
advertisers.

But it doesn’t really stand up to
close examination.

Here are just a few items for you to
remember when vou feel that nighttime
video outshines nighttime radio in
every way:

Item 1: Radio’s saturation—98% in
the U.S.. as of 1 January of this year—
means that almost every home in the
nation is a potential advertising target
with radio. TV’s ultimate target is only
half the size of radio’s. And, radio still
can count more auto radios—some
26.200,000 at last look—than there are
TV homes. (Even though car radios
aren't ,used as often as TV sets, the
nighttime listening done to them is
still largely unmeasured and still repre-
sents a TV-free bonus audience.)

Item 2: Broadcaster profit margins
in TV aren’t as lush as somne people
imagine. Also. many TV networks and
stations are still in a seller’s market at
night. Therefore TV seldom offers the
“extra” services that nighttime radio
now includes as standard practice.
Such services include merchandising,
contest support, promotional gimmicks,
special promotions for sales meetings,
extra publicity and extra research.

These 12 points add up to strong
evidence that a lot of the negative talk
on nighttime radio won't stand up
against facts. * * X

SPONSOR




L. 0. FITZGIBBONS, Manager
WBEL, Beloit, Wisconsin

sponsors STAY with AP NEWS

VICTOR C. DIEHM
President and General Manager
WAZL, Hazleton, Pennsylvania .

or full information on how you can join The Associated Press,
contact your AP Field Representative or write

Hundreds of the country’s finest stations announce with pride

'THIS STATION IS A MEMBER OF THE ASSUCIATED PRESS =




MORTON SALT

(Continued from page 29)

\linost 50¢¢ of the budget for the
Trace \ineralized Salt and meat cur-
ing products goes into Visitin® Time,
with other portions of the budget di-

vided between farm and consuner
newspapers and farm nagazines. The

time and talent cost of the program is
about $300,000 annually. ('The table
salt division of the company pays oue-
third of this cost; table salt's other
advertising includes hillboards. maga-
zines. and newspapers.)

The program is aimed primarily at
a rural audience since two of the three
products, Trace Mineralized Salt and
the meat curing products, are used
mainly in farm and rural homes. But
it has attracted a large metropolitan
audience as well which has proved ad-
vantageous for sales of table salt.
Trace Mineralized Saht, by the way, is
used as part of the diet of cattle. The
curing products are of the type in-
jected into meals as a preservative.

Results from the program are de-
scribed this wayv by Radio-TV Director
Bob Long:

o Trace Mineralized Salt: Each year

A study of
listening habits

at Camp Lejeune,
Marine Base

Since 1775 the U.S. Marine Corps
has gained the respect and
admiration of all as a top fighling
foree.

Since 1945 WJINC las programnied
for the world’s largest amplublons
fraining base of the USMC at
Camp Lejcune, North Carolina.
WJNC will be happy to farnish you
details regarding ils influence

on the thousands of men in serviec
at Camp Lejenne—and WJINC s
Study of Purchasing Habits in the
Test campaign (Area.

Could, Ceneral Manager

W rite to Lester .
Jacksonvnle,

WINC =&

ask John I, Pearson Co.,
representative

WJINC is aftiinted with MBS and the
Tobacco Network

national
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since the product was mtroduced
1948 sales have materially increased
and radio has been a major factor al-
most since that time.

e Meat curing products and table

salt: District managers report that
sales of table <alt and meat curing

products have risen in <mall towns and
rural areas and this is attributed in
large degree to radio.

Format of Fisitin® Time consists of
familiar of the Twentie- and
Thirties laced with a few currenth
popular numbers. An important fea-
ture is a five-minute informative =alute
on some subject of wide interest (flow-
ers. for example). The show is pro-
duced Nashville, Tenn., by C. C.
Thomas of the Thomas Production Co.
Superyision divided Dbetween the
two Morton Salt agencies and com-

.\()llg.q

is

pany executives. inchuding W. K.
Yates. manager of the agricultural

products department of the Morton
Saht Co.. and G. W. Carrington. adver-
tising manager. While the program is
low in cost the cast includes a 15
piece band. an eight-voice chorus. an
m.c.. featured vocalists. and occasional
guests.

One of the primary advantages of
the program is its commercial flexi-
bility. Bob Long told spoxsor: “We
are able to localize commercials to any
degree that we wish to. For example.
we can use one set of commereials on
the West Coast. one =et in the New
England area. and still a third set in
any other section of the country as we
might see fit. We could carry this to
further extremes if we <o desired. In
some cases we've actually used five
and six sets of commercials on the
same products in different localities.
This was done without disturbing the
over-all program and with the sanie
announcer at little additional costs to
us. In other words. the co:t of localiz-
ing commercials was so nominal that it

is hardly worth mentioning. This

| would certainly not be possible on TV

and would require complete new plates
in publication advertising.”

The flexibility afforded by the com-
bination of spot radio and transcrip-
tion is valuable to Morton Salt in a
number of wavs. First. local weather
and other conditions differ with the
farming regions. The proper time to
push the meat-curing products. for ex-
ample. depends on the time of the vear
animals were slaughtered various
areas. Second, the conrpetitive situa-
tion differs with each market.

in

In some

regions Morton, whose farm salts are
number one nationally, bucks strong
competition from local brands. Here
the commercial slant will tend to differ
from the approach in other areas
where Morton has mainly a product
education job to do.

Commercials are always of a low-
pressure “service” type. fitting in with
the desire of farm and rural people
to be given tangible facts rather than
generalities.  Morton farm  products
are important in feeding livestock, in
preserving food for the family. They're
sold therefore with information as to
how to make the most of their useful-
ness so as to find sympathetic atten-

tion. In selling table salt. the historic
“when it rains, it pours” slogan is
slressed.

There are four commercials in each
half-hour show, rotating between the
three products. An offer of literature
made each week and whichever
product is connected with the offer
gets the fourth commercial. Over 50.-
000 pieces of literature were mailed
out in the 52.°53 season as a direct
result of the requests pulled in by the
program.

As a check on the quality of the
listeners, Morton made an offer of
words to a song on several of its pro-
grams during the 51-'52 season. The
company wanted to determine whether
what it considers the ““influence group™
was listening. The response to this
one offer ran upwards of 10,000—
about half of which was on “letter
head™ stationery. In addition to this
about 250-500 requests were received
weekly for copies of the “salute.” No
offer was ever made on this item.

In the past season the program’s
ratings and mail pull have been up in
every TV market where it is carried
with the exception of one Midwestern
city. Here. however. a big adjustment
was made in nighttime rates which
Bob Long felt compensated adequately
for the dechine.

In several

is

market< the show was
switched from davtime to nighttime
this season. Ratings went up in each
case. Here are the figures for one of
these narkets. Minneapolis. “We had
been on WCCO daytime Sunday morn-
“We switched to Fri-

ings.” savs Long.
day night. Class "A.” Our ratings

more than doubled. going from 3.0 to
about 7. Our costs approximatels
doubled: our mail more than doubled.
We feel that with more people listen-
ing per <et in the evening. we undoubt-
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PHILADELPI-iIA

By late summer, a rating poimt on \WWP'TZ will
mean more for advertisers than ever before o
any Philadelphia station!

WPTZ's upcoming coverage increase w
bring an arca gain of 60%, and a popul
vain of more than 25%. Cities such as Allen
town, Reading, Bethlchem, Frenton and Wil
mington. . already looking to WPT7Z tor th
best TV.. soon will be getting a signal
strong and clear as that received within a few
miles of the WPTZ transmitter. \WP1Z wil
continue to deliver the best signal to the Lirges
number of people over the largest arca.

Be sure to get this important plus in you
Philadelphia market coverage! Tor availabilities

get in touch with WPTZ or NBC Spot Sales

() WESTINGHOUSE

RADIO STATIONS Inc

WBZ * WBIA + KYW +» KDKA
WOoOWwWO0 » KEX *» WBIZI-TV *» WPTZ
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ITS STRONG, CLEAR PICTURE TO

Iy million people

OVER 15,000 SQUARE MILES
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edly gained a good deal in terms of
cost-per-1,000 people reached. [It's im-
portant to us that we reach hoth the
man and the wife in a household which
we're more apl to do at night. The
reason for this is that our products
arc bought by both.”

Morton Salt likes nighttime radio
for other reasons than the higher rat-
ings and greater number of listeners-
per-set delivered. It’s also sensitive to
the fact that its andience is more re-
laxed and receptive to commercials at
night. During the day, savs Bob Long.
the farm hlistener is anxions to hear
weather and crop news. At night he
listens with liis wife to be entertained
and is more apt to absorb the com-
mercial message if it is presented in
an informative. low-key manner.

The show is aired on a spot basix
despite the fact that it might be possi-
ble to save money on a network. The
previously referred to factor of com-
mercial flexibility is one of the plusses
Vlorton feels justifies the higher cost.
Another important plus is merchandis-
ing by each of the stations which it's
felt would not be matched by a net-
work.

VMerchandising support for Morton

SERVING 300,000
LATIN-AMERICANS!!

tHE MIGHTY ‘M IKE'’ or
SAN ANTONIO
250,000 Milliwatts

ww

Sgantsh Language

National Time Sales
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includes car cards. outdoor billboards,
store displays, calls on dealers. In one
area all the express trncks were lined
up to carry signs. Bob Long says en-
thustastically. “If you were to boil
down this effort as compared to time
cost, you could state that Morton was
given merchandising and promotional
effort i a very high dollar ratio to
time purchased. Whether stations have
done this type of job on other pro-
eram=. | do not know, but as far ax
the Morton show is concerned, they
certainly went all out.”

Morton farm salt products started
in radio back in 1949 with a test cam-
paign on three stations. The show was
called Visitin’ Time but the format
differed from today’s variety slant, em-
phasis then being on hillbilly. When
the program was changed to it present
format, the table salt division of the
company via Needham. Louis & Bror-
by Dbecame interested ancd joined in

sponsorship. * ok %

MARKET DIFFERENCES

(Continued from page 37)

What causes variations between mar-
kets? Answer: a variety of factors,
ranging from physical characteristics
inherent to a particular region, to the
circumstance of a time lag.

San Francisco: Bav Area residents.
for example, arise when the cock crows
not because they differ psychologically
from the majority of this country’s
sleep-loving population. but because of
the three-hour discrepancy between
Eastern Standard and Pacific Standard
times.

Approximately 1,600 U. S. branch
offices {mainly of Eastern firms) are
located in San Francizco. These offices
cmploy over 25,000 people. Many of
these firms open their doors between
7:00 and 7:30 a.m. to maintain close
liaison with parent firms in East.

Non-Fastern afhiliates, in chain re-
action fashion, decree early hours to
keep pace with the branch offices.

The KCBS report points out that
almost two-thirds of Bay Area families
live in the suburbs, work in San Fran-
¢isco; that they average about 40 min-
uies traveling time to get to work. The
typical Bay Area employec is up at
about 6:00 a.an., is a potential radio
listener from then on.

Betroit: On the other hand. Detroit is

a fully industrialized automotive and
manufacturing center. lts unique work-
day timetable is a direct outgrowth of
the swing-shift setup.

According to WW], 179,000 workers
are getting up and preparing for work
between 12 noon and 2:30 p.m. each
day. Some 50.000 swing-shift workers
start their day at 9:30 p.m., report to
the factory at 11:30 p.m. These two
groups are available as radio listeners
in the late mornings, early evenings,
and in the post-midnight hours while
they are on the job.

Philadelphia: Although this is a
staid community dating back to coloni-
al times, Philadelphia isn’t standing
still. Large industrial plants like U. S.
Steel have recently moved in to the
Delaware Valiey, have brought workers
with them and attracted new employees.

Between 1940 and 1950, population
in the Philadelphia area increased
14.7% as against the average gain of
10.39% for 21 states in the Northeast.
WCAU points out. Estimates for the
1950-°60 period are for a further in-
crease of 20-25'7 in Delaware Valley
population.

Cedar Rapids: Most residents of this
Towa farm community and others like
it get agricultural education, communi-
tv farm news via radio. The mediuin’s
hold on the population, therefore, is a
strong one.

WMT, Cedar Rapids, like other farnn
area stations, slants its programing to
the needs, interests of the farm popu-
lation, has a total of 34 farm programs
per week: weekday schedules include
four early-morning shows, two noon-
hour farm programs. On Saturdays.
there’s an additional show at 8:3G
p.m., and there are three farm pro-
grams on Sundays.

Miami: Like other beach, lake. and
mountain resort areas, Miami is inun-
dated by hordes of vacationers each
vear. These tourists are generally free
with their money, often spend more in
few months than the area’s residents
do in a year. Many vacationers listen

te portables out of doors. won't show

up on area s ratings.

The above examples represent only
five wavs that markets can vary. Actu-
ally. each city in the United States has
its own living patterns, physical char-

acteristics, industrial patterns, and
other important attributes that are dis-
tinctly its own. * % *
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GHLIGHTS OF LIFE'S 4-media study and what air experls say about it
AT-LIFE STUBY REPONTS WHAL ATR EXPERTS SAY
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What sponsors should Know abou
FE's new 4-media study

Air experts staie LIFE stacked cards in its favor. Here's

consensus Hf what 24 experts oh all media told SPONSOR

Vlhe New York Tis
a ! . . '
St enthusiagtiy 2 but Walter

THE NEW YORK TIMES, TUESDAY, JUNE 30. 195:

Advertising & Marketing News “

-

ent, Daniel Construction Conipany

Sponsor magazine, represents: To Direct Adveﬂumg Greenville, S, C. Ullman heat ou
Live of televiuion and radio inter- 299 conler'sdo‘ls..

ests. has engaged Lafe in combat. Of McGregor Concern ! /

lin its current issue Sponsor angris Agcncy Affairs
ly seeks to debunk a recent study! Sorta As .
undertaken by the picture oublica. crta . aocm.lc.‘. e mam-t
Lion on the effectivenesy of s manufacturer; Krotl Brothers, €
sdvertising. /icago juvemle {uimture procice
The Life atudy took one vear and Cheazo Spring Prog
Its resuits seemed to show tnat the|
magazine iteaches mote people
than five top television shows or
four top radio shows. Sponsor
comes up with exhauslive atatis-
lics to bolster its contention that
the comparison is not valid. The
broadcasters’ protest is very loud.
Although Lafe included a newspa-
per Sunday aupplement in its study
and the supplement fared badly,
newspapers remain aloof from the, §
battle,
Another Scotch

patircing personality
uid

:Company to Bozell & lacobgfl’

oy
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so was Bill Hunt's
‘Inside Advertising”

i INSIDE ADVERTISING o
' VOL. IV NUMBER 26 3 July 1, 1953

SPONSOR ’I'HE RADIO AND 'I'V HAOAZIHF THIS WEEK

perts ststed thls was done ae Tollowa:

1. LIFE sought to compare the audience of the

entire lssue with the total 1aatenera of one

radio snd tv program. "“This," CBS-Radio's re-

seurch director, HARPER CARRAINE, pointed out,
“is like comparing a house with s room."

2. LIFE sought to leave the impression with
the advertiser, through its charts, that he can
reach all of LIPE's 60 million readers of six
issues just as easily as he can reach all the
listeners or viewers of one program.

3. LIPE added up its audiences for one to 8six
issues but averaged those for the top four )
¥ radio shows and the top {ive tv shows in pro-

! motion charts issued to the press to illustrate
the study. This down-rated radio and tv and
will be corrected in the official PIB report,
to be published by the end of August,

and Bill Fineshriber. .

NATIONAL BROADCASTING COMPANY, inc

O SIRVACT NF RADIO CORPURATINS HF suFRIe §

RCA Ruilding. Radio Gty New Yok 20 N Y

SN IILLIaw M FINECHRIBER. IR cincrs - sow

BI Y re0s1@ET avp sacReal Wanaca

[ July 2, 1953
Dear Norm:

That was quite a job Sponsor did on
LIFE'S new 4-media study. I think all of us in
broadcasting owe you a vote of thanks for taking

- up the cudgels so tellingly and so effectively.
It is this kind of awareness which we need so
- ) much in these days of strong competition,

My congratulations to Ray Lapica who did a
thorough and comprehensive job. And by the waj
his media evaluation series has been tops.

—
Sincerely,

25.2¢

TV ADVERT

and John Karol .

CBS R\l)l()

& Dazsres of (edawis seisg Vamve los

"t e ’ »

July 10, 19%)

} Clenn
Sponsor Kagezine

10 Madiscn Avenuo
Rev York 22, Fev York

Dear Norm:

and, like Ray Weber
of Swift.

owift & Company

UNION STOCK YARDS o HICAGD ILLINDIS

ddvernune Depariment

Dear Mr. Glenn

Hu r :

and your analysis of Life hys l “researe

- c > Ma
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Start of a great advertising campaign

YOUNG & RUBICAM, INC. adreitung ]
Fuw Yot Chcope Doind Sonligacme Molrveed Mesires! loronte Mosxe Coy Losden

Right youare, Y &R!

And, gentle time-buyer, when you

throw away the old book, be sure
you have the new one on hand.
It’s the new Westinghouse Radio
Stations manual. At a glance, it
shows you time rates, frequency
discounts and general information
on all Westinghouse stations. And
it gives full information on Group
Station Plans . . budget-stretching
plans that now cover both pro-
grams and spots. If you haven't a
this

copy of new manual, see

Free & Peters.

WESTINGHOUSE
RADIO STATIONS |

WBZ - WBZA - KYW - KDKA |
WOWO - KEX - WBZ-Tv-weTz 1B

1

‘National Representatives, Free & Peters,
except for TV; for WBZ-TV and WPTZ,
NBC Spot Sales
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TV COMMERCIALS
(Continued from page 33)

When analyzing the “‘reasons why”
respondents like their “favorite” com-
mercials, it is found that 37.46% like
them because they are “cute, clever, en-
tertaining;”” 20.127% “like announ-
cer(s);” 11.15% “like inusical ap-
proach;”” 8.67"¢ find them ‘“‘unique,
different;” 8.05% find them “informa-
tive;” 7.747C enjoy “hunorous, car-
toon-type (aniinated)” connnercials;
and 7.12%% like the “integrated or in-
corporated forin” of commmercial pre-
sentation.

As might be expected, there is a
teudency for respondents to name as
their favorite commercials those ap-
pearing on their favorite programs.
When respondents were asked their
opinions of commercials appearing on
their favorite programs. 70.247 said
they “like” the commercials. 21.187¢
were ‘“‘neutral,” and ouly 8.587 ex-
pressed “dislike” for them.

These results are in sharp contrast
to respondents’ opinions of commer-
cials appearing on their least-liked
programs. Only 26.11“ responded
favorably to the commercials, 41.15%
were neutral, and 32.74% reported a
dislike for them.

Almost half (49.357%) of those who
recalled spot announcements said they
like the commercials. 29.44% were
neutral, and 21.21% dislike them.
These results give credence to the
theory that “‘pleasant” advertisements
are best remembered: 48.9% respond-
ed that they would definitely buy the
brands advertised on the “favorite”
program on television.

Why television commercials are
disliked: Only one commercial stood
out significantly as “least-liked;” 9.4%
of those responding to the questionnaire
named a beer commercial as the most
Adisliked.

Sixty percent of those naming this
beer coinmercial as their least-liked
commercial said they “dislike an-
nouncer;” 15% find the commercial
“too repetitious;” and 109 claimed
it is in “bad taste.”

Commercials are disliked for many
reasons, chiefly: “dislike announ-
cer(s).” 23.47¢ ; “bad taste,” 20.66 :
“loo lengthy,” 16.43%; “too repeti-
tious.” 13.15¢ : ““irritating.” 11.277 :
“foolish and/or false claims,” 9.39% :
and “uninteresting, boring.” 7.987 .

Attitudes toward television com-
mercials in general: When asked
to select from a list of five the opin-
ion(s) most nearly expressing their
attitudes toward television commercials
in general, nearly half (49.5%) re-
sponded, “Television advertising is
O.K. as is; leave it alone.” At the
other extreme, only 3% said that “all
advertising should be removed from
television.” These figures indicate a
general acceptance of television adver-
tising and suggest a general high level
of advertising; this is not to imply that
improvements are not desired—for
47.5% urged some renovation.

“The industry under its new code
should control more closely what is
said and shown over television com-
mercials,” said 23.25% ; only 5.25%
feel that “the government should con-
trol more closely what is said and
shown over television commercials.”

Fifty-three (13.25%) respondents
urged the “removal of advertising of
certain types of products” from tele-
vision. Of this group 79.2% want all
beer and wine advertising removed
from television; 22.6% ask for the re-
moval of cigarette advertising; and
7.5% oppose the advertising over tele-
vision of medicinal products.

“Other” opinions expressed were
that television commercials should be
shortened in length; television adver-
tisers should be prohibited from break-
ing into the middle of a telecast (es-
pecially dramatic plays) with a sales
message; the amount of beer. wine,
and cigarette advertising should be re-
duced significantly: television com-
mercials should be limited to a brief
statement of sponsorship appearing at
the beginning and/or end of program.

It is interesting to note that upper
income respoudents (Income “A”)
end to be more critical of television
advertising than do those in other in-
come groups. Only 36.9% of the In-
come “A” interviewees consider tele-
vision advertising “O.K. as is. . .”
whereas 52.87¢ of the other respon-
dents were satisfied with television ad-
vertising “‘as is.”

The more one views television per
day, the more tolerant one becomes of
television advertising in general. This
conclusion is borne out by the results
of this study in which it was found that
60.63% of those respondents who
viewed television ‘“‘more than four
hours yesterday” consider television
advertising in general “0.K. as is.”
This compares with but 44.32% of
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sell’em country style!

While Dallas may reign as the
Southwest's center of culture, Sat

<

urday nights the ““white-tie set”
dons sports shirts and joins the
masses to seek entertainment ol
another level, and finds it in the
hilarity and simple honesty of the
Shindig's country music.

WFAA’s Saturday Nite Shindig is country
music at its biggest and best. Fifty folk art-
ists (many are recording stars), several
comics, four bands, feature acts and guest
stars congregate for a four-hour frolic. Folks
flock from towns around to join in the foot-
pattin’ fun — a big, paid audience that threat-
ens to outgrow the Shindig's summer location
at the State Fair bandshell.

The Saturday Nite SHINDIG

SHOW AND BROADCAST OF...

EOWARD PETRY & CO NATIONAL REPRESENTATIVES o  ALEX KEESE Stotion M
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On the air it’s the same story— multiplied
by the bigness of the Southwest., Warming uj
on WFAA-570, the Shindig switches to big
WEFAA-820 (rated by SAM among the top
most-listened-to stations in the nation)
gaining in tempo and audience as these coun
try music makers with native showmanship
take 1t away from one another without a cur
tain. It’s fast-paced radio — from eight to
midnight — and the ringing applause of the
Shindig’s unseen audience across four states
frequently jams the wires with calls for favor-
ites "til the last song’s sung.

The Shindiggers’ way with a song or a com-
mercial is catching as laughter. And if you'd
infect the mass millions of this big, rich
WFAA market with yvour story. the way to de
it is sell 'em country stvle — thex’ll love it!

S20WFAA:°

D ALLAS

NBC s ABC » TQN

* QADIO SEQVICE OF THE DALLAS MORGNING NEWS
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television  “four
who opined

those who viewed
hours or less yesterday”
that television advertising is satisfac-
tory as it is.

A somewhat
was noted when comparing respondents
of different age levels. The older the
respondent. the more tolerant of tele-
vision advertising he tends to become;
43.60% of those under 35 said tele-
vision advertising is “O.K. as is.”
whereas 58.87% of those 15 and over
responded similarly.

An hypothesis was presented hefore
the results of this study had heen tabu-

less significant trend

4th of a series

=y
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0000 ® 000000000
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lated that vespondents with children
would more likely favor the “removal
of advertising of certain products (Dheer,
wine. eigarettes, and the like)” than
would those respondents without chil-
dren. This assumption was not sub-
stantiated by this slu(l_\ ; in fact. it was
found that 12.819¢ of those respon-
dents with children favor the “removal
of advertising of eertain products,”
while 13.92% of those without children
hold the same opinion. However.
another survey indicated that teenagers
dido’t think too highly of the adver-
tising of some of these products.

IN MIAMI'S TV MARKET
00000000000

This 43 by ant

Now 26th among the nation’s
metropolitan retail areas.

The South’s fastest-growing
market includes 825,000 per-

manent year ‘round residents

spending $56,000,000
FOR HOME FURNISHINGS®

FOR THE ENTIRE AMAZING SOUTH FLORIDA TV SALES
STORY CALL YOUR FREE & PETERS COLONEL TODAY

* FIRST RESEARCH CORP. of Florida

Now Under Construction — 1000 FT.
ANTENNA — 100,000 WATTS
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Misleading television commer-
cials: \When asked to recall “mislead-
ing or deceiving” television advertise-

138 or 34.5%

spond with specific examples.

were able to re-
Many

nients,

others said they knew they had seen
but that they
This per-
cenlage represents a relatively large
segment of the televiewing audience—
and its magnitude should serve as a
warning to television advertisers. For
sules messages that are unbelievable
are relatively weak in effecting sales.
Over two-fifths of this group (41.37 )
mentioned “‘cigarette advertising 1n
general.” as unbelievable. 1t is ap-
parent that cigarette advertising is re-
sponsible for a great deal of
lievability”

misleading commercials,
could recall none offhand.

“unbe-
in television advertising.

This conclusion presents dangerous
mplications—for if a televiewer le-
comes comvinced that cigarette adver-
tising is “inisleading or deceiving,”
e likely will generalize and condemn
al! television advertising as “unbeliev-
able.”™

Attentiveness to television com-
wmercials: Obviously, if the televiewer
fails to give attention to commercials.
he will likewise fail to absorb the
sales message. A commercial 1s effec-
tive only in so far as it is viewed.

Somewhat comforting to advertisers
might be the results of this study which
show that only 6.25% said they “turn
their attention away™ from television
commercials “alwavs.” [t was further
found that 19.5¢ “‘usually™ fail to view
commercials; 41.25‘% “sometimes;”
18% “seldom:” and 1377 “‘never.”

Even though 6.257C responded “al-
ways,” many of this group were able
to recall “favorite,” “least-liked,” and/
or “‘spot” commercials. This incon-
sisterrcy leads to a conclusion that the
group of televiewers who actually never
watch nor listen to commercials is ex-
tremely small.

13

Of course. as advertisers improve the
quality of presentation of their com-
mercials and increase the believability
of their sales messages, viewers tend to
become more attentive.

Informative media: An important
purpose of advertising is to present to
potential customers information helpful
It is therefore important
effec-

in buyving.

to the advertiser to know how

'Is todav's rash of cigaiette claims harmful to
all adyverusing?” sroNsor, 17 December 1951, p.3t.

SPONSOR




ORDER YOUR
supply of the 16-page
RADIO BASICS e

at these special low quantity rates:

x 100 Copies or more . .. ......... 15¢ each
¥ 25 or more copies . .. ...... ... 20c each
x Singlecopy . ................ 30c each
Note: Agencies, advertisers and stations bought 30,000 reprints of 1952 Radio Basics.
Write to:

SPONSOR SERVICES Inc.

40 EAST 49TH STREET, NEW YORK 17, N. Y.
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Landmarks in history . . and . .

The Nation’s Capital
is famous for both.

The National Gallery of Art is the
place to look for landmarks in art
history . . . but if it’s culinary art
you're interested in, try some par-
ticipations on WNBW’s “Mar-
garet’s Kitchen.” Every weekday
morning Margaret Matthews puts
women in the mood for buying
food products and services .
in a city which spends

almost $1200 per family
in food stores annually.

4 (\ \
@,\45 »‘5‘?)&2‘}\?@\&/1 __ﬁ;
= “MARGARET S —

AT

NBC in Washington

CHANNEL 4
Represented by NBC Spot Sales
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tively each of the various media is ac-
complishing this purpose. Television
offers the advertiser probably the finest
tool available with which to carve an

informative commercial, chiefly be-

cause of its unique ability to demon-
strate.

In this study 47.75% of the respon-
dents named television as the medium
“giving the most information helpful
in buying nationally-advertised prod-
ucts.  (This excludes advertising of
local brands, stores, and services.)

This question was preceded in the
questionnaire by numerous other in-
terrogations concerning television ex-
clusively. A bias in favor of television
responses is apparent; however, the
percentage differences between tele-
vision and the various other media are
great enough to be significant.

A smaller proportion of those in the
upper income group (Income “A”)
consider television the most informa-
tive medium than do those respondents
in other income groups. Whereas only
35.71% of Income “A™ respondents

* * * * * * * o

¢¢Where in the history of advertising is
there a more important wedding of the
art director and the writer than in tele-
vision? In this medium certainly is the
big payoff for the artist-writer breed.
The whole future of television commer-
cials lies in our ability to wash out early
mistakes in believing a radio writer with
a story board sketch man pinned to his
lapel was the answer!??

JOHN H. TINKER JR.

Creative Director

McCann-Erickson, luec.

* * * * * * * *

named television as the most informa-
tive mediuin, 50.95% of the other in-
terviewees consider television tops in
this respect.

The more one views television per
day, the more immpressive television
looms as an informative advertising
medium. This conclusion is substan-
tiated by the results of this study in
which it was found that whereas only
31.07% of those who viewed television
“one hour or less vesterday” consider
television the most inforinative medi-
um, 62.2% of those who viewed “more
than four hours yesterday” named tele-
vision “inost informative.”

Audience approval and acceptance
are essential if the commercial is to sell.
It is believed that this factor will be-
come 1nore important as television
grows in importance as an advertising
medium. Further research of a long-
range character is needed. * kK
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HEIGHT

COUNTS MOST!

WAVE-TV’s Far Higher Tower
Increases Area Coverage
By 85.5%!

"Secing To Belieuing! "

In television, Tower Height is of course far
maore important than any other factor in “reach-
ing out” to fringe TV areas. Low Channel is
next most important, and Power is third.

WAVE-TV is now operating from
a new 600-foot tower, located on top
a 985-foot hill, giving an over-all
height of 1585 feet ubove sea level.
In addition, WAVE-TV is now
telecasting on Channel 3 (instead of
Channel 5), and with 100.000 watts
of radiated power,instead of 24,000.

100,000 watts at our new tower height
and lower channel is equivalent to 600,000
watts from our old downtown fower, on
Channel 5!

Check these engineering facts against actual
coverage results, Ask your local distributors
about WAVE-TV corerage. and about the great
WAVE-TV telerision market. It's actually far
greater than the Louisville Trading Area itself!

According to FCC curves, WAVE-TV
now effectively reaches 83.5C¢ more LOUISVILLE’'S

square miles than previously . . .

54.6Co more people . . . 51.5%¢ ; Y
more Effective Buying Income '

gives you far greater coverage than : -

B

]
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any other TV station in this area!

e = H—— - i‘
,\‘;}:w:f‘ \g_:.,\)i T v =<7 \4' f@ FIRST IN KENTUCKY
i e B \J‘f:_:,m = ¢ Affiliated with NBC, ABC, DUMONT

Free & Peters, Inc.,, Exclusive National Representatives
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CHRISTAL STUDY

(Continued from page 35)

York agencies as to the value of the
study. The ost enthusiastic of the
three the advertiser. lere
their opinions:

was are

$15 million advertiser known [or his
keen interest in research: “1 think iU’s
quite exciting. It got some very inter-
esting things in it. These people are
certainly to be congratulated for doing
this kind of work. Several things in
it will definitely help advertisers:

“l. What people are doing when

® & & s % & @ 2 8 & » 6 5 0 » 0 O O

STATISTIC
FROM

they are listening. For instance. in the
morning.  they're dressing. eating
breakfast. or something like that. In
such a case. you'd obviously want to
write a different kind of commercial
than in the evening when they are
sitting around listening to radio. I
you have a complicated selling story
to tell. vou won’t choose a time when
most of your listeners are doing some-
thing that may absorh all of their
atlention.

“2. How the audience composition
changes according to the type of pro-

gram. If the advertiser knows what

SIOUXLAND:

A $40 (l-time, Class A) minute
buys 50,581 homes (RTRMA,
May 1) in 32 Jowa, South Dakota
and Nebraska counties

with 8655,999,000

in 32 retail sales.

Spots make sense in Sioux City.

See the Katz Agency for

the whole TV picture.

A Cowles

Television Siation
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SIOUX CITY, IOWA

e CBS. NBC. ABC & DuMont

® 5 0 & 6 0 & © 06 0 F O & 0 0 ¥ O O @

kind of audience he wants to reach,
he now has some more information on
when it’s available according to pro-
grain types music, news. entertain-
ment, and others.

“3. Most exciting thing is the
thought of all the additional informa-
tion that can be obtained if this sort
ol thing iz continued. The more radio
can tell advertisers about the kind of
people it can reach. how often, and
what these listeners are doing. the
wore intelligently we can use the me-
dium and in the long run the more
radio time will be sold.”

This advertiser did not think total
audience fgures revealed in the study
were useful to him for the reason that
in buying he doesn’t buy all of it—
just a program or an announcement.
He agreed. however, that total audi-
ence figures could be useful if done
every year or so to show trends in
different cities.

* * * * * * * *

¢¢The American system of broadeasting
is part and parcel of the Ameriean way
of life, the essence of whieh is freedom
tempered by a sense of responsibility.
Broadeasting, like the rest of our in-
dustry, is financed by private eapital
that is put to work to earn a profit. If
we are able to maintain and cnlarge our
capacity to serve the public, the various
elements of our broadeasting structure
must be kept in sound finaneial con-
dition.*?

DAVID SARNOFF
Chairman of the Board,
RCA & NBC

* * * * * * * *

Agency research director: 1 think
i's very interesting. As Politz says in
the preliminary report, the most signi-
ficant finding is something we all
know: that radio creeps into all the
crevices; you're nol even aware it's
doing it: it follows vou evervwhere,

“Any medium to survive has to pro-
vide a service people want. The suc-
cess of the advertising in it depends
on the degree that the service the me-
dium offers iz made acceptable. Ad-
vertising hangs on the coattails of the
service aspects, and this study shows
that the coattails are long and broad
and ubiquitous.

“1 take issue with two statements
made in the preliminary report: (1)
That ‘radio emerges in this study as
an indispensable medium.” The study
does not necessarily establish radio as
indispenzable—maybe something else
could replace it. But it does establish

SPONSOR




oo The Only Low-Band VHF Station
in Rich Central New York

WJ’ /e "7 k chael

Write, Wire, Phone or Ask Headley-Reed NBC Affiliate in Central New York.

10 AUGUST 1953 129




FooTk,CONE & BELDING
American Chicle Co
Gryre Anirnrisine, Iy o

ol

", .. one of the most promotion =

minded stations in Texas."

Earl M. Richards, Foote,
Cone & Belding

"...our sincere thanks for
the wonderful cooperation
... R. L. Harris Advertising
Manager, American Chicle
Company.

"Once again | want to ex-
press our appreciation for
the excellent manner in
which you have followed
through...” Wright Nodine,
Geyer Advertising, Inc,

*Effective Promotion in-
cludes:

o 24 Sheet Posters ¢ Texas
Size Post Cards ® Newspa-
per Publicity and Ads e P.
O.P. Displays ¢ Courtesy
Announcements ® Sales
Meetings ¢ Promotion Reports
effective promotion

KROD-TV
CHANNEL 4 « EL PASO, TEXAS
RODERICK BROADCASTING CORP.

Dorrance D. Roderick Val Lawrence Dick Watts
Chrm. of Board Pres. & Gen. Mgr. Sales Mgr.

THE BRANHAM CO. NAT'L REPRESENTATIVE
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KVOS
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radio as universal. (2) That ‘it has
vnmatched ability to penetrate.” This
is too sweeping. You can’t say un-

| matched unless you’ve ineasured other

media. This they didn’t do.

“I also have three questions to ask:

“1. What is meant by listening?”
(Politz” answer to spoNsokr: “Audible
exposure to the medium. People were
asked questions like, ‘At anytime be-
tween waking and breakfast vesterda:.
did you listen to or hear radio?’)

“2. Of the 357 who don't listen to

| radio on an average day and the 127

who don’t listen during the average
week. percentage are in 'V
homes and what are in non-TV homes?

“3. Average listening is just under
three hours a day. What is the hreak-
down between TV and non-TV homes?
I don’t mean to draw a causal rela-
(Politz

what

tion from it —just curious.”

feel« on both these questions that it

would have been misleading and in-
consistent with the survey objectives
to compare radio’s position aniong
people with and without TV.)

The agency researcher’s . conclu-

1
[

Christal
study covered in this article, see

page 150.

For editorial on new

H
stons: “I'd rather have competitive
research. What do you learn when

you have such a study? It’s good read-
ing, veryv interesting, constructive. But
it’s hard to evaluate a study when you
can’t compare it with something else.
I think the Life type of study is more
useful.”” (See “What you should know
about Life’s 4-media study,” SPONSOR.
29 June 1953.)

Leading agency timebuyer: I think
i’s valuable—just as all research is.
But I think it’s fairly obvious-—tells
me what | already know, that radio i~
big. What it doesn’t tell me—what's
primarily on my mind these days—is
how the hell to use radio. Radio is no
longer a mass medium in the sense it
used to be. People coming in on the
train in the morning don't ask. ‘Did
you hear Boly Hope last night?” Theyv
talk about Lucy. TV is more of a
mass medium in the sense of one net-
work properly reaching out and grab-
bing huge audiences. The radio audi-
ence isn't concentrated on the big net-
work progranis the way it used to be.

The audience is still there. but it's

spread all over. In New York, for
example, it’s listening to music and
news. the Yankee ball games, and sone
of it to the network shows.

“I like the precedent these stations
are establishing in doing research to
help radio instead of proving each
other best. But | wish they had come
up with something a little more defi-
nite, like how the advertiser can reach
the radio audience better and more
cheaply.”

A Christal station spokesman said:
“This <«tudy will raise as many ques-
tions as it offers answers. But for the
first time it gives the advertiser an
up-to-date perspective of radio under
conditions of its toughest competition.
I it demonstrates one thing, it is the
vitality of radio. How will the adver-
tiser use it? No two will do so alike.
Fsso may extract all the data on news
programs. Cadillac may be interested
chiefly in the economic material—
when can it reach those who can afford
big cars. General Foods may care
mostly about the information on house-
wives. Basic as this study is, it should
give all advertisers and agencies a new
perspective on the indispensability of
radio.”

Here then is an elaboration of 10
basic findings of the study extracted
by spoxsor from the Christal stations’
preliminary report entitled “Radio’s
Place in the Daily Life of the Ameri-
can People™:

1. Radio emerges in this study as an
indispensable medium — important to
advertisers because it is important to
people. This is shown by the great
amount of listening going on, by the
numerous reasons people give for lik-
ing radio. and by the fact that 557
or 33.8 million adults in TV areas
would turn to radio to verify a rumor
of war. In addition. a total of 497.
or 30.3 million adults, look upon radio
as a “necessity.” (Five percent actu-
ally said they “couldn’t be without it:
everyone has one: part of living.”)

2. In TV areas of the U. S. virtually
all the people use radio. On the aver-
age dav. two out of three adults in
these areas listen to radio. During
the average week. almost nine out of
10 people in the adult population are
included in radio’s audience.

Of the adult population of 61.6 mil-
lion in the TV survey area. 58.2 mil-
lion or 957 have one or more radio
sets in working order, 32% have two
radios. and 237 have three to seven
radios.
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YOU MIGHT GET A 12' 8"

BLACK MARLIN -

YOU NEED THE
FETZER STATIONS

TO LAND BUSINESS

IN WESTERN MICHIGAN!

WKZO-WIJEF RADIO
WKZ0O, Kalamazoo and WJEF,

rank high among America’s most attractive radio
buys. According to March, 1953 Nielsen fignres,

WKRZO-WJEF have a 12-county radio andience of
151,050 daytime homes. 130.530 nighttime

homes. February, 1953 Pulse figures for Kalama-
zoo-Grand Rapids eredit WKZO-WJEF with more
than 409% of the radio audience, morning. after-
noon and night! The next-best two-station com-

Grand Rapids,

bination in these two cities gets only 24, 200%
and 299, —yet costs about 145 more!

WKZO-.-TV (80,000 WATTS VIDEO—40,000 AUDIO)
WKZO-TV. Channel 3. is the Oflicial Ba-ie CB>
I'elevision Ontlet for Kalamazoo-Grand Rapids—

the nation”s 23rd television market. Latest Nielsen
and Pulse figures prove that WRZO-TV i- the over-

whelming favorite in more than 300,060 Western
Michizan and Northern Indiana television homes,
The April, 19533 Videodex Report. for example.
credits WKRZO-TV with 107.3% rore afternoon
viewcers than the next station—I188.-4C. more eve-
ning viewers!

Get all the Fetzer faets. and be convineed!

*In 1926 Laurie Mitchell got one this long. weighing 976 ponunds. in Bay of Islands. Neiwe Zealand.

JopA N GRAND RAPIDS W‘ - mmmi MICHIGAN

AND KENT COUNTY
(CBS RADIO)

WESTERN MIC-“AN
(€BS IO) |

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

\'WVERY-KNODEL, INC.,

EXCLUSIVE NATIONAL REPRESENTATIVES




3. Readio is a universal medium. lts
appeal cuts across all economic, educa-
tional levels, It has unmatched ability
to penetrate—to reach people wher-
ever they are. Set ownership is highest
i the upper economic level (997 ).
But even in the lowest
groups. nine out of 10 homes have at
least one radio in working order.
Anmong people who did not complete
arade school. 857 have radio in their

eCconomic

homes.  Almost all (98¢ ) of the peo-
ple with college education have radio.

One out of three home radio setz is
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TACOMA, shington
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usually kept in the living room; 31,
in the bedroom; 237 in the kitchen.
and the rest in other place<. ‘Three
out of four home sets are either table
models (61 ¢) or portables (12771,
either of which can readily be moved
from place to place. lewer than one
out of four sets i~ a floor model.

+. Radio operates indoors and oul-
doors, as a constant companion to the
people.  Fiftv-two percent of all adults
in TV areas (31.8 million) have one
or more cars equipped with radio:
127 of all non-car sets are portables:

Northwest's Newest
Channel 13

GETS "EM
WHERE THEY LIVE

® ERP—95,000 watts

® ANTENNA—95]1 feet above
seo level—highest tower in
the Pacific Northwest—and
HEIGHT is the moast important
factor in TV Coverogel

® Trained, experienced TV
personnel serving

1,463,000 people
267,000 TV Sets

11 Counties of 16,107 Squore
Miles

® $1,639,492,000 in retoil soles

Represented Nationally by
The Branham Company -

531 of all people (33.5 million) had
a portable or a car radio with them
on their last pleasure trip; 267 (7.7
million) of those without a radio-
equipped car took a radio with them.
Radio’s out-of-home audience alone is
large enough to constitute a major ad-
vertising medium. In the single time
segment between breakfast and lunch,
for example, 26¢ of the listeners or
almost four million people are in ra-
dio’s generally uncounted audience out-
side the home.

5. Radio operates continuously for a
changing, dynamic audience. The
40.9 witlion people in radio’s daily
audience in TV areas listen for ap-
proximately 115 million hours a day.
The average individual listens for just
under three hours: about 172 minutes.

Of the 61.0 million adults in TV areas.

radio reaches about 13 million before

* * * * * * * *

¢¢0ur medical men and scientists have
been studying up on their ‘business’ for
several centuries. But, I have vet to
hear of a preventative or cure for the
common cold. How can we be expected
to solve the problems of opinion re-
search in less than 20 years? It’< much
harder to study the behavior and mea-
sure the reactions of people 1han of
simple organisms like germs. So give
us a chance. We'll probably even learn
to predict elections accurately long be-
fore medical men find the cure for
common colds,*?

DR. VERGIL D. REED

Vice President, assoc. research dir.
J. Walter Thompson
Neiwe York

* * * * * * * *

breakfa=t while they are doing other
things (principally dressing. bathing,
shaving. cooking and preparing a
meal). This is in addition to the peo-
ple radio reaches at the same time who
are doing nothing but listening. Dur-
ing breakfast radio reaches 17.2 mil-
Hon people in TV areas. Between
breakfast and lunch. the figure iz 12.6
million people reached who are doing
other things besides listening (princi-
pally housework and driving). During
lunch radio reaches 9 million. Between
tench and supper 10.2 million listen
while doing principally housework and
driving. Radio reaches 10.5 million
people while they are eating supper.
Between supper and going to bed. the
number of listeners-while-doing-other-
things falls off to 6.5 million. At this
time 11.1 million other listeners are
doing nothing else but listening. In

addition radio iz alwavs available—

SPONSOR
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Cre growing—so we've moved. The new place 15 teice as ng.

I e're now in the new offices. [Tlope you'll drop in

and sece how you like them. The address 1s 49th & MADISON
40 E. 49th, New York 17. The phone remains Murray il 8-2772.

Other offices are in Chicago and los Angeles.
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ADVERTISERS PLEASE NOTE:
Change your records and

ship plates. copy, and

instructions to 40 E. 49th St.,

New York 17.
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Precision

YOUR PRODUCTION AT ITS BEST

CLOSE CIIECK ON
PROCESSING
Constant analyses and sampling of
every processing operation is the
function of this department. Sen-
sitometric operations test the re.
sponses of raw stock emulsions;
densitometry is eniployed to check
on developing and printing results.

YOUR ASSURANCE OF
BETTER 16mm PRINTS

15 Years Research and Specialization in every phase of 16mm processing,
visual and aural. So organized and equipped 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 you of
the very best results.

Our Advanced Methods and our constant checking and adoption of up-to-
the-minute techniques, plus new engineering principles and special machinery
enable us to offer service unequalled anywhere!

Newest Facilities in the 16mm field are available to customers of Precision,
including the most modern applications of electronics, chemistry, physics, optics,
sensitometry and densitometry — including exclusive Maurer.designed equip-
ment — your guarantee that only the best is vours at Precision!

Precision Film Laboratories —a di-
vision of J. A. Maurer, Inc., lias 14
years of specialization in the 16mm
field, consistently meets the latest de-
mands for higher quality and speed.

FILM LABORATORIES, INC.

r ! 21 West 46th St.,

New'York.36, N.Y.
JU 2-3970
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able to reach people wherever they are.
Thus it reaches a total of 65% of the
adult population in a single, average
day. The kitchen seems to be the most
popular spot for listening to radio—
577 of all people who listen between
waking and break{ast listen there, 81%
during breakfast, 61% during lunch,
05% during supper. Evenings most of
the listening—>56%—is still done in
the living room in TV areas, contrary
to popular belief. Outside the home
169 of all people who listen on an
average day do so while driving in
their car in the morning, 15% while
doing the same in the afternoon— a
big audience generally overlooked by
advertiser and rating service alike.
(See tables on where people listen page
31.)

6. Radio commands a universal audi-
ence—by size, geography. income, edu-
cation, age. sex—which devotes a huge

* » » * »* »* * *

66In our business, as in any consumer
business, every product must compele
with many other products for the con-
sumer's scleetion. The consumer is per-
feetly free to do what he wishes with his
momney. Ile can buy any food products
he wishes, or he can buy less food and
more sheller, We are not competing
just with the other companies in the
same line of business we are in; we are
compeling for the consumer’s dollar,
compeling with all of the other appeals
thal are made to him and all of his
olher wants and aspiralions.??

ROBERT J. KEITH
Vice President
Pillsbury Mills, Inec.

* * * * * * * %

amount of its time to listening to the
radio. For example, a table from the
studv shows how much listening goes
on during each of seven logical seg-
ments of the day (though unequal in
length ) :

RADIO LISTENING THROUGH THE DAY

AU Minules
Period peoplet listeningt
Between waking & breakfust 29% 36
During breakfast 28% 27
Between breakfast & lunch 27% 97
During lunch 15%% 32
Between lunch & supper 25% 107
Duiring supper 17 % 37
Between supper & going bed 29¢% 104
Adutts in 'V areas tAverage number min-

utes per listener: listening tiine self-appraised by
listener and so is liable to subjective error

The study reports: "It isn’t neces-
sary, for radio to acquire its huge au-
diences, for any particular radio set
to be in use at any particular time.
Radio works because it is available and
convenient wherever people are and
whenever they want to listen.”

SPONSOR




The detatled survey findings also

show considerable differences in the
kinds of people reached at different
times of the day, in terms of sex, age,
education, and economic status.
7. The people accept radio. More thar
that, they insist on having it.  Moxt
adults in TV arcas (93°7) have home
radios and more than half (32°7) have
car radios,  An estimated 3.5 million
people, according to the study, plan
to buy a lome set in the next lew
months.  Two out of three of these
new radios will be additional sets. Of
those planning to buy a car, 80’7 are
in favor of having it equipped with
radio. In the past four and one-half
years of TV’s growth. people in TV
areas bought 21 million home radios
(against 18.6 nnllion TV sets). ‘The
survey shows they will continue buy-
ing heavily, as follows:

IWHY PEOPFE WANT NEWW HIOME RADIOS

T. 'l

Why do you plan to buy a radio? ar

One for kitchen, bedroom (other room) 3

To replace an old set 30°
(1us) need another, want one 10¢
Want a block radio 10°
Want FM radio 5¢
Want a por(able radio 4
Starting 3 new home 2f
For a gift 1
Other reasons 4

As a result of recent purchases. a
large proportion of the radios in TV
areas are new or almost new, as
follows:

AGE OF HOME RADIOS

How long ago purchased? All home radios

&Ve months or less 6%
8¢ months to 1% vears 8%

1V to 2V% years _ 11%
2V to 344 years 10%
3L% to 4V¢ years 8%
44% 10 6 years 16%%
6 years to 9 years 9
9 (0 11 years 10%
Over 11 years 22¢,

100%

8. The majority of people depend on
radio as a source of contact with the
outside world. In time of emergency
they turn to it for information. People
rely on radio, i the broadest terms.
for two things: entertainment and in-
formation (see 9 below). But they
also have come to depend on it bevond
these bounds; 33.8 million (557%),
for example, would turn to radio to
verify a rumor of war. As stated
previously, 497 regard radio as a
“necessity.”

9. People primarily are favorable to-
ward radio: they rely on it for enter-
tainment, relaxation, and information.
When asked what theyv considered the
advaniages and disadvantages of radio.
more than 70 did not or could not
name any disadvantage. Most (70
could and did name one or several
advantages they felt radio has. As an
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UJI]"S' v launches all-out

promotion campaign for

Central Ohio’s only
st RUN FILM THEATRE...

Full station and media support back up the hard-hitting promotion on WBNS-TV's
now bigger and better Armchair Theatre.

This is your opportumity to rcach a new and larger audience of potential buyers with
spots on Armchair Theatre where commercials are integrated within st run TV hilm
showings, Monday through Friday at 11:10 and Sunday at 10°30. These top-feature films
with stars galore guarantee Armchair Theatre continued top ratings.

1ST RUN FEATURES SUPPORTED BY FULL PROMOTION
AND WBNS-TV SERVICE FACILITIES INCLUDING:

Procurement of library of over
300 Ist srun features from the
country's outstanding film  companies.

Backed up by complete sta-
tion and media support.

Introduced by tailor-made film opening made
at WBNS-TV. The same production facilities are
at your disposal for your Spot commercisls.

and hosted by Bill Nuzum who
integrates your commercial mes-
sage within these 1st run films.

Ohio's Most Honored Station

Nation’s No. 1 Test Market

0 Whns-|

Central

(OLUMBUS, OHIO
CHANNEL 10

: 4
€BS-TY NETWORK @ Affiliated with Columbus Dispatch and
WEBNS-AM @ General Soles Office: 33 North High Street
REPRESENTED BY BLAIR TY
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answer to why they have radio. 707,
cave reasons referring to the medium’s
entertammment features (cutertaimment
itsel. programs, music. and sports as
examples) ;5 66°¢ histed reasons refer-
ring to mformation features (news.
cducation,  weather, time.  among
others).

The higher the income group the
more often people referred to the in-
formation features of radio in explain-
ing why they have one (7577 vs.
6O ¢, Those at the low end of the
economic =cale tend ~hightly more than
those at the upper end to answer in
terms of radio’s entertainment fea-
tures (747 v<. 657 ). DBut the groups
were quite similar in referring to ra-
dio’s news content as a reason for
having it (46¢ of upper income an-
swers. 427 of lower Inconre answers ).

Aten and women differed significant-
h as to what they “like most™ about
radio.  Men tended to favor radio’s
information content; women. its en-
tertainment features. Music is what
45 of the women. 38‘¢ of the men
“like most” about radio. the study
shows. More men than women “like
most” radio’s sports content (137¢ vs.
2%y, but more women than men men-

THE NO. _

tion radio’s stories. plays. and similar
shows (997 vs 167 ). Radio’s over-
all function of providing relaxation
and enjoyment is liked about equalh
(10°¢ vs, 1190 ).
10. People like radio because they can
use it while they are doing other things.
Some 15.6 million (267 consider it
radio’s greatest advantage. To 2.2
million (4°¢) it is principally the rea-
son why they have radio. To a larger
number—-1.4 million (7°¢ )—the thing
thev ltke most about radio is that they
can listen while doing other things. A\~
explained in point 5. above. people
listen while they dress. undress. bathe.
cook. prepare meals. do housework.
drive. work at jobs outside the home
in fact, only time of day when they
are not doing anything else but hsten-
ing in large numbers is evening. At
this tinte 63¢ of alt listeners are con-
centrating entirely on their listening.
As the preliminary report declares:
“These statistics expose and describe
radio’s impressive ability to inform
and entertain at times and places when
people must be busy in other activities,
Radio is a medium for leisure and
also a medium for work. The almost
universal set ownership and listening

EN

BUFFALO

STATION

IN RICH NEW YORK STATE’S
SECOND LARGEST MARKET
© NBC RADIO AFFILIATE IN BUFFALO

Get the )l story from Heary I Curista Co.
New York - Chicago - Detroit - dan Francisco - Bosion

to radio s partly the result of this un-
obtrusive yet penetrating power of the
medium.

“Eating and housework, driving and
working. and many other activities are
things people must do. It may or may
not be a strength of radio that mam
of its listeners are also doing other
things. hut it is a great strength of the
medium that people are necessarily

doing other things are still able to

tisten to radio and do listen in very
large numbers.” * ok x

SPONSOR’s All-
Media Study

Published to date:

(Introductory article. Why
SPONSOR spent 8 months eval-
uating media”  published 6

April 1953.)

L. T hy evaluate media?

(20 April 1953). 2

2. Vedia Basics 1 newspapers,
direct mail, radio. magazines

t1 Wav 1933).

3. Vedia Basies 11--T1", business

papers, outdoor, transit
(18 Vay 1933).

4. llow to choose media. part |
(1 June 1933).

: 3. How to cheose mediu,
part 11 (15 June 1953).

6. That vou should Lknow about

Life’s 4-media study 129 June

1933). Supplementary article on
sume topic: “Is Life's media
study fair to rudio and TV'? (a
debate). 13 July 1953.

7. Beware of these media research
pitfalls. part 1 (27 July 1933).

Hi it

R o

To be published:

8. Beware of these media research
pittalls, part I1.

D. How 30 leading adrertisers
eraluate media.

10. How 50 agencies evaluate
media.

E1. How a leuding agency
eraluates media.

12, The client who bet §1
million on its media test.

13. How a small agency
tests media.

I14. How to set up a “fool-
proof’ media sales test.

15, Psychological aspects
of media.
16. Sales impact of radio and T1'.

I17. Why these corporations
don't use air media.

18. New media evaluation and
research developments.

I S

9. srox<or's conclusions.
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CANADIAN TELEVISION

tContinned from page 101

A. Sronsor's estimate for total set
ownership by Angnst 1953 is 100,000,
However, latest fignves mvailable on
TV <ot sales in Jure 1933 break down
as follows by provinces: Maritime

11 (‘)Il('lnm' 223069 Toronta 5,300
Hamilton-Niagara  1943: Windsor

1.281: Ottawa and  Fast Ontavie

3.079: aemainder of Ontario 600
Pratries 191 Brinsh  Coluntbia

2.139,

FHiott-FHavnes” Teleratings amplifies
ipon Canadian Mannfactnrers” reports
with the following figures on T\ home
distribution as of \pril 1953:

Windsor-Chatham-3arnia:  63.500;
Fondon-Woodstock-3t. Thomas: 9.200;
Toronte-Hamilton Njagara: 109,600;
Belleville-Kingston-Brockville: 5,400
Montreal-Ottawa: 062,000: Vancouver-
Victoria: 0.300: other arvea<: 5.600,

CANADIAN SPONSORS

(Continued from page 69)

uses two versions of its Englizh ~hows.
Les  Joveux Troubadours, French
counterpart of The llappy Gang. and
La Mine &'Or. Freneh version of Share
the Wealth. (Quaker Oats Co. iz co-
sponsor of both Les Joyeux Trouba-
dours and The Hlappy Gang.)

o Regional and local shows: Mr. and
Mrs. North. taken live from CBS
Tuesday over CJAD. Montreal. and
delayed to Wednesday over CFRB.
Toronto. (2 The Vore the Merrier,
a quiz show used onhv in the Mari-

times, 13) Colgate \ewscast,

over
- CHAT. Medicine Hat. Ala. 4 Col-

gate Mailbag. half-hour disk jockey
program  over CHAB. Voose Jaw.
Sask. (5 Estelle Caron Show, French
H vocalist over CKAC. VMontreal; CKVL.
CHRC. Quebec. 10
- Unele Paul. French musie. chatter.
- Colgate alzo sponsors a half-hour
l(lail} of Le Casiuo de la Chanson,
CKAC’s fabulous giveaway show (see
Canadian  radio  story ). Products
plugged are Super Suds. Cashmere
Bouquet. \jax. Vel. Colgate Dental
Cream. and Palmolive Soap.

Verdun. and

Gillette: Spizer & Mills handles the
following shows for Gillette of Cana-
da’s two home-permanent brands:

o Toni: The Tyler Touch. a half-
hour situation comedy 7:00 p.m. Sun-
day over 33 Dominion network sta-
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tion<, Ao disk jockev <hows i 11
English and five French markets,

o Prom: Fun for HI g variety <show
with Arlene Francis and Bl Collen,
tithen GRS vebiroadeast
week Lter over 32 Dominion netwaork
\|~U N

Lt o 1 ie Continee, fonr markets.

frown atudd

titions, Freneh ntews <hows,

Shell @il: ] ike nany U .Scorizin ad-
vertisers, Shell Oi Co. of Canada pat-
terns it~ radin advertising on s 1o~
I the case of Shell Onil
it's loeal nesscasts. Shell has been us-

experience,

ing thent in Canada since 9190 via
J. Walter Thompson's Foronto oflice.

Here's shell
cast= and commercials, The words are
those of Vietor Brooker of J. Walter
Thomp=on Co.. Ltd.: “Great carve s

how works its news-

tahen to encourage stations to n~e lo-
cal news items and personalized com-
merctals for dealers in cach ¢ity, Farm
dealer copy 1= provided for the smaller
markets in agricultural areas<. Dealers
nanies are rotated. In some cases an
individual dealer is called the *sponsor
of today '~ edition of the new<" in other
cases three dealers” name~ and ad-
dresse~ are broadcast on the program
as '1‘0.~|mn~‘nrs.'

“The flexibility of these newscasts
makes them the mo~t valuable adver-
tising tool for onr chient viz.. guick
copy changes for local weather changes
and sales promotion plans.  Special
promotions at Christmas and during
the Coronation period have been mos
successful, resulting in real dealer en-
thustasm.”

This year’s major campaign is hased
on a new product development  TCP.
Because of this, spots tone-minute an-
nouncements i and flashes
announcements) have been added 10

the schedule. as well as new stations.

{ 153-second

\lany of the announcement schedules
call for three to five spots and lashes
a day. five times a week for six weehk-.

TV fashes have alo been added be-
cause of the TCP campaign. The com-
mercials consist of slides with voice-
over. In \Montreal. a bilingunal mar-
ket. Shell leaves it to the <tation o
decide whether English or French
should be n<ed by the announcer. who
reads the commercial live.

Regarding the effect of TV on radia.
Brooker says: “A< the TV audience
across Eastern Canada grows. evening
newscasls are being reviewed with the
likelihood of a change to morning and

suppertime hours in order that major

audiences mayv be reached.”

Hiles Laboratories: \ ol lher
of news in Canada, Miles, which <pon
Vika-Seltzer.
voes ahont 1t in g somewhat different
wiav,  Mies and i~ agency, Robert
(Mo N (:n. ol 'l‘ulnllln. lookh for well
Kiown contmentators,
theave picked:

[. Camphell MeDonakd over CER AL

Ottawa. who once characterized Mavon

n=ci

~ot~ «~ncit brogdeasts for

I }('l‘(‘.\‘ A\ IIUIH

Charlotte W hitten as “running aronnd
City Hall henlionse ke o ehieken with
her head ent off”

2. Fhnore Philpait over CRNAY
West Westntinster. B.C.. of whom 1
has been sard: “1Her talks red. writes
pink. bt votes Green!™ This i~ ref-
erence to the fact that Philpon, usu-
ally left-of-center politically, publich
~upported Howard Green, a conserva-
thve, for Parliament.

3. Gordon Sinclair over CFRB. To-
ronto.  World traveler
sinelair - has covered

and author,
many  of the
world’s major news beat~ and evenis
a~ a reporter for the Toronto Star.

1. Lorne Greene over CKEY, lo-
ronto. An actor and nationallh known
Canadian radio fignre. Greene has in-
vented a stop-watch for the radio- TV
indnstry. Known as the RTV Timer.
it tell< the wearer how
left during a broadeast.

much time is

Rouson: Placing its hustness through
Grex Advertising in New York. Ron-
~on ha- network
Canadian-made

shows for it~
lichter~, One i~ It
Happened Here. a 15-minute dramatic
~ketch on Wednesday night~ over 33
Dominion \etwork ~tations.

two

The show. produeed in Canada. u~e~
Canadian freelance =cripts. The stories
are about little-known Canadian events
with a human interest angle. One for
example wa~ about Enrico Caruso.
who once joined two Salvation Army
members in singing before fashionable

cuest= at a Lake Ontario resort. The

program i~ produced by the well-
known Esse Lyungh fpronounced

.

voung ).

The other program. a French offer-
ing. i~ entitled Le Journal de Claude-
Henri Grignon. M. Grignon is a pop-
ular. a< well ax volatile personality in
French Canada. He has heen described
a~ a combination of Walter Winchell.
Bennett Cer{. and Louella Parsons. His
program {eatures commentaries on cur-
rent events and artistic pursuits, It is
heard weeklv for 15 minutes, Both
<shows are takmg a summer hiatus.

E. J. Watles. general manager
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Tryv going S 0 [ TH to Canada!

T’s a fact! You can go south to Canada from no less than 18 States of the Union. That’s
how close the States are to its best customer . . . a customer that buys 209 of U.S. exports
and pays cash for them. Canada’s a booming, spending, expanding country . . . larger than

the States by one quarter . . . a country that it really pays to sell to.

But—and here’s where you need to go carefully: Canada has a population of only 15,000,000.
So people are kind of spread out. And the Number One problem for any manufacturer who

wants to talk to those people is just how?

Well, all over Canada, in the cities and the towns and the villages even in the remote parts
where the pre.s rarely penetrates, they listen to the radio. Proof? 95% of all Canadian
homes own at least one radio receiver. Last year, there were 631,860 sets sold; and since the
war Canadians have spent $400,000,000 in buying over 5,100,000 radio sets. And in the first

five montlis of this vear set sales were higher than for the same period last year by 40%.

That reprezents an awful lot of listening. To serve these listeners there are 155 radio stations
and one FM station and only 3 TV stations. This in comparison with 2,500 radio stations,
620 FM stations, and about 180 TV stations in the States—16 times as many radio stations

to reach less than 11 times the people.

Yet Canadian radio rate structures are lower than in the U.S.. have increased less since the end
of the war than any other medium. Result—radio is used by 800 national advertisers (includ-
ing some 140 U.S. firms or their affiliates) and 10,000 local advertisers. Yes, radio in Canada
is a proven medium. It reaches all of the people all of the time. So remember, when you’re

planning budgets—

“In Canada, you sell ’em when you tell ’em”

o A message from the 117 member stations of the Canadian Asso-
ciation of Broadcasters whose voices are invited into over 3 million

homes every day.

CANADIAN ASSOCIATION OF
BROADCASTERS

108 Sparks St., Ottawa
37 Bloor Street West, Toronto
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of Romson Art Metal Works (Canada,
savs regarding these two shows: “In
presenting these two Canadian live pro-
grams, Ronson ix atming at encourag-
ing Canadian talent and at fostering
further Canadiana. It i~
the opinion of this company that the
interests of Canadian sponsors are hest
served by investing in Canadian talent
and production for radio and televi-
sion. Live programs of wide interest
produced by and for Canadians are
gaining more and more of an edge in

interest in

this country over transeribed, record-
ed. or delayed shows origmating out-
side its borders. 1In short, our advice
is, ‘Sell Canada to Canadians and you
will also sell vour products™.™

Ronson awards prizes to stations for
promotional efforts for the It [lap-
pened Here show. s last award was
given to CHNS. Ialifax, \. 5.

Camphell Soup: With the exception
of adding radio outlets in Ontario and
Quebec Provinces, Campbell plans no
changes in itz radio schedule. Here
i what it u-ed last season:

o Bert Parks’ Double or Nothing
over 31 stations of the Dominion Net-
work. It is broadcast a half hour in
tke afternoon Monday through Friday.
e Over the French Network. a noon-
time radio drama. Jeunesse Doree. al-
so Monday through Iriday. In May
the program led all French daytime
shows with an LElliott-Haynes rating
of 29.4. It also rates
ing to Elliott-Hayne-.
tification. with 92.57%
correctly identifyving

highest, accord-

in sponsor iden-

of the listeners
Campbell  as

sponsor of the program,

¢ In addition to the network shows.

Campbell uses a Friday night half hour

on TV over CBLT. Toronto, and a five-

minute newscast in Newfoundland.

Philadelphia & Reading Coal &
Iron Co.: Producers of Reading An-
thracite Coal. Philadelphia & Reading
is a 52-week spot advertiser in four
important Canadian markets. They are
Ottawa, Montreal, Quebec, and Toron-
to. Announcements are used Monday
through Fridav.

AlcKee & Albright, a Philadelphia
agency which handles Philadelphia &
Reading’s advertising. savs as regards
Canadian radio: “The Canadian mar-
ket for anthracite is a highly important
one. and both client and oursehves feel
that the most effective and economical
method of reaching this market is
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through the consstent dav-after-day
n~e of Canadian radio.”

Hallmarl: Carvds: [1ondled 0 Can-
thioush William F. Coutts
Ltk Hallmark eards nees the | .\'.-prn-
duced Hallmark Hall of Fame with
host Lionel Barrviore telling tales of
little-hnown people. The program is
tahen from CBS Sonday night and re-
broadeast over CFRB, Toromto, and
CIAD, Montreal, Tnesdavs at 8:30
p-m. The business is placed throngh
Spitzer & Mills,

ada Lio..

RCA: \nother Spitzer & Mills a connt.
RC\ Victor Co., Ltd.. forms a half-
liour program over CIFRB. Toronto.
out of two <hows  Vews & Sports and
Velody Vardi-Gras, the latter being
recorded music. The <hows are heard
carly Sunday evenings.

RCA also u<es two shows back-to-
back over CJ\D, Montreal. They are
a i>-minute program of recorded mu-
sie, Prelude 1o Midnight, followed by
a five-minute newscast. A five-minute
newscast is also by this firm on CKVL,
Verdun.

Bromo-Seltzer: \n intensive spot
announcement campaign on three or
more stations in cach of six major
markets during June and December is
handled for Dromo-=eltzer bv . 1L
Havhurst Co.. the only Canadian agen-
ey used by P&G. The announcements
run at the rate of 25 to 30 a week with
a vacation theme in June and a holi-

day pitch in December.

Willys: Another spot user of [.3.
network shows is Wilhh« VMotors of
Canada. Willvs" New York Philhar-
monic Svmphonyv concerts during the
winter, as well as its taped concerts
from European music capitals during
the summer are taken off CBS and

heard over CFRB and CJAD.

FGA: This U.s.-affiliated wholesale gro-
cery firm has a 10-minute program
five days a week on CKEY. Toronto.
at 11:50 a.m. The firm uses the trade
character. “Clara Jefler<on.” plaved
by a honie economist on 1G \'s Toron-
to stafl. The program cons<i~t~ of
everv-dav shopping aid<. simple rec-
ipes of a tvpe that the average-income
hou<ewife can make without having to
cet all kinds of fancv ingredients. \lso
included in the prozram is background
information on food~ and food devel-
opments as well as mterviews with
people in the food trade. The agency
is Associated Broadcasting Co.. Ltd.

’:(’“.‘ \ \p“l u1]\4'lli~l'r. “4'” 'lt']c'l)lli;nc
Co, of Cenada is heard in five Ontanio
marhets, The connmercials promote the
H “f \"”U“ llu:.'"\ i“ lll(' l"l"])l“lllc
book. Spitzer & Mills i~ the ageney
Canadian firms, who should kiow
\U“l('llli“!—' ill)l)lll (ti”lil(]f‘ are [)ri”l:lr'
ilv users of <pot radio when they ad-
vertise on the air. One of the higgest
Cavadian air advertisers i~ Tenple.
ton's, Ltd., a patent medicine houee,
The firm buvs wore than 100 <tations
through one ageney alone 19, 11, 1ay-
harst Co.  Another azeney handling
acconnt i~ \s~ocigted Broadeasting,
The Haylurst Co. told srossox that
many air advertiser<, both Canadian
and U.5. are foregoing a summer hi-
atus to hold time on the casino-type
giveaway
The saidl: “.\inerican
advertisers <hould keep in mind the
advantage of creating Canadian shows
for use here. Tape is being u~ed more
and more and all “tations are cquipped
to handle and give good reproduction
on this type of operation which lends
itself to fa~t. economical. national cov-
erage on a selective list of <tations<.”

programs,

agzeney also

The increasing experience of [U.S.
advertisers in Canada ha- had a good
effect on Canadian radio. Lxplains
Adam J. Young Jr.. who heads the <ta-
tion rep firm of the same name: * \ll
of the personnel that go to make the
deci<ions in the U.S, w0 far as the
buving of Canadian time i< concerned
are more and more familiar with all
of the problems imvolved. Whereas
formerly the Canadian accounts had to
rely on expert timebuyers in this coun-
try who had made a particular study
of the Canadian picture and who had
been doing a very intelligent job of
buying radio in the past, today the
account itself in most instances< and all
levels of personmnel in the U.S. adver-
tising agencies understand the Canadi-
an picture and its multiple problems.
This is resulting in more and more
business for Canadian radio.”

Looking to next season. Joseph
Bloom. head of Forjoe & Co.. savs:
“For the 1953-34 <eason Canadian ra-
dio is bound to ~how further increases.
This i< due to the increase in the Ca-
nadian population. purchasing power.
expansion of industries and further de-
velopment of natural resources. The
investment in Canadian business by
U.S. firms and individuals has provid-
ed most of the stimulation.”  * * =
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THE MULBERRY BUSH

the mulberry bush —the mul-
berry bush

Here we go round the mulberry
bush

SO EARLY IN THE MORNING!

The KMBC-KFRM Team is
looking under every ’Mulberry
bush* in the great Kansas City
Primary Trade Area in behalf
of its advertisers!

‘f‘i‘“"\\

If your product or service
needs to be brought out from
under the bushes where people
can buy it, call KMBC-KFRM,
Kansas City, or your nearest

e Free & Peters office, for
T availabilities on The
/ KMBC-KFRM Team.

The folks in the Heart of
America won’t bother

to beat the bushes for
your product. Today
they are buying the
things they hear about
on the radio station they
listen to most . . .

(4] Q“
®S RADIO FOR THE HEART oF AMER'

1931 1953

Twenty-two years
of
Successful
Selling

5000 watts

MONTANA

THE TREASURE STATE OF THE 48

Representatives:

Gill-Perna, Inc.
N. Y., Chi, LA., and S.F.
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250 Watts

Night & Day Night & Day
\ ’ MISSOULA ANACONDA
BUTTE

MEN, MONEY

(Continued from page 3)

Trouble with New York is that it’s
¢o “glamorous.”  Every person of ar-
tisite or aesthetic aspiration dreams the
great dream of conquering hard-to-
niake Gotham. Of course it can le
done but. as in all undertakings in life.
common sense should be taken iuto
account. Mere good looks. for a girl.
15 a drug on the market. Mere mental
alertness and willingness. for a boy,
is a so-what. Why spend a vear in
Times Square jerking sodas and read-
ing theatrical journals vainly hoping
for a “call” when the same year might
he profitably invested in a smaller city
actually on a television payroll?

* * *

Television is glutted. and radio is
elutted, and magazine editing and writ-
ing. too, precisely because we are
uniquely a land in which the voung
dream of careers of self-expression {ree
of prosaic drudgery. What hopefuls

never quite see for themselves until

* * * * * * * *

¢6Many factors are eontributing to the
current downgrading of radio. Among
these, of eourse, is the impacet of radio’s
new eompetition—television. [ would
not be guilty of underestimating i1
But ncither am I willing to regard it as
the big villain, for many of radio’s ail-
menlts were festering long before TV.
I'd like to repeat my belief that the
appearance of a new advertising medium
doesn’t create weaknesses in any other
medium. Television has merely exposed
the poor praetiees that radio has long
tolerated.*®

VICTOR A. SHOLIS

V.P. and radio-TV director

WIIAS, Louisville, Ky.
* * * * * * * *

years of disenchantment have taught
them some perspective is that run-of-
mill “talent” is common as Coca-Cola
signs in the United States. An edu-
cated guess places the number of writ-
ers in the country at 125,000. There
are perhaps 30.000 directors and pro-
ducers and 150.000 actors of various
kinds. As for “Girl Fridays,” they are
more nbiquitous than “models.” and
often as good looking.

* * L

So. we repeal. stay away from the
big city unless vou really have some-
thing special. sonie contacts. some capi-
tal. Or. in the classic phrase of the
talent-casting offices, “Don’t call us—

we'll call you!”
* * k

SPONSOR ASKS

(Continued from page 55)

didn’t take to big a budget for the ad.
vertiser to do the job, but it’s certain.
ty indicative of what the proper vehi-
cle can do. This advertiser had a prob-
lem and radio sohed it

Radio moves goods and it moves
people. hecause  wherever you go,
there’s radio. Radio has certainly re-
placed the Dhoy on the street yelling
“Extra! Extra! Read all about it!”

The current election in Canada will
depend a great deal on the power of
radio as the candidatex for public of-
fice know it to be the most powerful
and persuasive medium they can use.

The very geography of Canada has
almost dictated to advertisers that ra-
dio has been the No. 1
properly used.

In my experience in the last eight
or 10 vears with Canadian radio. ad-
vertisers” budgets have iucreased year
after year. and thev still admit that
Canadian radio iz a very Inexpensive
buy even though rates have increased.
In the early years. however. Canadian
stations proceeded cautioush in their
rate structure hut in the last few vears
have come into line.

THomas F. MaLone
Canadian Sales Manager
Adam J. Young Jr.. Inc.
Vew York

medium if

Any questions?

SPONSOR welcomes questions from
readers for use in this feature.
Suggested questions  will be
evaluated for their interest to
other readers and. if found suit-
able. will be submitted to the
most appropriate authorities for
answering. Topic in the 21 Au-
gust issue will be: " Are there any.
characteristics  of Negro-aimed
radio that advertizers ought to
be aware of?” Answerers of the
question will include advertisers.
agency personnel. station reps.
and specialized consultants. Fre-
quently readers submitting ques-
tions have found the answers are
helpful guides in the solution of
industry problems. Questions can
either be of general interest, or
related to some specific air ad-
vertising problem.

SPONSOR




NETWORK TELEVISION
By the Bell System

Bell System coaxial eable and radio relay rontes

Y y

provide the television industry with nationwide

facilitics making live network programs available
le] I le]

to more than half the people in the United States.

This is another of the Bell System’s public service

acliievements.

The job, whiclt began years before the first com-
mercial network service in 1918, is a long aud costly
one. It requires liuge investments of money. intri-
cate equipment and personnel trained in special
skills. Above all, it takes planning years ahcad . ..
channels must be engineered long before orders are

received from network companies.

Inaddition, televizion plans are always integrated
with future requirements for long distance telephone
service . . . for private line networks for government
and industry. All can use the same routes as tele-
vision. Thus, the public interest and the reguire-
ments of the television industry are both factors in

this development.

Equipment is complex, yet it must be highly
dependable and long-lasting. The value of coaxial
cable. radio relay systems and associated equipment
already in use by the Bell System for television is
nearly $§100.000.000. About 314,000 miles of tele-
vision cliannels are now avatlable and 13,000 more

will be ready by the end of the vear.

Charges for these facilities average about 10

cents a mile for a half hour of program time.

Py

Technician in Bell System television contral room
nakes a split-second sicitch by remote control of neticork

facilities at radio relay station over 200 miles away.

(£ BELL TELEPHONE SYSTEM

Providing transmission channels for the
radio and television industries today and tomorrow




Use WMBD To SELL
the Heart of lllinois

Obviously
OUTSTANDING

Population (SM) R 584,300
Radioc Homes (SAM) 127,870
Food Sales (SM) $152,571,000
Drug Sales (SM) $24,259,000
Ceneral Mdse. Sales (SM) $65,386,000

Effective Buying

Income (Net) (SM)

Per Family Income** (SM)

Per Capita Inoome®** (SM)
**pPeoria County only.
(SM) 1953 Sales Management Survey
of Buying Power. Further reprodue-
tion not llcensed.
(SAM) Standard Audience Measure-

ment.

$940,168,000
$6,157
$1.886

F 4

5,{
CBS Radio Network « 5000 Watts
Free & Peters, Inc., Nat'), Reps.

National Advertisers

Select KWJJ

for intensive coverage
of the Oregon country

The following partial list is typical of
the national advertisers who use KW)])
regularly.

Canada Dry Water Inc.
Dennison Foods

Ford Motor Co.

Pabst Brewing Co.
Tide Water Ass’t Oil Co.
Western Air Lines
Dulane Fryryte

Nash Motor Co.
Maxwell House Coffee
General Motors

Lucky Strike

Paper Mate Pens
Revelon

1011 S.W. 6th Ave. [/

PORTLAND 5,
OREGON

Vi
Y.
4/

3 UL ,’(“
i
)""’«u-s“"’o
Nat'l Reps.: BURN-SMITH CoO.
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49TH & MADISON
(Continued from page 21)

Our protest has to do with “Status
of TV Stations in 225 Metropolitan
Markets” by Dick Dunne beginning on
page 205—not. we hasten to add, with
the intent or with the information he
has presented but with the fact that
in the process it purports to rank tele-
vision markets. The information about
allocations, stations on the air, FCC
priority numbers, etc., is most valuable
and we would have no complaint at all
if the mformation had been listed al-
phabetically or regionally. But such is
not the case. It is listed on an alleged
“market importance” basis and it is
this basis with which we quarrel.

Dick has used Sales }Management
designations of markets which, in turn,
go back to U.S. Census designations.
On this basis, Charlotte is listed as the
one hundred and second U.S. market be-
cause the U. S. Census. and all market
studies based on [it] define the Char-
lotte market area as the home (Mecklen-
burg) county. We contend that this
designation is obsolete and blind to
the facts pertaining to Charlotte and
many other markets. For example,
Hearst Advertising Research made a
national on-the.spot survey last year,
involving thousands of personal inter-
views, asking people where they
shopped. Through this research they
established trading areas for hundreds
of cities through the U.S. published
under the title, “The 88 Leading Mar-
kets of the U.S.” The Charlotte market
area was listed as twenty-second in
population in the nation.

The current and widespread dis-
agreement ahout “markets” is graphi-
cally illustrated by tabulation which
immediately followed the SSC&B tabu-
lation in your same issue on page 220.
Here you listed the “Dimensions of the
Television Audience.” A quick check
showed us that on the basis of total
families, the Charlotte television mar-
ket ranks twenty-third in the nation.

So Charlotte is one hundred and sec-
ond on one page—twenty-third on the
next. Surely this illustrates most point-
edly the necessity of clarification of the
market concept.

What is a market, anyway?

Somebody, whose hand I would like
to shake sometime, said “Markets are
people with money to spend.” T would
like to endorse this definition and sug-
gest a few other qualifications. These
people should have several unifying

characteristics. They should in gen-
eral, speak the same language, have
easy lransportation to and communica-
tions with each other and, from a
seller’s point of view, should be sus-
ceptible to advertising through com-
mon media. The stores where they
trade should be located that they can
be sold and serviced at reasonable cost
by a centrally located salesman or sales
force.

Given these basic unities, the market
becomes more distinct with each addi-
tional unifying facior. Suppose, for
example, that these people are unified
by a predominant industry and a com-
mon agriculture, by a common racial
and cultural background, by a distinc-
tive history and— at the center—an
easily accessible and dominant city . . .
really dominant—a city that is the cen-
ter of a unified area in every sense—
in banking, retailing, culture, enter-
tainment, medicine, education—every
facility beyond the resources of the
satellite cities. Then, we contend, you
have a market in fact.

This is a very different thing from
market marriages-of-convenience where
a smaller city claims a larger one as
part of its market or where several rel-
atively equal cities pitch in together as
one market to improve their national
ranking. The unified area-dominant
city market is a bona fide, honest-to-
goodness, effectively exploitable mar-
ket. As a unit for marketing operations
it has every advantage of logic and
economics for the manufacturer’s sell-
ing effort as contrasted with the illogi-
cal, pin-point home-county market con-
cept.

Naturally, we’re going all out to
put across our market concept with
specific reference to Charlotte and its
market area. Just when we think we
are making progress we run into this
beautiful tabulation in an outstanding
publication which reverts to the Census
Bureau concept and, incidentally but
effectively. shoves us out of the first
twenty-five and into the second hun-
dred. The thing that hurts most is that
we feel it unnecessary. 1 don’t think it
was any important part of Dick’s in-
tention to rank American TV markets
but the article definitely had that effect
for the casual reader, which we all are
at times.

This is not a problem for Charlotte
alone. There are many other markets
which are definitely sold short by the
home-county market concept. What is
needed is a definitive study on the

SPONSOR
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question *What is a market?” And we
think sroxsoi is just the institution to
do it
Think it over, while | pick up my

toppled blocks and prepare a three-
page memo to all vur salesmen, elicuts
and prospects. It will point out that,
in Awmeriea, county Hnes are ot iron
curtains; that advertisiug, salesuen
and products cross them daily: and
that pending a more general agreement
on what coustitutes a market, a nianu-
facturer must know each market inti-
mately in order to get best value for
his advertising and selling dollar.

J. Roert CovincrTox

Vice President

WBT and WBTV

Charlotte

s SPONSOR hopes that no buyer will ever use
the ruvhiug lu the status report on TY as an
fndex of the warket’s Importanee wlthout first
conshlerlng the niany eriterla other than market
size as defined by the home eounty popnlation.
In an ecditorial in the 27 July laine, SPONSOR
pointed to the dangers of using slngle ranking

. as a determinant In buylng stations,

BIG JUMP

I's a big jump from Hollywood,
Cal., to Greensboro, N. C.—but srox-

| sorR accomplished it in a recent issue-

when it had an ad for KBIG on one

. side of the page, and one for WBIG

on the other 129 June 1953).

In the middle of the two ads: was a
column entitled “Timebuvers™ — and
that is understandable. as timebuyers
are usually in the middle!

Another coincidence was the fact
that in the KBIG ad there was a men-
tion of “John Poole,” and in WBIG's
space. of course. Bol Pvole was promi-
nent.

ALLEN WANNAMAKER
General Manager
WBIG, Greensboro

STAMPS ON TV

It was with greatest interest that |
found. in vour June 29 issue. an article
entitled “The Stamp of enthusiasin™ in
“Men. Monev & Motives™ (page 10)
and devoted to the possibilities of a
television-postage stamp tie-up.

We have been thinking the same
thoughts for some time and have de-
veloped au advemture show based on
the stories behind stamps. . .

All of the points outlined in the arti-
cle hit the nail on the head. However.
going even further. a program hased
on the many exciting stories about
stamps can be attractive not only to the

10 AUGUST 1953

collector but to practically anyone be-
cause the stamp can be used simply as
a medium for telling the story,

In addition the production of such a
show can be very inexpensive and can
incorporate audience participation in
even local station, thus
buildiug up tremendous local popu-
larity.

Fspecially vow

thie smallest

with the growing
sentinent against crime i clildren’s
shows, suel a program should appeal
to any sponsor sensitive to publie feel-
ing. It provides all the thunder and
action that juveniles ask, yet because

of the listorical and ecivie aspects of
stamps, can be billed as an educational
[eature.
Hirserrt RoskN
TV nlimited, ne.,
New York
o “Adventuees fn Stawpe,” a ISanlnute Hve TV

dhiow for children, fo described i a 20.page pree
centation araifabie ou request to TV - nlhinitedd.

15% COMMISSIONS

We're 1n this thing together: 1
every advertiser and his ageney would
repeat the above phrase at the start of

WREN GOES
ALL
THE WAY!

LISTENERS ... MORE HOURS ... THAN
OTHER STATION

WREN dives

your merchandising prob-

into

right

lem — with a full time
merchandising department.
If you're looking for prize-
winning merchandising,
low

combined with low,

cost-per-thousand ratings
WREN, in
Topeka, Kansas.

— check on

IN TOPEKA!

e WEID & CO. 5000 WATTS
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every client-agency meeting and then
act according to all its implications.
there would be few advertisers who
could truthfully sayv that the ageney
isn't worth its 15°¢ (see "Do agencies
earn thetr 157 on air accounts?” 29
June 1953, page 32).

An advertiser who doesn’t take ad-
vantage of the cumulative thinking and
experience of, not only his account
group at the agency, but of agency
management as well. isn’t getting his
money's worth, In order to do just
that the advertiser must
thesis that “We're in this thing lo-
gether.” and offer to the agency every
cpportunity to know the client’s husi-
ness and problems as well as the ¢lient
does himself. Once this basis is estab-
lished. then the advertizer should ac-

accept  the

cept the guidance and counsel that hiz
offers.  Generally  speaking,
agencies hire more high-priced talent
in the creative and research fields than
most advertisers simply because adver-

ageney

tising agencies have no products to
sell — only human talent. And they

In Rochester the radio picture is clear,
WYVET known for its "TERRIFIC VALUES”
offers 50,000 watt coverage at 5,000 watt

rates . . . The result—proudly we serre

more local accounts than any other three
Rochester stations put together.

- \\‘ ~\U -A L
A Real CM ~U “T
LEADER 1280 KC

IN ROCHESTER, N. Y.
Represented Nationally by
THE BOLLING COMPANY

144

niust offer the best.

In today’s competitive arket the
“one-man survey,” the “everybody’s a
TV programing expert” approaches are
dead—more than that, they’re deadly.
Give the agency an opportunity to put
it= creative talents to work, armed with
all the facts, informed concerning all
the problems, and entrusted with the
confidence it should enjoy in its role
as counsel and advisor, and any adver-
tiser will receive more than his 157
worth,

SECKRETARY-TREASURER
Widicest Agency
( Name withheld on request)

AIR MEDIA ABROAD

Your forum. “"How can the Ameri-
can advertiser make the best use of air
media in other countries?” (29 June
1953, page 62) ade for very interest-
ing reading. ['d like to add these ob-
servations.

Radio is a powerful advertising me-
dinn yet it is s0 economical and flexi-
ble it permits the advertiser to reach
whatever class of people he desires. al
a low cost. Before spending his money,
however. he should acquaint himself
with the rating of each station. Since
ratings are either unavailable or unre-
liable the advertiser or his agency
should survey the medium thoroughly.

Whatever networks are available.
their use is advisable to give the ad-
vertiser more effective and better con-
trolled advertising.

In some countries, like the Philip-
pines or Mexico, time on principal sta-
tions is hard 1o get. The advertiser
then mayv take a group of smaller sta-
tions and discover that with a smaller
budget he is «till reaching a consider-
chle segment of the audience.

Many advertisers use ordinary run-
of-the-mill programs, vet with a little
effort they could arrange for a success-
[ul quiz program, =av, in Australia.
where thev are popular. A baseball
program in Cuba or Venczuela will
prove more popular than a bullfight!

Develop a good jingle and keep on
nsing it if you know it sells. The Pepsi-
Cola and Black Flag jingles (the latter
hased on the Cucaracha melody which
gives il a natural tie-up) are good ex-
amples.

TV has made great strides in some
countries and certainly should be con-
sidered. However. rates continue high
and sets costhv—as in Belgium—uwhere
cach part that goes into the set pavs a

“taxe de transmission.” which hampers
development and keeps cost-per-1.000:
high.

Ricirarn F. Cousins

|'ice President
Dillon-Cousins & Assoc., Inc:
New York

NEGRO SURVEY

| believe vou will be interested in
this news.

With the cooperation of the Hous-
ton-Tillotson College for Negroes we
have just completed a pantry and med-
icine cabinet survey in 400 Negro
homes. This establishes for the first
time, at least in this region, the per-
centage of uc<age of basic foods and
proprietary 1nedicine usage and brand
preferences.

We believe many natioual advertis-
ers and sales managers will want to
know the relative position of their
products in the Negro market of Cen-
tral Texas.

Inquiries concerning specific brand
names or product classification will be
answered promptly.

The report is far too large to be pub-
tished and distributed in its entirety.

FRANK  STEWART
Manager

KTXN, Austin

COST-PER-M BUYING

I have read and reread your article
on cost-per-1,000 buying with a great
deal of interezt ("Why ‘cost-per-1,000
buying” hurts spot radio sponsors.”
15 June 1933. page 27).

I thought you would like to know
that we have secured over 100 addi-
tional copies of sPoNsoR for circulation
to all of our stafl and stations to make
doubly sure that thev digest the ma-
terial vou have so ably presented.

We have been nsing cost-per-1.000
for several vears as a *sales tool,” but
stricthy as a sales tool and not as the
sole criterion for <elling radio or tele-
vision time.

I think you would find it very inter-
esting if you pursued vour study of
cost-per-1.000 buying and selling in the
field of television where. vou will find.
a greal many facets in television that
make the proper application of cost-
per-1.000 even more complicated.

Raveir E. McKiwig
Paul H. Raymer Co,

New York

SPONSOR

s | .

40U

(o

-

forme
gissst
ern ]
F q

@nt

n
Netwo
grfall'
ot
~lale.
chand
the
“I'IYL"
York
ad 1
duzy
iched
senft
ol di
quest
iales
qed
o u-
‘I; d

|
|
|

%0
ez
laun

cide
i
lann
fio
fom
\la
730
(i

fquE




ROUND-UP
(Continued from page 53)

service, provided eritical emergency
communications and broadeast vital in-
formation during two of the wors
disasters i Michigan  history ™ the
pamphlet shows what a radio station
can do for the community it serves,

WANBC-WNBT' s

Network™

“Drug  Store
merchandising  plan
greatly helped Alka-Seltzer huprove its
New  York

State, according to Max Buck, mer-

ew
ha~

point-of-sale  <upport in

chandising and promotion director of
the New York stations. This Nel
work™ involves a tie-in with the New
York State Phannaceutical Association
and its 5,000 nmembers among retail
druggists.  Along with a heavy ad
<chedule on the stations, bulletins were
ent to the 5,000 druggists teling them
of display  material available- on re-
ajuest. Schinidt. MKa-Seltzer
salex mamager, reported that “*1.000 re-
quests for display material were mailed
to us by druggist< in 11 counties. This
is a showing without precedent as far
as my memory is concerned.”  \lka-
Seltzer was the first product 1o be
‘aunched by the “Network.”

Henr

When WIBG-FM. Pliladelphia. de.
ided to dizcontinue its broadeast of
night baseball games. it didn’t think
imyoue would mind, (By day. the sta-
ion broadeasts Storecast music to cus-
omers in Philadelphia’s Acme Snper
Markets.) But before cutting off the
zames, the station wanted somwe audi-
‘nee reaction. broadeast hourly  re-
juests three times a uight for two

o BELOIT, WISCONSIN

Within  three ahnost
[, 100 letters and telegrams Lad -
dated fromr 171

towns and fronr a~ far as H3 niles

night~. days,

the station, vonnng
The ~tation cracefnlly
begged listeners to stop sending nail.
WIBG-FM and the Storecast Corp. are
very happy with the newly discovered

way. vielded

miportance of the home andienee

hr line with the mncereasing ueed for
trained TV per<onnel the University of
Honstow has justituted a special tram-
ing program for “professional™ stu-
dents”™  people already employed at a
TV tation, facilities of
KUNT. the university station. the pro-

| sing the

agram consists of a two-week intensive
traiming course (10 hours a day) cov-
phase of TV
and station managewent. First partici-

CrnIg every production
pant~ in the KUHT program were five
niembers of the staff of KNOLE, o new
station scheduled to open this mouth in
Mlonroe. La. They are Mrs, Nell Grig~-
byv. Irving Zeidman. Jack Ansell Jr.
Jack Ratliff. and Ed Love. Conmiercial
stations intevested in the program can

contact KNUN'T,

Vo ultrasimodern building., featuring
au art gallery. a zoo. a greenhouse and
street-level entrances on each of it~
eight floors. will he the new houe of
Hallmark greeting cards a~ of about
January 1955, Located near the heart
of the Kansas City. Mo.. husines< di~-
trict. the ~ite of the new building i~ a
rochy area once thought to he unsuit-
able for coustruction. The new proj
cet. however. has been designed to take
fullest advantage of the buge mass of
roch and earth by incerporating the

rnggeed tervain in the plans according
ta ttathhaark presidem, Joyee Hall, €
stinction i~ already m \ Hall
mark ~ponsois the Hall of Fame
CBS Radio, sunday 9:00:9:30 pan
abso the Hallmark Theatre, NBC TN
Sunday 5:00.5:30 pan. Foote, Cone &
Belding i~ the agene:

WCPO.

DAUN

Cincinnati,  realizing
FOS1 that wighttime
radio a< it was programed before TV

Wi
m ()1‘::;!;(-r

could not <urvive in competition to
video in a T\ -<aturated area, then and
there made a sweeping change i s
evening programing. It <switched 1o a
basic program structure of popnlar
nsic, interlaced with news and <ports,
to eapture temporary pon-TV
er~. That this programing policy has
paul off would <eem to be ho
H(‘('()r(lil"' lo .:' ....‘I generdal 141
ager M. C. Watters. by the May 1953
Hooper report for Cincinnati which
shows< 250-watt WCPO in first place al
night with the highe<t average quarter
hour rating from §:00-11:00 pan

view

WIEMY. Green<boro. \. C.
tributing copres
of six leading Southerp cities that ha-
been prepared by the firm P’eat.
Marwick. Mitchel & Co., certified pub-
lic accountants. The repon
timated popnlation. retail sales. and
effective buving income of market are:

1= di~

of a market analy s

ner s

within a 53-mile radius of \tlant
Green<horo.  Charlotte.  Birmingham
Norfolk. and Richmond. It can be used

as |‘a:-57- !.:l» co ‘::r&““: ot ll:e
ket area covered by the TV stations lo
-ated in these cities, C K)F '~ e

tained fre Peat. Marwick. Mitchell

nar-

,_ —/  BASIC "INDEPENDENT
Y\- \THE ONLY STATION SERVING

& /;\All_:? HIGH INCOME Markets!

o ROCKFORD, ILLINOIS

o JANESVILLE, WISCONSIN

WRITE FOR DETAILED COVERAGE MAP
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The lighting of TV studio sets gen-
erally presents a big headache to sta-
tion directors because it entails the
complicated and tedious work of
switching each light individually. Also
lights can not be set up for a show
while another show is being televised.
KOTYV, Tulsa, has installed a “simph-
fied lighting” unit that eliminates these
difficulties. It is an electrical panel
that gives directors “finger-tip con-
trol” of all studio lights. plus a mike
for communieation to all parts of the
building. The switches enable the di-
rector to set the lights for a given set,
and flip a lever to the position which
darkens the set until ready for use.
Then, when the time comes, lie throws
the lever to the opposite position and
the set is illuminated as planned—all
in one operation.

* * *

WBAP-TV, Fort Worth, Tex., now
boasts a completely equipped weather
station right in its own studios. With
weather such a vitally immportant thing
to Texas farmers, ranchers, pilots,
builders. WBAP-TV has been present-

ing a Weather Telefacts program since

CLEVELAND'S

STATION

5,000 WATTS—850 K.C.
BASIC ABC NETWORK
REPRESENTED
BY
H-R REPRESENTATIVES
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October 1949. One of the originators
of this programn was Bob Denny, Amer-
ican Airlines ineteorologist. With the
idea that weather instruments for a TV
station would be very practical, Denny
designed and built the weather station
at WBAP-TV. It is complete with dials
indicating baronetric pressure, tem-
perature. wind velocity, and direction;
these dials are linked to outside weath-
er instruments, enabling viewers to get
up-to-the-minute weather data around
the clock. The nightly Telcfacts pro-
gram (10:30 p.m.) now employs the
new facilities.

* * *

KYA, San Francisco, captured the
National Safety Council’s Public In-
terest Award for 1952 with its Mon-
day-Friday 4:00-6:00 p.m. program,
Car-Tunes. Broadcast since Septem-
ber 1952 and aimed at homeward-
bound commuters, the program origi-
nates in part from the dispatcher’s of-
fice at the San Francisco-Oakland Bay
Bridge where KYA announcer Bert
Winn is stationed to give first-hand
bridge, weather, and safety informa-
tion. Music, news, and commercials
come from the KYA studios. Official
statistics show that in the first six
months after the inception of the pro-
gram (September 1952 to February
1953) the accident rate on the bridge
has decreased 19%.

* #* *

Long known for its high-fidelity re-
cording and transcription work, United
Broadcasting Co. in Chicago finds it-
self sufficiently deep in film work to
warrant changing its name to United
Film and Recording Studios. Firm
has been undergoing a $250,000 ex-
pansion program during past three
years and has experienced a tremen-
dous demand for TV features and
commercials as well as industrial films,
according to William L. Klein. presi-
dent of the company.

* * *

After a 13-week test run with rental
applicable against purchase, Phil Davis
Musical Enterprises. Inc. signed a con-
tract giving all radio and TV broad-
cast rights for its musical commercials
to Kal. Ehrlich & Merrick. The com-

mercials are for Old Georgetown Beer.

* * *

The College of Arts and Sciences of
Indiana University has established a
new department in the radio-television

fields.
conducted courses in radio for 16
years, and in TV for the past two
years, the subjects had not been given

academic rank. Centralizing the super-

vision for these subjects was necessary
to meet the growing demand of com-
mmercial stations for college trained
personnel. say college officials. Exist-
ing courses provide for a B.S. degree
in radio, but the curriculum may be
rearranged in the future to tie in with
other University schools and depart-
ments, and to permit the student ma-
joring in radio to receive an A.B.
degree.

* * *

“The Story of Selling in Baltiinore
Through Television” is being circu-
lated among advertisers and agencies
by WBAL-TV. The presentation de-
parts from the routine in detailing the
character of the station itself. It was
compiled by WBAL-TV Sales Man-
ager Bud Freiert and the Edward Petry
& Co., station’s national reps.

* * *

More than 3,000 women from Minne-
sota, the Dakotas, Nebraska, and lowa
attended a series of four Neighbor
Lady Picnics celebrating Wynn Speece’s
12 years of broadcasting as Your
Neighbor Lady over WNAX-570, Yank-
ton, South Dakota. The gallivanting
cals brought their own lunches and
coffee and cake was served by WNAX.
Station musicians furnished the enter-
tainment.

* * *

A new book, The Television Man-
ual, by William Hodapp has just been
published by Farrar, Straus and Young.
A guide to TV production and pro-
graming. the book was written by the
executive director of Teleprograms,
Inc., and producer of American In:
ventory, NBC’s weekly experimental
venture into adult education by TV.

* * #

When a fire caused a lot of smoke
damage to Kay’s Department Store in
New Haven, the owner scheduled news-
paper ads saying he’d be closed “all
day Thursday.” Wednesday night he
changed his mind. but it was too late
to change the print ads. So he peppered
New Havenites with announcements
over WAVZ that he was running a
“smoke sale” on Thursdayv. The store
was jammed when the doors opened,
stayed that way all day.
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Nielsen figures show that the Ford
Motor Co. Fiftieth Anniversary Show,
telecast via O NBC and CBS TV
network stations on 15 June reached
16,191,000—the largest andience for
any show put on by a single sponsor
or an estimated 70.7 of all TV homes,

A new type of radio sponsor was

> picked up by WCMB, Tlarrishurg. Pa.

aunounce-
ments daily the
station and the Pennsylvania Turnpike
Commission. Drive is designed to pro-
mote safe driving, edncate the drivin
Turnpike rules and

A 52.week contract for five

was signed between

public concerning
regulations, and prepare for winter
weather and road condition hulletins,

* * *

In keeping with industry’s tendency
1 10 kick off a new line of products with
a blast of bugles, Crosley Division of
Avco tossed up a star-studded produc-
tion as a means of introducing the
1954 TV line to its distnibutors. At
the Cincinnati showing, Dorothy Col-
lins. Snooky Lanson. and other featured
performers on the Hit Parade joined
Victor Borge. Patsy Kelly, Phil Foster
m demonstrating new features of the
line. Crosley will cosponsor Your
Hit Parade with the American Tobacco
Co. next season.

* * *

The Radio Executives Club of New
England celebrated its healthy financial
status by bestowing gifts upon past
presidents who served during a period
when the treasury was sadly depleted.
Now in its fifth year, and with close to
175 members. the club presented suit-
able gifts to Wilham B. McGrath, gen-
eral manager of WHDH and REC-NE's
first president: also to Rudy Bruce, ad
inanager of New England Coke Co.
Presentations were made by C. Herbert
Masse. sales manager, WBZ-TV. newl,
elected president of REC-NI-.

* » *

KTLX-TV. San Angelo. Tex., recent-
ly placed ads in local newspapers as
well as announcements on its own pro-
grams encouraging San Angelites to
come to the studios for TV auditions.
Station. interested in building up local
programing. plans a number of shows
built around local talent.

#* * *

Working on the theory that it's more
important for listeners to know where
‘you are than who you are, CJOR, Van-
couver, B.C., has registered the name
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IN ROCHESTER Pulse surveys and rates the 422 weekly
quarter-hour periods that WHEC is on the air. Here’s the

latest score:

STATION  STATION STATION STATION STATION STATION
WHEC B Cc D E F
FIRSTS ........... 267 103 12 7 0 0
TIES................ 32 30 1 3 0 0]
Station on

til sunsel only

WHEC carries ALL of the ‘‘top ten’
WHEC carries SIX of the ‘“‘top ten’’

daytime shows!

evening shows!

LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: —

NEW YORK
5,000 WATTS
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New England's

Eastern Conn...

Served best

by its largest city
*NORWICH thru

Some of Eastern
Connecticut’s big

installations include
DOW CHEMICAL
(Six miles from Norwich)

ELECTRIC BOAT CO.
(Submavines)

SUB BASE, GROTON
(Ten miles, nearly
15,000 people)

PHIZER CHEMICAL
AMERICAN SCREW CO.
U. S. FINISHING CO.

AMERICAN THERMOS €O.
and hundreds more.

Here isthe #1 Hooper station
with the best local Music
and News
programming

and NOW one LOW RATE
6:00 AM-10:15 PM

Force of Nprwid; ]

contact John Deme, Mgr.
*Norwich 37,633
New London 30,367
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Robert L. Foreman, radio-T1" v.p., BBDO,
recently took on new duties as chairman of the TV
plans board of the agency. Foreman. who headed
the radio-T1" commercial department, will concern
himself with program devclopment, dissemination

of TV information throaghout the agency, and
maintenance of relations ammong advertisers, agenc,
and broadcasters. Associated with BBDO since
1939, Foreman has contributed a regular rolamn
of commercial critiques and comments to ~PONSOR
jor over three years, wili continue to do so.

Henry R. Flynn., formerly Eastern sales
manager for CBS Radio Spot Sales, has been pro-
moted to general sales manager for CBS Radio Spot
Sales. 1lis new post includes operations in New
York, Chicago, Detroit, Atlanta, San Francisco.
and Los Angeles. Flynn started wotrking for CBS in
1935 while still a student at USC, After tackling
rarioas selling jobs for the net, and time out for
fire vears in the Navv, he transferred to New York
in 1919, became asst. sales mgr. in 1931, Eastern
sales mgr. in 32. He's married, has four children.

Theodore C. Streibert, jormer chairman
of the board of Mutual Broadcasting Svstem, was
nominated by President Eisenhower as director
of the new United States Information Agency.
Vew agency embraces the Voice of America, the
overseas library program and other overseas
information activities. Streibert became asso-
ciated with radio station WOR in 1933, was among
the founders of WBS the following year. became
board chairman in 1919. Said he of his new
zorernment post: “It's a tough job.”

Tom MeDervmott, director of T1 department
of Benton & Bowles, was naumed 1vice president in
charge of production of all Benton & Bowles radio
and television shows. McDermott has been with the
agency since 1912 and. in his new job, will tale
on many of the duties formerly superrised bv

iM alter Craig who resigned in Vay. Craig becomes
vice president and director of Pharmaceaticals,
tne.. Newark, makers of Serutan and Geritol. on

1 September. Among big B&B air spenders are:
GE. Best Foods. Croslev. General Foodls.

SPONSOR
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Welcome back, King Arthur

Nobody who witnessed Arthur God-
frey’s return to the TV network picture
on a recent Monday night could have
failed to be deeply affected.

He ran the show from a chair on a
Virginia farn, his crutches on the
grass beside him, his chuckle filling
the air, as though he hadn’t just spent
long weeks in a hospital after an oper-
ation that might have paralyzed him
for life.

You needed to see him ouly now to
understand why he has become radio
and TV’s leading star as well as top
salesman.

Is it because of the fine core of hum-
bleness benecath his jolliness. his ease
and dignity, and his flair for the dra-
matic that America loves him so?
Maybe this Godfreydian quality will
not escape other advertisers (and per-
formers) secking the key to successful
selling.

[t made us glad to read the next
morning that, according to Trendex,
91.1%¢ of all viewers wlo had their
sets on in 10 cities were tuned to King
Godfrey’s program.

Nighttime radio coming back?

From potentate to pariah in five
years.

That’s the story of nighttime radio—
but thie last chapter hasn’t been written
yet. SPONSOR predicts, in fact, that the
pendulum of advertiser interest will
swing again. It's dubious, of course,
that advertisers will ever flock to night-
time radio as they did before TV. But
we think there’ll be a definite turning
from low interest to high attentiveness.

Nighttime radio has heen plagued by
two factors:

1. Buyers aren’t prone to measure
it against other media in terms of cost-
per-inipression or sales results. Instead
they measure nighttime radio against
itself, against what it could deliver in
its top audience years.

2. The reports of nighttime radio’s
audience decline were exaggerated.

A lot of the trouble boils down to
loose talk. Once the tongues start wag-
ging. negative factors become distorted
and blown up larger than life. In this
issue, for example, sPONSOR takes 12
loose statements about nighttime radio
you might hear in any conversation
among admen nowadays and rebuts
them with the research facts. Among
the statements we've labeled as falla-
cies are these:

e “When a TV set is on. nobody
listens to radio.”

e “Nighttime radio’s circulation
costs are rising.”

You'll find this article on page 30.
If you're got some rebuttal to our re-
buttal or another point of view to ad-
vance, here’s an invitation: Write us
a letter so that we can give the issues
the fullest airing. Address: 40 E. 49 St.

Another article in this issue (on
page 28) gives you a case history of the
nighttime radio advertising of Morton
Salt Co. Morton’s experience is that

Ap__pla-_usg

The Christal study

Radio owes a debt of thanks to the
11 Christal stations for sponsoring
something revolutionary in radio re-
search: a non-competitive study de-
signed to help all radio and not just
a few individuals or stations.

This study uncovers one astounding
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fact abowt radio. among many others
interesting but not quite so remarkable:
that 357¢ of all adult Americans (some
33.8 million in TV areas) have so
much confidence in radio that they
would turn to it to verify a rumor of
war.

Full credit should be given by agen-

nighttime radio’s impact has been in.
creasing—especially in the older estab.
lished TV markets. The company is
enthusiastic about nighttime radio and,
as we said, we predict the ranks of the
enthusiasts will grow.

* * *
Why you should sell in Canada

With the help of magazines like
SPONSOR the American air advertiser
is becoming more and more aware of
the basic facts about Canada and Ca.
nadian radio and television.

As a market, Canacda is America’s
biggest customer and also sells the
most to us of any foreign country. Its
14.6 million people enjoy an annual
income of over $18 billion and spend
$11.3 biltion of it on retail goods.

There are 183 U.S. companies adver-
tising today on Canadian radio; 75
U.S. agencies are using Canadian ra-
dio. Both numbers are growing. More
TV sponsors are also coming in.

Especially interesting is the evidence
of the tremendous vitality of Canadian
radio. Example culled from srPoxNsoR’s
third annual Canadian section (starts
page 59) :

o Le Casino de la Chanson, a give-
away program on CKAC, Montreal,
pulled close to 6.5 million letters last
vear alone. (There are only 4.5 mil-
lion French-speaking Canadians.)

Canadian radio is perhaps even
more indispensable to the advertiser in
Canada than radio is in the U.S. be-
cause of greater size. distances. and
farm population. and fewer magazines.
newspapers. and TV sets. Americans
have been quick to realize this. Youll
find most of the network program
sponsors in Canada to be of U.S. ori-
gin as a result. This most penetrating
of sPONsOR’s annual Canadian sections
should help you get into the race.

cy and advertiser alike to the Christal
stations and the Henry I. Christal Co,,
as well as Alred Politz Research, for
statistically proving the universality of
radio and its importance in the daily
life of the American people. (SPONSOR’s
story on this remarkable precedent-
shattering survey begins page 36.)

SPONSOR
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