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TELE VISION IN THE WHAS TRADITION 

no ••• 
• tWice t e ogromtime 

With the arrival of the coaxial cable in Louisville, \X'HAS-TV now 
doubles its operating time. 

Starting in the early afternoon, 7 days a week, \X'HAS-TV offers an 
outstanding lineup of local shows with a real Kentuckiana flavor ... 
plus the all-star array of CBS-TV programs. 

Serving a market of more than 
50,000 television homes 

Basic CBS 
in fe (connected 

Affiliate 

VICTOR A. SHOllS, Director NEIL D. CLINE, Sales Director 

REPRE SENTED NATIONALL Y BY EDW ARD PET RY AND CO . • ASSOCIATED WITH THE COURIER ·J OURNAL & LOUISVillE TIMES 
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510 MADISON AVENUE, NEW YORK 

7950 RADIO SET PRODUCTION TOPS MILLION MONTHLY-Radio-Television Mfrs. Assn. 
reports record 8,750,965 home, portable, auto radio sets produced in first 8 
months 1950. Breakdown shows 4,850,402 home radios (AM and FM) ; 1,284,578 porta
bles; 2,615,985 auto radios. In same period 4,146,602 TV sets produced. 

RADIO/TV MANUFACTURERS' AD BUDCETS ZOOMING-Informal poll of 12 RTMA Advg. 
--- ------ - -

Comm. members mid-Sept. revealed 11 increasing ad budgets in second half 1950 over 
first half. Increases average 104%. Nine anticipate similar or expanded budgets 
in '51. Average 1951 over 1950 increase estimated at 9%. Firms represented were 
GE, Philco, Zenith, Stromberg-Carlson, Crosley, DuMont, Westinghouse, Emerson, 
Motorola, Bendix, Arvin, Hallicrafters. 

MOST RADIO STATIONS HAVE NET AFFILIATION-As of 1 Oct. AM outlets were almost 
evenly divided between net-affiliated (1163) and independents (1012). But with 
advent of Progressive and Liberty Broadcasting Systems, both fashioned for local 
outlets, balance swinging sharply to net affiliates. Two newcomers look to have 
at least 500 stations on dotted line by 1 Dec. Liberty, specializing in sports
casts, already on air; Progressive, beaming chiefly at daytime women's a udience , 
will inaugurate 26 Nov. 

NO DEARTH OF SPONSORS TO EXPERIMENT WITH COLOR TV-Despite predictions by 
TV set manufacturers of few color TV sets for many months, many advertisers eager to 
participate in 20 hours weekly CBS will give to TV color. Interest centers mainly 
on color techniques for commercials rather than programs. Several TV film studios 
gearing for video business. Jerry Fairbanks Prodns., expert in movie color shorts, 
making commercials in 16mm. Kodachrome and 35 mm. Ansco and Eastman. For the rec
ord, first network color TV sponsor is Mohawk Carpet (agency: George Nelson, Schen
ectady) which ran tests weekly over NBC facilities from Washington, using RCA 
color technique. 

RESEARCH CONFUSION-CLEARING COMMITTEE OF AAAA DISSOLVES-AAAA Committee 
which had hoped to reach conclusion as to what radio/TV research advertisers need 
dissolved quietly last week. Seems members could agree only that a ll research 
services had merit in one way or another. Meanwhile, all-industry committee 
formed at instigation of Stanley Breyer, KJBS, San Francisco, is still hard at 
work. Eight-man committee, headed by Ken Baker, NAB research director, has 
dropped original Hooper-Pulse investigation, is now busy on plans to appraise 
various research organizations technically. (For story on research muddle, see 
page 28.) 

"PO~SOR, Volume 4, ~o. 22, 23 October 19;;0. Publi shed biweekly by SPO?\SOR Publications Inc .. at 311 0 E lm Ave. , B altimore 11, 1I1d. Executive, Editorial, Circulation 0IIIte 
510 Madison Ave .. New York 22. $8 a ye ar in U. S. $9 elsewhere. Ente red as second ciass matt er 29 J anuary 1919 at Baltimore, ~Id. postomce unde r Act 3 1IIII1cb 187g. 
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ST A TlON PROGRAM SPECIALIZA TlON TREND INCREASING-Radio stat ions, some wi th urg-

ing of n a t ional r epresentativ e s, a re moving toward winning sharply-defined, loyal 

audiences . Tre n d has continued for some time, is gaining more favor. Most com

mon s p e c ializat ion s a re women's programs, sports, popular music, news, kid's 

shows, rur a l servic e, community service. Some TV stations are striving for person

a lity , t oo, with WP IX ( N.Y. ) a iming at "New York programs for New Yorkers." 

SUPER-BAB HITS RESPONSIVE CHORD-Both broa dcast buyers and sellers like idea of 

mill ion-dolla r BAB, pla nned for early-1951 start as successor to present limited 

Broadca st Adverti sing Bureau. Buyers point to helps afforded newspaper adver

tise r s by million- dolla r Burea u of Advertising of ANPA; would welcome similar 

se rvice for br oa dcas t adverti s ers. NAB station members have endorsed plan at 

every Distric t Meeting held to date. 

4 OUT OF 5 TV CITIES HAVE NETWORK SERVICE-Only 14 TV cities are now lacking 
- --------------------~ 

n e twork fa c ili tie s , 5 of them in Oklahoma and Texas. WSM-TV (Nashville) 107th 

s t a tion on ai r (bega n operation 30 Sept.) took programing from all 4 nets right 

f rom opening gun as result of own microwa ve relay link from Louisville. Five 

bas ic CB S outlets ( Ca ble TV St a tions) are selling idea of 5-market interconnected 

net. Cons ists of WAGA-TV, Atl a nta; WBTV, Charlotte; WMBR-TV, Jacksonville; 

WAFM-TV, Birmingha m; WFMY-TV, Greensboro. 

NEWSPAPERS RATE HIGHEST IN ENGLAND, RADIO IN U. S. -Some measure of relat i ve 

importa nc e of r a dio vs. new s pa pers in England and U.S. is glimpsed in impressive 

new volume, "World Communications, II published in Paris by UNESCO under direction 

of Albert A. Shea, Canadian mass communications expert. Newspapers bought in 

Brita in e a ch day number 570 per 1,000 persons; in U.S., 357. But Britain has only 

227 r a dio s ets per 1,000 persons; U.S., 566. Movie seats per 1,000 population are 

ne a rly identical; 84 in Britain, 83 in U.S. Book, available in U.S. through Co

lumbia Univ. Press, gives vit a l statistics on 160 cow1tries and territories. 

EXTRAS MARK LIBRARY SERVICES-Services like Lang-Worth, World, RCA, Capitol, 

As s ociated, St a n dard, MacGregor not long ago dispensers solely of library musical 

disks, now help clients cash in on sponsor possibilities in many ways. Expert 

commercial script s , well-defined 26 and 52-week programs, recorded homemakers' 

s hows salable on pa rticipation basis, recorded sound effects, are some of 

"bonuses." Latest reported are transcribed 15-second commercial jingles by 

Standard on Christma s shopping, Dollar Day, furniture, jewelry, automobiles. As

socia ted ties in with gridiron interest by publishing booklet of football songs of 

69 colleges played by Associa ted Brass Band. Commercial emphasis by libraries 

g ives adverti s ers ch~ice of popular low-cost programs in specific markets. 

7957 YEAR OF ACTION IN SOFT-DRINK FIELD-Look for lots of action in carbonated 

beverage s fiel d in '51. With s trong ad-minded team and $5,000,000 ad budget Pepsi

Cola is out to ma ke Coca - Col a look to its laurels. Use of radio, TV will be heavy 

by both . New drinks, like non-carbona ted "Circus Punch," are readying national 

campa igns . One cloud on ho r izon: gla ss bottle shortage is plaguing some firms. 
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YEsI WDAY IS THE 
OVERWHELMING FAVORITE 

IN THE CITY- ~j~? 
~ \-~ ~ 

Yes! urhan and rural, WDA Y just doesn"t 

have much competition in til(' wealthy Hed 

Rin'r Valley! "('re's the proof! 

(I) A 22-county suney of rural listening 

habits made hy ~tudents of North Da

kota Agricultural College show~ that 

78.6% of tile families pref('r JFDAY, vs. 

only 4.4% for t"(' Il('xt station! 

(2) For the pedod Dec. '49-Apr. '50, WDA Y 

got 1I10re than three times as great a 

Share of Audience a~ the next station, 

MOl"ning, Afternoon and Evening-got 

the high('st Hooperatings among all 

NBC stations in tlu> lllition, for t"(' S('i'

ond t;me ;Il (I row! 

(3) BMB Study No. 2 credits \VDA Y with a 

Daytime Audience of more than 200,000 

families - 77.70/0 of w"om are (ll'erage 

(iaily listeners! 

Write direct or ask Free & Peters for all the 

facts ahout fabulous WDAY! 
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W 
D 

A 
Y 

FARGO, N. D. 
NBC • 970 KILOCYCLES • 5000 WATTS 

+
~ 
, : FREE & PETERS, INC. 

Exclllsive National R epresentatives 
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ARTICLES 

Grot·ery stores Oil tile nir 
Standout chains and dealer associations are showing retailers how to 2 , 
make the most of radio and TV 

IIolV Ifristo'.JlIyt-rs rides t h e trellds 
High-budget network radio shows made B-M products sales leaders. 2 .' 
but they've changed their thinking to meet new conditions 

TIle illside story oj' n film c ommerci", 
Many sponsors have found film commercials more effective. in the long 
run than live ones. They've also found ways to cut costs. choose pro
ducers wisely 

11re !JOU ill tile mifhllt- o j' tI..- rese n rcll "flu'fI'e ? 
When ra ting services disagree. it's the advertiser who's mo.t perplexed. 
This should help him clear th e clouds away a bit 

Is your (·'ns.~.'Jrodu(·t r i lJe for "u.ss s n'es? 
Broadcast media have played important part in enabling "kosher" wines 
to burst ethnic bounds. sell to a booming mass market 

Itlysteries : tlleY 'otOe 'em 0 11 TV, t oo! 
Mysteries wasted no tim e in racking up big audiences on video. are fast 
becomin g one of TV's best program buys 

COMI NG 

IfrowII ~~ n ' illiffmSOIl 011 tlu- nilo 

SPONSOR wi ll c hronicle the experiences of a tobacco company which is 
strong believer in continuing power of radio 

A df·""gotJlu-ut StO'Of- !IOf-S on "'V 
Ste p-by-step account of how a major department store went abou t organ
izing a ne w TV show. Complete insid e story on problem ~ . stra t eg y. costs 

Ad uunlf'~if-'o'S ~Hu,'.: slu-Jf 
W hat can books do for advertising world profession <? ls7 Are advertising 
b ooks just coll e g e- boy stuff? A nswe r to come 

26 

28 
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: DEPARTMENTS 

QUERIES 

MEN, MONEY & MOTIVES 

NEW AND RENEW 

MR. SPONSOR: ARTHUR MURRAY 

P. S. 

RADIO RESULTS 

MR. SPONSOR ASKS 

ROUNDUP 

TOOLS (BROCHURES) AVAILABLE 

EDITORIALS 

COVEJ{: Frank Stanton, 
CBS pres ident. is in center of 
TV's hig~est storm to date. 
Though he faces strollg set
manufacturer opposition, spon
sors. at least. are no problem . 
.Mall Y arc anxious to sell with 
color demonstra tions of prod
ucts - once set problem is 
licked. (See Sponso r Report ) 

Editor & Presid ent : Norman R. G :enn 

Se creta ry-Treasu rer: Elaine Couper Glenn 

Ma na g ing Edit o r: Miles David 
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IT'S EASY, ---WHEN yOU . 
KNOWHOW! 

••• • AND SHREVEPORT HOOPERS PROVE IT! 

Share 01 Audience, Tol:al Ral:ed Periods Eor TEN REPORTS 
DECEMBER, 1948 Through APRIL, 1950 

50% 

STATION B ..... 30w ••••••••••• ••••••• '0 •• • ••••• 
•••••••••••••••• ••• 

STATION C -------------__ 20% --------------------
STATION D 

Hoopers and BMB both prove that KWKH is the 

overwhelming favorite in and around Shreveport! 

I The graph at the top of the page illustrates the findings 

lof Hooper reports covering a period of 16 consecu

tive months. It not only proves that KWKH gets top 

Shreveport ratings; it also shows that KWKH is con

sistently increasing its leadership over other Shreveport 

stations! 

The pie-chart at the right shows the kind of loyalty 

I accorded KWKH by its large rural audience_ Well over 

half the 303,230 families in KWKH's Daytime BMB 

Audience listen to KWKH 6 or 7 days weekly! 

I 

That's the proof of KWKH's superiority in this rich 

Southern market. What other facts would you like? 

1 50~OOO Watts • CBS 

BMB 
FIGURES 

PROVE IT 

TOO! 

ille Dranl1am Lompany 
Representatives ...... '-"---------

Henry Clay, G eneral Alall ager 

5% 



6 

Montreal • 
IS 

MARKETS 
~'ilhin Montreal's eit)" Iimi t ~ 

lip" a hillion dollar market. 
Onbide tlw eit)'. ineluded in 

a radills of 50 to 75 miles, 
exb ls a s('('onll ,ast trading' 
zone. The first ~nn'ey, just 
eompleted in thi~ twin Jllar

kel, clearly indieal<'''' oJle fact 
-CKAC raIl"" IOflS :1I110Ilg 

the 185.000 FrPlld. radio 
1.01111"'; in .Montreal';.. Market 
~(). 2. 

Don't Iw eonienl with just 

hal/ of Montreal. eel filII 
value for your Jll 0 II I" y. 

There's no di""'Ollllt 011 your 
ad,erli ... ing ,Iollar when yon 

1I~f' CKAC, l\ionlrf'al. 

Writl' CKAC for additiollol 

ill/ormotioll IJ(lSl'(1 Oil tl/.f~ rl'

C('IIt Elliott-lfflJIIl's Sllrl'(>" 0/ 
il1oll,r(>al's s(>CfJlul marla". 

I 
CBS Outlet In Montreal 

Key Station of the 

TRANS-QUE BE C radio group 

CRAC 
MONTREAL 

730 on the dial. 10 kilowatts 

Representat ives: 

Adam J. Young Jr •• New York, Chicago 

William WrighT - Tarant':) 

BAKERS ON THE AIR 

Noticed with interest your excellent 
treatment of "Bakers on the air." 

For quite some time now, we've been 
doing a bang-up job for Wolf's Inc., 
bakers of Sunbeam Bread in Louisi
ana. Naturally, we'd like to get in 
touch with some of the other members 
of the Quality Bakers. Would you 
please give us lack Coffey's address in 
New York. 

By the way, this is the third year 
that I'm subscribing to SPONSOR. And, 
I've still not received the laro Hess 
drawings during any of my renewals. 
Please send me a set. 

SPONSOR, to my mind, is one of the 
most concise, factuaL and interesting 
publications 111 the aural advertising 
field. Keep up the good work. 

PETER T. WOLF 
Tllne Ads of America 
Longview, Tex. 

Orchids on your very comprehensive 
story, "Bakers on the air." May we 
please have three additional copies of 
the 2.5 September is~ue. 

DORA THEA A. HASSLER 
Radio & Television Director 
Beaumont, [feller & Sperl£ng 
Reading, Pa. 

I have just seen the 25 September 
issue of SPONSOR. It contain" a very 
interesting article called "Bakers on 
the air." 

We are in the midst of preparing 
plans for some bakery business. I 
would like very much to ohtain 14 
copies of this particular issue because 
of that article on bakeries. 

BROKEN A.R.M. 

nlCHARD R. BECK 
Account Executive 
JolIn C. DOIl ,rl, Inc. 
Bostoll 

You hroke my ann (A.ltM., that 

I 

is!) wilh your persistent promotion. 
I neally, yours is an intere"ting ancl 
va luable magazine. !;:very agency ex-
ecutive who is interested in the media 

I 
and method of the future should read 
it regularly. 

Now, send me the latest TV station 
map, will you please! 

ARTHUR R. MACDONALD 
Arthur R. MacDonald Advertising 
Chicago 

W ESTERNS ON THE AIR 

F or your information, I was just ad· 
vised this week by the Albert Evans 
Agency that their account, Williamson
Dickie of Fort \\70rth, Texas. who are 
America's largest manufacturers of 
matched uniforms and working clothes 
and who sponsor Foy Willing and the 
Riders of the Purple Sage, that this 
program has received top ratings dur
ing the time it has been on the air. 
This program, which is strictly West
ern throughout, is now running in such 
ci ties as Chicago, Cleveland, Boston, 
Detroit, Dallas, ~Iacon, Amarillo, 
Houston and San Antonio. 

Also for your information. this par
ticular Western show has been on well 
over 200 radio stations. The sponsor 
is now well within the second year of 
running this program and will soon be 
starting the third. 

CHARLES A. KEi\NEDY 
President 
Tete/cays Radio Production:» 
11 oll)'wood 

THE HAPPY MED IU M 

When I had the stamp made last 
year (see cut), all my friends told me 
I had gone much too far on the corny 
side. and 1 was really ribhed. 

L3he Happy Medium_ 

Now, with our very popular SPONson 
magazine using it, my idea seems 
much. much better. and I can now look 
everyone in the eye again! 

EDWARD K. KEi\IBLE 
Manager 
KDB 
Santa Barbara 

(Please tum to page 70) 
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q. 

Reader inquiries below were answered recent
ly by SPONSO R's Research Dept. Answers 
a re provided by phone or mail. Call MU. 
8-2772; write 5 10 Madison Ave., New York 22, N. Y. 

\Vhich ('a tegories I"4m k as the top fOlll' in spo t .·adio ~Hlyertis i llg 

dollar.wi s(" ? Adl'ertising agency, .Yew Yorh 

A. The top four, IIot necessarily in the following order, are 
FOOD, SOAPS alld CLEANSERS, DHGGS, and TOBACCO. 

Haye you any TV SlU'ce!o1S s to ri ('s ahont s pon sors will) llseel lio n · 
network yieleo f o r a long time a nel attl'ihu ted their SlU'('esS to 
the length of time they IUlel lI seel TV? 

Network sales departmenl, Sew Yod 

A. The following SPONSOR ~torics should be hel pflll: " Bcck 
comes to TV:' 11 April 1919; "Squirt Beverage Co. find s 
TV profitable;' 26 Septclll bel' 19·19; "TV progra m clicks 
for National Brewing Co.," 16 January 1950; "How TV 
sells women," 27 February 1950; "Departmcnt store TV," 
24 April 1950. 

q. Can you ~h'e n le thl' names of firms making s ingin g (·om mer· 
cial s or jingles for a s ta tion'? 

Radio station representative, New York 

A. Harry S. Goodman: Lanny & Ginger Grcy; World Broad
casting; Associated Program Service; Sesac and Lang\\'orth, 
all New York; and Standard Radio Transcri ption Services 
Inc., 360 NorLh Michigan Avenue; I. J. ·Wagner, 75 E. 
Wacker Drive, both Chicago. 

q. Can you give li S a li s ting of SOI1l(' books on TV p r ogr a m in g, 
production, and the studio aS p('ct8 of yieleo th at m igh t aid u s in 
our study of the m eelinm ? Soap manufacturer, Chicago 

A. The following books should be useful: "Television as an 
Advertising Medium," by Philip A. Bennett. U. S. Govern
ment Printing Office, Washington, D. C. (60c); "Television 
Boom:' by Buel W. Patch, \Vashington Editorial Research 
Reports, Vol. 1, No.4, 26 January 1949 ($1): "Tclevision 
Works Like This," by Jeanne and Robcrt Bendick, \Vhittle
sey House, McGraw-Hill, 1949 ($1.75); "Video Hand
book," by Morton G. Scheraga and J. J. Roch~, .Montclair, 
N. J ., Boland and Boyce, 1949 ($5). 

q. Do you know of any studies showin g t h e el egree o f T V set usage 
compared to length o f time set has been own e d ? 

Advertising agency, New York 

A. It is believed in some quarters that the longer a set is owned 
the less it is used. Others say better programing will change 
this. A joint study by the Television Association of Phila
delphia and TV Digest shows the following: set ownership 
period of less than six months-five hours, one minute 
of daily viewing; six months to one year-four hours and 
25 minutes; over one year-four hours and 10 minutes of 
viewing. According to an Elmo Roper survey, the average 
TV set owner wa tches video two hours daily; women spend 
more time televiewing than men ; lower income people more 
than those in higher brackets. 
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"from 1950 Sales Management 

KTLNIOOO WaH' 

OEllVERS 
the cream of the 
Rocky Mountain Area 

fOR 16C
per 

THOUSAND 
liSTENERS 
KTLN serves more Colorado 
Radio Families than any other 
Independent station. 

April thru July 1950 average 
Hooper (share of audience) 10. 

fo r a va ilab ili t ies 
p hone, wr ite o r wire 

John Bucha nan. KTLN 
Pa rk Lane H otel. D enve r 
Rad io Representa tiv~. l nc . 
Peg Stone. New York 
John N orth . Chicago 
T racy M oore. Los Angeles 
and Sa n Francisco 

7 
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Latest Hooper Audience 

I ndex Proves ... 

WWL enjoys a liberal lead in share-of-audier 
day and night. 

WWL dominates the whole rich Deep-Sou 
market. 



How the South's Greatest Salesman 
Sells Your Show 

South's greatest multi-media listener campaign includes colorful 

24-sheet posters, consistent newspaper ads, streetcar and bus dash 

signs, store displays, personal calls on jobbers and leading retailers. 

It's a year-round promotion by WWL. That's one big reason why 

so many shows have WWL rating higher than national average. 

In the Fall-

All Hear the Call 

I of the 
Ith's Greatest Salesman 

[I the sparkling array of CBS 
f"s-WWL adds the Hdarlings" 
Sou thern listeners . . . adds 
hlic service shows that make 
~ners loyal . .. adds news and 

, ~cial events that keep those 
tIs set at 870-WWL. 

,I I -' 
.I !onder/u] 
I I I 

'i' !onderEu] 
I 

~/------"Iislenjng ! 

• 
South's Greatest Salesman 

NEW ORLEANS 

50.000 WATTS 

CLEAR CHANNEL 

CBS AFFILIATE 

A 0 EPA R T M E tl T 0 FLO Y 0 l A IJ I'J I V E R SIT Y REPR E SENTED NATIONALLY BY THE KATZ AGENCY 

: I 



for 
SENSATIONAL RESULTS 

tr MARTHA'S CUPBOARD" 

--

(featuring Ma rt ha Boh/sen) 
with the 

Hard-Selling, 4-Way 

W OW 
FEATURE FOODS 

Merchandising Plan 
Now Available To Advertisers Of 
Acceptable, Non-Competing Pro
ducts Sold in 

FOOD STORES 
• Minimum Contract ... 

2 I'articipations Per Week For 
13 weeks. 

10 

• Rate Per Participation: $46.75 
(5 % off for 4 or 5 , 10% o ff 
for 6 Participations per week.) 

SAL ES 
Insurance Bldg., O maha 

Te lephone WEbster 3400 

Frank P. Fogarty, Gen'J. Mg r. 

Lyle DeMoss, Ass't. Ge n'l. Mgr. 
or 

ANY JOHN BLAIR O FFICE 

1)1I®OO 91)1I®OO®~ 
mlOO~ lm®tllW®~ 

by 

Robert J. Landry 

On 17 December it will he 10 years since that hell-for-leather mad 
genius of adverti sing, ] (ohn ) Sterling Getchell, died. exhausted, 
p rematurely, a t 41. Hi s place in legend and r omance is not only 
estab lished but still g rowing. I f by common agreement he drove 
himself to an early g rave. he was also, again by common agreement, 
a n extraordinary force. It tells a lot about the advertisin g-agency 
business th at he fl ourished and that he lives on through the widely 
dispersed admen wh o worked for him, admired him, and hated him, 
by turns. The agency which bore his name is gone but the men 
who bore his yoke, and yoke it was, are still dominant. 

* * * 
It has been ca lculated by stub pencil on Christ Cella's good white 

linen that Getchell in his t ime hired, fired , or lost to more relaxed 
rivals some 80 now-topflight advertising executives. The Getchell 
alumni is a special lodge. He seldom gave wri t ten contracts ( \V alt er 
Templin, ex. P epsodent , was an exception ), hut noneth eless so sud
den were Getchell's shifts of mood that it probably cost him '300,000 
in special severance payments to admen with whose talents he ,,-as 
Reetingly infa tuated and ab ruptly disgusted. What he typically did 
was to h i re a guy a t double his pre-Getchell wage. The new staff 
genius would then be warmly welcomed and installed in a n elaborate. 
freshly-decora ted office and would bask for some weeks or months 
in the favor of th e genius-in-chief. 

* * * 
Eventually would come Getchell's hot demand for a mi racle. Getch-

ell wa nted to make adverti sing history, nothing less. No matter that 
the sta fT geni us had neve r kn own the account o r industry or studied 
the problems of either. Rai sing un reasonableness to the stature of 
a n a rt , Getch teamed copywriters, a rt directo rs, account executives 
and media expert:,; to sweat out high-powered p resentati ons ,,-hich 
had to possess the bulldozer power to tea r free milli on-dollar a(h'er
t ising account s g ripping the soil of status qu o with lO-year roots. 
If the stafT genius was fresh out of miracles. Getch would go cold 
on him, b ut fast. 

* * * 
About six m onths was a good tour of dut y at Getchell 's agency, 

b ut a few hardy characters survived five years and longer. 
It was lit erally true that he needed regular space in the Leroy 

Sanitorium for the weekend recuperation of his exha ust ed staffmen. 
He was not , of course, the only agency proprietor wh o has put al
most sexually obsessive demands upon the time and energies of 
employes nor the only boss to st rain to breaking the slender ties 
o f adver tising wives piqued at being married widows !H'yer viewing 
their husbands except in a state of collapse. 

* * * 
\Vhat motivated Getchell ? Not money alone. Not power alone. 

IIp liked both . But olhe rs do, too. Probably it was a stupendous. 

(II/east> lum to page :'16 ) 
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willie wish 
rings the bell 

Town Crier WILLIE WISH is ringing the 

hell in earnest. He's telling the 

whole.to\Hl that the popular ABC program, 

""America's Town Meeting", is returning 

10 the air and will he sponsored by 

the Bruce Savage Realt)' Company. 

This outslanding realty firm has long 

heen a firm believer in WILLIE WISH 

as a powerful puller in Indianapolis. 

Just ask any Free & Peters Colonel about 

Willie's pulling power. 

- - --- --

tha,t powerful puller in Indianapolis . .. 

OF INDIANAPOLIS 

affiliated with AMERICAN BROADCASTING COMPANY 

GEORGE J. HIGGINS, General Manager 

FREE & PETERS, National Represelliatives 



bere:r (he p/l111 that sf1lr the midll'fwt IOfl/~'fJt! 

• 

WlS FEATURE FOODS 

li!i1 tUlill!!, 
'-, 

MARTHA CRANE and HELEN JOYCE 

Developed over 15 successful years, 

\XlLS FEATURE FOODS, a half-hour daily 

participating homemaker program, has 

helped many of the best known manufacturers 

to Increase sales In thIs great market 

with over 10 Yr- of the nation's food sales. 

Through its highly personalized merchandising service, 

FEA TURE FOODS offers continuolls day-alter-da), contact witb 

points 01 sale to: 

• Improve distribution 
• Stimulate promotion by dealers 
• Get greatest possible visibility of 

products 

• Know how many stores are out-of
stock and do something about it 

Further, advertisers receive regular reports 

showing exactly what happens from month to month 

at the retail level. 

For ava ilabillli es, prices and more derailed informa· 
tion , get in touch with SALES MANAGER, WLS, 
CHICAGO 7 . .. or contact your John Blair man. 

"fJOII -/OU/I Bliiir }/iJIJ IJilJ Ihe tle/ilils 

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY. 
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These reports appear in alternate issues 

New on Radio Networks 
SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration 

Ind .. " .. ndt·nl CItizens 
C.Olllluittee 

1'. Lorillard Co 

\·"w York State Ilenm-
t'rutit" ComnlittN' 

Quak"r Oah Co , 
R. J. R .. ynold. Tobac.·o 

Co 

L .. nrl<'n &. '11t~11t·1I 

Uf"11 ~a('kh('irl1 

William E'ly 

Renewals on Radio Networks 

C IIS 10 

.'Ins ·100 

ells 7 

cns 17·~ 

Polilical; 111 6: 15.30 I'm; 2 Ocl; 6 wk . 

(Jllt"en I,'ur A Day; "'.F II : ,15-11000; 1 Jan; :;2 wks 

Politic-a); TIl 6~15·30 [lin; 5 O("t; 5 ~ks 

~lan On Til .. Farm; Sal 12:30·1 J.m; I 'j. O~t; 52 "k. (half·hour 
add .. d) 

Can ... 1 Foolhull Houndu,,; Sal 2 :30·:; :30 "m; 7 Ocl; 8 wk. 

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration 

Ameriean Federatiun of 
l.abor 

C ht> o:;;t-brnugh rHanufaf'tur
iug Co 

C .. ncral Foods Corp 

Lt>"cr Drothers Co 

'filler Hr .. wing Co 

Furluan.. Fein,or 

"(· Canll.Eri{'k~OIl 

l'oung & Ruhit'um 

Youllg ... '\i.. Ituhi('anl 

HulhrallfT &. H)'a !l 

;\Iathis~on &. A ssueiatcs 

CES 175 

CIIS 151 

CRS 15·" 
CBS 173 

ABC 5 1 

:\IRS 5 00 

New National Spot Radio Business 
SPONSOR 

Am .. riean Sogar Refin
ing Co 

Rrlslol.M)·ers Co 

C alifornia Lima Bean 
Growers Assoc 

Carter's Pro duet s Inc 

Ford D .. alers Ad,·erll.· 
ing Assoe 

G .. ncral 1I1010rs Corp 

KIIe·Jacobs Inc 

Proclcr & Gamble Co 

Scoll & Bowne 

Sinclair Refi .. lng Co 

Tea Bur .. aa Inc 

PRODUCT 

Honlino 

n .. sistab 

Assoeiatioo 

Carler's Pills 

Automotive 

Chevrol .. 1 

Appliance dlslribulor 

l"'ory Snow 

Scoll'. Emu),lon 

Gasoline 

Tea (listributor 

AGENCY 

T .. d Bales (N.\.) 

Kenyon &: Eckhardt (N.Y.) 

Mogge.Prinll (L.A.) 

Ted Bales (N.Y.) 

J. Walt .. r Thom".on (L.A.) 

CamJlbell.Ewald (N.Y.) 

Hoffman·Baxlcr (Scranlon) 

Benlon &: Bowles (N.Y.) 

Alherton &: Curri .. r (N.Y.) 

Morey, lIumB. &: Johnslone 
Inc (N.Y.) 

Baker (Toronlo) 

National Broadcast Sales Executives 
NAME 

Jos .. "h E. Bak .. r 

n .. rnard C. Barlh 

Tom Roise Jr 

Edwin Buckalew 

Dallas DeWee.., 

Selvln Donnebon 

Oscar Elder 

Walter W. Gross 

:\1110." Jablons 

"enry G. Kirwan 

FORMER AFFILIATION 

KBON, Omaha, "rom mgr 

WL"r.TV, Cincinnati, prog coordinator for three WLW 
tv stns 

KLZ. Deo' .... r, tfc mgr 

cns Hadio Sales, S.F., sIs mgr 

" rLW, Cincinnati, mcmh .. r of n~""'s staff' 

Atlantie Electric Co, Newark , s Is mgr 

Pub reI eonsultant, WD~h. 

J. Walter Thonlpsoo Co, U£'troit, radio, h Inp;r 

Gaillsborough As~oc, N.Y., '''p 
P .. al, l\larwick , Mitchell &: Co 

Frank Edwards to( The !'jews; "·F 10·10:15 I'm; I Jan; 52 wk. 

Dr. Cbrisllan; W 8:30.9 1'111; 18 O c l; 52 ,,·ks 

1I0"along Cassidy; Sal 8 :30.9 pm; 30 S.·,,; 53 wks 

lily FavorIte lIusband ; Sal 9 :30·10 "m ; 7 0<'1; 52 wks 

Amos & Andy; SUI1 7::-JO·8 pOl; 1 Ort; ~17 l'Ik s 

lIigh Life HC"lew; W 10.10 :30 I'm; 4. 0", 

ST ATIONS·MARKETS 

8 mkts; South, Soothwcst 

52 mkl. 

10·12 EaSI and mid·W""I. 
ern mkts 

.I)fajor mt.ts 

4S DOli Lee Paeific Coast 
stns 

300 sIns; Nat'l 

9 stns; mid.Atlal1tic Inarkt't 

30 sIns; 18 mkl. 

90 citIes in s maller mkts 

19 cities in major mkls 

30 Canadian sIns 

CAMPAIGN, start, d:Jration 

Annenlt s; 2 Oct to end of y .. ar 

Anncmt s; 15 O("t; thr9u;:hout wJoter 

Anncm .. ; parllc; 21 Ocl 

Anllelnts; (Ond of Sep to 1 Jao 

Ford Five Slar Final; 52 wk. (cur-
r .. nl) 

Three·min annCD'lt s ; 9 Oct; 8 ".-ks 

Nt:w s 

Annemts; 2, 9 Oct ; 13 wk s 

Anncmls; 12 NOVI 20 wk s 

Anncmts; 1 OCII 13 wks 

NEW AFFILIATION 

K~ITV, Omaha, merchandising mgr 

Sanle, asst to dlr oC tv operations for Cro~ley Broadeal'iting Corp 

KSL, Salt Lake City, a .... 1 

KNX , L.A., gcn s Is mgr 

Sam(', news dir 

~~'RL, N.Y., sIs m!,:r 

NAB, Wash., a~st pub Dffair~ dir 

NBC, Detroit, mgr of h ' npt s Is for ;\Iieb., 0., 

,,'ce, V;' ash., ."cc assl 10 FCC Comm. Frieda n. 1I"nnock 

WIl\S, N.Y., bus mgr 

• In next issue: Neav aJld HeJle.v OJl Televisioll (Netlvork alld Spot); 
StatioJl RepreseJltatioJl ChaJlges; AdvertisiJlg AgeJlc!J PersoJlJlel Challges 
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National Broadcast Sales Executives (Continued) 

NAME 

Bru c(" .'Ia.-Do nald 

Hobrrt 'I r K ~" 

G r t.ota 'Ior~a n 

Ja" k 'Iurph ~ 

'\'. "':,\, i (' k " P sg-l i a r a 

R a ~ monrl H a ud 

E.lwin G. Ri C' hl r r Jr 

;\I ar"jn R osen e 

C.harlo tt e F . S t.orn 

lIu!,h J. S tump 

Lamo nt L . Thom(l ~on 

Ge r ..... !d Y t' rn o n 

Ro b ert "urns ~' hitt' 

Geo r ge ~' hit ney 

Dona l d Wlthy ~omb 

FORM ER AFFILIATION 

"' J~', C le , 'e .• IU'W S .·d 

ABC Ce n t ra l dh' , C h i . , ass t s is lu gr 

;\Jorgall Co , C hi. 

\\ ' P IX, N. Y., d i r of remot ,. s h o 'W s 

\\OE\\', S t . L., g pn m~r 

\\ h o l e s a le. retail r(,(Ourd bu s jn e!"! ~, 1'1. Y. 

Li f e 1\1 a;azi n e, 10 .. 3 1 rep ( C incinnati) 

"' ] ~n , C hi., nlanag "d :\lid w (,!'o t Ba~('ba ll neh"o r k 

ll ead o f o wn , , ' Jlro~ ~ l s o r g a n iza tion 

Ke nS. S .F. , 3('(' 1 exe c 

K C II .. . " . F., sis dqJ t 

ADC.T'o. C hi. , &<'(" t exf"(' 

ABC, C hi., pub s " ~ d i r 

B o n Let" IJro3 .lr 3!'ting S ys t e m , g e n s h m g r 

:-iRC, N.Y. , asst to \1. II . Ay l" s wo rth 

Sponsor Personnel Changes 
NA ME 

RallJh J . Brow n 

Ri (' h a r.1 :\1. COlli pto n 

Mr s . Su~a ll na J)a\-' i s 

Bern ard L. FiPld 

~ ifl on Frie d l1l31l 

Charle. T. lI ai . t Jr 

Ra,.;mo n d 1I .llter 

E. '\\ . 11a~· t .. r 

II. T. J]il (' hin ~on 

L,,'nn C . lIollll t's 

I ' ran('is II. Jo h li .. 

~l kh a.·1 D . K l' lI y 

O t is E . K li n e 

Gt'rald L ig h t 

A l f r l' <I )larum 

R obert R. ~J alhew s 

Joseph II. '1 0 58 J r 

John If. O ' T oole Jr 

T) r e ll G. H oger s 

L f" R oy Sp(' n c(Or 

C h a rle s T . Shro p s hire 

Ihorn a r d "~eise r 

S l anl,,)' F'. Zajae 

FORMER AFFILIATION 

Ge nera l E lec tri c S UJlpl y Co rp, R ridg e port , "' P 

;'\ eed h a ll1 , L o u i s &. Rrorh ,." C ll i., ac(' t exec 

A b rah a m ... fii... S t raus, Bklyn. 

G Ull t h e r Bre w i n g C o .. R a lt o., ad" field nl gr 

A ,I" rl ir fo r se." e ra l a ppa r el c on{'ern ~ i n N.Y. , P h il a . 

G(' lleral E le('trir Co , e l ec t ronir s rl e pt, S.F. 

Cle,·elan d.Sandn ... k )· Urf'w ing Co, C le,·(·. , s h nlgr 

Go o rl,.,ea r T ire l\:. Ruhh e r Co o f C a n a d a Lit] . ad,' nl g r 

n i r hfi e ld O il Corp , S . F., nJ ~ r ('r n tra l di v 

~tro lllhf'rg.Car l son Co ~ no('h e!' l:r r , 1\." ., 2s:;,or di r 
~e.:tr (' h 

Rad i() F e a l ures f n (' ~ Chi. , nler(' h a ndi <d n g , prog d i r 

T h e lI a ll i('ra ft e r s Co, Ch i. , asst tv s is nl g r 

l Tn ited Airlines, 1'i . Y .~ e x(' (' ass t t o p r es 

Enl er ~o n Rat.l io &. Phonograph Co r p, ."t. Y., a sst to " p 
in c h a r ge o f 5 15 

A lt"xa nde r S nIith f..'\;. S uns Carp e t Co, , . o nk f' r s, :'i ." ., 
a ss t dir o f in,lu!'tri a l e n g ill("('rill g 

A nl{' ri(' a n E xpre ss Co, N.Y., " p 

I}n:'\)ont , C hi. , h ead o f r eg ional oifl('e 

H a llibur to n 's, OklahonlOl C it y, pre s 

I}n;\l o nt La b o r a t o ri es Inc , Llifto n , :".J. , m g r s I s ('o n 
trol dh' 

Ea rl e C. Antho n y In (', L. A ., gc n m gr 

Gf'n"r a l E I{·("tri c S uppl y Corp, Bridg ep o rt , a ppliance 
sis m gr 

:\J ('Cu rnli c k & Co. B a ll o . , rlir o f g(, 1l &Is 

\V illi a nl N. Srh ef'r, Ne w a rk , ge u o ffi re nl g r 

New Agency Appointments 

NEW AFFILIATION 

Sante, a ~~t prog dir 

Same, s i s m g r fo r n e twork radio s Is 

" ' ll'D, C hi., !o-] s prODt , pub m g r 

Saine, ~port s d i r 

\VIL , ~t. L ., natl ~l s nl g r 

WilLI , JJ('rn(l ~ t earl, 3('(' 1 e).(>(' 

,\\KRC-F", C in d nn a li . 51. r e p 

KU)A , Iles :Uoines. g ... n nl ~ r 

Du"ont, N . Y. , dir o f a f1 v, prom 

C BS R a dio S a lt·s, S .F., A)[ s I s m g r 

C BS Radio Sa l e s, 5 F ., 1'- s Is m g r 

Same, s I s Illg r o f C ("ntra l (lh n e tw o rk t v s I s 

Progres~he Rro ad ('a~tjng ~YF. t t:'m ,!, Chi. , exec \-'P 

K F l , KFI .TV, L.A., g en lugr 

Prog r e s s h 'e Rro 3.lr aso. ting ~y st em , N. Y., e x.·c 

NEW AFFILIATION 

S anle, nl gr of nlarke tin g 

Gen e r a l .... ood s (I g le h e art 8rothe r s dh) , E"an s"ille, a ssoc sIs, ad" 
Dtg r 

N a nlm s, Ukl }· n ., pro m .. p ub r e I dir 

Same.., ul f' rf'h a ndi s ing dir 

B e nru s ,, 'at c h Co, N. Y., a d v dir 

Sanl e , (Ibtri(·t 5 15 nl g r f or r a ,lio broad('a ... t e quipnJ e nt 

Sanl e , " p 

Sanl e , nt a rk e tin g a n d a rl" nlgr 

Sa m e , ass t gf' n s i s m g r , L.A . 

Sam e , dir of r e sear (' h 

1\'es('o In c , l\J ilwa uk ec, dir o f 

Sanle, C('ntral r eg ion a l 1,- s Is 

Sa ul e , e xec "p, dir 

s i s 

Dlg r 

Sant e , m gr o f go , ·t ('o ntr a(' t s di v 

Sam e, s I s co ntro l m g r 

pronl 

Ge nf'ral Foods C orp, N.Y., ass t dir o f a d,' 

S anlf' , Ea!'t Pat e r !'on , !\.J. , m g r o f di !-o tribution , r(' re in'r s i s div 

Pho f'llix lIo s ie r y Co , :'Hilwa uk ee, "p in rharge o f m erchandi sing 

Sa nle, e x e c, a~s t 

Parkard ;\Iotor Ca r C o , D('troit, "p (""ill b e e xf'C "p in January ) 

S anle, "p 

Sa nle, "p ill (' ha rge of s i s 

:\lotorola.l'i c w York Inc, N. ' ·., adv and prom m g r N .J . bran('h 

SPONSOR PRODUCT (or service) AGENCY 

AUfoItin·G r f' (·lIJ In (', N.Y. 

II . 1. ll n .... itt , 1'1. ' • • 

B a('o n f' ll e Pro d u('t s Co ~ L .A . 

n ,· r k~.Lc h iJ! 11 C oo p f'rat iv e Fru it (;ro ""('rs Inc , FI( 'etwood, 
Pa. 

Carr·Con ~oli,l a t f" ,1 Bis (' nil Cu, \\'il k e~ Il a rrc, P a. 

(; a l f' H all F: u l2: in" (' r in g 11l(, ~ B u .... to n 

G larnour Prodll (,ls Co, L. A. 

(; l a"er·Crand,·ll Co, C hi. 

(;uld.·11 Brand r.' uo d "ro(hu·t ,!, Cn, "h ila . 

I ln li , la~' nran,l.. I n(', DO F> to ll 

H u m ,' T" ~ I "ro ,lu(' t '"i, \\ ood ", i,I, ·, L . 1. 

1' ,·lex B (' anl~' Pro, l n("t~ Co of Cn n a ,I OI , P e n (' tOlIlI-! , Onto 

"('rt ... ·t FU 'HI !oo I n (', Phil a . 

••. w. ~i,· I)f' rl Co, G ar(ln"r~ " l a ss. 

~ u ·l . o "I fl rx HlIb lH"r C o , Lo vela lHI, n. 
r r u, ·. Flf' x Lu m inal (· .... I n (" Oakl .. n d 

Co s m e ti cs 

lIab.O , G Ii", 

hSkillle s " b aco n fl u"'o rin g 

" He d C h('(' k " a pple jui('e 

Bhruit nl a nufactlIrf"r 

Au t o gan g ps 

"Vilr(·.x " die tary SlIltpl __ 'nH'nt 

"E\' (' rb es t " pres"r\'es a nd jellies 

Sa l atl dre ss ing 

" lI o liday" in st a nt (' uff(".· 

h R o ll. A . n a)·" re t.ltl(' i n g nH'th o d s 

CO .... JII, ·ti r !ii 

I'r,· t ze ls 

Rah y r u rr iages 

Hul) lw r o"('r sh oes 

(; I;I SS fi .. hill g rod !'. 

O'llrie n & Dorran('c, N .Y. 

V;' lIli a m II. Wclntrau" , N.Y. 
The Jordan Co , L.A. 

5 1 G eo rges & Keyes In~ , :'I. Y. 

1lI1J)&O, :-I.Y. 

Cory ~now In c, Bo~t on 

O ~ nri(' n & Dorrance, I'.Y. 

S rhwimnl f' r & S cott , C hi. 

1I00rry Feig f'nhaun'L, Phila. 

1I 0 a g f..~ Provandif' , Bu .. toll 

lIub('r IIttge & S on ... , N . \. 

Ad Fr if'd , O akl a n(1 

J. C unning h a nt Cox, I)hila . 

Cory S now Inc , no~ tf)1l 

J)uwd , nf'dr.rl d a n (I Johnstonc, N. Y. 

CUIlIl (' r , Ja('k ~on , Vfalk"r, 'I('Clur{', S .F. 



WLAC THE SOUTH'S STATIO~ 
YITH ~~TIIE llI0STEST~~ 

}\LL AND WINTER '49-'50 Hooperatings 

10wed WLAC leading the field, morning 

nd night. Late night (10:30- 12:00) showed 

{LAC with more listeners than all other 

'ations combined. 

)ur fall promotion will cause these ratings 
) forge further ahead in '50- '51 . 

ome form of program-promotion will 

~ach every radio owner in WLAC's home 

:::lunty. 

ADIO: Dozens of a nnouncements, con

~ntrating on the theme, "The Stars' 

\ddress is CBS." 

IIRECT MAIL: 60,597 printed program 

:=hedules mailed-one to every telephone 

;bscriber in home county. 

IIEWSPAPERS: Column after column of 

isplay advertisin g carried in both Nash

~II e newspapers. , 
US CARDS: C ity busses transporting 5 

I,illion fa res per month are displaying 

VLAC b us cards. 

)UTDOOR: A city-wide billboard display 

; remi ndin g listeners that " Again this Fall 

-WLAC Has Them A ll." 

for time-buyers who like to use a slide rule, 

here's a story of station promotion, popularity 

and pulling power that will line up! 

ST.:IIIS - 1·'ltJGII~ '~l'.~ 

ON THE NETWORK: Th is fall WLAC's 
program schedule will feature more of 
ra dio's greatest stars. Lowell Thomas, 

Beulah, Jack Smith, Frank Sinatra and 

Ra lph Edwards are among those added. 

Staff "Ir(;.fl(s 

OUR GREAT STAFF of local persona~ties 

continues to grow in popu larity. 

GENE NOBLES, the disc-jockey genius 
whose nightly show has made Randy's 
Record Shop the largest mail order record 
dealer in the world. 

"BIG JEFF," whose Hadacol shows keep 
the demand ahead of the supply. 

MARY MA NNING , whose "Woman's 

World " is the only Nashville show built 

strictly for women. 

YO UR ESSO REPORTER, whose 12 years 
of reportin g "News wh ile it's news" keeps 

him out front in the field. 

PAUL OLIPHANT, whose "Garden Gate, " 

CBS feed ma kes people from coast-to-coast 
"WLAC-Conscious. " 

THESE and dozens of others wor~ together 

to make WLAC one of the strongest fac
tors in the success of Southern radio. 

,~'~ TIlE SOrl Tl1 
COVERAGE: BMB gives WLAC a tune-in 

count in 317 counties in 12 Southern states. 

State Number of 
Counties 

Alabama ............................. 35 
Ar kansas ............................. 2 
Flor ida .......................•...•. .. 18 
Georgia ............................. .70 
Kentucky ..................•..•••••••• 45 
Louisiana ............................. 13 
Mississippi ............................ 34 
North Carolina ................••..... 14 
Sou th Carolina ........................ 8 
Tennessee ....................•....... 67 
Virginia .......................... .•.• 7 
West Virginia ................. •....•.. 4 

317 

BETWEEN 1946 AN D 1949 WLAC showed 

an au dience-g a in of 95% at night, 46% in 

daytime. 

NO TECHN ICAL changes ... this in

crease has been brought about by a 

fabulous improvement in programming. 

MAil COU NT: WlAC probably received 

more mail in '49 than a ny other Southern 

stat ion . 

80% OF TH IS MAil came from Southern 
States where WLAC's SALES power is con

centrated. 

AMONG OTHER ITEMS, this mail con

tained orders for more than 3 million baby 

chicks! 

ALL THIS . .. i s what you are buying when y o u place your sch edule 011 

~~TIIE l' T .... 4SIII'ILLE ST.flTI01, r WIT H S ... 4.I.JES 1.·01'lEll~~ 

• 5 0 , 0 0 0 lV A T T S • •• WLA C 
REPRESENTED BY THE PAUL H. RAYMER COMPANY 
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Television's TOP Sales 
Opportunity 

WILMINGTON 
-first in income per 
[aznilyamong all U. S. 
metropolitan centers 
of 100,000 or Over. 

Sales M onogement 
1950 Survey of Buyin 
POwer. g 

DELAW.A~!ai1 store 
_first in high-

h s' has 
pUlC ase, ·ta elt

t capl 
est pe Lan"state. 

enditure 01 1 

P BureaU 

U. S. cen~~:d 7 /2 /50. 
figures rele 

you this buying 

auc/ience. 

If you're on Television-

WDEL-TV 
is a must. 

Represented by 
ROBERT MEEKER 

Associates ' 
New York " . San Francisco 
Los Angeles Chicago 

... 'Ir. SpOftllOr President 
Arthur Murray, Inc., New York 

"Practically anyone can learn to dance, yo ung or old." 
Arthur \1urray. pre~ icl en t of the Arthur Murray Dancing Studios, 

uses this theory as the keystone of hi s adyertising. 
"In th e radio and TV work we do, we want th ~ widest possible 

coverage." says Mr. ~Iurray. He is a tall man with not quite so 
much hair as in hi~ yo unger days. Seems seriolls, yet smiles fre· 
quently. " V\Te' ll put th e same programs on simultaneously oyer dif· 
ferent ~tations in th e same city," he sa) s. 

He and his 210 franchised studios will spend about 05,000,000 
this year for advertising, some $2.000.000 to go to radio and TV. 

The company currently sponsors a full·hour show, Arthur Alur
ray's Party Time, that began 15 October over both Du~Iont and 
ABC-TV. DuMont or igi nates the program, uses 30 stations. AI3C·T\T 
picks lip the Du\Iont production. airs it oyer 10 stations. Future 
plans ca ll for 40 statiolls of the Du\10nt network and 30 stations Oil 

ABC·TV, idea being that where DuMont doesn't reach , ABC·TV does. 
The comedy.variety show is l\IC'd by Mrs. Murray: it costs about 

31,000 a week. Individual studios pay for their o\\n lime. 
In add iti on to Party Time, the compml y currently is mentioned 

on nearly 40 network giveawa y programs, in return for prize!';. These 
may include dancing lessons wortb fl'om 205 to $1.000. 

Advertising has paid off for Arthur l\IulTay. The company ex· 
pects to gross nearly ... 28.000,000 this year. Studios franchiscd by 
Arthur ~lurray pay him 1O~ of their gross receipts. 

Murray says lhat his national operation began almost by acc ident. 
In I 93~~ , he was asked to put the Lambeth Walk and Big Apple 
dances in hutels of two top chains. He did, for 1070 of the receipts, 
The operation was successfu l. After the novelty of the two dancps 
\\-ore off. his instrue\ors stayed on and th e compan y still made lIJone~- . 

Murray th en hega n his expansion frolll hotels to individual ~tudios. 
Before til(' hotel chains gaye him the idea , \Iurra) never thought a 
lIational dallcc organiza tion was possihle. 

Arthur Murray be~a\l teachin~ dallcing \"hen he was 19 years old. 
But toda) he is practically out of work. " Yull !-(.(.:' he ex plains with 
a wink, " Kathryn, 111) wife, \\'allt~ to he bo,..s. She'~ a dynamo. and 
does all th e work. So. I gel to do \'ery little 1I1~ ~elf." 

'Sho\\n wilh ~Irs. ~Iurray. 
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W§Al-iV 
West Virginia's only television station -

delivers EXCLUSIVE coverage of the rich * -
1-( U N "r I N G "f 0 N - C II An -L E S "J~ «» 

market 

................................ 

* THE 27th MARKET-$601 ,425,750 in 1949 retail sales 
makes this the equivalent of the 27th ranking U. S. Market. 
Figures direct from Sales Management "Survey of Buying 
Power" May 10, 1950. 

~BC - CBS - DTN - NBC 
lepresented Nationally by THE KATZ ACENCY 
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BMB Report No.2 Shows 
WSPA With The Largest 
Audience Of Any Station 
In The Area! 

AND ... This Hooper 
Report Shows How WSP A 
Dominates This Area! 
HOOPER RATING -- Winter 1949 

800 AM ., 1200 N '. . . 63.2 
12:00 N .. 6:00 PM .... , .. 53.6 

(Monday thru Friday) 

6:00 PM .. 10:00 PM 67.6 
(Sunday thru Saturday) 

GIVE YOUR SALES 
A POTENT PERMANENT HYPO 

Represented By: 

John Blair & Co. 
Harry E. Cummings 

Southeastern Representative 
Roger A. Shaffer 
Managing Director 

Guy Vaughan, Jr. , Sales Manager 
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5,0 00 Watts --
950 On Your Dial 

SEE: 

ISSUE : 

SUBJECT: 

"When the profits go up up up" 

19 June 1950, p. 21 

Robert Hall 

On Rob ert Hall clothes, ~pot,.. look good. Ibdi o <lIlIlOUlwement,.., 
that is. 

;\~ SI'Ol\ SOH prcdictcd in J"ne (!'ee " \\' hclI profits go up up lip" I 
the company ha~ gone all-out \\'ith radio for ib fall campaign. 

According to Frank Sawdon, advcrtising managcr, Robert llall 
has added 21 sta tions ill scven markets this fall. Current total is 170 
~ta tioll s in (,7 markets. For the most part, the company is using its 
",llOrt si" gi ng COllln If'J'('ia ls to pI ug week-eml spcria Is. 

E\'er ready to pOllnd h 011le the name Hobert Hall, til{' compa"y is 
tr",ting a telephone-type program in a few markets. \>; ' DGY, i\Jinncap
olis, i:-; one of th e stations airi1lg tlw program. "Annoullccmcllts a ll 
carry a telephone rail," cxplain", th e station, " to ",Ollleone Ih ing ill 
the Twin Cities. Ea('h call i", \\'flrth nile dollar in cash. If the prrson 
answc rs the tclephonc "ith ' Hobcrt Hall,' they win the moncy. If not, 
then the ncxt call i", worth two, three. fou r dollar~ ami :-0 on; up to 
dall' this has hllilt up to yuit e a sizable ja('kpot." 

Hobert Hall 's $2:1 .()OO ('ulltract \\ith WDCY call~ fur ~l'\'er al an
nOllllcements, and two quarter-huurs a day, fi\'e days a week. 

The compa ll Y is now in the l1Jid~t o f preparing its T\ ' productions, 
('''peets to brcak ou t with TY ill 15 markets in early Octoher. A 
reccnt con tra('t sigllcd with \'\ !'IX in ~ew York calls fur a 52-week 
film a111101I1lCCII]("IIt campai gn. Two films will bc telecast daily. six 
days a weck. 

Thc contract mark:- th e c10thiJlg firm's first lise of TY. Budget 
money will not cOllle from rad io. 

SEE: 

lSSUE: 

SUBJECT: 

"Drug stores on the air" 

28 August 1950, p. 30 

Drug store advertising 

WW DC fi II" t he pr('~cr i pt ion for drug ~lorc." in \\ ' a",hing toll, D. C. 
:;I'o;'\son re('c11 tl ) pointed out a t]'('nd toward h('avier usc of thc 

air h y drug s tores (sec "UJ'Ug store;.; on thc air"). S uhsequen t rc
ports from W\\TDC. for one, bear thi s out. 

Pcoples D ru g Stores, th e laJ'gc~ l drug cha in ill \\'a"hington , rE'('cnt
Iy signed thc higgest contract in Washington ra(lio hi ~ t ory for th e 
spon~orship of news broadcasts. The schedule for the {'hain, ",bieh 
ha", 70 out Ie\:,; in the Wa~hillgt oJl area, hegins 9 October (J\cr W\\ DC. 

The company will sponsor 24 news hroadcasts cach (lay. :Mondays 
throngh Sat urdays: fivc on Sundays. Thc nc\\'scasts "ill he aired 
cvcry hOllr on th e half-hour around the clock. The 7 :30 a.lI1. Ill'oad
c ast will be a 1.5-minute news round-up; <Ill others will be five minutes. 

] n addi t ion, the Washington Transit Hadio ( \\ ' \\ ' DC-Fjl) and the 
\Vashing loll drug Irade hme combined for an O\er-all me/'('halldis
ing pia II which bccol1les efTectiye 1 (, Ol'lulwr. 

\Vasbington Transit Radio plall:" to estaillish t\\O half-hom pcriods 
dai ly, Monday throu gh Friday, to he known as rour Ihu g Store 
110111'. Adn'rtisers of drug ",ture produel:-; will participate in the",e 
lime periods. Each will l1 a \'c all e :\('llI~i\' e frall('hise for the duratioll 
of hi s cOll tract. 

1\ l:!rge Cmladi,IIJ dru g mallufac turer, arkr ]'('adillg "Drug ~tores 
Oil th c air," J'(' ])(lrb two otlwr drug firm s not cmercrl in th e article: 
CUIlIJiJlgham Drug S tores ilJ Dd roit alld C. Talllhl! Il Limitt'd 1Il 

TOJ'Clllto. Both ha\ (' uscd ra(lio (':\l(,lI~i\'l'I) for >,C\ eral ) cars. 

SPO NSOR 



ew York 
f the top 8 

JACK STERLI NG 
HARRY MARBLE 
JOHN REED KING 
BILL LEONARD 
MARGARET ARL EN 
PHIL COOK 

par icipation 
programs 

eon 

Represented by Radio Sales 

There : 11'(' 2R \'f,hic-If's 

for III ill 1If(' C-ol\1l11l'ITial s 

011 T('w .... t)rk's fOllr 

llI ajor "Ia l ion ~. I :ul Pul se 

prove,; Ill(' b('.~ / !Ju ys 

are ,,1/ oil Ihl' " Ialioll 

Nl'w York li ~ lf ' ll ,; 10 most. 

TIH's(' WCBS ~llOw ;; 

g in' p<l l'Ii ('i p;llill g '"' polI ,",ors 

Ilwir hif!.f!."s / Lludif ' lwf's 

:l lld {; fI '(J // ' S / ,;a If' '; i 1\1 pact s. 

A,;k II '; or I: adio Sa l.,,; 
whir' h of III( '~ " ;; Iar ,.; will 
gel YOII lop I,illill g ill 
tht' nalion',; # 1 marke t. 
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RADIO AND TELEVISION STATION REPRESENTATIVES 

NEW YORK 

BOSTON 

CHICAGO 

DETROIT 

SAN FRANCISCO 

ATLANTA 

HOLLYWOOD 

1. 
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INDEPENDENT GROCERS ASSOCIATION, MILWAUKEE, IS ON WEMP'S "COFFEE CLUB" SIX DAYS WEEK, PLUGS IGA STORE GROUP 

A SPONSOR .·oluulup 

Grocery stores on the air Clmins. deuler 

lead tIle \vay ill I.ro,rillg tbat raflio, too, does a job for ~roee .. s 

.-...... -:::"1 One bright morning, as he 
opened his grocery store, 

George glanced across the street at 
Henry's grocery. George was a ~harp 
businessman. and he always kept an 
eye on his competitor. Henry. on this 
particular morning, had an advertise
ment in his window that cut the price 
of bread. 

There was nothing unusual about 
lowering the price of any item; both 

23 OCTOBER 1950 

grocers constantly did it Oil what they 
called their leaders. But George al
ways tri ed to meet the price Henry 
pegged. Bread at that time cost each 
five cents, and both usually sold it for 
eight cents (y ou can tell how old this 
story is ) . 

The ach'ertisement in Henry's win
dow priced the br~qd at six cent~. 

George wasted no time. A sign Wf'nt 
up in his window that met Henry's 

price. On the next day, Henry dropped 
his price to four cents ; fi gured George 
wouldn ' t go below cost. But George 
did , and he sold his bread for four 
cents. 

Henry dropped to three cents. 
George was a tenacious fellow ; he 
dropped to three cents. 

From sheer desperation to makf' his 
h'ader work, Henry slappf'cl a price of 
twu cents on it. He put up the biggf'st 
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TOP CHAIN SPONSORS: KROGER AIR BUDGET OVER $1,000,000 FO R 25-STATION "SHARE THE WEALTH " 

banner of all in his window, and sat 
back to take his three-cent-a-Ioaf loss 
like a man. 

As we said, George was a smart bus
inessman. You can imagine Henrr 's 
consternation the next morning when 
he saw th e sign in George's window 
which read simply : 

"Come in here and get your two 
cents free to purchase the bread across 
the street." 

Though considerably exaggerated, 
this ston' catches the spirit of the 
gJOf'ery store business. It is super 
competitive. Stores operate on low 
margins; at times, on pennies. They 
u~e low-priced leaders extensi,'ely. Im
pulse buying accounts for a large share 
of sales. 

Advertising follows the same pat
tem. It is seldom institutional; usu
ally hib hard at low-priced items
If'aders. Most of the advertising is 
r~()ne for the wf'ek-end. On any \'red
nesrlay or Thursday you see grocery 
ad a ftf'f g rocery ad in the newspapers. 
with hundreds of items at knock-down , 
drag-out prief's. Some of the grocers 
have r(,(,ently be~ ulI to ml' radio: a ff'w 
c\tains like Grand Pnion and Kroger 
have wwd it for many Yf'ars. 

A r["('ent SI'ONSOH survey indicatf's 
that g rOCf'rs arc 110t Ilf'avy users of th e 
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l1ledium. Over 300 stations around 
the country were queried; no more 
th an 5c~ reported active grocery store 
sponsors. But among the grocers who 
used radio. an overwhelming major
it)' were sold on it. 

These grocers found th e medium ad
,antageous for several reasons. Most 
important were: (1) ability to plug a 
leader without direct competition at the 
moment of the message; (2 ) ability 
of a few good leaders to bring in 
heavy store traffic. with resultant im
pulse purchase of other items in the 
store; (3) proofs of low·cost per.thou. 
sand; (4) ability to level out the 
week's sales by consistent use of radio 
throughout the week (about 70('~ of 
th e week's sales usually have been 
iliadI' on Friday and Saturday); (5) 
lJUilding of customer loyalty, store 
prestige. and market identit); (()) the 
, 'isual impact of TV; (7) a specifie 
audience is reached. 

Since net profit runs from 3.97, to 
G.Iy'r in th e average store, advertising 
expenditures are kept to a minimum. 
According to a recent report from the 
Broadcast Advertising Bureau of the 
\atiollal Association of Broadcasters, 
this is th e breakdown: "Advertising 
expenditures in food stores arC' gen· 
erally less than 1 (; of sales, usually 

running an average of .76 7c for self
s('rvice markets." But food processors 
and manufacturers spend large sums 
to promote their products nationally. 
to help sell for the retailer. The report 
states that "National advertising ex
ptnditures for food products run from 
.2~ for cane and beet sugars to 8-10% 
for food specialties and packaged 
cereals." 

Chain stores (fo ur or more stores 
under one ownership) are the heaviest 
air advertisers. Independe!lt stores 
(owncd and operated by a single own-
1'1') do very little adYertising, radio or 
otherwise, unless they are grouped 
together in an independent's assocJa
tion. 

Large chains recently became par
ticipants in a significant adYertising 
, -entlll-e, are sponsoring a new TV 
show, Star TiTTle, aired over 32 sta
tions of the Dul\lont network. It fol
lcws the same pattern established hy 
the drug chains for their two TV 
shows, Cavalcade of Stars and CavaL
cade of Ballds (both on DuMont ). The 
importance of this trend was spotlight. 
ed by SPOl'\SOR in " Drug stores on the 
air" (28 August 1950 issue). The ad· 
vantages of this share·the-cost fonnula 
might well serve as a working guide 
for brand·name advertisers and chain 

SPONSOR 



:ING (ABOVE) IS NATURAL THEME FOR FIRST NATIONAL'S SHOW; BUT SPONSORS OF "STAR TIME" USE VARIETY APPROACH 

stores of completely different types. 
Four producers and 14 ch ains 

12,000 stores in 32 markets) partici
pate. The producers are Snow Crop, 
American Home Foods for Autobrite, 
a nd McCormick & Company. The 
fourth has not yet been announced. 
Each has a olle-minute commercial on 
the hour show. The show itself wiII 
("o<:t over $1,000,000 a year for time 
and talent. 

Chains buy participations on a local 
leyel: only one chain can participate 

YOUR HOME-OWNED GROCER 

PRESENTS 

The TEX BENEKE Show 

~ ~ ~ 
}u. 8uuJL 

10:45 a.m. MONDAY through fRIDAY 

~ 

BELLE ISLE FOODS 

CINCH CAKE MIX 

", '-_.r.. __ s.~ .. " .. ~ ... -

OILAHOMA RETAIL GROCERS ASSOCIATION 

in anyone cit y. Each is allowed three 
commercials: opening. closing and a 
10-second announcemen t coming mid
way. Commercia ls may cut tradition 
ra ther than price, for most of the chains 
plan to st ick to institutional plugs. The 
grocers, followin g the lead of drug 
chains, ha,'e go ne all-out to promote 
the show. use newspapers, posten., 
streamers, and other point-of-sale tie
ins (see cut ) . The show may ,,,ell mark 
a new era in grocery store advertising. 

One of the participants of Star Tim p. 

( ovcr \VA YE. Louisville) is the K roo 
ger Company 1n Cincinnati. Kroger is 
not typical uf mt)~t grocery chain op
cratiolls in its advertising and promo
tion. The company is a large user of 
broadcast ad\'ertising with extensi,'e 
promotional tie-ins. 

Kroger will spend more than 
$ 1.000,000 this year for rad io an d 
TV. Last yea r net sales for th e com
pan) were o\'er S800,000.OOO ; net in
come, over 13,000,000. The company 

(Please tum to page 61) 

SHOW 
with BOB DAVIS 

KLZ 8:15 ,f) •• M. 
MON. • WED. • FR!. 

Oklahoma groce rs merge , us e 13 FM outlets Mayfair Stores have tune qu iz on KFI-TV, L.A. Save-a-Nickel chain has show on KLZ, Denver 
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r PART TWO 
OF A 2-PART ST ORY 

How Bristol-Myers 
rides the trends 

III e .... of IIlOlllltillg talen t costs, lo,ver night 

... ulio alldiellce~ B·M has sh ifted A~I 

.... Bre.d~ Bnn!~'~ to days. is i ll TV he •• vily 

.~~~ High-budget nighttime ra
"'~ei~", dio shuws are today. so far 
as the big drug-and .toiletry firm of 
Bristol-Myers is concerned, an a(lver
tising gamb le-with most of the odd,:; 
stacked against the advertiser. 

To many an adma n, this will sound 
somewhat paradoxieal. 

A fter a ll, it was a series of just such 
high-budget shows in netwo rk radio 
I often takin g up as much as a thi rd of 
ad budgets ranging from $5.000,000 to 
. °8,000.000) th at did a big job for 
Bristol-i\lyers. Nighttime radio shows 
helped to lift B·M's Vitalis in th f' 

1930's from an obscurf' hair tonic to 
one of the nation 's leading i"ellers. 
They helped boost ] pana to a place 
among the leaders in the dentifrice 
field. 1'11('Y helped put ae ross th en-new 
prod ucts. like Minit-Rub and './IUIll. 

What has cauc;ed Bristol-Myers, 
sponso r of maj o r radio shows wi th 
stars like Fred Allen, Eddie Cantor, 
and Ed Gardner. during its 25 years 
on the air to make this major change 
in its basic thinking? 

There are two big rf'aso ns: 

L High talent fees and production 

II-If' (fd budget ' UIS '~e,)t p(fce mitl. sa les 
fi!JIf"es * S'UUVII 'JerOm, is 110m S 8 ,000,000 

Fi gures in 
;r,illions 

40 

30 

20 

10 

, II I 
1. 11111 

--- 1 I I I, I 1 I I 
_ _ I 1-11 I JJ I J I I I I I 

8·M DIVIDES WARES AMONG THREE AD MANA 

costs, during the past four or five 
)ears. have caused Bristol-oM) ers to reo 
evaluate its position as one of radio's 
biggest sponsors. The way ta lf'nt costs 
shape up today for leading stars, a big 
network radio show wo uld abso rb Ihe 
maj or portion of the Dristo l.:\l) ers air 
advertising budget. Then , since the ad 
budgf'ts of Dristol·l\l yers are based on 
a percentage of anticipated sales. if the 
program ratings were not held con· 
sistently at th e highest possib le level, 
13-M would lo:;e money on the deal-
because the show couldn ' t produce 
sales fa st enough in proportion to its 
cos ts. 

2. Nighttime tele\Oision has com· 
pounded the question of high radio 
talent costs, Bristol-Myers feels, by 
cutting into radio listening and forcing 

Year 33 35 40 45 

"'Source: Bridol. Myers an nual reports 1933· 1949 

49 Year network radio rates out of halance. A 
Bristol.l\1yers spokesman told SPON· 

l'O H : " All o f the figures in our surveys 
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I:; WITH THEI R PRODUCTS ARE (L. to R.) WALLACE DREW, WALTER LANTZ, ROGER WHITMAN. PICTURE TAKEN IN B·M MODEL STORE 

and research findings on the effects of 
TV have shown us that, when TV sets 
become part of the pattern of life in 
American homes, radio listening is in· 
variably lessened. This has been par· 
ticularly true at night, and particularly 
true in key markets," 

What's the solution to the B·M 
broadcast advertisillg worries? 

"We feel we have found the answer 
in a balanced combination of night. 
time, daytime radio, nighttime televi· 
sion, and heavy radio and video spot 
schedules," a Bristol·Myers executive 
told SPONSOR. "This enables us to put 
plenty of ad,'ertising pressure behind 
our established products, and yet gives 
us plenty of flexibility to promote nE'W 
products. This plan also gives us a 
chance to expand into anyone of these 
radio or TV fields that proves itself 
capable of doing a top sales job for us. 

"Although nighttime radio is still an 
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important ad medium for us with a 
low cost.per.thousand. our current plan 
has been to set up a broader hroadcast 
advertising pattern that we feel is the 
most realistic approach to the whole 
situation. " 

With the B·M broadcast advertising 
problems kept in mind , a look at the 
present pattern of B·M's air advertis. 
ing is revealing. 

Nighttime radio, the field which is 
most closely identified with Bristol· 
Myers because of its sllccession of pro· 
grams like Tou;T/ Hall Tonight, Eddie 
Cantor and J)uffy's Tavern, has just 
one show left carrying Bristol·Myers' 
banner. The program is Mr. District 
Attorney on NBC, Wednesdars 9:30-
10 p.m. This well· rated, medium·priced 
whodunit was bought by Bristol.Myers 
back in 1940, and has since made quite 
a sales reco rd- despi te heavy competi· 
tion both in radio and TV against its 

time period on \Vednesday evenings. 
The nighttime radio version of B-1\I\ 

Break the Bank, which used to occupv 
the half·hour before Mr. D. A., is now 
off the air-as far as nighttime radio 
goes. Break the Baflk, also a well·rat· 
ed, medium·priced ~how! has been part 
of a long.term project of Bristol·Myers 
to move into television programing. 
For a while, the popular quiz show 
was a simulcast, but Bristol.Myers last 
year decided that it was too difficult a 
task to balance audio and video, and 
made the show over into separate AM 
and TV vehicles. The radio version of 
the show is no\\ the Bristol.:\lyers' task 
force for a beachhead landing in day. 
time radio. 

Daytime network radio is, in Bris· 
tol.Myers' opinion, a good huy. The 
big drug firm's research has shown 
that while nighttime radio has lo~t 

(Please tum to page 42) 
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STRIKING DEMONSTRATIONS LIKE TH IS SELL; BUT FLUFFS ARE CONSTANT DANGER WITH LIVE COMMERCIAL. FILM ENDS RISKS 

Inside story m~IA.J~O~Y 
of a film commercial 

26 

TV There's no denying it , ani· 
mated pixies make cute TV 
film co mmercials. Y Pt they 

may not do the most effecti\·e selling 
job for ~ our produc t. Sal Hepatica. 
co vered in Part One of thi s a rticle, put 
over its delicate " Laxa ti\·e Lag" point 
skillfully with animation: other soft 
goods do the sam e. Cigarettes. medi· 
ci nes, and beer sparkle in cartoon
land as the)' perhaps never could in 
reality . 

P Ul if yuu're a .. king peoplf' to plunk 
dU Wll hundreds o r thousands of rl ollars 
011 a single itelll- refrigf'rator. wash. 
in ~ machine, TV "et. automohi le- it 
takes more than animated ca rtooll peo
ple to cOI1\'in('c them. Potelltial buy
en; want to sec what they're geltin ~ 

anel heavy goo ds mh·erti scrs do well to 

SPONSOR 



Ie bath-tub scenes are out_ But Palmolive delivered its message safely on film Painstaking stop-motion technique takes skill, co~ts more than other film methods 

show their wares as they actually are. Fit·e C(fpslI'ed (·(ue ',i.dories of lil~e-(fctio .. films 

'I 
II 
,I 

'j 

Actually. if such "show-me" selling 
i- the logical approach for a p roduct, it 
may not be wise to Ui'e film at all. Re
sults so far indicate that live conlIner
da is score heavily with their sense of 
immediacy, their close integration into 
the program. A nd even single live
action film commercia ls cut a neat 
$1,500 to $2_000 slice out of an ad
\Cr t ising budget. Besides, after la ying 
out this kind of money an advertiser 
can't be sure that a careless engineer 
won't occasional! y spoil the effect ive
ness of his film commercial. This can 
easily be done by nol positioning the 
mask properly during projection, thus 
cutting off one edge of the picture from 
receiving tubes. Or the focus may not 
be too sharp. 

On the other hand, live-action (non
animated) film commercials have defi
nite advantages. For one thing, they 
provide guaranteed performance. Ron 
son lighters. as an example, are dem
onstrated on film, thus sparing the 
agency and advertiser from chronic 
nervous stomachs. Of course a Ronson 
al wa ys lights the first time . . . bnl 
suppose it didn ' t during a TV broad
cast? Then , too, the setting for a com
mercial is pradicaJly unlimited on film. 
but just try to televise a new .Mercury 
Toaring from one wal! of a television 
studio to the other. 

Some of the biggest plus values of 
film are intangible, including oppor
tunity for longer and more careful pre
production planning, more expensi,'e 
backgrounds and props, optica l effects 
such as wipes, pop-ons, write-ons, and 
stop-motion. Altogether, these seem
ingly minor details add up to greater 
conviction and a more professional 
appearance. How much they inc rease 
sales appeal no one knows for sure, 
but if such touches cause one product 

(Please turn to page 43 ) 

Bikeroo (Play Creations) 

Single 90-second test film made by account 
executive and TV director of Ted Bernstein 
Associates, ad agency. Amateur ta le nt filmed 
on 16mm silent film, live voic e-over recording. 
Distributed in New York by Teletoys, Inc. 
Estimated cost $500. 

Crisco (Procter & Gamble) 

Four 60-second films mad e by Transfil m, Inc. , 
under supervision of Compton Advertising , 
Inc. Live-acHon demonstrations of food mad e 
before viewer's eyes with Crisco. Some stop
motion used in several of the films. Esti
mated cost about $1,600 each. 

Lighters (Ronson Art Metal Works ) 

Six 20-second films produced by Ted Nemeth 
Studio under supervision of Grey Advertising 
Agency. Each film differs in format, covers 
particular Ronson lighter: ta ble, pocket, pen
cil , etc. Considerable stop-motion used. Es
timated cost about $4,500 each. 

Esso Service (Esso Standard Oil) 

Two 60-second films produced by McCann
Erickson, I nc., with rented facilities. Crea ted 
to accompany Esso-sponsored telecasts of 
football this fall. Beiievable situations begin
ning in stadium high-light Esso service. Esti
mated cost a bout $1,500 each. 

Home Dry Cleaner (Re-Clcan ) 

Single 60-second film in color produced by 
Ben Green Film Productions und er supervision 
of Cayton, lroc. Model demonstrates use of 
dry cleaner in "hom e" kitch en. Voice-over 
sound. Color prints for department store 
showing. Estimated cost a bout $1,500. 

I! 
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Are you in the middle 
of the research muddle ~ 

All is not lost d~SI)ite IIlaze oK services 

Ulld ;lIutlyses. Ile .. e~s "'hat YOIl C~II' do to 

k~el) ~'Oll" rese •• relt thinking stl·aight 

\rhen a O'ponsor finds hi s 
I ' radio or television show 

high on one research organization's 
li ~ t of "top" programs. low on an
other's, and altogether missing from a 
third, he has a right to be confused
and worri ed. 

But he doesn't have to stay that wa y. 
He can do a lot to avoid making deci 
s:uns on false prel1li ses; he doesll't 

TOTAL AUDI ENCE - Audience in sample 

homes during all or any part of program. 

AVERAGE AUDIENCE - Audience in sam

ple homes during average minute of show. 

AUDIENCE COMPOSITION-Breakdown of 

average number of men, women, and chil

dren (under 16) listening to or viewing 

program. 

SHARE OF AUDIENCE-Percentage of sets 

in use (I:stening to or viewing) a particular 

program; an indication of program's com

petitive pull. 

SPONSOR IDENTIFICAT.ON - Percent of 

re spondents in homes listening to or view

ing program who can identify sponsor. 

RANDOM-Unbiased selection of each radio 

or TV home (or individual respondent) on 

basis of its having no more chance of being 

selected than any other home. Calling 

every fifth nam e in a telephone directory 

would be an example. 
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have to be guided ineffi ciently or irre
~ponsi bly so that he sells less effectively 
than he might. Nor does he have to 
wait for industry "confusion clearing" 
committees to complete their long
J ange projects. 

Here, in summary, is what you as a 
sponsor ca n do now: 

( 1) Take an inventory of your re
~earch requirements in the light of 

DIARI ES-Booklet in which a respondent en

te:s his own and family listenin g or viewing. 

MOVING PANEL-Sample in which a por

tioO! of respor:dents drops out regularly and 

is repl aced by an equal number of new 

re~pondents. 

QUOTA CONTROLLED-Method of sample 

selection by which is pre-determined the 

proportion of several com ponents of popu

lation to be incl ude:! in sam pie. Quotas 

are assigned to interviewers to maintain 

proper propo rtion of sar':1ple. 

TEL~PHONE COIN::::IDENTAL- Random 

con tact of telephone subscribers during 

b ,oildcast of program. 

AREA SAMFLE-Inbrvicws bunc 1led at g eo

grap' , ic points (to cut cost). Points !ie

lected to be good cross-section of total 

area under ~urvey. 

CUMULATIVE AUDIENCE-Net (or undu

plicated) audience to a program for a 

week, a month, or longer, 

\rhat they are expected to contrihute 
specificaIJy to your operation. 

(2) Lea rn something about the or
ganizations whose services you are 
buying-and why you're buying them. 

(3) Don't com pare rating and other 
research figures blindly - insist on 
knowing what they mean, 

(4) Pay some attention to how the 
information was gathered- it has an 
important lwaring on the use you ca n 
make of it. 

;\lore details on all these it ell1~ com
ing up. First , it's important to outline 
the nature of the radio and TV rp
search muddle the industry's talking 
about. There's eyen ~ome confusion 
nbout th e "confusion: ' 

Confu~iOIl in radio research is an 
old story, and the ad\'ent of commer
cial television has compounded it. Ra
dio research organizations. already on 
the increase. added teleyision research 
to their !'en 'ices and several new TV 
research firms opened shop. 

Nobody should forget that before 
th ese 1'escarch outfits can do business 
them. Obviously. therefore. the impor
tant confusion often li es in th e heads 
of those exec uti\'es who buy and use th e 
many and often overlapping sen'ices. 

1\1all)' s pon~ors don't understand 
clearly the role of radio and television 
research, especially the rating side of 
it. in their 0\\,11 operations. Therefore 
they haven' t a cl e3 r grasp of \\"hat a 
research figure, Hlch as a share of 
audience or cumulati\'e audience fig
ure, mean" to the joh they're trying to 
do (see definitions left)' 

Fogginess on the part of most spon
sors as to what they ,rant to do with 
rating and other research figures is 
one basic root of confusion. But 
there's another side to the muddle. Two 
rating organizations may offer ratings 
on th e s:lIne prog rams ,,"hich differ 
widely, That's confusing, but it doesn't 
Ilecssarily mea n that one fi gure is 
"wrong:' the other '·right." 

Gather th e data ill one way and YOII 

get one kind of rating. Do the sam
pling by another method, and YOIl get 
a different ~'ilJd of rating . tanley 
Breyer of K.JD5, San Franciseo, posed 
Ihe now-(:elciJratcd qu e:: tion of whether 
the Hooper or the l'ube rating fi gures 
for his area werc ·'right." 

A cOlllmittee appointed to make 
tcst~ pointcc\ out tlr at hcca usc of the 
l( dllliqlles employed by the t \\'l) re-

(Please tllrn to page uS ) 
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IImerican Research Bureau 
Washington , D. C. 

Radio ratings for Washington, D. C. ; TV ratings r e pre sentati'~e 

of all TV areas and for six individual cities. 

•••••••••••••••••••• Total audience; a ud ience 

composition. 

Diaries kept for one week of 

each month. 

Random (new sample group each month). 

Tele-Que Los Angeles 

Television audience ratings in Los Angel es. 

•••••• •••••••••••••• Total audience; audience 

composition. 

Diaries kept for one week of 

each month. 

Random (new sample group each month). 

Videodex Chicago 

Quantitative and qualitative TV audience ratings repres e nfa. 

tive of all TV areas (62 cities included in surveys). 

•••••••••••••••••••• Total audience and audi

ence composition; qualitative reactions to programs and commercials. 

Diaries. 

Moving panel (see definitions accompanying this article), 

Hooper New York 

Radio ratings for 90 cities; TV ratings for g,'oups of 12 and IS 

cities. 

•••••••••••••••••••• Share of audience; aver-

age audience. 

••••••••••••••••• Telephone coincidental interviews. 

Random for radio and one IS-city group of TV stations; 

TV-home base for group of 12 interconnected cities. 
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Nielsen Chicago 

Nationa l radio ratings ; TV ratings representative of all TV areas. 

•••••• • • ••••••• III~D.r:m Share of audience; aver

age audience ; total audience; " Nielsen-Rating" (measures audience 

who liste n for six minutes or more of a program); cumulative audience. 

• • • ••••••••••••• 11!1 By electronic meters attached 

to sets . 

• ••• Random (switch from quota co ntrolled sample now in progress). 

Trendex New Yor k 

Nationa l radio audi e nce ratings based on 20 cities in which 

TV penetration is equal to the TV penetration nationall y; television 

ratings in interconnected cities . 

• •••••••••••• ••••••• Average audience; share 

of audience ; audience composition; sponsor identification. 

Telephone coincidenta l. 

Random. 

Conlan Kansas City 

Radio and television audience ratings in any area upon 

request . 

•••••••••••••••••••• ; Share of audience; aver-

age audience • 

••••••••••••••••• Telephon e coincidental interviews . 

Random. 

Pulse New York 

m 

Radio and television audience ratings in 16 cities coast to 

coast . 

.~ •••• Ii •• III ••• •••••• _ Total audience; share of 

= 

audience ; audience composition. 

., 
Personal intervie ws , in which 

respondent is asked to recall rs fening during a g iven span ' of . hours. 

Modified area. 
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t h e nUlla 

Mid -West Wine's presid e nt , Jose ph Sclaure, chose radio 

tire jingle 

Jin gle to tune of "Volga Boatman" sent home this message 

t're mercluuulisiny 

Mid -West expanded. put merch Ol ndising on it s new trucks 

t're results 

VIA RADIO, TEMPLE KOSHER WINE ZOOMED 
TO fIRST PLACE IN MINNEAPOllS·ST. PAUL 

Br ~nd Percent 01 Bu yers W ho Use Eoch Br~nd 

Temple Wine 
Virgin;o Dore 
Rom o 
Hog.n Dovid 
r . i 
~ Colony _. ________ .. 
G. , It ___ .. _____ ... __ . 
~.;. r: .... ___ ._ ... __ .. _. 
C ra ,ta Blanca _ ....... , __ .. 

1948 1949 1950 
4.9 jf, 

20.7 
11..5 

1.8 
9.4 
7.0 
4.2 
2.6 
3.1 

11..71" 
18.0 
1·4.7 
1..3 
5.1 
4.0 
3.5 
2.8 
1.5 

31.0% 
ILl. 
9.1 1/ .. 

8. r 
5.4 
3.8 
3.4 
2.3 
1.1 

f'"+ . P" ul C onsu me r Analysis shows how Temple did 

Is your class-product 
ripe for mass sales? 

Spnrked by uir udvertising, "kosher" ,,,ines 

are now selling to a hooilling Inass 8larket 

Along with telev ision, the 
household deodorizer, return 

~ of Hopalong Cassidy, auto-
matic whi pped c ream, and the plastic 
age, the past few years has witnessed 
another phenomenon in the evolution 
of America. 

This one is gastronomic, and, unlike 
most of the others, as old as Mosaic 
law . . 

In Chicago, Minneapolis, New York, 
St. Louis, Los Angeles (and practical. 
ly any other metropolitan center yo u 
might name) a sweet wine labelled 
" kosher" is making liquor merchants 
rub their eyes in amazement. Try as 
they will, they just can ' t stock enough 
of the stuff. 

Not many months ago sweet " kosh· 
er" wi ne was bought as a sacramental 
beverage by the Jewish trade in ob
servance of high holidays. Today it 
accounts for 25 % of all the wine sold 
in the U. 5., with every segment of the 
population contributing to the mush· 
roomi9g total. 
, What' brou~ht about this overnight 
expansion of selling base, this explo
sivp. bursting of ethnic bonds? Like 
the popularizing of ravioli , frit os. mat
zos, and branded chop suey, thc inside 
story of " kosher" labelled wines will 
,help 'many a food mauufacturer ( re
gardless of cat('gory ) assess the broad· 
(,r-market possibilitics of his limited· 
salc~ products. 
• sI>oNsoR presents tIl e inside story m 

r 

two ways: (1) the broad picture--why 
"kosher" wine broke its sacramental 
bonds ; (2) a pin-pointed example of 
what's happening in one market. 

How the trend started nobody quite 
knows. SPONSOR has been able to un
cover some evidence, however, that ad
vertising sparked it in most communi· 
ties. In Minneapolis, for example, only 
5.7 % of all branded wines purchased 
in 1948 \\~erc "kosher" style. But un .. ',' 
der the impact of a hard-hitting radio 
campaign the " kosher" share jumped 
to 23.% in 1949, to 39.1 in 1950 (see 
chart ) . 

Manischewitz, first to distribute a 
kosher wine nationally, has been mak
ing remarkable gains. Although 'Man
ischewitz radio announcements (the 
bulk of its advertising during the Pflst . J 

year has been in this category) are de
livered with almost religious fervor. 
the a ppeal is to all sections 01 the pop
ulation . Manischewitz works hard to .,. 
perpetuate the sacramental air that 
surrounds its wine, doesn't go in for 
jingles. This fall Manischewitz ha~ big 
plans for TV commercials to further 
the impression that Manischewitz 
"kosher"· means its ~ wine. .has; 'been 
made in strict conformity with Tal
mudic laws. 

.Mogef\ ))jl\id Wine Compan)(; .divi: ~ .• ! 
sion of the Wine Corporation of Amer
ica, is the far-and-away leader in Chi
cago; is now out for new worlds to 
conquer with its costly Can You Top 



:,., . 

"'""".~ ...... '. 
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This , ABC package. In addition to its 
23-station TV setup, Mogen David is 
investing this fall in radio singing com
mercials. Combined, the radio and TV 
budget will be three times as large as 
the non-air budget. Weiss &: Geller, 
Inc., advertising agency for Mogen Da
vid, reports that the company has 
broadened its wine market so much 
that less than 17" of its total sales are 
to the Jewish market. 

But, for Manischewitz, Mogen Da
vid, and many others, advertising was 
the hand-maiden of an initial desire. 

In the course of its survey, SPONSOR 

canvassed a number of advertisers. 
distributors, and store keepers with 
this question: "Why does it pay to ad· 
vertise 'kosher' type wines?" 

Back came these answers: 
1. The mystic satisfaction of par

taking of a sacramental wine brings 
many a first·time customer. Manische
witz advertising emphasizes this point. 

2. The " kosher" designation con
notes su perior quality to millions. 

3. Americans have a craving for 
sweets. Kosher port wine is a happy 
medium between soda pop and hard 
liquor. 

4. Many (notably women ) who 
can't be induced to drink hard liquor 
say "yes" to a tasty sweet wine. 

( Please turn to page 64) 
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"Can You Top This." ABC-TV, is on 23 stations for Mogen David Wine . Show reaches out for 
mass sales. Performers drinking wine (top) contrast with sacramentai use (directly above) 

Thou g h few Negroes are Jews , as are thos~ shown, kosher wine is making big g ai ns among race . 
Kosher port wines are suitable for mass sales because they appeal to Amerkan sweet tooth 
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CURRENT SPON SOR ED NETWORK MYSTERIES NUMBER 17, CO M PR ISE ABOUT 50% OF TV DRAMAS 

Mysteries: they love 'em on TV! 
PA RT TWO 
OF A 2-PART STOR Y 

Visu •• 1 tltrillers follow ill I).dh of radio eounterIlal-ts. 

TJaey'l-e hig h r ate d , I-elatively lo,v cost 

T'6.'I1I It was only natural that mys
W teries with their age-old 

audience lure should turn 
up on television. But th e surpnsmg 
thing is Jhat they have acquired almost 
Holl) ~' ood-like rpalism and consequent 
high popularity in the short space of 
a ) (~ar aud a half. What's more, they 
already ,.~how unmistakable signs of 
becollling' one of TV's bes t' program 
buys. 

YlHlI1g as mystery programs are ( tlte 
oldest, Sllspense, was horn in March , 
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1949; the youngest. Adventures 0/ El
lery Qlleen, is an infant of a few days'i , 
they're doing fin e. thank you. Drama 
(about 50 ';{- myst eries) ranks second 
among TV program types, according 
to Pulse network ratings, S-ll Septem
ber 19S0; cOlllccly-variet) is first. Niel
sen TV-Hatings for New York evening 
once-a-week programs (four weeks 
ending 9 Septelllber 1950l show th fee 
mysteries in the top 10: Martin Kane 
- Priva.te Eye, Suspense, and Lights 
Out. Three more mysteries rose to 

Hooper's top 15 TV programs in ~ew 
York (July-August 1950l: The Web, 
Big Story, Th e Plainclothesman. Fur
th er, Nielsen reports that in March. 
Apri l, Ma y 1950, the Average Audi
ence rating for TV net work mysteries 
was 3u.7 1

,{. while for all sponsored 
pro3rams it was 27.3(1, . 

With thri llers ranging from the su
pernatural Lights Out, \,BC-TV, to the 
cereb ral Man Against Crime, CBS-TV, 
to the documentary Treasury Men in 
Action, ABC-TV, there's a mystery 

SPONSOR 



show to suit e\'ery type of thriller fan. 
Mysteries are one of the prog ram-types 
that TV does hest toda y, according to 
seyeral authorities; they ha\'e reached 
as high a level of (Ievclopment as ha\"e 
other less complex t) pes of TV pro · 
g rams. The inherent limitations of TV 
are fast being conquered by clever 
sc ripting, use of film to broaden scope 
o f act ion, improved techni ques to cre
ate d esired effeds-efTects eerie and 
gripping enough to keep yiewers chew
ing their fin gernails. 

Most aware of this are the fortunate 
sponsors who've bcen ballkrolling TV 
spine-chillers for a yea r or more. TIll')' 
include U. S. Tobacco Co. (Martin 
Kan e, N BC-TV ); American Cigarette 
& Cigar COlllpan) (Big tory , NBC· 
TV I ; Chevrolet Dea le rs of l'ew Yo rk 
( Famolls lllry Trials , J)u~1 () nt l; R. J. 

It Heynolds Tobacco Company (Man 
Against Crime, CBS-TV) ; Electric Au
to-Lite Company (S lI spense, CBS-TV 'I . 

Taking th e TV m) stery plunge this 
fall are, among others, Kai se r-Frazer 
with Adventllres oj Eller), Queen, Du
~10nt; Seeman Brothers (A ir-Wick ) 
with I Cover Tim es Square, ABC-TV: 
Chrysler Sales Division with T rcasury 
M en ill Action, ABC-TV: Block Drug 
Company with Danger and P. Lori l· 
la rd with Th e W eb, both CBS-TV . .l \ll 
in all , there are 17 sponsored net work 
mysteries or drama scries in which 
mystery-types predominate (as in Big 
S tory, Big Town , S uspense I on video 
this fall. This comprises about 50 j'~· 

of all drama programs on TV and 
about 11.7 ~~ of all sponsored net work 
programs (based on computa ti on from 
listing in Executives' Radi o Service 
Factuary, fall 1950 ). 

The net works report health y percent
ages of mysteries among sponsored 
~hows. Dul\lont mysteries (six) com-

prise 40' ~ o f their spollsored net work 
progra ms. Thrillers account for 1 1.4':~ 
of CBS-TV evening shows. 105' ,; of 
\,BC-TV total bankrolled prograllls. 

What 's the dollars and cents signifi
cance of all th is? !lather ba~ic. In 
view of the very healthy ratings thcy 
huye bern racking up, TV my sterics. 
where costs arc reasonable, are a very 
ccollomica l program buy; this is a 
(>haraeteristic for which their A~I 

brothers have long hecn famous_ 
J u~t how reasonable an~ the cost~? 

The) range all the way from 3,200 
plus time charges for Famou s 1 II ry 
Trials, to about SS,OOO for Treasury 
JIlen in Action, and $7,500 for Lights 
Out , up to $12,000 for Big S tory. The 
majority of network mysteries, so far 
as co uld be ascertained, fall bet \\'e~n 
$3,500 and 6,000, exclusiye of time 
charges. This seems to be lo\rer than 
most othf'r TV dramat ic shows, 1I10st 
situation comedies, and far below the 
talent-pa<.;ked comed y-variety or vari
ety-music shows. ( For a study of TV 
costs see SPONSO H, 22 May 1950, p. 25.) 

There are no figures avai lable at the 
moment from the ratillg scrvices for 
hOllles-per-dollar delivered hy TV pro
g rams. Nielsen reports that in Janu
ary it will start releasing such informa
tion as part of its N ieb en Television 
Index. However, SPONSOR'S own com
putations, derived from statis tics thus 
far available, yield some interestin g 
preliminary results. 

A SPONSOR repor ter took nine con
sistently high-ra ted net work shows 
(Nielsen) of three program-types, ob
tained estimat ed costs for each pro
gram, exclud ing time charges, then di
vided these in to the number of homes 
reached by each on a national basis 
according to June 19:10 National TV 
Nielsen-Rating report-latest available 

figures at prcss time. This procedure 
r\.~s ulted ill hOlllcs-per-talent -dollar for 
th ese programs in J une. I-I e re ' ~ the re
sult of the ('omputatiolls: 

,1/J/n'CJxi
ma le cos t 
(I'_xc/ ,ulillg 
Tim,, ) }'rogra m 

~!J,OOO T oast of the l o wn 
10,500 Talent Scou ts 
12,000 Studio Olle 
!l,OOO Fireside ' I hc~trc 

11 ,000 i\lartin K;,llc 
6,500 Suspellsc 
7,500 Lights Out 
H.OOO :\lama 

12,000 This Is Sho w nu~i· 
nc ... ~ 

H omes 
/i f'acJlI'd 

i 71 Program H omes-
Ci/i ,'S /Jer- T al"II! 
(000 ) Dollar 
1.1I!I I 22 1 
1,8 i7 17!I 
1,30:1 IOH 
1, ~ Oli IHH 
1,6:1-1 14H 
1,2!IH I!J!J 
I ,SOH 2() 1 
1,3 10 IIi3 
1,066 BY 

SPO\'\SOH-S reporter thcn did some fur
ther (:ombining a nd got (\verage home.;
per-talent-dollar figures: 

MYSTERIES 

VARIETY 

DRAMA 

,1 !,t'Tage 
l!o/7l ('s -Prr· 

Prog ram T alcll/- D ollar 

i\lartlll Ka nc, l'r i' a tc l' l C 
Su'pc nsc ) !l2 
Lights Out 

Tu;"t of the ' I own 
T a lent .'>couts 
This I s Show Businc5s 

Studio Onc 
Fireside Thcatrc 
~ l al1l a 

163 

153 

You can argue that these figures 
constitute insufficient evidence for anv 
sweeping conclusions, hut they are a 
good general cost indication. Since the 
number of TV sets- in-U5e has increa5ed 
by some 2,000.000 since June (from 
about 6.215.000 on 1 June to a current 
estimated 8,:100,000 ) the home"'-per
dollar delivered b) each program type 
would be even higher today, providing 
costs have not risen unduly. 

Ind ustry feeling is that drama lmd
gets won't go up this year. Talent sal
aries are being held stable wi th the ex
ception of Holl ywood and legitimate 
name stars and variety performers. 

Perhaps budgets can be kept down 
for the present, but Charles ~l. ender
hill , General Manager of CBS-T\" 
states that costs must definitely move 

( Please turn to page 58 ) 

" Plainclothesman " puffs Harvesters Film shots add to " I Cover Times Square" "Ligh ts Out" uses eerie li ghting effect "Madin Kane" hangout is visual plug 
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GLASS MANUFACTURER 

~PO:\~O R: Kerr Glass '\[fg Corp AGEACY: Dan R. \liner Co 

C \P:-;\ LE CA::,E HI~TURY: The Kerr Class Manujac
turing Corporation decided to use radio to help increase 
the use oj gla ss products. Their program ll'US the House
win's' Protectiw League in St. Louis. The offer to lis
teners leas a hOlTl e-rawling booklet. The result: within 
to weeks they received 31,031 reqll es ts jor the home can
nillg booklet. a sure sign that the use oj glass jars and 
products lL'ollld go up. Cost per il/quir)' ,' below nine cents. 

1-;.\10\, ~t. LOllis PROGI{ .\\I: lloll'wwive< Prot ectivf' 
League 

RADIO 
RESULTS 

PLASTIC BAG 

~PON~OR: AS~lIciated Sales Co 

CAP~LLE CASE HISTORY : 

AGENCY: Direct 

The Associated Sales Com-
pany has beell u.sing participations on Your Neighbor 
Lady since Ianuary 1947. The product: a plastic jood 
bag. Ajter 114 weeks , listeners had sent in $45,000 jar 
275,000 plastic bags. Using three one-mi fwt e participa
tions, Associated has averaged 395 direct sales a week at 
a cost oj 21c per each dollar sale. Alld sales oj th e bag 
are still going up at this writing. 

WNAX. Yankton, S. D_ PROGRAM: Your Neighbor Lady 

JEWELER 

SPO;\'SOR: Silvds ACE;\CY: Din'ct 

CAPSCLE CA~E lIISTOI{Y: 'For a daily cost oj $11.25 
this sponsor is Iwilding sales, store traffic, and goodwill. 
T he program is Tag-a-Tune. The attractioll: jar the cor
rect itlentificatioll oj a " mystery tune," a listeller receives 
a jree diamolUl (willll er must pay jar the setting) . The 
-rst six wee/~s on the air, Tag-a-Tunc has averaged 300 

1'( ,)Iies daily. ]Juring a six-mollth period, the program 
//fIe "craged 70 replies daily. Program is still flInning. 

T\, Stockton PHOCHAl\1: Tag-a-Tune 

AUTOMOBILES 

~PO:\'~OR : Thomas I. Petersen AGE:\CY: Direct 

CAPSULE CASE HISTORY: This advertiser used "per
sona/i:;ed" commercials on KIST u:ith great success. Each 
commercial gives the name, address, and occupation oj fl 

local resident who bought a car previously advertised on 
the station. This leads into a plug jar aflOther good buy 
awaiting someone. The Petersen radio campaign has sold 
88 cars in a five-we ek campaign. Previously an exclusive 
Tleu;spaper advertiser. he jound radio cost $1.50 less a car. 

KIST, Santa Barbara PROGRA:'II: Annollncement~ 

TOYS 

SPO.\SOR: Toy Productions Co AGENCY: Buchanan 8. Co 

CAPSl1LE CASE IIISTORY: The sponsor bought jour • quarter-hour segments a day, seven days a ll.'eek, all 
WI BK music programs. WI BK air personalities, Don 
.1IcLeod, Bob lIIurphy, and others, were used to plug 
Talking Toy reprodllctions oj Bugs Bunny and Porky Pig. 
No other advertisillg oj any kind loas used ill Detroit. 
Ajter three weeks, the campaign produccd 6,97.5 orders 
jar the $2.98 toy. A gross oj $20,78.5 jar a time cost oj 

1,917_ Cost per inquiry 27c. 

WJBK, Detroit PROCR ~\.'\r: \Iusic Programs 

APPLIANCES 

SPONSOR: HOllse of Television AGENCY: Direct 

CAPSL'LE CASE HISTORY: A one-time announ cement 
which cost $38 brought 1,634 responses jrom five states. 
A $50 discount on a TV set, stove, or rejrigerator was 
offered to the first 20 people correctly guessing a tun e. 
It ICNS made clear this u'as a discount alld not a $50 pri;:,e. 
The result: 20 listeners IVan discounts and made pur
chases; the mallY other contestants became jamiliar u'ith 
HOllse oj Television appliance store in a memorable way. 

CKLW. Detroit PROGRAl\I: l\lake Believe Ballroom 

REAL ESTIITE 

SPO.\'SOR: Shepherd Realty Co AGEl\'CY: Dir(;ct 

CA PSllLE CASE IIISTORY: The S hepherd Realty Com
pany, as agents jar Francisco &: Conner, home builders, 
used six announcements illviting ljeoplc to inspect their 
homes. As a reslllt , 11Iorc than BOO people visited lhe 
home site. An additional sevell announcements ll.'ere used 
a week later and despite extremely bad weather 200-300 
people came out. For less than $300, the company sold 
sevcral homes, secured man)' jllture sales prospects. 

WAVE, LOlli~viIle PROGHA.'\l : Announcements 
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LIBBY, McNEill & LIBBY 

II The iury's verdict is 

LAW" 
(THE 50,000 WATT ABC STATION FOR GREATER NEW ENGLAND) 

In selling New England, the 

country's smartest spot radio 

users are guided by facts, 

not geography. They know that 

Greater Boston's 2,177,621 population is matched by the 

2,153,000 ten-county market adjacent to north Boston. 

They know that the Boston market, though large, 

is split between twelve radio stations. But that the important 

north-of-Boston market, just as large, is dominated* 

by one 50,000 watt station - WlA W, and at low cost! 

That's why smart spot radio users buy WlA W first! 

*20-84 % family coverage in each of ten counties 

WLAW 
50,000 WATTS 680 KC 

Offices in BOSTON and LAWRENCE, Mass_ 

- -
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ITFI 
TWIN FALLS 

IDAH O 

The world would sleep if things were run 
By men 1vho say, ~~It can't be done!" 

- PHILANDER JOHNSON 

oc~rO]~ ]~H 1949-one year ago-Lang-Worth announced a revolutionary 
development that defied the age-old laws of sound recording. It stated its 
intention to provide broadcasters with a unique disc that would be more 
durable, more convenient and vastly superior in tonal fidelity. 

THE BIG MINDS of the Broadcasting Industry openly shouted their approval 
of such voluntary effort to raise the standards of AM and FM broadcasting. 

THE LITTLE MINDS, envious and insecure, whispered within their little 
world that it couldn't be done. 

Thirteen years with lang- Your new program ser- We consider your new 
Worth led us to be- IFOI vice makes us proud to WTOe service the greatest step 
lieve that nothing could l e members of the lang- forward in the transcrip-
be finer. However, your Worth family. You've done tion field in several 
new 8-i nch program LONG BEACH it again and lang -Worth SAVANNAH years .. _and a real con-
service tops everything. CALIFORNIA is still away out in front. GEORGIA tribution to our work. 
- FLORENCE GARDNER - HAL NICHOLS - DWIGHT J. BRUCE ---._--

(I 3 y~o rs with Long-Worth) (10 yeors with Long-Worth) (14 yeol's with Long-Worth) 
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()C'rOl~I~n 1950-within the year just passed, two-hundred-and-sixty work
ing days, Lang-Worth secured a factory, designed, built and installed highly 
specialized machinery, and manufactured nearly one million critically perfect 
8-inch transcriptions. 

THESE NEW 8-INCH transcriptions are right now gracing the turntables of 
650 progressive broadcasters in an all-out effort to raise the program appeal 
and commercial impact of AM broadcasting. 

The acceptance of Lang-W orlh's new 8-inch transcribed program service is 
universal ••• 

C. O. LANGLOIS, 

President 

LANG-WORTH FEATURE PROGRAMS, Inc. 
113 WEST 57th STREET, NEW YORK 19, N. Y. 

'WCIU 
I?HILADELPHIA 
,'ENNSYLVANIA 

I 
I ' 

Your new pro
gram service gets 
our l.OO~ ap
proval-It's really 
sensational! 
Congratulations! 

-JOE 
CONNOLLY 

(2-yea" with Lang-Worthl 

WSM 
NEW ORLEANS 

LOUISIANA 

Congratulations on 
your new 8-inch 
transcription ser
vice. It does every· 
thing you claimed 
for it and more. 

-HAROLD 
WHEELAHAN 

(7 years with Lang-Worth 1 



Tlte 
I)icked I)cllle) 

Clns,vers 
~Ir .. lIildre.1t 

Mr. Kirkpatrick 

The opinions of 
the sponsor, the 
agency, the radio 
station, or of the 
publishers of 
"Red Channels" 
regarding this 
matter are not 
too important. In 
the final analysis, 
it is the radio 
listener and tele-

vision viewer, the buyer of the spon
sor's product, whose opinions will 
carry weight. 

Our analysis of public reaction to 
the Henry Aldrirh incident seems to 
illdicate two things: (1 i the Americall 
people are very much interested and 
concerned whether entertainers who 
are temporary guests in their homes 
by air and screen have been giving 
aid and comfort to the communist fifth 
column or any other form of totali
tarianism and (2) the puhli(' as a 
whole helieves that entertainers who 
have a cOlltinuing record of pro-com
m unist ac tivity should be eliminated 
from radio and television shows_ 

If our analysis of public opinion is 
eorrpet, then it becomes the primary 
responsibi lity o f the employer to take 
whatcver steps are ne<:essary and fair 
tc eliminate communist influence in the 
industry_ In most instanccs th e em
ployer is tlw sponsor. In some in
s tances, of rourse, the employer is the 
s tation or net work. I n all instances he 
v. ho signs the pay check is responsible_ 
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~lr. Span.sar asks ... 

n 'hat call sponsors "0 to equitab'y '.andle 
situntiolls liI-:e tile .Jean 1"uir incident? 

Howard P. Hildreth I Advertising manager 
Mohawk Carpet Mills Inc., Amsterdam, New York 

He cannot justifiably pass that respon
sibility to others. 

It is our opinion that the employer 
can best discharge that responsibility 
b) ascertaining as many facts as are 
available regarding actors, artists, and 
technicians be/ore those. persons are 
hired. 1£ the facts available are lIot 
conclusive, then the person in question 
should be interviewed before a final 
decision is made. 

If the facts reveal that a prospective 
employee did in the past support va
rious communist fronts and causes 
['nd has continued to do so since th e 
invasion of South Korea on 25 June, 
certainly those facts are conclusive. 

1£ the fac ts indicate the person in 
qu estion has permitted his name to be 
used by one or two organizati ons not 
well known as fronts in years past, 
there should be little difficulty in mak
ing a decisioll based upon (1) the per
son's talent, (2) the person's own 
explanation of those affiliations and 
(3) the over-all intelligence of the 
public and their ability to distinguish 
between a s ignificant ana an insignifi
cant record of affiliations. 

Mr. Samuels 

T. C. KIRKPATRICK 

Managing Editor 
Coullterattack 
New York 

The first thing 
they can do i:" 
remember that 
they owe a re
sponsibility to the 
entire list e ning 
audience and not 
to a few isolated 
pressure g roups. 
Sponsors who 
run for covcr, as 
in the Jcan Mnir 

case. are ducking their respollsibility 
by their hysterical action. 1'm sure 
that the sponsor in this case lost more 
good will as a result of h is action, es
pecially among labor union people and 
the masses of American liberals, than 
he gained from the few fanatics who 
are willing to condemn without inves
tigation. 

Incidentally, it 's worth noting that 
the labor unions in America have 
learner! how to recognize real com
nlUnists and how to deal wi th them, 
and would probably be wi.lling to pass 
their knowledge along to sponsors and 
agencies. 

What \re're dealing with in the Jean 
Muir case is guilt by association. As
sociation is important only after we've 
asked when and under what circum
stances it occurred, and what the peo
ple involved have done and said re
cently. Ex post facto thinking and 
Dction is alien to the American way of 
life. I t is all too easy to condemn peo
ple in light of subsequent eyents or 
altered situations. :Many loyal Amer
icans have been associated with organi
zationsat a time when such groups 
sen'ed an important and worthwhile 
purpose. 

That is especially true of people in 
the entertainment field who are so 
often called upon to perform for or 
join various causl's and \d1O don't have 
the facil it ie!' or the time to investigate 
the backing and motiYes of the organi
zation!' involved. The communists have 
a kllack of u~urping and becoming 
spokesmen for righteous causes and it 
is hard for honest liberals to refuse to 
support thcse causes despi te their sus~ 

pect auspiccs. Obviollsly, then , intent 
is an important factor in all this. And 
naivete or just plain ignorance is 

SPONSOR 



hardly sufficient cause for condemna
tion. 

Our democracy is a lert and vi rile 
enough to withstand commie ranting 
and picket lines. But no democracy 
can long withstand " witch hunts" and 
inquisitions that a<"cwse, judge, and 
punish loya l citizens without granting 
them the right of defending them
selves. Moreover, we must ask our
selves whether we can afford to smear 
and thereby deny the livelihood of peo
ple who are in honest disagrcement 
wi th the majority so long as those peo
ple do not endanger the securi ty of 
the na tion. 

What can sponsors do ? They can 
remember that they also are A llIeri
cans owing responsibility to democratic 
processes and tha t they thelll~ eln's 
must not engage in the undemocratic, 
un-American procedures of the people 
who print Looks that point fin gers. 

HARTLEY L. SAl\IUELS 

Director of Sales 
W FDR (owned by the 
I.L.CJP.U.) 
New York 

Mr. Vallee 

My answer to 
your question re
garding what 
sponsors should 
do in si tu ati ons 
such as the Muir 
case is quite brief 
and simple. Let 
them take heart 
a nd r e m ember 
that the great per
ce nt age o f the 

public doesn't give a hoot about the 
morals or the isms of the performer. 
They will forgive an artist almost any
thing except a poor performance. 

Consider how quickly they forgot 
the various headlines about Tony Mar
tin, Jack Benn y, and George Burns. 
1\1y own mari tal escapades didn't do 
half the harm that a conspiracy be
tween some network officials and an 
agency biggie did in 1947. 

Errol Flynn 's chase around the 
yacht even with a conviction wouldn't 
have hurt him . He has allure and 
that 's all the gals wan t. And men will 
forgiv e even any ISM if she is Lut 
levely. Just a little more GUTS is all 
they need. 

R UDY VALLEE 

V allee-V ideo 
SaTlta MOllica 

(Please turn to page 69) 
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• COMPARE ... the Coverage with 

the Cost and You'll discover 

Why this Greater "Dollar Distance" 

Buy is Ringing More Cash 

Registers than ever 

for Advertisers! 

• Covers a tremendous 

Population Area 

in 5 States at the 

Lowest rate of any 

Major Station In 

this Region! 

lilt's The DETROIT Area's Greater Buy!/I 

Guardian Bldg. • Detroit 26 

ADAM J. Your;c, JR., I NC., Nat'l Rep. • J. E. CAMPEAU, Pre~ ident 
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AG RICULTURALLY RICH 

This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all seg
ments of the industry. Contributions are welcomed. 

EC 0 NOM I CA L L Y SO UN D Advertising is llndncol·s sIdes p,"escri"tioJl 

('I'I'I'I'I'I'I'I'I~j I A firm founded on 82.51)0 in bor- of admission is a Hadacol boxtop; Ih E' c,~c~,~c~"~'~'~'~'" • ~ I cowed capital gm' in two and a. half aUmetions a"Cannen ~[imnda. ~li,·k· 
___ ___ ~~ ,--,--,--'--i ~,; •• J yea rs to $7.000,000 111 assets; that s the ey Rooney. ChIco :'Ilan. and Burns and 

~- - - Hadacol Compan y story. It 's also the Allen. Other radio stars include Con-
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I N V I R GIN I A story of the owner's faith in advertis- nie Boswell , Roy Acuff. l\Iinnie Pearl, 
ing. Ernest Tubbs. and Sharkey and his 

READY 
BUYING 
POWER 

+ 

WRnL 
M 0 R E 
5 ALE S 

Industrially Progressive, Agri
culturally Rich, Economically 
Sound - that's ready buying 
power! And WRNL gives you 
complete and thorough cover
age in the Rich Richmond trad
ing area. WRNL has been on 
910 KC at 5000 Watts for 
more than 8 Years-and the 
important buying audience has 
the listening habit! 

To g et yo II r share of this 
outstanding markct, rc

mcmbcr, t"cre's m 0 r e 

sell 011 ••• 

nL 
5000 WATTS 910 KC 
NON-DI RECTIONAL 

(daytime) 

ABC AFFILIATE 
RICHMOND, VIRGINIA 

EDWARD PETRV & CO.. INC .• •. 
N A TIONA L REPriESENTAT/VES 

The owner , Senator Dudley LeBlanc, 
reported recently that sales of his vita
mins and mineral formula ar e running 
almost $1.000.000 a week ; his total 

Traveling talent adds to health of Hadacol firm 

shipments for 1950 will be in excess of 
$20,000,000. And, if he can get ma
terials. he predicts that he will ship 
$100.000,000 worth of Hadacol in 
1951. It hasn' t always been thi s way. 

Senator LeBlanc tells how a bold 
"shoot-the-works" gamble in th e afl\'r
Christ mas-to-New- Year's doldrums last 
year paid off . 

"We had about $170,000 in profits 
and we decided to spend it all. By the 
first week in Fehruary, 1950, throu,z-h 
radio and newspaper adver tisi ng. WI' 

had exeeedecl our $2,.500.000 EH9 
sales and busin ess has heen g rowin g 
by leaps anel bounds ever since." 

At the present time. the Hadacol 
Company is usi ng 6.50 radio :-;ta -ion:-; 
a t leas t four tim es a clay plus d ai ly 
newspapers, weekly newspapl'rs. and a 
dozen or so farm magazines. 

The " IIadaco l Caravan" is ~moth e r 
LeBlanc scheme that's pa\' ing o fT. Sim
ilar to the old time medicine shows, the 
caravan has toured the :3outh and has 
helped spur Hadaeol sa l('s. The pr:c(' 

Dixieland Band. 

Senator LeBlanc plans future no,-el
ties for hi s radio and ca ra,'an audi
ence. Being audition ed now are th!"ee 
talking parrots and a talking dog. 

If the parrot scheme works out , it's 
not unlikely that listeners to Hadar ol 
commercials on 6.50 radio stati ons will 
hear Polly sq uawk: "Polly want s Had
acol.·· * * t:-

Rnflio stntiolls ltel" 
sIIOJlSO'"s· (· ... ,Jloyes sell 

Broad cast advertising gets people In
to stores. but it -s the salespeople who 
clinch the sa le. That point is equall~ 
important to advertisers and to the 
broadcasters whose stations they use 

K\'LF in Butte, :\Iont., and the other 
XL stations in the l\'"orthwest, are keen
ly awa re of this. In a series of meet
ings with retailers. wholesalers, bro
kers and agency people they've built 
goodwill by gi ,-ing tips to salesmen em
ployed hy thei r sponsors. They got an 
expert to do the job, too. 

Elmer Wheeler, au th or of " Tested 
Sentences That Sell," was the speaker 
at meetings in Bozeman, Helena, Butte, 
Great Falls, l\Iissoula, Spokane. Port
land, and Seattle. The meetings are 

held yearly. * * * 

Elmer Wheeler speaks at XL station meet 

SPONSOR 



Esso ,"arks 15tl. year Witll '''GY, ScllClicctady 

The picture at right shows R. B. 
Hanna, manager of \VGY. Schene<:·ta
dy, presenting a plaque to H. J. Green, 
district manager for Esso Standa rd 
Oil Company, Albany, K Y. The oc
c~,sion: an anniversary celebration 
marking 15 years of Esso Reporler 
sponsorship on WGY. Left to right in 
the' picture are: W. T. Meenam, \VCy
WHCB ncws chief and the original 
Esso Heporter; W. J. Courtney, mer
chandising manager :'-iew York divi
sion, Esso Standard: H. J. Green; R 

Kids forget f(lctoJ"y lI(flIIC, 

get sponsor (IS J"csult 

Sustaining shows are not a rarify; 
neither are variety shows. Youth Be
hilld The B-Ball, a WHCU, Ithaca. 
presentation was both. But this is the 
unusual story of how the cast itself 
sold the show without trying. 

The cast consists of members of th e 
Ithaca High School nadio Club. One 
afternoon recently. a quizmaster was 
tossing questions at a panel of j un ion; 
and seniors. He asked them to name 
some local industries. The group men
tioned a chain manufacturer. a gun 
company, and several other minor in
dustries. 

Just at this time, Roland G. Fowkr, 
plant manager of the Allen-Wales Add
ing Machine plant (a National Cash 
Register division) happened to be li~

tening in. Expectantly, Fowler wait ed 
for the boys and girls to name his com
pany. But no one thought of AlIen
Wales. By the time the show went on 
the following week, Allen-Wales lwd 
started remedying this situation hy as
suming sponsorship. Before a month 
had passed, a transcription of Youth 
Behind the B-Ball had the enthusiastic 
approval of the parent corporation, and 
Allen Wales picked up the tah for the 
rest of the school year, and the next. 

That's how some Ithaca High School 
kids got themselves a spomor. Allpn
Wales is profiting, too. Youth Behind 
The R-Ball, an extremely popular pro
gram in Ithaca, serves as an excellent 
public relations showcase fo), the com
pany. It also aids the firm in its labor 
recruitment by familiarizing potential 
employes, the Ithaca High School lis
t<:;n cr, with its operations. 

Other sponsors can take a leaf £rem 
the Allen-Wales book if they want to 
combine public relations, salesmanship, 
and cordial labor relations in their 

B. Hanna; ~ed Whitelwad. radio/ TY 
(lcpartment, Marschalk &: Pratt. * * * 

ented kids available as the lo\\'-co~t llU' 

d eus for a local program. * * * 
Bricfly " " " 

Newest in sponsors is the State of I 
Gporgia. In order to teach fire preven- I 

tion and fi re safety to the boys and 
girls of Georgia, the sta te sponsors the 
Firefighters radio show statewide. 

* * i:· 

HofflJlan Radio Corporation of Los 
Angeles used its knowledge of local 
population ang les to promote the Uni
\'er~ 1 ty of Iowa-USC night game. Act
ing on the fact that Long Beach is the 
second home of many Hawkeyes. spe
cial promotion was aimed at the beach 
ci ty. Former Iowans were given spe
cial facilities. including private busses 
direct to the Coliseum in L.A.; seats in 
a spet:ial section ; hundred" of Iowa 
pennants. Hoffman is sponsor of 19 
Pacific Coast Conference games on TV. 

* * * 
This bit of "cheesecake" Southern 

st) Ie might have helped the Phillies 

WUSN " Miss Baseball" entry tosses I 
curves 

stop those Yankees. She's the WUSN, 
Charleston, entry for Miss Baseball of 
1950. (Editor's note: we don't know 
what WUSN's lassie has to do with 

own radio shows. Many a high school bdseball, either. In facl. if you've got 
across the country has a gang of I al- a theory, drop us a line.) 

27% HIGHER! 
In Oklahoma's richest concen
trated market, there are 1,270,-
040 radio families. 
The center of this vast, fertile 
market is Tulsa, the Oil Capitol 
of the World, having more oil 
producing, refining, and mar
keting companies maintaining 
offices there than in any other 
city. 
Indicative of the standard of 
living in this market is the fact 
that 90% of Tulsa's families 
enjoy telephone service! That's 
27% higher than the national 
average (63 %), and outstand
ing in the southwest region. By 
comparison, it is 21 % higher 
than Houston, 140/0 higher than 
Dallas, and 9% higher than 
Oklahoma City. 

ONLY KVOO BLANKETS THIS 
RICH CONCENTRATED 

MARKET! 

According to 1949 BMB Station 
Audience Report, KVOO has: 

411 ,380 daytime families 
455,920 lIighttime families. 

See your nearesr Edward Petry & Com
pany office or call, wire or write 

KVOO direct for availa bilities. 
NBC AFFILIATE 

50,000 Watts 
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BRISTOL-MY ERS 
I Continued from page 25) 

m uch in ke\ c ities to teleyi",ion. da) . 
ti me radio is holding up 'Apll. Thus. 
when B-l\ I decioed earli er this year to 
return to daytime rad io ( Bristol-Xlyers 
was a pioneer ill th i~ field in 1930 
with a show called Through th e Look· 
ing Gla ss With Fral/res In gram ). it 
was Break th e Rank that was calleo up· 
on to do the job. As of 25 September, 
Brist ol-~l )e rs has been airing its quiz 
program in a choice :\ BC morn ing 
time slot : l\ '1 onday· \\ T ednesoay-F rioa \ . 
11-11 :30 a.111. 

The sho\\ has had its face lifted for 
the housewi fe a uoience. Commercials 
a re aimecl at selling B-M toiletri es and 
products that women usually buy ...:.... 
Ylum, Trushay, Sal Hepatica, and 
1 pana. A handsome new daytime mas· 
ter·of·ceromnies, Buo Collyer, is quiz
master, and the con testants a re mostlv 
womell . The show's questi ons and 
brain· twi sters a re based on topics and 
ubj ects that women a re most likely to 

appreciate. 

It's too early to j ud ge whether or 
not the beachhead in daylimC' radio 
has been secured sales wi se. but indica· 

··Oh U)hat beautifu' 
Hlornings for sponsors ~~ 

[PO 
CINCINNATI 

first agail' ••• 
U~t DURING MORNING HOURS 

NET STA. WCPO NET STA. STATION NET STA. 
·'8 tt "C" "D" "E ft 

17.6 33.2 22.5 • 12.6 12.2 

U~t DURING EVENING HOURS 

~ 23.6 1 25.7 1 24.4 112.4 110.9 I 
U~t IN TOTAL RATED TIME PERIODS 

~ 1 22.4 28.7 1 23 .9 110.3 l 9.6 

July-Aug. C. E. HOOPER ratings in Cincinnati, Ohio 

also fIR ST 
I .. _II 

Represented 
by 

The BRANHAM 
(0. 

Tllfte periods 
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tions are tha t the program wi ll 00 
just as good a job as it did in night
time radio. It may even do better , 
since Bristol·l\Iyers feels that its mul
tiple impact each week- added to the 
fact that the day time raoio auoience 
has not been hard-hit by TV- reaches 
a greater a udience. 

Nighttime television, an advertising 
medi um \rhich has co unted Bristol· 
Mye rs as one of its leaoing aovertisers 
for onl y a little more than a yea r. has 
the a forementioned "ioeo yersion of 
Break the Rank. The TV show has 
achieved an a udience impact that was 
neye r poss ible for it in raoio. For 
weeks now, it has been in the top TV 
10 o r Hooper and ~ieh:en ; this was 
seldom accomplished by the radio 
equi valent. 

Bristol-Myers feels that enter ing TV 
wi th Break th e Ban k was a wise move. 
For one thing. it afforded the com
pany a chalice to go into a new adver
tising medium with a show tha t had 
been thoroughly tested by B-lVl since 
194.6, and wh ich had alreaoy proyed 
itself capable of building an a uoience. 
Fo r another. it was poss ible to give 
Break the Ban k a trial run as a radio-

I 
TV simulcast. 

Ea rly-evening television, where Bris
tol.Myers has been sponsoring a por-
tion of CBS·TV's popular moppet vid 
eo show, Lucky Pup, for a yea r or so 
is another growing field on which B-M 
is keeping a watchful eye. Lucky Pup 
has been doing a nice job of selling 
Jpana to the kios; and Bristol-Myers 
considers this joh important in retair. 
ing its hold on a very large share of 
the dentifrice market. Other Ipana air 
advertising had been concentrated on 
selling the proouct Lo adults, or to fam
ily g roups. When juyenile-appeal TV 
prog rams began to proye themselves 
capable of establishing brano prefer
ences in youngsters, Bristol-M yers 
knew this year that Lucky Pup was a 
gooo investment. A large part of 
Ipana's increased sales to youngsters 
(edging out Lever 's Pcpsooent to do 
it ) is believed to be traceable to the 
Lucky Pup TV commercials. 

Spot radio and TV is an aoyt' rtising 
medium that has been steaoi ly grow· 
ing in importance in the adyertising 
plans of Bristol-M yers. H·M has heen 
using spot raclio now for about th ree 
years, moving into thi s fi eld primarily 
on behalf of I pana with a haro·hitting 
schedu le of daytime anel a ft ern oon 
spots and chainbreaks. These 1 pana 
radio spot campaigns arc 1I 0 W being 
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SOLD ON BILL MAYER 
... both listeners and 
Watkins Furniture 
Company of Cleveland! 
Watkins says that Mayer's 
sincere presentation has 
helped in direct sales and 
in doing an institutional 
job of selling their stores. 
Watkins has just signed 
Bill to a new daily quarter
hour period in addition 
to their two-year-old 
morning segment. This 
is the result of sales re
suits through WGAR. 

PROMOTION ON THE RIGHT 
TRACK! More than 800 persons boarded 
a WGAR-sponsored special train to the 
Ohio State Fair at Columbus. They were 
entertained en route by \'VGAR personal
ities and were given conducted tours to 
the exhibits. When those who attended 
think of good times ... they think now 
of WGAR. Wise timebuyers do likewise! 

1I1e SPOT -for SPOT ~ADIO 

1 MAX ROSENBLUM ... "daddy of the 
sandlots" ... organized the Cleveland 
Baseball Federation which provides 
s ports equipment and medical aid for 
the city's youngsters. His proteges 
have reached the top in many fields. 
He is founder of Rosenblum's ... a 
department store now in its 40th year 
... and one of WGAR's oldest ad
vertisers. Pictured here is Ted Boynton 
of WGAR and Mr. Rosenblum signing 
his 16th )Iearly rel/eu'al! 

Write for helpful radio presentation: IIA Six Billion Dollar Picture II. 

SWING SHIFT IS BACK ... 
and more and more listeners 
are shifting to Morgan's 
Musical Inn . .. where genial 
proprietor, Hal Morgan, 
does the unusual. This late 
evening show is now avail· 
able for sponsorship. For 
sales results, ask about the 
Hal MorganShowon WGAR 
a nd get into the su"ing! 

RADIO ••• AMERICA 'S GREATEST ADVERTISING MEDIUM 
'WGAR ••• Cleveland ••• 50 , 000 watts ••• CBS Represented Natio n ally by Edward Petry" Company 
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aired on a to tal of 131 radio stations 
covering all key ma rkets. Like Bulo· 
,a. 13·1\1 looks oyer spot availab ilities 
caref ull y: buys onl y when it finds a 
time slot with well·ra ted adjacencies 
that wi ll insure a large flow of audio 
ence to the spots. 

The flexib ilit y of "po t radio, now 
that its research and measurement is 
becomin g a fa irl y fi nite a rt. appeals to 
Bristol . .\lyers. Last winter, wh en Re
sistab, B·M's antihistamine product 
was being introduced. it was a comhi · 
nation ()f heavy spo t radi o schedules 

I and full ·page newspa per ads that did 
the trick. At tha t time there were near· 
Iy a dozen or so antihista mines on the 
market (B.1\1 had held off un til prod· 
uct developin g_ te" tin g. an d Frocl ueti on 
were set ). The Resistab spots. used 
,vi th newspapprs on a market.by.mar. 
ket basis, q uickly boostpd Resistab 
sa les until it became one of the lead· 
ing three antihistamin e", and had na· 
t iona l distributi on. 

La tpr this faiL a spo t schedule for 
Resis tab will begin aga in , thi5 time in 
over SO markets. The campa ign will 
break wi th the start o f the winter cold 
season. expanding so uthward and 
we:;tward from th e North east e. S. a5 
the meezp-and·sniille season grows. 

Bristol.Myers is now hard at work 
also a ll a spot TV campaign. using 
fi lm spo ts and breaks for Ipan a on ~7 
lead ing video outlets. This campaign 
is modeled, in ma ll )' ways, on the sue, 
cessf ul I pana spot radi o campaigns. 
and will be worth wa tch ing. T he TV 
5pot drive. which began at th e begin . 
ning of September. will later see some 
or th e radi o spot dolla rs shift ed to it 
as T V grows stronger . 

Intpre~ting l y enough. th e shiftin g of 
emphasis that has heen done by Bris· 
tol·M ye rs is now becoming fairl y com· 
mon a mong the leading advertisers in 
th e drug and toiletry field. Block 
Drug. not long ago . dropped its Burns 
and Allen show in nighttime radio, and 
began a balanced blend of nighttime 
TV and da ytime radi o programing. 
l\o rwich has dropped it s highly.su(,. 
cessful Fat Mall wh odunit, and has 
ill\ adell , for the first time, da ytime ra· 
d io. Colgatp, practicall y a stranger to 
nightt ime radi o these da ys I as CO I11 · 

I pared to a (l ozen yea rs ago), is now 
slJf'nding as much as $50,000 a week 

I on one of the fanciest Sunda y·night 
T V comcdy hours on ~BC·TV. 

Br istol.Myers· vprsion of this ba~ic 
approach is actua ll y the latest result 
(If a co nstant attempl to ha lallcc Bri!-'· 
10\.1\1) ers <l ir advprti sing. 

This balanci ng of the different forms 
of a medium, as well as vari ous medi a 
against each other, is part of th e basic 
Bristol.Myers advertising philosophy. 
It has as its foundation the constant 
reevaluat ion of ad\'ertising methods. 
based on a variety of market, co nsum· 
er. program and audience research 
meth ods. It s obj ec t is simple enough: 
to keep Bristol.:\'lyers in step with the 
times, and to keep Bristol·M yers ad· 
\'ertising produptive of sales. 

Anoth er aspect of the balanced B·M 
approach can be found in th e research 
done by Brist o l.~lyers on its radio / TV 
efforts. The big drug firm subsc ri bes 
to all of the ma jor rating services, 
Al\' t\ studies. and oth er research anal · 
yses of broacastin g:. and receives a 
steady flow of reports fr om its ad ag~n· 
des. B·M is constantl y improving its 
radi o alld video shows through pa nel 
studies, getting audienee reacti ons to 
new techniques of production in pro· 
g raming and commercials and in com· 
mercial placement. 

Th is broadca ;:t research has one ma· 
j a r goa l : to give Bristol·Myers admen 
a better understanding of the air me· 
dium, and gre-ater kn owledge of how 
to lise it effectiyely with relation to th~ 
other ad media employed. In other 
won k to fit radi o/ TV neatly into a 
" balanced" advertising structure. 

At th is point , a word or two might 
be in order regarding the sales effi cacy 
of Bristol·l\'Iyers' air advertising. It 
mig ht seem, to th e uninitia ted, th at 
B·~l's research would ~how clea rl y just 
how effecti,'e the vari ous forms of Bris , 
tol.1\1yers' broadcasting are in sellin !!; 
the firm 's products. This, however, is 
not the case. 

Unlike a sing!e.product, single.p~,~. 
g ram advertiser , for B·1\1 to attempt to 
trace the res ults of its air adH>rtising 
would be a monumental task. First of 
a ll , the re is a line of o\'er a dozen 
Bristol·M) ers products that arc sold 
all the air . Secondly , tl1('re are several 
programs and spot operati ons to sell 
them. Thirdl y, the products do a cer· 
ta in a mount of rotating betw~en pro· 
grams. when programs are moved be· 
tween n·M agencies. Lastly. an y di· 
rec tl y.traced results are still ~o lllewhat 
in doubt. since broadcast adyertising is 
ju~t one of many media used by B·:\1. 
Air·sold Bristol·l\1y ers products are 
sold th rough newspapers. ma1!azines, 
point .of.sa le. displa y. S unday supple· 
ment , and ot\1('r forms of adverti sing. 

For Bristol·My ers' own in te rnal pur· 
poses. the d osest thing to a check on 
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THAT THIS WORLD UNDER GOD 
SHALL HAVE A NEW BIRTH OF FREEDOM 

50,000 
WATTS 

CBS 

The men and tcomen and children of America hat'e enlisted 

in a great Crusade for Freedom . . . • • Station W'JR lcith 

its ,'Iobile Studio brought the freedom scroll to thousands of 

Detroiters ..... WJR's part in this fight against aggression 

and tyranny is another act in public service, that all those 

engaged in radio are proud to perform. 

760 
ON YOUR DIAL 

REPRESENTED 
BY 

PETRY 

RADIO-AMERICA'S GREATEST PUBLIC SERVI CE MEDIUM 



the results from radio and "ideo is the 
pre-testi ng of ("a mpaign~ in te;;;t mar· 
kets. 13·:\1 maintains a series of se,"· 
pral score "test stores" in large :\lid· 
western dties that are repre~elllath· e 

{as to sorio·economic stru<:turel of the 
entire t . S. For many years "hene,"er 
Bristol.\lyers has wan led to test out a 
new product. or spot campaign. or new 
cOIlunercials in all existin~ program. 
etc., the tpsting is done in these cities. 
Results ( i.e. sa les) are checked at 1 he 
"lest slores. " with compari;,;ons made 
hetween areas in whidl variations of 
the ne" idea are being tried out. 
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Whidlc\f'r is llIost successfu l is the OIle 
that is used. 

Once out of the "tesl" and in to the 
"national" ' stage. there is rea ll y no way 
to trace the pu lling power. But Bri::;
toI-.:\l yers has researched the test cities 
until it i;;; sure that what works there 
will " ork in the same proporti on on a 
national scale ... so long as program 
or spo t ratings hold lip. This is abo ut 
as close to sales research on its radio 
ancl lplevision efforls as till" big drug 
finn can get. 

One of the sideligh ts prod uced by 
Bristol·Myers' keen illterest in the reo 
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GIVES YOU BONUS COVERAGE! 
The South SemI-Mishawaka tracl ing area - all by itself- is 
a market worth covering. Over half·a·millioll people live 
in these eight coun ti es a lone. They spend nearly half-a
billion dollars a year on retai l purchases. 

And that 's just IJart of \VS BT's primary coverage! The 
enllre primary area takes in 1 Yz lIlillion people who 5pend 
nearly SlYz billion a year. That's what we lIlean Ly bOllus 

cO\erage! 

\Vant your share of this big, rid. LOBtls? It's yours with 
\\'SRT, the ollly station which dUlIl inates the cnli ."e lIIarket. 

PAUL H. RAYMER COMPANY' NATIONAL REPRESENTATIVE 
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search end of broadcasting is the ques
tion of radio network ra tes. It is ,"ery 
much the feeling of Bristol-1\1yer that 
- despite the increases in radio listen
ing since the Korean war first started 
- rad io's nighttime rate cards should 
come down in price. Reason: the in
roads of TV in key markets. 

Men like Robert B. Brown, president 
of Bris tol.~lyers Products Division 
( the opf'rating company ), adyertising 
manager \Valter Lantz and , until quite 
recentl y. Vice Presiden t Joe All en have 
heen campaigning through the Asso
ciation of National Advertisers for 
such ra te reductions. 

Advertising adminis trative problem .. 
are the concern of a staff of Bristol
Myers executives whk h is itself set up 
in well balanced fashion. Bristol-l\1 y
ers ha~ no less than th ree advertising 
managers-\Valter P. Lantz, Roger C. 
Whitman , and \Vallace T. Drew (see 
picture). All three are ve teran admen, 
ha,"e ex tensi ,'e hackgrounds in the 
plann ing and execution of all types of 
advertising. agency relations. and me
dia usage. 

Each ad manager has a gro up of 
products tha t are his immediate reo 
sponsihility. Roger Whitman , ex
BBD&O executive, is in charge cur
rently of Mum, 1\lum Lotion , BufTt'rin, 
Trushay. Ammen's P owder, D.D. 
Tooth Brushes and Ingram's Improved 
Cream. \Vallace Drew, formerly a 1\'or
wich Pharmaca l adma n. supervises the 
advertising of Sal Hepa tica, Resisulb, 
Vitalis, Vitalis Hair Cream, Bellex, 
and Ingram's Shaving Cream. \\T alter 
Lantz, at one time a n executive of 
Lambert Pharmaceutical, is in charge 
of Ipana, Jpana Ammon iated Tooth· 
paste, Ingram Ammonium Ion Tooth 
Powder, Minit-Rub and various new 
dentifrices. 

The products are divided about 
e,"enl y as regards their sales rank, and 
the amount of advertising volume. 
Somelimes they are rotated around be
tween the three admen to get, as B-M 
puts il , "some new thinking on new 

. " campaIgns. 
The products are 110t, however, ro

lated ,around bctween Bristol-Myers' 
fi,"e ad agencies, although the radi o 
a nd TV shows sometimes are. Bristol
M) ers i::. a g reat believer. and has heen 
for years, in the " multiple.agency" sys· 
lem. Company ofIicials helieve any 
large and varied company woulo do 
well lo split its ad,"ertising hetween 
severa l agellcies. 

Doherty, Clifford & Shen fi cld hall-
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from coast to coast .. . . o n 

NOVEM BER 2 6th 
you'll be hearing 

"This is 

The Progressive Broadcasting System" 

TilE \VOIII~D~S GRI~1-\TI~ST 1)1-\ YTI~II~\ 

NI~T\'TOIIK R 1\D110 PROGnA~I~IING 

{} J. i g i JI If till g f J. 0 III 

IIOLLYlVOOD .. NEW YORK .. CIIICAGO .. \VASIIINGTON 

NEW YORK 

55 W. 53 RD STREET 

JUDSON 6-3932 
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• 
CHICAGO 

360 N. MICHIGAN AVE. 

FINANCIAL 6·0824 

HOLLYWOOD 

• 8983 SUNSET BOULEVARD 

BRADSHAW 2-584 1 
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dies Ipana. Yita lis. Ingram's Sha,-i:1g 
Cream, Benex, ~lum, D.D. Tooth 
Brushes, and p rofessional ad,-ertising. 
A.i rwi se. DC&S hand les B reak th e Bank 
t radi o and TY I and Lucky P li p. 
Young &: Rubie-am has Sal Hepatica , 
Trushay, ::\1ini t·Rub. Ingram's Ammo
nium Ion Tooth Powder, Bufferin , and 
handles the Jl1 r. District A !lomey ra 
dio show. Kenyon &: Eckhardt handlf's 
Re"istab; Honalds Advertising hand les 
Canadian adver tising ; and Boclaro 
handles foreign advertising. 

It sounds complicated, and it is
until you get used to it. 

The net result of it has heen to let 
the trio of Bristo l-lVIyers ad,'ertising 
managers ( they are not " product man
agers" ancl do not ha nd le sa les ) main
tain a fresh approach. At the same 
time, the three ad managers have con· 
stant deali ngs wi lh nearly all of the 
B-M ad agencies. Everybody kn ows 
what everybody else is doing, and ideas 
seem to fl ow faster. 

No one particular Bri stol.Myers ad· 
man is a "radio/ TV specialist. " All 
of them, a t one tillle or other. work on 
various phases-either prog rams or 
spots or TV- of Bristol-Myers' airsell· 
ing. At the moment , Drew is handling 

Break the Ban k , ,\\'hitman is handling 
lIIr . District A ttorn ey and Lllcky Pllp . 
Lantz supervises the Ipana radi o and 
video spots. 

It is thi s approach- that of cal e· 
full y balaneing·out Ihe broadcast a d· 
ver tising used and the men behind that 
ad \'er tisi ng- th at has kepi Bristol.My
ers and its man y products u p with the 
fron t ra nks of the leaders in the past. 

The fl exibility and power of Br istol· 
.Myers' a dve rtising tac tics on the air 
will , in all probabil ity. keep thin gs that 
way . *** 

TV FILM COMMERCIALS 
(Continued from page 27 ) 

to be remembered better th an its com· 
petitors th at's 11 0 mean accomplish
m.ent. 

One sponsor who squeezes every 
possible advant age from film commer· 
c ials is th e Chev rolet Dealers. Both 
the dealers and the manufac turer have 
been active on TV fo r several years, 
1I OW have a sizable backlog of film 
commercials. One set of these films 
stresses perennial Chevrolet sales 
points like " Powerglide," econ omy, 
braking power , riding ease, service 

A IJlERICA'S NEWEST AND TOP1UOST WESTERN 
SINGING GROUP 
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FOY WILLING and the 
RIDERS OF THE PURPLE SAGE 

now s~arrin<?; in Roy Rogers moving pictures, have chalked up ratings 
of 13.5 i" Kansas City. 16.6 in O m aha. 14.1 in Des Moines, 15.1 in 
P eo -ia. Thi.s tr uly fin e sinQ;ing g roup, usin~ musical arrangements that 
a ":'e unsurpassed, will corral that receptive Western Music audience for 
you. 

Th~ fo!lowin~ trans'""ribed shows now ava8lable:-

• RIDERS OF THE PURPLE SAGE 
156 I5·Min. Musical Programs 

• JOHN CHARLES THOMAS 
156 I5-Min. Hymn Programs 

• DANGER! DR. DANFIELD 
26 30·Min. Mystery Programs 

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

TElEWAYS 

o STRANGE WILLS 
26 3D-Min. Dramatic Programs 

o FRANK PARKER SHOW 
132 I5-Min_ Musical Programs 

o MOON DREAMS 
156 I5·Min. Musical Programs 

o BARNYARD JAMBOREE 
52 3D-Min. Variety Programs 

RADIO PRODUCTIONS, INC. 

Send for Free Audition Platter and LOW RATES on any of the above shows to: 
8949 Sunset Blvd., Hollywood 45. Calif. Phones CRestview 67238-BRadshaw 
21447. 

In Canada: Distributed by 

S. W. CALDWELL, LTD. 
Victory Bldg., 80 Richmond St. West, Toronto 

and so on: the other ~ enes (called 
" teasers" ) continually changes as a 
ncw Chenolet model is unveiled. In 
the paragraphs that follow. SPONSOR 

presents the slep·by.step story of how 
Sf \ eral film s emphasizing service ,,,ere 
produced. 

The story really begins about two
and·a·half ye-.'u s ago \\;hen \Tew York 's 
] r,4. Chevrolet dealers organized th em
selves into an associa tion , primarily to 
coordin ate advertising. Since then 
their adyertising agency, Campbell
Ewald Company, Inc.. has worked 
closely with the five-man commercial 
committee of the organization 's hoard 
of director;:: to produce effective pro
grams and commercials. Campbell
Ewald. fro III th e first, kept close watch 
on Chen-olet commercials, took the 
initiative in working up new ideas and 
suggesting new film s to be used in 
local spot campaigns as well as on 
sponsored programs. 

] ust over two years ago Mr. Ra y 
Mauer, writer-director in the Detroit 
hf;adquarlers of Campbell.Ewald, sent 
along to Ihe age nc v's Tew York of
fice a h alf-dozen brief story lin '~s . 
One of them clicked instantly with the 
agency T V film spec ialist, Leo Lang. 
lois. It was a situation built around 
a hen·pecked. " littl e-man" husband. 
Langlois immediately signed up Carl 
Ritchie, nightclub and stage comedian, 
for the pari: he called the hen.pecked 
husband l\Ir. Guber. Thus began a 

I pro fitable collaboration which has so 
far produced over 20 one-minute film 
commercials for Chenolet. one of 
\\ hich was cho~en for the 1950 Art 
Directors' annual show. 

The I wo latest Guber films were just 
barely fini shed in time for the open
ing of Chevrolet's Madison Square 
Garden sports sponsorship on 15 Oc
tober. Made as a series of two, they 
took about a month to produce. from 
script to proj ection prints. 

(This is a bit above par: various 
pressing matt ers made it necessar~' for 
cli ent and agency to interrupt work on 
th e film s al se\'eral points.) 

First step, after the account execu
tive had laid down the commercial 's 
selling Iheme. was a story conference 
at the agency attended by the TV di
rec tor and commerc ial writer. From 
an aftern oon of ~ift i ng story ideas 
came a sheaf of " basic scripts." 

Second step involved sitting down 
wil h Chevrolet's five·man commerdal 
cOJl1mittee; the Campbell-Ewald ac· 
count executive th en presented the 
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GENTLEME • 
THIS IS WORTHY 

OF YOOR CONSIDERII TION ... 

With in t he boundaries of Minnesota, the Dakotas, Nebraska and 
Iowa lies a 267 BMB-county area known as Big Aggie Land. It's a 
major market with an after-taxes buying income of $3.9-billion - greater 
than San Francisco, Philadelphia or Washington, D. C. Retail sales in 
this richest of all agricultural areas run to $2.9-billion - greater than 
Los Angeles, Detroit or St. Louis. 

Big Aggie Land is overwhelmingly dominated by one, powerful 
radio station ... \VNAX. BMB shows that 405,210 families listen to 
\VNAX - 80 % of them 3-7 times a week. 

A diary study conducted this year by Audience Surveys, Inc., 
reaffirms \VN AX leadership. Fifty-two stations received mention in the 
study. But WNAX received top rating in 439 (88 o/c ) of the 500 quarter
hours studied. This is more than ten times the number of 'wins' granted 
the second station. Listeners like WNAX best 89% of all daytime quar
ter-hours ... 84 % of all evening quarter-hours. 

Radio is basic in Big Aggie Land. Listening is at an all-time high. 
The diary study shows that an average of 43.2 % of the families in the 
area have their sets turned on weekday mornings, 43.1 % weekday after
noons, 53.8 % weekdays evenings. Average sets in use between 7 A.M. and 
10 P.M., Monday through Friday, is 47.6%. Virtually immune from the 
inroads of video, to Big Aggie Land TV means 'Tain't Visible. 

WNAX has a list of sales success stories as long as your arm. Most 
likely there is one for your type of product or service. Your nearest 
Katz man will show you how WN AX alone can sell for you in Big Aggie 
Land. Call him today, sir. 

NAX-S70 
YANKTON - SIOUX CITY 

570 Kc. . 5,000 Watts rI (fo~ Statiolt 
REPRESENTED BY KATZ AFFILIATED WITH A.B.C. 
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'basic sn ipts" for their comments. 
:-'t'yeral \\ ere chosell and ca refulh gone 
on'r b \ a ll concerned, with reyi" ions 
:-uggested. 

T he revised " basic script<' ,\"ere 
quickly approwd by Chenolet, thcn 
:;.ent on to Archer Productiolls, Te w 
Y ork film company selected to do the 
commercial. Archer's ston boa rd and 
contract price for the tw o fi lms found 
ap pnwal from the cl ient. "ith a few 
suggested changes. \\"ith final okay of 
the reYised st or\' board a nd shootillg 
:-nipt. p roc1ucti;m shifted into high 
gear. It had taken aboul a week up 
to this point. 

\t the "am e time that final revision 
o f storr board and shooting script was 
going 0 11 . Archer Pro!luctions and 
Camplwll-E wald 's film director , Leo 
Langlois. were casting the two films. 
In addition to the star. Carl Ritchie. 
1;) actors were needed. 

.\ producer-agency conference had 
c:-tahlished th e details of both one
minute films b~" th e time a cara\an of 
adors. direeiors. cameramen and 
age IlC~" experb rode up to BOllniebriar 
Countr~" Club ill Larchmont, l\ew York 
- in Chen-olets of course. Its swank 
restaurant was to he th e locale for 

Cuber Cets Value. first of the two 
commerc ials. 

The film goes this way. Ritchie, as 
th e beaten·down little man who acts 
hig when his wife isn't nearby. finishes 
his meal in the restaurant, gets the 
check and begins adding it up with 
the help of an adding machine. Haying 
established himself as a man who takes 
nothing for granted. Cuber dri,"es off 
to hi:;. Chen-olet dealer where a patient 
scn"iceman explains exactly what he 
does tu keep Chevvys in top shape. 

Xext stop on location was the Peo
ple',.. ~ational Bank in White Plains 
wherc Cllber's Inferiority Complex 
\,"a" filmed. In this one, Cuber comes 
out of the bank and sidles over to his 
old Chevrolet with emharrassment. 
He':- ashamed of the car's conditi on. 
feels mortified when a door-ha1ldle 
comes ofT iE his hand. eyen worse when 
a tire goes flat. This leads him to his 
CheYfolet dealer where the adyantages 
of real Chen-olet service are again 
demonstrated. 

Filming of the two one-minute pic
tures took three days altogether: it 
might have taken longcr if lip-syn
chronization had been used. Since the 
beginning. however. CubeI' eommer-

" The Yanks Are Coming" ... 

Hed{7Heyrellflrgtlylle~/ 

• u. S. Bureau of Census 
('Course the Stork came too!) 

During the past ten years 342,261 * of 

these good, solid citizens have moved 

into WIOD's 17- county primary 

market to stay! And boy, we're 

pushing the million mark close. 

If you've a man-size selling job you 

want done in Florida's most thickl y 

populated area ... send it on down. 

we'll do it for you, but good! 

If you want more details. consult 

our Rep, George P. Hollingbery Co. 

James M. LeGate, General Manager 

5,000 WATTS • 610 KC • NBC 
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cials haw relied OIl Carl Ritchie's 
clever pantomime and the ' ·yoice·O\"er" 
(separate) recording of annuuncer 
Bud Collyer. This makes on-location 
\rork infini tely ea~ier and less expen
si,"e. It also sa,'es time, since one reo 
cording was actualh' completed before 
shooting the fi lm to go with it. The 
other recording was made afterward 
because alternate scenes had been 
filmed " 'hich the editor had to first de
cide between. 

Rushes of the t,,"O films ,,"ere deliv
ered to the film edi to r the very next 
day after shooting was completed. 
(Such rapid sen"ice is not common. 
~Iany producers must wait a weck 
for processing of films. ) From these 
rushes the film edi tor selected the best 
takes, spliced them together into a 
rough ·'cut." This took several days, 
after \\' hich th e film ,,'as screened for 
narration changes. The sound track for 
the one as yet unrecorded commercial 
was then made and a recording print 
returned the following day from the 
laboratury. It took another day to 
match up sound track and picture 
strip:;:. and th en four more days in the 
laboratory to produce a compo:;:.ite 
r.rint. All of this production work 
took close to three working weeks 
from rolling the first camera to deliv
ery of the final combined sight and 
sound print. Estimated " cost: S2,700. 

Hay :\Iauer, Camphell-Ewald writer
director of the CubeI' series, has defi
nite theories about TV commercials 
and practices them in the CheYfolet 
films. Says :\Ia uer : "To be accepted, a 
sales message has to grow out of a 
readily-grasped truth. E"en the cle\'
crest tricks and gimmicks lose most of 
their force if they aren't related to a 
"iewer's sphere of experience. lInless 
the viewer can identify himself with 
some part of the commercial, it has 
no meaning for him." 

Theoretically, at least, when vicw
ers find them~eh" es in a "Culwr ~itua
tion" it will remind them of Chevro
let. ] n any case. the CubeI' commer
cials are g~od fU~l and they ' re making 
an impression; in fact, people point 
out Carl Ritchie on the street as "that 
littl(' man in Che, rold 's commercial." 

Call1pbell-Ewald'~ creation of ~1r. 
CubeI' for Chevrolet illustrates the 
ntOsl illlportant point <liJout TV com
mercials: it 's the idea that connts 
most. not til(> tpchnical excellence. Cu
ller films are good technicaliy too, but 
their efTN:tiYencss comes from the sit-
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--ua tioll and its 
nizatiol) W ~.'(ecu t ion. ,Lip-sYl)chro_ 

cheaper ,as Y-passed 11) f 
. VO ice-Over. , aVor of 

manly to sav Iecord/lJg 1I0t ' 
i I e 1II0ney J . p1'1-
, e t pantomime would )/ut J)ecause tlIey 
11l1pact laVe a ' grea ler 

Cost-cuttill O" .1 
the qUality of' l\ len it doesn't h 
tl 0 a film urt 

Ie mark of a com mercial . 
And II experien d ' IS I 

every advert /·'" Ce producer 
reet s/)) O" a ' or and fil 0 gency TV d' 
s m prod /-
,PONSOR uccr que . d 
I agreed th ne by 

p annillg Can k at pre-product' 
mercial 1IIa e or bre k 1011 

(or a film a ,1 cOlll_ 
production I . cO/lipan y) p 
that p anlll1l O" is tl . re-
h l?oes 01) belwe 0 Ie thinkillO" 

~ ~otmg script alld et~ a~proval of tlJ~ 

t 

LIKE 

TO 
l~C udes castinO"' .e rst " take" I 
tIn 0' • 0' PUtflll o- . t 

o permIssion t 0 up sets; get-
Spots' d 0 U"e J ' or erin O" ~ 011_ ocation 
camera tests of b Costumes; llJakillO" LATCH 
scheduling shooti;~kdrop~ aud pro)S ~ 
Ilearsais ' pi . b sessIons alld J , 
b f ' annm 0" alt re-

e ore some f b erna(ive h 
one h un oresecll . Sots 

P ase of prod . accl(lellt stalls 
of other det 'l ~cLJon ; and a h 
th If a ) s wll1ch h b Ost 

e e orts of fibn a itually doO" 
SUch pIa . producers. 0 

IIl)m O" can b 
pense-saver hOe a mal' 0 

• W en fil I' ex-
sen es. For ms are d : 
merly . lexample, Frank B'b olle HI 
film WIt I SelzI) ick / as, for_ 

t organizations d' and other 
Wo com , Ireeted . 

0 '1 mercials f E a senes of 
, 1. Co. as film di or sso Standard 

Enckson I reetor of 1M C 
E ,nc. They c anll_ 

0)] ss' Were t I 
ball 0 s sponsorship f 0 a tern ate 
w' h games this fall E 0

1 
college foot_ 

It a shot f . ac I Was to 
the 0 a doze OPen 

stands n spectator . 
game. Of ' sUP~Osedly Wat I' s In 
d' course It c lIlI 0' a 

10, but witl) a Was done ill a ~tu 
and with the fluffy-cloud backd -
skirt YOU llg mod I rop 
it all

s
'l s~eaters, slacks. a~~ dressed in 

D. 00 ed reasonabl' overcoats 
!\Ight in th ' y con\'in . , 

Bib IS first Clng. 
as saved scene lVas wh 

crowd money, H ere 
th scenes at a ' e shot both 

ey Weren 't th single session B 
Youn e same b ' ut 

g men and r eca use alJ 12 
arOUnd l\ omen w 
exchan 011 the stalld and th

r
: SWitched 

in one ged. The two or th
re 

ell' : Iothing 

ONTO 

YALE (Ky.)? 
Dear friend, you can bolt, bar or chain Yale (Ky.) 

and still not lock up any real sales potentials. In 

Kentu~ky the key to success is the 27-county 

Louisville Trading A rea. 

In this one rich market WAVE broadcasts to 

215,000 high-income radio families-people with 

a standard of living 41% higher than the average 

found elsewhere in our State. Louisville is rightly 

called The Gateway to the South. Whcn you 

throw the catch on this one, you've really opened 

a market. 

The latch-string is out, pardner. Give 'er a pull of the st~l~ ;ere switched ; p~ncipa ls 
with diff, n or the Hext on 0 . e rear 

o erent overcoat e, dIsguised and come on in! 
lie advert' . sand l)ats 

t . ISHI O" ~. 
s el1l Asso . b agency T I B h Clates · , e( ern 
t e cost of a , ~ ent all-out to k -
made it h commercial d eep 
clients PI t emselves! One OWlI; they 
to $' ay Creations of their 

y 6.95 Ilorse's h , manufactures a 
converts a pl' ead a nd tail wh' I 
head-nodd' am old tricyc1 . IC 1/ 
e h . I1Ig steed T e Illto a 
nt uSlastica lJ . eletoyS I 

tors of "B'k y took over a d? .nc., 
1 er oo." s 1stnbu_ 

I NBC AFFILIATE 5000 WATTS • 970 KC 

FREE & PETERS, NATIONAL REPRESENTATIVES 
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~/: 

a meaningful gift for all your radio 

and television friends and associates 

They'll appreciate your selection of a gift so 

completely suited to their every day needs. 

Here is a quick, easy and highly satisfactory 

way to solve your Christmas gift problem .. . 

at special low gift subscription rates. 

Just make up a list of those of your 

friends who are sponsors, advertising 

prospects, agency executives, 

broadcasters or business associates. 

Use the order card inserted 

in this issue or your own 

stationery, if necessary. But please 

mail it early to enable us to acknowledge 

your gift on the beautifully-designed 

card illustrated on the leff. 

*" SPECIAL LOW CHRISTMAS GIFT RATES 

Your own subscription, new or renewal . . ................. $8 

Each additional subscription ...... .. ................. ....................... $5 

In quantities of 25 or more gift subscriptions cost is 

only $4 each. 

SPONSOR shortest distance between buyer and seller 

5 10 MADISON AVENUE, NEW YORK 22, N. Y. 

SPONSOR 



l'ed Kau[mao, aceOUOI "" ''"u lh 'e, 
all d V. J. \1igJiallo, TV dir(",(.t.or, Wrote 

<Iud directed the ('Ol/lJnf'rCia J thell/. 
,,'h,es 10 "1"er"ase ,"a/;,,,o and ""ohl 
Ihc a"liEcia!;l) of m"ny 'pro[""'io

n
,,/, 

lilms," On,I'.-alioo ,hoOli
ng 

of Ihe 

90'secood EI", look pia"" al Uoslyo, 
Lo

og 
Is/.od "'il/, Kau[o", 0 " daughter 

and " n"igh/"'r as principals, Fil", 
t(lok fire days to llJakt', ('o~t 'SOO; 1)<; . 

iog 16 "00 'lock and l<a viog li,'c ao, 
l:(luncf'j' read the Sound helped 10\\"1"1" the ('osl. 

l1,c." Wc wap to 'O"e "'oOC) <'V"o 
with tl,e most e"I.eosi,'" Iypcs o[ Elms, 

San", inc" wO"ked Oul "0 " "" aog .. , 
<n.OI for tl", Luck) SI "ike ma "d'io~ 
cig

a
,' Cit" ',OnOOerd .ls wI, id , g i "p, 

Lockie, a I O,sOco nd d Osi ng " I. g" [0' 
Iheir H,i Po'ode at almost 00 eo", n .. 
Opcning OllC'lJ!iIJute film is so dcsigned 

Ihat " 10,
sec

ond Portion o[ il "ear II. , 
"",I ean be >'Un by il,c/[ "s a tag ",,, I make sense. 

San'a, Inc" "a,s P"uduced foul' o"igi, 
nal LUCky S tri/(l' GO'secolJd <"Ollllller. 
cials and O,'er I S Va d alio

ns 
o[ Ih.

m
; 

to make Ihe ""'ia lioos, Ihey'v .. malc/,e,1 
up new SOu nd tracks to old film illJd 

(; ut olJe'lJ) ilJute lengths i1Jto 20';-:.eeolJU 
(\nes. AlthouglJ OlJe welJ.regcuded TV 

dir
eclor 

fo.' a largc ad ,'cr/ isio
g 

agency 
belier'cs cig"'eltes are one o[ Ihose 

I,rodncls hard 10 'ell 00 le/evisio
o

, 
Luckies has arOused eoosiderable 
viewer .dm i.'a lioo w; I h ",I 01" mot;o '. " 
Elms, SIOP'JUOlioo is pracl;cal/y Ihe 
same as animation, except that real 
Obj eels a re used instead of dr. "';og" 
The objecls are n"«'ed sligh ll)' cad, 
lime one frame ;s eXPosed, Ihus ,i",u, 
lali

ng 
"'olioo, ni, l>ennils presenla, 

lion of objecls exactly as Ih
ey 

appear, 
II 's also Ihe mO,1 diffieull Iype o[ mo,'i .. 

m. aking, . equires II,c mosl expericncedj 
technicians, and COst:;; the 1J}o<;t. 

On <1 reeenl LUCky S lrike commcr, 
Clat il look Sana's Slop'molio

n 
ex, 

pert Mr. Rohert Jelllless three h
OU1

.

t jUst 10 Elm a 60,second, 90'fool lengll, 
of film, The SCI "ad 1 ) lighls and re, 
quired Ih,',," meo 10 Opera te eamera 
and aSSorled special rigs [or pOSil;',n, 
ing II,. pack of LUCky Slrikes, /lU I 
tI.e Ihree'hour Elm '''-'sion Was Ihe eas, 
ier P.rl ; il lakes several weeks 10 wrile 

beYond 8uffolo -- -
• Your radio advertiSing dollar buys MORE than 
a dOllar's 1V0rth on WG R You get record-breaking 
highs in WGR's prosPerous Buffalo-area aUdiences 
PLUS COverage of scores of impOrtant UPstate rural 
and farm markets. 5000 lVatts day and night on rhe dial's hest wavelength does it! 

Leo. j. ("Fitz ll
) FitzPotrick 

I. R. ("Ike ") Lounsberry 

a Script , reCord and till
le 

a Sound 

track, and laYOut a director's sheet of 
Elming inslruelions 10 coincide wilh 
musical beats on the SOund track. Ea('h 
of Ihe 120 musical beats in Ihe one, 
minule Elm mUst synel"" oiz

e 
w;lh a 

lllovement of the package or cig
an

' lles. 
Usual/

y
, el'ery mo";ng I'.rl o[ Ihe ScI 
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m u!"t he H'po!"iliOlWd for I'<}I'I! of ill e 
2 ~ frallw!" of him \\ Ilich t!o h~ ill a 
l'-('{'o lld. Th j:-; '~II:-;ll re:" "lllooth ad jOlt . 

hUI IIllllliplie.; tlte lahor f'1I0rlllo ll:-;l~ 
~ill ('t' IllI're IIlal 1)(' a" Ittall~ a" c i~hl 
cig<lrell!'i' 10 1110\'1' for (~ a{'h of lA,lO 
fl all ll' :<, Co:"t of a (tIlt'-lllillUI<' ,..toP-1I1I1 -
li o lt ('O ltllllf' ITial lik(> Ihe Luck\ ~ Ir ik(' 
fr 1111 i,.. $,1 -i.O()(). 

.\Iall) a( h t'l' li:<c l s lJ i'( ' ~ t o p - l1lolioll 

1111'1'1,1) "" all adjull<'l 10 lil'e-a{'lioll, 
HIIII:<OI1 Ila!' ()lll' cOllllllPrcia l in which 
a lIlall fU lldtl (,:< for a Inal c- h whilp Il uk
ing a phillie c'a ll ill ~i d c a Iloo lh, The 

<lIlnOIll]('Cr il1t c rru)ll~ him wilh : " \\'h a: 
~ ou Il('ed i!' a [: 011:<01\ l'ell('ililer, , , .-' 
'1'111' pe lll'ililer " magi('a l! ) " appcar:< ill 
hi:" hall(l. ('ourlc"y of :<Iop-Inolion. and 
he lig hl " up a {'iga rl'tt e, 

If :<lop-lllol ion ('all tf'l l a producl sto
ry more (, [fcclively Ihan anima lion or 
li ll' -acli on, fine, nul (' \ 'er) TV direc
lor all d a(h 'erlisill~ Illan queried ad
,i~('d aga ill:<1 fa ll<,) efTI'd" for Iheir 
0\\1l :<ake. Silllpli('il) is "till Ihe pri
llIal") ailll. T rick dTI'('\:< like "ipc", 
POp-Oil". \\,rit t'-oll"; a1\d Ih e like are ju:<
lifi ed , ho\\ e\ f'r, \\hcll a ~wr i es of titles 

6)11 ?/tnrA C~ 
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WSJS 1)~ 

NBC Aff ilia te 

A 15-COUNTY MARKET 

With Over 

$Q40,OOO ,OOO ::: RET AI L SALES 

::' Sa !es Management 1950 

Survey of Buyin g Power 

WINSTON-SALEM 
AM-FM 

RrlJresented 1I~: 
H EADL EY· REED co, 

musl ca rr~ Ihe \'i!'ual burdclI o f a com
me rc ial. 

Takt> tlte Philco Hadio So. Telcl'i;;iol1 
COl1lpall) film ol)f>ning 10 th eir T \ ' 
progra l1l , II " purp0",e i", to introdn('c 
Phiko lIl od els. al IIH' "all1e time empha 
siz ing I'hiko's world-wide repulatioll, 
Animation Hou :-;e did Ihis h~ openin~ 
Ihe fillll 011 a ,i ew of a :<Iar-spa ll ered 
:<k y, II1('n IJaITO\\ ill).!: dIm n 10 a :<hot of 
Ihe "ea rlh " wilh the word I'hilro ro
lating aroulld it. T his open ing S(,('IH:' 
\\" as rd<lti n,l) illf'\:pensi\(~, yel pUI 0\ (' 1' 

Ihe idl'a to Philcll '~ compl ele "ali~fa('
lion, 

:\ ,..illlilar "pI'nillg \\'a", filmcd for Ihe 
~I)('id e l Compa n~', maker:< of l\"a;(' It 
bands, Im,tl'ad of ti l(' llame ~1'('id('1 

appearing. a ll a l 0111 'f'. Ihe na me ap-
peared 10 IHit l' ibelf on a Ictt cr ai a 
lilllf' . Thi:- \\'a:< done I) ) :<I a rlillg \\ ilh 
i 1 1l~ ",holt, \\ (lrd and \\'iping ofT a lelt t' r 
al a tillle from th e (' nd of it. th en re
\('r:<ing Ihe film, To \ary til(' ('nd o f 11](' 
~ 1)('i d (' 1 film. the lett ers appeared to 

pop Oil" one a l a lime. Both Ir ick 
c JTet'l~ dn'';!'-I'd up an oth en\ ise roulill e 
1" 11111111' rcial. 

As ltas long b,'e ll ob\' iol1 ~ 10 at1l'(' r
lis ing agency T\" ~pccia li;;b a nd filtn 
prodlle(')"~ , Ihere a re 110 :<pe('ifi(' rule" 
for a good l..'OlllllH'ITial. Qualit ie,.. likc 
"illl pi ie i I) , ~i Il('c r it). and tcd lll iC'al I'X

(,f'II (' I]( ' c ~ H rc I he Ii l11e-holl o )'ed a lt ribllte :-; 
of :In c lT( ' ('lil'l~ ('ollllller(' iai. I~llt eal'lI 
adw rlis!'r\ filiH illl(' rprf'ta li oll of thf's(' 
gen('ralilil's I\"ill d('l )PlId mailll) 011 tl](' 
prodlll'l hc ha s for s; t1e a nd th l' wa y in 
\\'hich Ill' <"IIOOS('S to ~f'1I it. 1 'It illlat('I~ , 
the s l1( 'c(,ss or failure of a fillll (,OJII' 

, men' inl li es in the hands of hi s age l1l '~ 
a lld filill produc('1". 

Fo r Ihis re<tsoll, SI'O ,'\'SOH I'alll '<ls;;ed 
fllnl-wi!"(, agf' \](' ~ 111<'11 and producel':<. 
asking: Wh at Ihings slHluld all mh C'I'

lisl'l" or agcncy look fo r in hiring a 
film prlldlH'cl ? This i!" the (' (ll11po"il(' 
ans\\!'r, 

Thc produ{'e r " llUuld Iw: 

1. A IIlan wilh aclual Iclc\i sioll fillll 
,' xIWri cll<'(,; 11 ( 11) "ood fi lIl1 techniquc 
ll1u:<t be llIodifif'd for T\-. SOIl1C of tl\(' 
di{fc)"(' IH'(':< a re 11\1' I(mer-key lighling 
requircd for T\ (a 20 10 OIl(' li gh ling 
ratio rath er than th e con tra sty ,I{) IH 
CIne ral ill ('0111 nlon Oll film ) . and th e 
mOrt' ca n,ful planning rel(nired to p-et 
Ihe ac liolt 0 11 a s lllall :-:cret' I I, 

2. j\ lIIan whll is prima ril~' in le r· 
c:< ll'd ' in'l'\ film I\ork, ralher than 0l1<' 

1\110 aplH'ar:< 10 bc' hU!'ie r doin g olher 
I'pes o f ('Oltlllll'I'C' i,t1 film, Ch;1I1I 'e,. a)'(' 
f!ood th aI slIl'h a producer I(loks un T \ ' 
('olllllH'I'I' ia ls only as a :- idclill <', (,lIn' t 
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be hoth('l"cd glVlIlg it filII and careful 
all('ntioll. 

3. Prefcrably a lIlall \\ ho ha=- had a 
)ear of do::,e cunt'1(·t "ith cl dY('r ti"illg 
philo,;ophy. It takes abollt that lung 
for a film man schooled in cllterta ill' 
1lJ(~ lIt alone to acquire :;ellillg re,wtioll!". 
For ('xalllp lc. inlIlledint (' )I [(I<1I1 (' t i<1!'n · 
tifica tioll and a forthri gllt ( Ia tlwr thall 
ohliqUl') selling pitch ,H(' ,J('cepted 
t,·chlliqlles. 

The producer's facilities shollld in· 
dude: 

1. A sound stage with over/wad alld 
side lighting, micropirollcs (<Ill O\,IT
IH'ad " hOOIlI" mike if lip-s) IIC" is de· 
sired) and some basic sets. 

2. A 351l111l 1ll0\·ie ('a"wra. if high 
({ualit) is desired. TIl<' best po::,:,-ihlf' 
16111111 equiplIl(,lIt if :,-hootillg is \lot 
dOlw 011 3511l1ll film. 

3. An " a(letjllat e" stafT which ill' 
eludes CU IIICrdJlJen and directors of 
nrUIl) yea rs' expcrielH.:e in film·lIwkillg. 

4. SufTicit'lIt finallc ial ha('king "0 
tlrat tb(' cumll1ercial or cOlllmercials 
will he fini sl1('rl ('yen if the production 
mils into <'xp<'n:"ive snags. Film pro· 
ducti on is 1I0t cheap and ::'e \ ' ('I" a I bad 
I.rcab ill slH.'Cession could ruin a sm,dl 
COlllpall)'. and ) Oll I' commercials. 

Muny of th e poillts li "ted, ,,"ich 
do Hot pretend to be complete, can he 
look('d into quickly . And there arc 
other way s of checking a pro<1I1<.·(' r: 
by examinillg hi=- pa:o.t "ork for otlrer 
client s and by cxamillil1t; his bid 011 a 
specific ~eripl. 

Frank Bihas. :VIcCann·Eri,-k"oll filII! 
director. explains how 1)(' "iz('s "I' 
a producer from the hid ojf('r('c\ Irilll. 
" ~lotioll pid lire co:;ts arc standard ; 
tlwre 1:'- no 111) :;tery ahout tlr el ll. 
By looking at a snipt I ca n tt' ll vcr) 
closely what it should co,,1. 1f 0]1(' 
producer's hid looks too hi~h. [ ask 
him how lie ir"tend" handliug each 
:;.cene to see ",hetller Iris plalls are too 
elahorate or if the a:;.king price is sillJ' 
pi) ulljustifi ed. If hi:- hid is lo\\ er thall 
1'\"(' <,,,tiJllatpd. I try to find out whn \: 
he expects to cut CO f]wrs in order to 
save money." 

l-Jerei" S POl\SOR"S br('akdown of a 
h:. pothetical one·minute liv('·action T\, 
film connnercial as a pruducel' llIight 
biock it out. It would be a ~ illlpl e pro· 
duction wilh one actor. a :. in crl e a('\. 
and "oic(~·o\'er recordillg : " 

TaleTll I Oll(~ ([ctor, o ll e (lflllUlIlT C· 

er ) SIOIl 
C {/1l/ era crew (o ue rl a.-v' s sb oot· 

ing) __ _ 

Rentals oj 1)("01)$ alld s('/s __ 

23 OCTOBER 1950 

ISO 
15(, 

W I B C 
Indiana'S 
First and Only 

50 KW Station 

\VI BC offers rill of Hoosierland in olle profitable 

package-plus important out-of-state "bonus" cov

erage-and at the IOlCest rates of any 50 K\V sta· 

tion in the middle west. 

\Vithin WIBC's 0.5 MV contour live 1,068,166 

radio families* . . • with total buying power of 

$4,98 5,952,850.00.** 

*1949 BMB 

**1950 Sales Management Survey of Buying Power 

Ask your John Blair 

man about valuable 

time, big coverage, 

low rates at ..• 

WIRe 1070 KC 
r. B~SIC _ 

MUTUAL . , 

'. T." e -f r i , end I-y . ~ 
Voice 0' Indiana 
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Best Buy in 
SOUTHERN 

NEW ENGLAND :. 

WTle 
FAMILIES 

in the WTle 
* 8MB Area 

spend each year 

$59,438,000 "'* 

in Drug Stores. 
This is part of total 

annual retail sales of 
$2,317,525,000. ** 

SUGGESTION - For complete 
WTiC-BMB Study call 

Weed & Co. 

PAUL W. MORENCY 
Vice President - General Manager 

WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 

WTIC's 50,000 Watts 
Represented nationally by 

WEED & COMPANY 

' B i\1B Stud y :\0. 2, 19-19 

" f'opyrigh t Sales ~ I an" gem ent 

Survey of R lJyi ng P owe r . May 10t h. 1950 

WTIC 
DOIfIIINATt;,S 

THE PROSPEIlO\)S 
SDVTH£RN NEW .... "~W~~b 

FIlIll laboratorr , editing. 
stock 

Recording facilities 
Contillgency flllld 
{} uerhead awl profit 

Total 

rail' 
175 
100 
ISO 
2.')0 

_ $] .07'1 

~lany agencies, like Compton Arl· 
H'rti:"ing, 1 nc ., haW' detailed re(!ord 
sheets fur scores of film producers in 
the East. ~'lid\\'est. ami California 
( :\'ew York, Chicago. and Lo~ Angelp~ 
are tlH' renters). 

Once an advertise r ha:" founrl a COIll

petent producer, he tends to stick with 
him. Yet even a competpnt produrer 
can do a helter jnb if his dif'nL will 
follow a few simple procf'dures. 

First. have somf'one present during 
filming so that unforeseen difficultif's 
can be rf'soh'ed 0-11 the spot to the :o;pon
sor' s sati"faf'tion. Producers and agen· 
cies c.onsider tbis good "insurance" 
against complaints made aftf'r the film 
is completed. However, the number of 
peoplp oUbid e the producer's staff who 
stand·h, should he limited to nne or 
two at ;l1()~t sO as lIut to imped e work. 

Sef'oml. leave visualization of an 
idea to a~enc) men who make this 
th~ir sj)f'rialty. Advertisillg and fillll 
production individually are complicat. 
f'd enough; together they are abO\'e the 
average layman\; head. Lpave creatiyf' 
and technical work to the experts. 

Third, it doesn't pay to get excited 
about some unoh trusive part of a film 
which seems to "spoil" it. Olle client 
objected to the hazy ontline of a non· 
competitive product in the hackground 
of a scene in his eOllll1H'rcial. His in
sistf'nce on ha ving this one scene done 
over cost $325. Tlwre are cases when' 
a "et ma\' look so unrealistic as to elf'· 
fe~t the ' purpose of th(, film; tl1f':,w 
shoulcl be done over at any co;;1. Dut 
minor corrertiun", which don"t apIHP, 
ciably affect t11~ over-all effectiveness 
of a film merely raisr future bids. 
make working together le:o;s cordial. 

A remark by Hoger Pryor, TV di· 
rector of F note, COI1f' &. Belding. neatly 
slims up thf' presf'nt stale of tele\ision 
film f'01l1l1lercials: "\\'f"H~ learned a 
good deal O\'PI" the pa:o;t few yea rs: col
or f' oJ"rf'-Ction for hlack and white film· 
ing. simpli('ity ill cOlllposi t ion. and to
nal values. But our research dppart · 
Illent \\ onld still give you a house and 
lot if you could givp tllf'm a set of rules 
for pUlling together a commerc ial. 
There just arell ' t any tdf'\ision 'ex
perts' yet. and an)'olw who claims to 
be on~ is misguided:' * * * 

MEN , MONEY & MOTIVES 
(Col/til/lied from page 10) 

inc urablp inflammation of perfection. 
ism. He dreampd the dream of a John 
Henry. wanted to transplant adwrtis· 
ing fores!:'; and diwrt adwrtising riv· 
ers. l ie was fixated to staggering rf'
suhs. \fter his own preliminary train
ing at tllf' old Cnited States Agency ill 
Toledo. at Lord &. Thomas. and 1. \r<1j· 
ter Thompson. Getc hell opened his o\\n 
shop in 1931. He began by dispatch
ing a three·page letter to 300 national 
accounts. lIe got rf'sults. Present ly he 
represented Liggett & ~Iyers , Vick's , 
DeSota. and ,,-as on his way. 

* * * 
Today Gptchell alumni read like a 

who 's who of the profession. Of Foote, 
Cone &. Belding top brass alone there 
is Fairfax Cone, Emerson Foote. ~1. C. 
Franchesi, \rilliam E. Berchtold, J. A. 
Koehler. Also th e former president of 
Foote. Cone &. Belding lntf'rnational. 
Harry A. Berk. The present copy rhier 
at Gpyer, Ne\\ e\l &. Ganger. ,\madep 
Cole. went through the mill; the high
\'oltage eWf'utiYe \i ce president of 
jhco·Crosley, \Y. A. Blees. is another. 
Spring l\1iIl~ ' ad manager, Joe S\\'an: 
Tim Healy of Hiram \Yalker; Norman 
Na:o;h of Kudner; Jack Tarlton of the 
whilom Duke. Day &. Tarlton agency ; 
Biow's creative vice presidf'nt. Louis 
Thomas; President Anderson Hewitt of 
Hewitt, Ogih-y, Benson &. ~-'la t her; Tom 
Hughes of \'ation31 t.:xport Advertis" 
ing: E. H. Ellis of Cunningham &. 
Walsh were tempered by J. Sterling 
C,etrhell. \,Tho else? "Jobody ha~ eYf' r 
compiled the full list. Add Lillian Selb, 
Le:-,Iie Pear\.\ndy\rm:o;trong. TOIll 
Ewrett and Getchel\"s one·timf' partner, 
Orrin Kilhourne. the General Elertric 
distrihutor for Connecticu t and olle of 
Hartford's grf'ut personages today. 

:(: * 
I f it had hEen p()~~ihle to liw witll 

the man. and if the man had lived, he 
might have had tllf' po\\('rhonse agen· 
C) of all time. But WI' no'" haye to 
"onder whether III en of C,ptcllf'lI's 
stripe 11.1\-1' an) place in the great ne\\ 
team.play media of radio and teleyi· 
s:on? The emotional stress inherent 
in planning, huilding and admini~te r
ing modern television entertainl1Jent~ 

i" of itself so nen'e-nagg ing that to add 
to nLltural hazards, costs. unions and 
sponsor vagaries the mad genin:" of a 
G!'tchell can hardl) be imagined and 
probably eould not be ahided. * * * 
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\\rtfe ONe HOPE Tf4EV HAve IS TJ4e UNITED NATIONS" 
Suppose those mysterious flying saucers were men from 

Mars checking up on the Earth? It certainly wouldn't 

take them very long to see that the one hope this world 

has for peace with freedom is the United Nations .•• 

And that the freedom-loving nations mean to have this 

peace-even if they have to fight for it-is shown by 
the action of 53 nations, rallying together under the 

United Nations flag to halt aggression in Korea. 

To encourage a more widespread observance of 

\)~. 
~2l\. ~ • 

~ ~ .. .s~ Ov~ 
~ ~ Id.s~ .. our best hope 

for peace with freedom 

UNITED NATIONS DAY, OCTOBER 24~ 
this advertisement is sponsored by 

10:' 
\ - ' " 
II 

SPONSOR PUBLICATIONS, INC. 
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rv MYSTERI ES 
(Colltin ued from page 33) 

management firm ) who was a key fig
ure in produc tion of both Suspense and 
Danger ( while with Cecil &: Presbrey ). 
He says: "I think that there will be 
more personality or character myster
ies in the fut ure than iher have haLl 
to datt'o With TV's intimacy. you can 
build character to an eyen greater ex
tent than on radio or in the movies. 
A character mystery is a better bet for 
TV hecause in case the situation is 
weak. the personalit y can still carry 
the ball and hold audience. By and 
large, 'names' will be used for this pur-

up e\ entually in line with gf'neral price 
ri~e:;: sets, costumes, seenery. and sal
aries will a ll be higher. Bnt the biggest 
hike in a show's budget comes from 
u,.;(' of name sta r" either a" gupsts or 
runn ing cha racters . 

\lo:o;t mysteries at present do not use 
big-name sta rs. but th e trend is to use 
them mo re fr equently, according to 
George F. F oley, J r. ( President , Foley 
&: Brockway Co., TV package ta lent 
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KRNT . .. 

TH E STATION WITH THE 

FABULOUS PERSONALITI ES 

AND THE 

ASTRONOMICAL HOOPERS 

HOOPERATINC 
HIGHER ::: 

-MORNING 
-AFTERNOON 
- NIGHT 
THAN ANY OTHER 
STATION I N 

DES MOINES 

ANY KATZ MAN 
WILL TELL YOU THE FULL 
FABULOUS SALES 
RESULTS STORY! 

"' c. E. Hooper Au dience Index, City Zone-Ju ly-A ug. 1950 

pose." :\0 doubt the elemen t of com
petition as TV grows will be another 
factor encouraging use of names. 

~ot quite in accord with this view 
is Jerome Danzig, Director of TV Pro· 
grams, CBS. He th inks it's doubtful 
that the future will see more big name 
stars on TV mysteries than today. Im
proyed story quality, increa"ed TV 
know-how plus use of skilled TV aclor .. 
should do the job very well , he feels. 

~I)'steries which use names currentl~' 
include Man Against Crime, Ralph Bel
lam~' ; Martin Kane, Private Eye, \Yi l
liam Gargan; Lights Ollt, with gueqs 
like Ella Raines, Boris KariofT, Tom 
Drake; Sllspense, has used Franehot 
Tone and Bela Lugosi among others: 
The Clock, Raymond 1\lassey, \ l ady 
Christians: Danger. Dane Clark, Van 
Heflin. Some shows do not star name 
talent regularly; stars may appear 
every other week, or only occasionally 
to hypo interest. Danger is a case in 

I point. 
The problem of finding a wide 

enough yariet), of actors for shows that 
don't use name talent , as well as for 

! featured and supporting roles in those 
that do, is a bugaboo of mystery pro
ducers. ~Ir. Sean Dillon of Transamer
ican Broadcasting and Television Corp , 
producers of Famolls lllry Trials and 
The Plainclothesman ( Du\lont ) states: 
"Though we don't use name stars, we 
do use many, many actors oyer a year 
on these shows. On radio, the same 
voices may be heard week after week 
without losing audience ; TV requires 
much greater change and variety in 
faces. To find interesting type" that 
have not been seen too much on video 
is a big job and one we're constantly 
working on." 

What are the main production prob
lems in connpction with mysteries? 
Consensus of opinion is that by and 
large. they are no more difficult to 
produce than other TV dramas (except 
for th e supernatural type of mystery 
which requires additional gimmicks). 
The basic ingredients are the same: 
Good writing, good casting, good di
rection. Scripts come firs t in impor
tanee. They should be written in such 
a way as not to go overboard on pro
duction requirements, sets must he 
kept to a minimum, changes of localt' 
call't be too frequent- yet the storr 
must he told efTectively. 

Sources for scripts yary. Some 
shows, such as Suspense and Ligh ts 
allt frequen tly dramatize famous sto
ries; Dn:\lont's 11 ands of III ),stery is. 
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a series of specially written original I 

teleplays; the writers of Roscoe Karns , ' 
Inside Detective base thei r scri pts on 
materials in Inside Detective magazine; 
those of Treasury Men in A ction on ac
tual cases in Treasury Departn1f'nt 
files; no ("xplanation is needed for The 
Adventures of Ellery Queen. Beca use 
of the vast store of detective and mys
tery literature to draw from, seripts 
ean be obtained more easily for mvs
teries than for other TV dramas. 

Praetically all mysteries are done I 

live, hut many use integ rated film se·· 
qnences to widen the scope of the 
story. A Times Square seene, for ex
ample, would be on film, as would an 
automobile chase. The transition be
tween live and film scenes is made very 
skillfully and in most eases, appears 
natural to viewers. 

Sets are often a big factor in eOIl
veying realism. One mystery presented 
recently was suppo~ed to take place in 
a eoal mine; but the settings, ont' re
viewer eommented, failed miserably. 
Who ever heard of a eoal mine with 
elean, level floors and flimsy walls, said 
the reviewer. But most mysteries avoid 
this kind of flaw. 

The supernatural type of mystery , of 
which the outstanding example is Ad· 
miral's Lights Out (NBC-TV 'I, reo 
quires extra eare and attention. For 
creation of that eerie mood, Lights Out 
uses a fliekering eandle plaeed before 
the narra tor's apparently disembodied 
head. J n the pIa ys, men rise from the 
dead, travel through time and spaee, 
and generally eomport themselves in 
weird fashion. To get supernatural ef
fects like these requires all the eunnin g 
of a phony seance medium. 

To make aetors disappear into thin 
air, for example, it is necessary to tlse 
two different sets of eameras. That 
these shenanigans are going over big 
is attested to by the eonsistently top 
ratings Lights Gut has gamered since 
its debut last year. 

Stories with a supernatu ral toueh 
are sometimes used by other shows, 
especially Suspense and Danger. On 
Danger, the "iris" effeet is frequently 
used: a large eye-pupil fills the screen , 
then the eamera baeks away so that 
whole faee ean be seen. Or the other 
way: camera comes in from a long 
view to a large closeup of one pore. 
Mists, spectres, and shadows on the 
floor are put to good use. Sound is im
portant, too, in creating a mood. A 
solo guitar provides eerie theme and 
baekground music for Danger; its 

23 O<:':TOBER 195'0 

He's always ready 
for a good scrap 
A vigorous and emphatic proponent of positive opinions, 
Fulton Lewis, Jr. thrives on eontroversy. His first-class 
repo rting is responsible for some first-class battles; his 
serapbooks (being seanned here with his daughter ) are 
full of evidence of vietorious results. 

As 1\1r. K. E. Myers of the Wileox Buiek agency wrote to 
Hadio Station WHAI , both of Greenfield, Massachusetts: 

"We feel that the great serviee Fu lton Lewis. J r. is render
ing his eountry in fearlessly exposing subversive and 
un-Ameriean aetivities must eommand the respect of even 
those who differ with him. 

"We, therefore, eonsider the Fulton Lewis program a 
great asset to our eountry and to our business." 

The Fulton Lewis. Jr. program, eu rrently sponsored on 
more than 300 stations, offers loeal advertisers a readv
made audience at local time eost. Sinee there are mo~e 
than SOO MBS stations, there may be an opening in your 
locality. Cheek your Mutual outlet- or the Co-operative 
Program Department, Mutual Broadcasting System, 
14 .. 10 Broadway, NYC 18 (or Tribune Tower, Chieago ll). 
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s trangI' mplod i e~ aid imllIeasurabl y in 
ch ill ing a udience SpiIWS. 

~ly s t Pfies which aren't of the super
Ha l u~a l "ariel y chill ' C lll _ tou. Man 
Against Crim e is mu:;ndar and rpalis
tic in approach. lays heayy stress on 
detecti on and dpdud i\ p rpasoning. 
liartin Kan e is anothcr twu- fi~t ed ,,"ho
dunit. I Cover Tim es S quare a(Tents 
character of th e cent ral pprsunality, a 
ha rd-boiled columnist with a 11f'art of 
gold . /lands of M ystery is a "why
dunnit," with storips told in tPrms of 
emotional conflict. Famou s fu ry Tria ls 
repnacts ac t llal court cases in Amer ican 
j urisprudence. A d ventures of Ellery 
Qu een is urbane, sophisticatpd lllplu-

drama wi th emphasis un suavi ty ra ther 
than violpnce. 

Therp is a ceil ing on g risli upss in 
TV. just as there is in radio. The 
viewer is spared seeing such thin gs as 
ac tual wounds on a body, or a knife 
stabbing in to flesh : he is shown these 
thin gs indi rectly (e.g.. the expression 
on the someone's face wh o is doing the 
stabhing or being stabbed ) . Perhaps 
the rpasoning is that if a viewpr gets 
too near the edge of h is seat. he may 
fall off. 

\Vha t about commercials on m}ster ) 
programs? As on any dramatic show, 
thpy must be spotted judic iously and 
be well done or r un the risk o f au(li -

Sales power in central Ohio 
mea ns WBNS plus WELD-FM 
wi t h 187,980 radio families. 
These are the folks who have 
the money to buy your product 
and the ir buying guide is WBNS. 

Quick results at lower cost .•• 
tha t ha s been the record of 
WBNS for year after year. 

ASK JOHN BLAIR 

POWER 5000 • WELD 53,000 • CBS • COLUMBUS, OHIO 
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ence resentment. Some sponso rs find it 
easy to integrate the commercials into 
the action of the show, eSIJPcially to
hacco sponsors. Martin Kane uses a 
tobacco shop as his hango ut, and a 
display of U. S. Tobacco products is in 
clear vipw. The Plainclothesman and 
his sergeant keep lighting up and puf. 
fing at Harvesters throughout the show. 
Ralph Bellamy as the Man Against 
Crime does thp same with Camels and 
gives one of the commercials himself. 
Campls a lso features a film showing a 
T-Zoue test, with endorspments by 
sports personalitips. 

Fihn COl11nw rcia ls generaJ}) open 
amI close most shows, with a live com
mercial in the middle or at a good 
hrpakiug point. Timing is of the es
sence. On Fam ous fuly Trials, Chev
rolet is plugged right aft pr the jury is 
charged to makp its decision. I Co ver 
Tim es S quare uses the cliffhan ger tech
nique for Air-\Vick, with live commer
mPrcial playlets. But this meth od must 
be used skillfully. One reviewer com
pla in I'd that on the fir st performance 
of T reasury M en in A ction . Chrysler 
commercials were disconcerting when 
they broke in on tense moments. 

Electr ic Auto-Litp gets a natural f~el 

by dress ing the announcer as an Au
to-Lite deal pr for the commercial pitch 
on S uspense. 

Kaiser-FrazPr makes use of interest
ing scpnery fo r it s live commercial on 
Adventures of Ellery Qu een- to hypo 
possibly- lagging audience a ttention to 
the pitch . 

Dick Stark, the announcer on Dan
ger, uses a low-pressure stylI' and care
full y reasoned approach to sell Amm-i
dent , ta lks as if he were in famil y liv
ing room. His commercials come a5 a 
pleasant contrast to the intensit y of 
the Danger plays. A very corny play
let ( both Stark and the audience know 
this ) is used in the middle commer
c ial, brings a laugh and rplaxes tlw 
mood macabre of the show for a time. 

Unfortunately, exact sales result s 
that TV mysteries have brought their 
sponso rs so far are not read ily avail
able. But SPONSOR has learned that 
for at least one sponsor, Electric Au
to-Lite, sales are definitel y better in 
TV a rpas than in non-TV areas. Thl"' 
cOlllpany's S uspense went on TV 1 
Ma rch 1949 : sales increases were evi 
dent lw the time it took its summer 
hia lus that yea r. Simila r !'tories could 
no doubt be found concerning other 
mystery sponsors. 

What about !,ymlieuted mystpry 
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filll1~? Who's producing thelll and 
how much do tI.ey cost '~ CBS·TV I{a· 
dio Sales has a series of 52 qu arter 
hour~, or 26 halfs, call ed Strange Ad· 
ventllre, speciall y produced in Holly. 
wood for TV. It consists of adapta. 
tions of stories by Chekhov, i'oe, Bal· 
zac, etc., played by such ~tars as AI· 
bert D('kker, Ly Ie Talbot, Karen :\10r· 
ley. Costs are based on station rate 
ca rds, Currently used in 28 different 
markcts, some of its sponsors are Cory 
CoHcemaker, WBAL·TV, Baltimore ; 
Slumbcrland Mattress, WNAC·TV, 
Boston ; Hancock Oil, K~BH. Los 
Ang('les; Sterling Brewers, WFB\'I· 
TV, Indianapolis. This series was used 
by one of the nation·s biggest adyer
tiscrs frolll Septcmber ) 9.J9 through 
February 1950, hit top 10 TV net
work listings for all six months. 

Costs of Mystery Theatre of th e Air, 
package of 36 one-hour shows put out 
by Film Vision Corp., range from a 
low of $100 per show in a market like I 

Birmingham, up to $500 in New York. 
Approximate minimum for one one

hour show of a mystery group of about 
12 ayailable from C01llmon,,'ealth Film 
and TV is $50; maximum 5:750. 

Flamingo Films has two mystery !':-e 

ries of 13 half·hours, Red Barry and 
Radio Patrol; these have both child 
and adult appeal. Red Goose Shoes 
uses them as kid shows in 12 cities. 

Charles Michelson Company 's ap· 
proach to TV film mysteries is uniql~c. 
The company has just completed a se· 
ries of 260 five· minute films called 
Capsule Mysteries. Each is a complcte 
mystery and solution with same ca~t 
and detective, and has a commercial al
lowance of 11;2 minutes. Cost run.;; 
from $20 per show in markets like 
Ames, Iowa, to high of $98.75 in New 
York. Some in·between costs are: 
Washington, D. c., $65; Boston 
$72.50; Seattle, $45; St. Louis, $52.50 

Film or live. the big advantages of 
sponsoring TV mysteries add up to be : 

1. They are reasonable in cost, con
sidering their high ratings. 

2. They build loyal audiences. 

3. The script problcm is made easier 
due to the vast store of mystery mate· 
rial available. 

4. Mysteries appeal to the whole 
family and to all types of people. 

5. Mystery fans view programs 
wi th close attention, are wide·awake 
when commercial message is presented. 

Mysteries, from all indications, are 
a good sponsor bet in any mecl iulll.*** 

23 OCTOBER 1950 

GROCERY STORES ON AI R 
I Cuntilllled frum page 23) 

Ik'l~ 2.200 retail stores ill the l\lidwcst. 
It currentl y spollsors one radio and 

nne TV ~ h()\\' . On radio. it'~ S hare 
the IV ealth , a I5-minutc quiz prog ram 
fivc da ys a weck. The :-ho w yi sib the 
\arious Ilrallch c itics throughout thc 
) eal·, and is ca rried 011 a spot hasis 
eyer 25 stations (via transcripti on). 

The television show, A lall Y Ollllg, is 
a CBS 1letwork half·hour progralll 
which Krogcr shares with Esso in th c 
East; Kroger is thc sole spon~or in the 

.\liddlc\\ c~ t 0\ cr W 'I \ ~t a tl o ll ~. 

Krogcr is 011(' ~ ro('(' r ) that tie:, up 
its ad, ertis illg pack n~ ( " Both !'huws 
arc proll1o:ed right do\\'n 10 tlw local 
stor!' and the local ('ustomn. For (X· 

ampl(', stor(' mall agers f('c('i, 'cd the fol· 
lowing illustrated mcmo promoting 
S hare the IV ealth : 

" \Vhcn thc new Kroger ~ ho\\' yi :o, its 
your ci ty. it \\ ill be rerci\t, r\ with all 
the fanfare of a \Vor ld 11rcmicre. The 
local th eater will blazc Share th e 
Wealth ill li gh ts ; n('\\ ~ p ::: p e rs will gi\ e 
it a Il1 U ~(,lII c nt page publi('it); the radio 
statio;} will pia) it up with pre-show 

Most Potent 
sales force in a" Alaska is 

the powerful KFAR- KENI combination. 
No other advertising medium can as ef
fectively tap the new riches of this fast
growing new market of above-average 
consumers. 

Typical af 
hundreds af new, modem shops 

and stores in Alaska is this smart, up·to-date beauty parlor 
in fairbanks. Mare and mare advertisers are setecting 
KENt and KFAR as the most effective and prafltabte media 
to reach this rich, ready and responsive NEW market. 
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WH EN YOU BUY ! 
spot announcements; store display and 
newspaper ads will herald it. It will be 

I Kroger Day All the Way." 

K I 
To promote the Alan Young TV _ U n Z show, Kroger sellt this pitch to its 

store managers: 

YOU BUY A 

ma rkets. Total: 98 AM; 5 TV_ 
Like Kroger, Grand Union punches 

hard at prices, knocks them dowll, too. 
I t airs one-minute anouncements to 
get specials across, has found radio to 
be a quick-selling medium. 

TOIl 
PEnSe)X }\I .. IT T 

"Television is sales power with 
T.N.T. Commercials stri ke with swift 
and dramatic impact. Some of our 
commercials will be handled by Alan 
Young himself. A typical friendly 

; Kroger Store l\lanager will also be 
seen in our various departments sell
ing Kroger Tenderay, coffees, baked 
foods. nationally advertised brands, 
everyday low prices, and all the other 
Kroger advantages. He will give Mrs. 
Smith a forceful invitation to shop at 
Kroger. This new television show will 
supplement your new radio program 
Share the Wealth and regular news
paper ads to give Kroger stronger and 
more effective advertising." 

Unlike Kroger, Grand Un ion has 
not been active in promoting its radio 
or TV work, does little to merchandise 
its programs. Yet the company has 
chosen its shows and spot announce
ment times wisely. And lately its news. 
paper ads have plugged Slar Time. 
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"BUZZ" BERLIN 
was voted most popular disc 
jockey in Houston in a recent 
contest'~ conducted by a Hous-
ton newspaper. 

In the same contest, hillbilly 
was voted the best-l iked music. 
*Con test deta ils on requ est. 

Paul Berlin appears on: 
"K-NUZ Corral," II AM to I PM , 
Monday thru Friday, and the 
"Paul Berlin Show", 4 PM to 5 
PM, Monday thru Friday. One· 
quarter-hour segment is now avail
able, Monday thru Friday. 

Before yo" buy the lIouston mar
ket check tile top lIoOIJerated 
a/'ailabilities K -NUZ offers. You'll 
be ,Iollars ahpad ill sales and 
Mlll i1lgs. 

CALL, WIRE OR WRITE 

FORJOE: NAT. REP. 

DAVE MORRIS, MGR. 

CE-BBOI 

k-unz 
(KAY-NEWS) 

9th Floor Scanlan Bldg. 

HOUSTON, TEXAS 

The Grand Union Company in New 
York is another large grocery chain 
that has used radio effect ively. Tn ad
dition to participating on Star Time, 
the company sponsors JlI1 arket A1 elo
dies over WJZ-TV in New York. The 
half-hour program is aired daily_ Ra
dio advertising is confined to an
nouncements on 25 stations in various 
eastern market areas. 

Store managers receive ~chedu les of 
the company's spot anouncements. 
Here's how one recent and typical 
schedule read: For Wednesday, 29 ra
dio announcements in 25 markets and 
two TV announcements in two mar
kets; for Thursday, 40 radio announce
ments in 25 markets and three TV 
anllouncements in two markets; for 

I Friday, 29 radio anno uncements in 23 

Last year Grand Union's net sa les 
approached $135,000.000. The com
pany operates nearly 300 stores. most 
of them concentrated in the New York 
area. According to F. Arthur HaIL 
promotion director, "Grand Union is 
us ing more radio and television this 
year than it did last year:' 

The First Nationa l Stores_ Inc .. in 
Tew England operates onr 1.000 

stores, has an advertising budget which 
includes radio and TY. In radio_ it 
sponsors Guy Lombardo on Thursday 
nights over 21 stations, has had the 
half-hour show for three years. About 
seven manufacturers are tied in with 
First National on its half-hour FilII 

With Food. aired Fridays over WBZ
TV in Boston. In addi tion, the com
pany has one-minute TV announce
lJ:ents scattered lightly throughout the 
week. Comlllercials are typical: they 
plug product and price. 

Another chain, the Tational Tea 
Company, also uses the air. For ex
ample, its Minneapolis branch spon
sors T ella-Test, and reports excellent 
results. The show was promoted in the 
stores; and according to A. J. Hansen, 
branch manager, " ... since the pro-

WVET 
RocheJle,., new York 

takes extreme pleasure in 

announcbl9 tIle appobztment of 

gJhe 1Joffinq eO}}zpanljJ !fne. 
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gram was first aired on 4 August, 
many managerf; reported that many 
new faces have been added to their 
stores' regular customers." 

Othcr national chains like A & P 
and Safeway include radio in their 
budgets. but not extensively. In 1919, 
net sa les for A & P were llf'arly 
$3.000.000,000; net profit waf; over 
$33,000,000. The company wallt" vol· 
ume and gets it, sacrifices the profit 
margin. Advertising expenditures are 
held down consequently. 

The Safeway chain includes over 
2.000 stores. Net sales last year were 
over $1,000.000.000; 11et income o\'er 
514,000,000. During 1919, Safeway 
hough t about $25,000 worth of tillle 
from the CBS and ABC networks. 

Smaller chains, as well as these 
larger ones, have used radio. For the 
most part. those who have have done 
so successfull r. For example, in Den
ver three of the region 's top chains are 
currently active over KLZ. :l\1i llers 
Super Markets sponsors the 10 :00 p.m. 
Voice oj 'h e News, seven nights a week. 
Save-A-Nickel Stores sponsors a mu
sical var iety program three mornings 
a week from :3:15 to 8:30 a.m. King 
Soopers sponsors the Beatrice Kay 
show on Tuesday and Friday nights at 
8 :00 p.m. Tn addition, Safeway for 
Lucerne Milk sponsors AI agic I sl(ffld, 
a child ren's Saturday a.m. program. 

Tn the case of the Sm'e-A-Nickel 
Slores, KLZ cooperated in the promo
tion of the program. T he station had 
posters printed that p lugged the show. 
These were posted on store cash regis
ters in full view of customers. 

Another effective job is being done 
ill the Los Angeles area. KFI reports 
six chain sponsors. The Golden Creme 
Farms, an associa tion of 84 retail 
stores, ha\'e Quick What's The Answer, 
a one-hour Saturday afternoon show. 

Fitzsimmons - Thriftimart - Roberts, 
Market Basket, Mayfair, Ralphs Gro
cery Company, and Alpha Beta all use 
KFI-TV. 

"Our estimate is that grocery chains 
in this area will spend at the rate of a 
half-million dollars annually in tele
vision," says Kevin Sweeney, general 
sales manager of KFI. "A substantial 
share of this money is coming from 
co-op funds of manufacturers and of 
course a large number of commercials 
on all of the programs are devoted to 
man ufacturer's commercials." 

In both radio and TV, the sponsors 
are making an effort to increase store 
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traffic. For instance, Mayfair ilwitef; 
its audience to select top 10 songs, 
pick up their entry blanks for the con
test at the ~Iayfair stores. 

KFI states that large chains like 
Safeway ~lIId A & P represent on ly 
about 20 % of the volume done; that 
locally-owned chains. most of them ex
tremely progressivc. do far ami away 
the largest share of the busirH'ss. 

A chain in Flint, ':\lich., reports stH'
ref;S with its radio work. I1amac!y 
Brothers recently renewed its 52-week 
eontract with WI3BC in Flint. The 
chain, \\" hieh operates 10 storcs, spon
s(.rs <111 audience participation show. 
Ciflderella II aliday. The show is aired 
each weekday morning, and usually 
ge tf; a capacity audil'nce of 500 women. 
Both weekly and daily prizes are 
awarded. 

Radio advl'rtising is not necessarily 
confined to ehains. Independents will 
use the medium if they are grouped to
gether in an association of some type, 
such as the Independent Grocers Asso
ciation. 

Se\'eral such organizations operate 
throughout the United States. The as
sociation in Milwaukee affords olle of 
the be~t examples. Here. E. R. God-

frey and OilS. grocCf) \\ holc,alers 
originally. organized this group of in
dependent grocers 2·~ y('ar~ ago. It 
now numbers o\'Cr 16.") stores in :\Iil
wauk(·e. The organization buys on a 
wholesale basis for its a:o;~ociated 

stores, ady is('s and sen' i('e~ thcm from 
buying to "elling, including adn'rtis
ing. About 20 ~1c of the I CA Inulgt't i,.; 
devoted to radio. 

IGA spends more than $200 a \\pek 
for its announcements on \, ' El\JP in 
Milwaukee, and for promotion of the 
announcemen ts. The association rn ns 
a schedule of six announeements daily 
on the Coffee Club program, \Iondays 
through Saturdays. It is a di"k jockey 
program featuring Rob Larsen. 

Th is radio adyertising is promoted 
weekly in newspaper ads. and in week
ly store bulletins. WEl\IP has helped 
the grocers promote the program; it 
distributes point-of-sale material to the 
individual stores. The station has made 
an effort to identify Bob Larsen as a 
"poke"man for the IGA stores. It has 
sent Larsen out for pcrsonal appear
ances in th e stores to distrihute free 
merchandise and conduct contesb. 

The program features week-end spe
cials throughout all the sture". empha-
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the QUAD CITIES 
In Davenporr, Rock Island, Moline and Easr Moline 
is rhe richesr concentrarion of diversified industry be

rween Chicago, Minneapolis, Sr. Louis and Omaha. The Quad 
Ciries are rhe trading center for a prosperous rwo·srare agricultural 
area. Rerail sales, coral buying and per capira income rare higher 
than rhe narional average, according co Sales Management. 

WOC AM S'OOOW. WOC FM 47Kw. 
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rwo-county Quad Ciry area ... 10 co 100% in adjacent counties. 
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On the Quad Cities' first TV station NBC Network (non
interconnected), local and film programs r each over 23,529 
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WLAP is the first and only POWER 
station programming exclusively 
for Central and Eastern Kentucky 
listeners. 

sizes products and ~rice:-. 

Another type of grocery association 
is exemplified by the Oklahoma Retail 
Grocers Association. The Oklahoma 
group aetively promotes its members. 

The as:-ociation buys a IS-minute 
radio program fiye days a week oyer 
a 13-station hookup. The plan is simi
lar to the natio1lal TV promotion of 
Star Time. 

The show is aired over KOCY in 
Oklahoma City, goes out (Fl\l) over 
the Oklahoma Group Broadcasting 
Company's network. The association 
pays for the transcription and the time. 
Both are relllarkably inexpensive. The 
transcriptioll costs $3 ada); a single 
broadcast O\'er the net work costs little 
more than SuO. 

In addi tion to regional assnciatiolls, 
severa l national associat ions exi:; t ill 
the grocery field. While the:;e as
:-ociations are active in government 
representation of the industry, tlwy 
seelIl to take Ii ttle part in the promo
tion. The Nat ional Association of l{e
tail Grocers dues H'lHlf'r a(IH'rti:;illg 
advice to its l11emhet's. 

011 the first page of its "Advertising 
Guide for Hetailf'rs" (essf'l1tially for 
newspaper) is printed this thought
provoking poem: 
"The codfish lays a million eggs, 

The helpful hen but one. 
But the codfish doesn"t cackl f' 

To tell you what she's done; 
And so we scorn the codfish coy 

While the helpful hen we prize, 
Which indicates to thoughtful minds 

It pays to advertise!" 
Fille. But notice how the hen ad-

,-er tised. * * * 
F.M. SERVICE, TOO 

94.5 megacycles 
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.5. Kosher wines are ecollomieal
thouglr the price is rapi dly rising. A 
fifth generally costs in the vicinity of 
$1. But with hottlers' price~ triple 
what they were one year ago. they're 
certain to go beyond that. 

Kosher "int's ha\e foulld :-pecial 
favor in \fpgro cOIIllllunities, with 
brand loyalty very much in evidence. 
Said one retailer in New York's Har-
lem district: 

"Altlrough .l\Ianischewitz costs more, 
it gets the big play because 'It cap
tu res the taste of the sweet grape' (the 
advertising slogan). We can't sell any 
brand to speak of except Manischewitz 
or Mogen David, hoth well adver
tised. " 

Throughout the nation, bottlers who 
sti ll sell almost exclusively to the J ew
ish trade are laying plans to cash in 
on the expanding market. One Chica
go source told SPONSOR that "we're all 
interested in radio-and for adyertis
ing pu rposes we' re all latching on to 
hebra ic names like '.Mogen David' to 
capture that authentic touch." 

Temple ~Wi ne. ~Iinneapolis, saw the 
possibilities of an expanded market 
early. After two years its advertising 
budget (almost entirely devoted to ra
dio) has produced results that are re
garded as par for any territory. 

Here's how the Temple \Vine story 
reads: 

In 1948, Temple first advertised its 
kosher wine, investing $5,000 in two 
daily announcements over WLOL, Min
neapolis. Two years later the over-all 
budget was a locally-substantial $25.-
000, with $20,000 going to radio. 
When the 19.50-51 fiscal year began 1 
July, another $5,000 was added. again 
mostly for radio. At this moment, 
Mid-West Wine Company (distribu
tors of the Temple brand) :-('lIs about 
1Or;~ , of all wine retai led in Minnesota. 

Art Gruber Associates, advertising 
agency for Temple, uses transcribed 
allnounCf'ments six days a week on 
WLOL, St. Paul. During the holiday 
seasons ( Easter, Thanksgiving, and 
Christmas ) announcement schedules 
are added on such stations as: KWOA. 
Worthington; KFA~I, St. Cloud; KT
S.M, Mankato; KA US. Austin; KMHL. 
.Marshall; K LEH, Rochester; and KD
AL, Duluth. The increased radio ac
tivity broadens the regional sales. Sales 
are fast increasing during what were 
once consider('d the "slower months." 

When Joseph Sclaure, president and 
treasurer of the Mid-West Wine Com
pany, originally suggested the current
ly-used Temple jingle, nobody thought 
much of it. Even the station that cut 
the transcription didn't like its sOllnd. 
The public did. The same commercial 
is used today and has hecome a Minne
sota folksong as the Paul Bun yall sto
ries have become folklore. "Temple 
Wine Is Fille," sung with all the gusto 
of a Don Cossack Choir member, is 
frequently heard from youngsters and 
adults alike. The jingle is sung hy a 
baritone with an ('clIO chamher effect 
to the tune of "The Volga Boatman." 

Temple Wine is fine. 
Serve it when YOIL dine. 
When eating or treating, order 

Temple WiTle. 
Sweet r('c/ T(,TTlI)le WiTle." 
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The song porti on IS fo ll owed hy Wi ne. It's wonderful. Just like the 
straight voice copy. song says." A look of understanding 

Mr. Selaure, who pe rsonally ar- from the guest and the reply, "Oh you 
ranges all adver tis ing for l\ lid-West, mean ... 'Temple Wine Is Fine. Sene' 
has a simple, dire'ct radio philosophy. it when you dine'." At that point the 
" Telling 'em is sell ing 'em and telling rest of the guests joined in wi th the 
'em oft en enough, day in and day out , singing of the radio jingle. 
week in and week out. year 'round adds This scene is now a Temple TV film 
to the effectiveness of radi o." o\'er Minneapolis stations that ties in 

Mid-West has its own unique forulU- poin t blank with their radio advertis
Ia for wine advertis ing. In contrast to ing. Other Temple tel evision announce- 1 

the kind of promotion ordinari ly given ments are being prepared for use on a 
wines, Mid-West explodes the notion year ' round basis. 
that " white wine is for fowL red wine Temple hold:; radio accoun table for 
for meats," dry wi ne for this, and the initial taste contact. Once accom
sweet w-ine fo r that. Temple tells the plished, there is no worry about ae
public to drink their wine wi th any quiring a taste for the product. Sweet 
food they enj oy. Mid-West tells '''em'' kosher wine satisfies the American 
that the kind of glass they d rink from sweet tooth. * * * 
won' t change Temple \Vine's flavor one 
iota. Buyers can drink it from a tin 
cup and still enjoy the " finest wine." 

The only other media used to adver
tise Temple Wine has been a small 
amount of black-and-white and point
of-purchase, recently added, plus la rge 
signs on the outside of street ca rs and 
buses tying in with the radio commer
c ials. This year. Temple is going into 
giant traveling displays outside Min
neapolis calling attention to their radi o 
campaign. The tie-in media are a ll em
ployed with the same purpose in mind: 
to capitalize on the basic radio adver
tising through visual identificati on of 
the product. 

The obj ective of Temple Wine's ad
yertising is to make Temple \~Tine the 
brand people thjnk of first when buy
ing a sweet kosher wine. Close work 
bet ween agency and client. and ca reful , 
intelligent media buying help achieve 
it. Temple Wine uses fl oating sched
ules during the daytime in order to 
reach the maximum number of listen
ers in a week. Chain breaks are spotted 
to reach both men and women. An
nouncements emphasize that the word 
"kosher" refers to a type of wine; that 
" kosher" sweet wine is not exclusively 
for Jewish trade. The advertising ap
peals to the general public and not to 
one particular ethnic group. It is th is 
type of selling job that is contributing 
to the growth of kosher sweet wines 
throughout the country. 

Temple's interest in television COI11-

mercials grew out of an idea suggested 
at a party. The hostess se rved some 
wine. One of th e guests sipped and 
commented, " Delicious ! \Vhat is it?" 
Surprised by the questi on. the hos tess 
looked at her guest. ra ised a brow and 
answered, " \Vhy, it's Temple Kosher 
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RESEARCH MUDDLE 
t. Conti fl /led / rO:1l page 29) 

searchers they were measuring two 
di fferent kinds of a udience. Hoopcr's 
coillcidelltal tedll\ique measu res the 
average number of people per minute 
who hear a given program. P ulse's 
loster recall melhod measures the total 
audience-all who tu ne in to any por
tion of a progralll. 

You obyiously can't compare the 
two figures any more than you can 
apples and oranges. Which kind of 
information do you want? That's the 
important question. There are tech
nical questions as to the suitabi lity of 
various tcchn ique'i used to give an 
"average " and a "total" a udience. The 
sponsor will have to take the word of 
the experts on that. But he has a right 
to get all explanation in simple words 
of what each kind of ra ting means in 
terms of what he wants to use it for. 
More on that shortly. 

Depend ing on the job to be dont'_ 
di fferen t advertisers will find different 
aspects of research most important to 
them. This was refl ected in a series of ' 
interviews with advert isers, agency 
heads, and t i ll1ebu~·ers. The particular 
items of rati ng information considered 
cssential were invariably evaluated in I 

terms of the specific use each persoll 
made of it in doing a job. The diver
sity of purposes for which rati ng and 
other data was used was indicated by 
the d ifferent opinions as to what data 
was "essential." 

Most of the current confusion over 
radio and television research- particu
larly that involving ratings-stems di
rectly from th ree main conditions: (1) 
lack of defi ui te understanding and 

At Precision today 
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... no wonder more and more 
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"Songbirds Of The South," 
selling Ballard & Ballard prod
ucts on America's No.1 Negro 
audience station. Another in 
WDIA's daylong parade of 
stars steadily increasing sales 
for advertisers like these*, at
tracted by consistently high 
Hoopcrst plus WDIA's re
nowned selling power. 

*Borden's Starlac *Treet Blades 

* Ipana *Water Maid Rice 

t H OOPER RADIO AUDIENCE INDEX 
14.353 calis 

City : M emp~i '. Ten~. Aug .-Se pt. 1950 

HHP Sets WDIA A B 
17.7 

C D F 
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' 1\ VI.\ , ~ 1 .mr>llIs, Tr n nrss~e. Brrt Ferguson, 
~ [ gr, lI amlll IY alk .. , l 'om'l ,\I gr .. J ohn E , 
P earsoll Co .. Hr lJ .·· 

ag reement as to ",hat constitutes the 
mo:;t essenti al kinds of data ; (2) lack 
of any oyer-all analysis of the differ
cnc('s (their nature and magnitude) 
hf'tween results of the presellt rating 
services, why the differences occur, and 
what data is mo!'t useful under what 
circumstances: (3) ignorance of both 
sponsor and agency people (seldom 
research people at f' ilher agency or 
spon~o r ) of what rating!' and ff·lated 
da ta mean. 

I tem number one of what sponsors 
C,Hl do now to dispel some of the bil
lowing radio / TV research fog : if you 
have a r escarch department , ask them 

I to "et clowll in a few simple statements 
lu" ing only five·cent words) exactl y 
what YOU need in radio or TV research 
- and u·hy. The why is important. 
Yon should , and can. know precisely 
how eyery last research item you're 
buying is goi ng to help you do a job. 

Suppose you need an estimate on 
. what it's ('osting yo u to reach a thou
sand radio homes. You' re told that a 
certa in rating fi gur(' will enable you 
to make the es timate. As indi<'ated in 
the case of Hooper and Pulse, there are 
,ewral kinds of ratin gs po"sible. Y Oll 

could use any of them to figure your 

I 
cost per thousand homes. But there 
can be startling differen<'cs in the re
sults. 

Here's an extreme ca"e, just to illu,,
trate. 

If 30 people out of a hundred Ii::· 
tened to all of a ;)0'1l1inute program, 
both Hooper and Pul"e would gi,'e it 
a 30 rating (30 rt, '). Sinc(' eyerybody 
in this example li~tened (,Reh minute, 
th e 30 repr('~ents the average number 
of peoplf', or homes, listening per 
minute. 

But since our 30 listeners also repre
sent the total numL('r who heard any 
(Jart of the program (in thi s case they 
heard it all) , the 30 also repr('sents 
the total a udienc('. 

Suppose now that each per::on lis
tened for ju~t one minute each to the 
program. Since Hooper's technique 
measures the aye rage audience per 
'nillute he would now give tl1(' pro
~ ralll a rating of 1. But Pulse, whose 
tf,chnique measures all lic;tening to any 
')a rt of a program, would still give the 
') rog ram a rating of 30. 

This is an extrcme example which 
wouldn ' t happcn ju"t like this in adu
\lity- but it empha"izes tl1(' kind of dif· 
re r(')we" 111 audi('ncc that different 
'a tings r('present. It 's obviou"ly im
portaut to he aware that all ratings 

aren't alike. You don't have to be an 
expert to keep the wool from being 
pulled o,'er your (,Yf'5. Teehnical 
questions about the validity of the dif
feren t techniques you can kaye to 
your research advisers. But you can 
know exactly why you're gettin g one 
kind of rating inst('ad of ano ther. 

This shou ld of course be checked 
with your agency. But you should in
sist that the agency r('search head he 
in on it and not subject to a yeto or 
by-pass by an account executiye. Ac
count executives sometimes haye very 
understandable reasons of their own 
for overruling r('search execut i yes . 

The typical research ('xecutiYe wants 
facts and he wants to in terpret them 
as obj ecti,'ely as he can. Account ex
ecutiyes are concerned with the results 
for their cllent of their decisions and 
recommendations. If research data, 
including ratings, seems at times to 
get in the way, that may be too bad for 
the resea rch data. ~Iost agencies natu
rally want elbow room when it comes 
to justifying decisions . . Many of them 
would j list as soon 110t pin themseh 'es 
down too closely on the whys and 
whereforec; of radio and TV research. 
But you'd better know explicitly what 
YO ll need and why-and YOll can. 

If you hawn't a radio-TV research 
specialist in your own orgallizati on 
(the maj ori ty of sponsors don-t ) and 
you don't full y understand or agree 
with what an agency executive tells you 
on this subject. check with an inde
pendent research consultant. 

Item two: find out somethillg ahout 
the heads of th e research organizat ion 
whose services you're using. \\That 
about their integrity ? Will they tell 
you the truth about their sample? Are 
their r esearch brain" competent ? If 
they have weaknesses, you ough t to 
know what they are. 

Item three: beware of carel('ss com
parison of rating,,- the danger of this 
is evident from foregoing examples. 

Item four: how was the informa
tion gathered? By telephone, meter, 
diary, personal int('rview? Each has 
its biases; but each also has some ad
vantages. For example, meters ( which 
require a fix ed sample) can giye you 
cumulative audience ( the net, or un
duplicated , audience ) fi gllf(,s for a 
week. a month, etc. Diaries can giye 
cumulative audience and other fi gures 
that meters yield, but usually for a pe
riod of a week only. Many diary sam
ples, whieh keep a written record or 
"diary" of listening for a single week, 
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are new each 1110nth, and a re much many c...ses is less than that due to 
cheaper than a sample utilizing meters. the "prohab le error" in the rating 

The telephone method is fast and process. A glance at a recent Nielsen 
least expensive of all methods. The report shows a ease in which the rat
personal interview can be more accu- ings for seven shows are closely enough 
rate. These instances aren't supposed bunched so that the seventh was no 
to exha ust the possib le advantages of further away from th e first than could 
the various methods. It 's well to re- be accounted for hy the probable error 
member also that what is an advantage in the statistics. The same observation 
to one advertiser may mean noth ing to applies, of cou rse, whether a show is 
a nother. in a "top" group or not. 

Here a re some of th e situations, And if a program appears on one 
mostly involving use of ra tings, that "top" list and not on another, remem
tempt the uniniti ated in to mistaken at- ber also that (lifferellt k inds of ra tings 
titndes or deci sions. ...:.... 1I0t comparahh~ - may be invoh'ed. 

1. The qu esti on of using ratings in Or th e same areas mar not have been 
deciding whether to keep or drop a sampled for the ra ting. There are 
show. The trend is the thing to watch, many reasons. But they all add up to: 
1I0t an arbitrary rating figure. be wary of comparing program ranks 

Some rating d rops are due to chance produced by different ra ting organiza
a nd can be computed statistica lly. tions. 
Others a re due to c hanges in competi - 3. Don ' t he trapped into making 
tion (special even ts, new shows), the projections or ratings based on one 
weather , the season, etc. Don' t be like sample area to other areas which 
the account executive whose screams haven' t the same characterisetics as the 
of elation or anguish rang the Madison area sampled. Imagine projecting 
Avenue welkin every time a report Winchell or Parsons ratings obtained 
came 111 . It mean t only two things to in u rhan centers where they are gen
him, "good" or " bad." erall y popular, to rural areas where 

2. Don't take too serio usly the rela- they are known to have li ttle pulling 
tive ra nks of programs on published power. In this case it's easy to see the 
lists of " top" shows. The difference in fa llacy. But other differences can 

I 
make just as drastic a discrepancy in 

tJ.:~'I.i:M~Wl~UL~~IO~~\'l~~1~~HlP, MANAGE- the relative appeaL 
Rf'qulred hy the Act of Congress or August 24, 4. Be careful in averabO'ing ratings 
1912, as amended by the Acts of March 3, 1933, 
and July 2, 19~6 (39 U.S.C. 233) for the purpose of comparing effective-
Uf SPONSOH, published hi -weeklY at Baltimore, 
~laryland, for October 1950. neSs of program types. The length of The names and addresses or tho pul)llsher, editor 
and business managers ar": the proboram, the time broadcast, and Puhlisher and Editor: Norman R. Glenn, Scars-
dale, :-<. Y. other fac tors all have an imlJortant 
~lallaging Editor: :lliIes David, New York, N. Y. 
~~Si~~SS Manager: Bernard Platt, New York, bearing. It's easy to go overboard with 
~~~ o~~~~r, ~: i:ONSOR PUBLICATIONS Inc.. such comparisons. 

~~,:",~~~Idus ~[Ie~~~ ~~~cres~tal~~ ~~r.,~~ ~f~~ .. rc: 5. Never get so wound up in rat-
~ir'J.',:n'R~~~rS~~leSt%us~: ;B~ft~~~~~~us;i/a~g\,:~~:',; ir.gs you forget the important factor of 
~:~fNrigt~I,evgan&; i?~~~li B~:':;: J~w ~~~~~~: share of audience. It is possible, for 
\:i~; ri.a~:::;e:'I.T~:!'.~~~~' c~r;~. ;Y~~rir;'J.\:~~~;, example, for a rating to stay the same, 
~~~ok~~·nD .~.;';.j()l~~;eH~~d,S\\'~r,~~i~~: :,a(t hut the share of the total audience drop 
~1 ()rtimer C. I,,'bo\\'itz, ~[eLean, Va.; John Patti- I 
son Williams. Dayton, Uhio; Jerome Saks, Wash- as Inore sets tune in to ot ler programs. 
ington, D. C.; Catherine E. Koste, Hawthorne, N. 
Y.; William n. Wol f, Washington, D. C.; Adna Thus a show could be losing rela tive 
II. I{al'lls, Dayton, Uhio; Uarold Singer, Wash-
inguJIl, D. C. I po~i t ioll without the rating showing it. That the known i)ondholders, mortgagees, and other L 

~;C~,~\;, ~r":~~~1 O~%'~~~t ~~ ~g~~~~g m~~:ga~:~~P.~~ 6. \\' atch out for purely promo-
nther securities are: I tional use of ratings. Some figures are Xone. I LL 
:'l'attheth~\\"~~~s.p~~~~~~~:der~~O~~t1 g!:~~;it~lehOI~~~~ easier to use in this 111anner than oth .. 
if any, contain not ollly the li st of stO<'kholders I ers. tllOllgll 11IOSt are sulJJ'ect to 1111'su;;e ' 
<lnd ,ecurity holders as they appear upon the i)ooks - L ' -

~~l~~~ ~o;n~:~~ri~~lth~II~O~r i~p~aeS::s \~~e~li ~I~~ s~~~~ in this dire(·tion. Pulse ratings are 
of the ('ompany as trustee or in any other fidu - I 
ciary relation, the name of the person or corpora· said by I1lany researc 1 experts to give 
tion for whom such trustpe is acting, is given: 
algo that the .aid t\\'o paragraphs contain state- an unduly high rating to "name" pro-
ments embrarlng amant's full knowledge and be-
liof as to the circumstanres and eon(llt.ions under grams because of the imlJortance of whkh storkholders and security holders who do 
~'::s,ar:;;'l~r s~;:~ ~~ ~:~~i~testl\~ c~mc?~~~lt: ~~~:; the memory fac tor in its ros ter-recall 
~~a~e~~~~ oro \~y:~avefi~~a~w~~~.; ~~~erth~~r:~~n~s~~~ tystem. (In this method the person 
riation. or rorporation has nny interest direct or • t . I d d } . I indirect in the said stock, i)onds, or other securl· I m erneWe( epen s on lIS memory 
ties than as so stated. Bernard Platt. for the programs heard by hath him-

Rusl ness Manager. If I h . I f '1 f I Sworn to an,1 subscr ibed before me this lIth day I se ant ot ers In t le an1l y or a 
~fE,~2:°b~~al!:~O·C. Sundberg g iven span of hours.} A group of sta-

(~[y commission expires )farch 30, 1951) ti on subscribers to P ulse wanted to 

23 OCTOBER 1950 
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Mr . .fames H. Trest 
H. Tr_ l\.as tor and SOil S 
Chicago, Illinois 

Dear Jimmy: 
DUflled eDen ),011 gu'j'S didll't buy 

yerself a ba r 
gain when yu h 
p 11 tEddy Ar
nohl on TrCnS,l 
Aot 0 n e y has 
yuh bOl£g h t 
time in one UII 
th' brightest 
markets in t h' 
('ountr)" bllt yu h 
got th' best buy 
in t h' market. 
l'essir, J immy, 
r: h (1 r res t·o n , 
/rest l'irginny, 
is giren up ter 
be righ t cU th ' 
tOJ> in eper Ira y, 
and wc n s 
gives yuh m ore 
lisseTlers fer l es
sen hal f as m il ch 
as eDell y' u d 
bO ll gh t all t h' 
other fOll r sta

tions ill town! K il/ yu h beat thet ? 
Nosirree, not ill ally pla('e ill th' 
COIil/ttl " 

I 
take advantage of what they beli eved 

I would be the higher ratings for " name 
shows," so they linked the names of 
their well-known newscasters to special 

I 

news shows and p romotell thcm heav
. ily. This was to enable them to make 
' the best possible Tating showing, thus 
impress sponso rs and potential spon
sors. 

Ma ny agency a nd advertiser people 
as well as broadcasters would like to 
see some industry action to appraise 
the various research techniques used ' 
1:,y current rating organizati ons. The 
fi rst step in thi s directi on was taken 
when the c ommittee ori g inall y set up 
to make the Hooper vs. Pulsc ratings 

I tes t for KJBS decided to exa mine ;11 , 
the techniques now in use. They did 
not make the KJBS test to sce which 
was " right" because, measurin g en
tirel y diffe re nt a udi ences, the two 

I 

services co ulll ncver be expected to 
cume up with th e sa me fi gures. 

Yrs. 
A lgy 

we H S 
Charleston, W. 

Th is committee, headed b y NAB 
i research directo r Dr. Kenneth H. 
i Baker, is expectcd (they havcn' t said 
llefin itely h ow fa r they wiII go) to 
hlucprint a pl an to determinc thc kind 

; and the extent of differences between 
Va. I results obtaincd b v the vari olls serv-

" 

ices a nd the rcas~ ns fo r the differ- I 
..-____________ -=:::::;- ences. This will be hel pful. But "hat 

I hu ) ers of resea rch want to kIlow is 
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• wha t methods a re best suited for use 

Rhymaline Time, featuring emcee 
David Andrews, pia nist Harry 
Jenks and KMBC-KFRM's cele
brated Tune Chasers, is one of 
the H eart of America's favorite 

morning broadcasts, Heard each 
weekday morning from 7:30 ro 
8:15, Rhymaline Time is a musi
ca l-comedy program that pulls 
more mail than any other current 
"Team" feature. 

Satisfied sponsors have inclu d
ed, among others, Katz Drug 
Company, Land -Sharp Motors, 
Jones Store, and Continental 
Pharmaceutical Corp. 

Contact us, or any Free & Peters 
"Colonel" for availabilities! 

undcr what circulllstances. " If the 

I 

committee doesn ' t give us so me g uid 
ance in thi s rc!"pect the r cmaindeT of 
thcir re port may just as well not be 
written as far as I'm concerned," one 
ad manager told SPONSOR. A dozen 
oth ers, checked by telepllOne, strongly I 

agreed. I 

A 4 -A projec t which mi ght ha\" 
tide in with the wo rk of Baker's COI11-

mitte was a spec ial committce appoint
ed to take an iIl\"(~ llt o ry of agency re
search needs. But the project was 
d ro pped qui etl y earli er thi s month I 

whcll the committce dec ided it co uldn 't 
eliminate an y t) pe of res('a rc· h data 
from its " wantcd" li st. This conclusion , 
was obviously no help to an yone, so 
th e committec made llO fo rma l report. I 

T he Bake r cOlllmittee rcport will I 
rcco mmend spec ific studi cs dcsign('d 
to d ear up technical questi ons which 
now m udd y th e research wat ers, But 
thi s means nothing until thc industry 
decides whe ll a nd how to ac t on t"-e 
('ommitt c("s suggesti () lI s. But ind i· 
\ id ua l users of f('!"carch dOll ' t have to 
wa it. They ("a n sta rt di spel ling tlw ir 
OW tl ("otlfusi ons todin . * * * 

Scripts About Music 
It's the ~u ccessful sponsor who 
ti es together hi s programming 
of listenable music with a fr esh, 
bright and timely commentary. 

And hundreds of alert program 
producers e\'erywhere are cash
ing in on B:\ll's "scripts about 
l\lusic." 

B;\II's Continuity Department 
serves its Radio and TV licen
sees with a regular series of 
di stincti ve, effective program 
scripts calling for r ecorded 
music. 

Ask your Station R epresentative 
for furth er details regarding 

ACCORDING TO THE RECORD 
THE INSIDE STORY 

SPOTLIGHT ON A STAR 

IN SPORTS 
KA TL is Houston's 'original 
SPORTS STATION, pioneering 
in complete coverage of Major 
and Minor League Baseball, 
Hockey, Basketball, Wrestling, 
Boxing, Football, etc. , .. 

If you would like to reach 
Houston Sports-minded fans 
write, wire, or phone Inde
pendent Metropolitan Sales, 
New York or Chicago ... 
Or call : 

~,,«4to1t'4 (JUe4t 1'1deft~ 

KATL 
HOUSTON, TEXAS 

SPONSOR 



A s maJl town autolllobile 
dealer i~ the latest to lead 
the KQV handwagon . Late 
in Septemher, h e sp ent $214-
for a s ingle day' s s pot cam 
paign. From this, h e sold :-l7 
n ew cars. Succe~s stories 
such a s these are f reque n t 
on Pittshurgh's Aggressive 
Station. Ask Weed and Com
pany for d{"tail~ and avail
ahiliti,es. 

KQV 
Pittsburgh, Pa. 

MBS - 5,000 Watts - 1410 

GROWING 

GROWING 

GROWN 
#fJI(/7iJut~JlgJi0 

MORNING PERIOO' 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS .. • 

Special merchandising 
department for extra 
promotion of sales. 
• January. February. 1950 Hooper 

WAB BAM 5,000 Watts 
FM 50,000 Watts 

AMERICAN BROADCASTI N G 
COMPANY 

OWNED AND OPERATED BY 
THE MOBILE PRESS REGI STER 
NATIONALLY REPRESENT ED BY 

THE BRANHAM COMPANY 

23 OCTOBER 1950 

MR. SPONSOR ASKS 
(Contin ued from page 39) 

I . Mr. Reel 

The o"erwhelill. 
ing press reac
tion to the Jean 
.Muir ('a~e would 
seem to illllica te 
that it is ea~y to 
answer this ques
tion. The SpOil
sor s h 0 u I d be
have like an 
AlIlerican not lih' 
a totalitarian. He 

I 

should IIOt do what Miss Muir's SpOll' 
sor did- fire the performer without 
even making an attempt to learn her 
side of the story. 

Hadng said that, however, we /IIust 
rf'alize that weare left with a mo:-t 
sf'rious practical problem. The SpOil
sor spf'llds advertising dollars to aid 
ratlwr than to harm the sale of his 
product. Naturally, h e gets the jittf'r" 
when hf' hears from persons who 
threaten a boycott because of accusa-

I 
tions against a performer, Tf'gardlf'!'s i 
of the truth of the charges. Under
standably , he will shy away from any 
"controvf'rsial personality;' no matter ' 

To SELL the PEOPLE Who Buy 

The MOST in the (i) r@ ~ 
~;~~ t.:.JU~~;i. 

c.I :J!" .~~ - ' "'. -\wi' .---.--....., 
~ ... ~ 

POPULATION 
Over 4 Million 

RETAIL SALES 
Over 2 Billion 

what may he the gene~i~ of the contro- --- ----
versy. 

To prevent the problem from aris
ing, the cautious executive will avoid 
hiring any persons who are named in 
the proscribed list of the moment. It 
makf's no difference who wrote th e list. 
or whether its au th ors interviewed 
their victims before publication. Nor 
does it matter that innocent persons 
may suffer. or that cherished Ameri
can principles and rights go down th e 
drain. The cautious executive will play 
it safe. 

Fortunately. the employi ng segments 
of the broadcasting industry are as dis
turbed about this as are the perform
ers. AFRA took the lead in calling 
representatives of the networks, the 

, ANA, AAAA, and NAB to llleet with 
AFRA's Nationa l Board 011 29 Septem
ber and 2 October to consider the 
problem. E\,eryone present agref'd that 
except where actual national sf'cUli ty 

I is at stake, blacklisting, whether open 
or sec ret and for ,,'hate,-er rea"on. 
should be avoided- hut no one had a 
quick answer. A sub-commi ttee was 
\'otf'ci into existence to further explore 
the f'ntire question. On the funda
mental issue, the conferees could ag ree 
only that: 

ask 

JOliN BUIR & CO. 
;lbol.t tile 

IIAVENS & MARTIN 
STATIONS 
IN 
RICUl\IOND 

lVMBG- Al\1 

WCOD-FM 
W11VR-TV 

Fir st Stations of Virginia 
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Folks sure are a-listenin to me 
each morning from 5 to 6 on 
the COTTON BELT GROUP 
over KTFS-KDMS-WGVM, 
which means folks from East 
Texas to the Mississippi Delta. 
Tryout my program on a two 
week cancellation clause, 'cause 
if I don't get you results then 
I don't want you to spend your 
money foolishly. Good portions 
are now open so write or wire 
or phone for the availabilities. 
It's just gonna cost yu $105.00 
a week to find out! 

COTTON BELT GROUP 
Box 1005 

TEXARKANA, TEXAS 
Phone: 35·124 

Ai.ielltiolI • 

RADIO-TV PRODUCTION 

TV & RADIO NETWORKS 

ADVERTISING AGENCIES 

Young SALES MINDED execu· 
tive who createu SPONSOR
PLEAS1 ' G programs for 500 
stations, 2000 ad vertisers, is in
tere~lcd in making cOllnectioll 
WiLh progres~i\'e finn. OfTers 
excelicllt ha( kgrollllu in sta
tion management, newspaper 
work , sztl es promotion. j\f in i-
11 III III S I5,OOO. Now employed 
that figure . Seeking opportu
nity illCTea<ic income through 
hard work and lISC o[ abilities . 

. wriLe . . 

Box 16 B 

SPONSOR 

"It is especia lly important that a 
course be maintained which will as
sure full security and al the same time 
preserve individual liberties. It is of 
paramount importance to avoid en
abling communists or communistic 
sympathizers to control or infiue::1ce 
any of the processes of mass communi
('ation. At the same time we believe 
that each case in which an individual's 
loyalty is questioned ought to be con
sidered by the employer or prospective 
employer in the light of all the infor
mation available to him bearing on 
the individual and on the charges." 

To add a personal embellishment to 
that statement as it pertains to Mr. 
Sponsor's question , the performers rec
ognize the sponsor's problem. But we 
believe that along wi th the sponsor's 
right to sell, and his righ t to hire, 
goes a duty to hi !' country and its prin
ciples of justice and fair play. 

The great th ing abou t democracy is 
that the duty is not inconsistent with 
those rights - providing intelligence 
and not fear governs their exercise. 

A. FRANK REEL 

National Execlltive Secretary 
American Federation of 
Radio Artists 
Nell' York 

510 MADISON 
(Con tinued from page 6) 

"MYSTERY" VOICES UNPLEASANT 

Isn't there any thing the poor li sten
ing radio public can do about the se
lection of radio personalities? The 
particular gripe I have in mind is that 
stupid voice of (dcleted) on half the 
mystery shows on the air. 

Every time I hear it r immediately 
turn off the program because it's com
pletely spoiled for me. Most people I 
kllow agree with me that it 's th e type 
of voke you can"t disaswciat·e with 
(deleted) and for Ih is reason loses all 
its element of mystery. Can't you do 
something? 

Also- why- why- WJIY- did Sus
"elise and Dragnet ever choo~e the 
!'ame time? The t\\'o best llIystf'ry 
show~ on the air and we've got to miss 
one. Phooey! 

VIC LAHSSON 

21 lIamlllond Road 
Natick, Mass. 

• If you'\-'c got a nly ~ t ~ry pro~ranl o-n the air 
lIIa yl)(~ yu u can IH.'l p H("n( I ~'r I.arsson. 

WARTI ME ADVERTISING 

I'd greatly appreciate a copy of your 
11 September issue in which J under
stand there is an article entitled, " What 
two wars have taught sponsors." I 
own radio stati on KBRO, Bremerton. 
Washington, and do not customarily 
subscribe individually to the trade pub
lications as they are received by my 
manager. I have heard that this arti
cle was so good, however, that I sho!.lld 
like to ha\'e a copy of it. 

BRUCE BARTLEY 

President 
KBRO 
Bremerton, Wash. 

• 11 Septt· rnhe.r, I)age 32 uA. spon .;;or's ~' iew of 
World W3r 11." 

TV RESULTS ON BIG SHOWS 

We refer to your 14 August issue 
and particularly to the TV results on 
page 40. While these are most helpful, 
the examples given are usually from 
small sta tions and therefore are best 
for spot advertising sales that average 
less than S100 per program but they 
do not help a program producer. 

How' about citing some results from 
15- or 30-minute programs that may 
cost the advert iser a great deal more 
but still make their investment \'ery 
profi table by the results obtained? A 
package producer like ourselves would 
certa inly appreciate this service and 
could use this type of "ammunition" 
to good advantage. 

EDWARD ROBEHTS JR. 

President 
TV-Programs [IIC. 

New York 

• SPO;\SOR has fnr n isbed reader Hu .. . ·rt s wit h 
27 "TV Hesnlt s" from onr b ookle t "199 TV 
TV ltcsuh s" th at "leet hi s requir~m('nt s. 

SAME MICROSCOPE 

I have just caught up with the arti
cle in your 31 July issue entitled, 
"Let's put all media under the same 
microscope. " 

Hesearchers, supported by and for 
Lroadcasting, both aural and video, 
continue to restrict thei r ('omparisolls 
to two forms of broadc.asting, so far as 
share·or-lime is concerned. Why don't 
they produce the hare-of-time picture 
10 include newspapers and magazinf's , 
not to mention many other competitors 
for Mr. and l\'lrs. America's time? 

Grallted that broadcasting and tele
vis ion seemingly take up most of the 
American pub lic's spare time, why not 

SPONSOR 



examine the entire picture to see how 
much time is spent with all media these 
days, instead of confining it to tw o 
forms of broadcasting ? 

The writer most decidedly believes 
that the principal reason th at broad
casting has been in the past. and is 
today, the most under-priced, under
sold and under-appreciated of all me
dia, is spotlighted in yo ur article: and I 

that reason is the invidious comparison 
made by our own researchers. 

Congratulations to SPONSOR for spot
lighting this long-standing weakness. 
It might well be the spark of light that 
will lead us out of this wilderness. 

GORDON GRAY 
Vice President 
WIP 
Philadelphia I 

I 

Your note of 4 August and your 
I 

article "Let's put all media under the 
same microscope" led me to an ob
vious suggestion and one that was in
ferred in many of the letters I received 
- to wit: 

The calibre of the test survey com
mittee members could ,oe ry well pro
vide the means of putting radio re
search, if not all media, under that 
same microscope. It IS important, of 
Course. that the committee complete 
the task for which it was established. 
Once accomplished, however, it could 
continue to serve the industry by set
ting standards of measurement and re
search. 

A vital service could be performed 
to put radio research above reproach. 
Both the researcher and the method of 
surveying could very well be subjected I 
to a committee composed of: Fred I 

Manchee, BBDS:O exec, in his capaci ty 

IN DANVILLE, VA. 

BUY THE 
I 

OLD ESTABLISHED 
EST A6 LISHED '930 

HIGHLY RATED 
"6.0 HOOPE~ 

AVG. !5 PERIODS. WIN. '9150 

ABC STATION 

WBTM 
I HOLLINGBERY 

23 OCTOBER 1950 

as Chairman o f the Specia l Commi ttee 
of the Radio and TV Hesearch Serv
ice uf the AAAA; Kenneth Baker, re
sea rcher, representing the Nationa l As
sociation of Broadcasters: Lewis Av
ery, Avery-Knodel sta tion representa
tives. in his capaci ty as President of 
the NA RSR; A. \\Tells Wilbor, Gelleral 

~Iills , representing the ad, erti"cr, and 
a leader in radio research. 

At any rate, the above is a thought 
that you might be happy to discuss . 

STANLEY G. BREY ER 
Commercial Manager 
KJBS 
San Francisco 

H ere are informational tools that SPONSOR feels can be of Ilse 10 YOll. 

Requests for material mllst be made within 30 days. 

Al07 " /lItroclllcillg A New M e r
clwlIClisillg Telel'ision Progrr.m For
mat," E. M. Trikilis, Cleveland-may 
prove to be the answer to the FCC ban 
on "giveaways." It's a new TV pro
gram idea that is adaptable for A1\1. 

A 108 "LolVer Frazer V CIlley MClrket 
S tucly," CKNW, New Westminster
shows the results of an up-to-the-minute 
survey of the fertile Frazer Valley in 
British Columbia. Survey reports 
CKNW is station favored by population. 

A 109 "The Difference Is Mutual ," 
MBS -is a digest of in formation on 
costs, cut.ins, number of stations, cus
tom-tailored hookups and audience size. 

All0 "Wlwt It Is- What It Does," 
RCA - answers the questions often 
asked about the Radio Corporation of 
America. Includes AM and TV. 

A 111 "A R e port 011 WFIL," WFIL, 
Philadelphia~expresses WFIL philos
ophy that a radio stat ion must have 
ext ra-curricular activities to build up 
listener good will. Reports public serv
ice efTort s that won medals for WFIL. 

A 112 " Tile 1950-51 Eciition of 
COllsumer !llarket.~," Standard Rate 
and Data Service, Chicago-is an 888-
page volume of the latest market data 
from government and other reliable 
sources. Free copy to S RDS subscrib
ers. Additional copies $5.00 each. 

A 113 " Radio Sen'ice," WRBe, lack
son, l\Ii ss.-shows the programing, cov
erage, the market area statistics, re
sults, and rates. 

A 114 " ThC' l\cl1I SCls Uadio Audiellce 
01 1950," WIB\" , Topeka, Kansas- is 
tlw 14th consecutive annual study of 
radio liqening habib ill Kansas. The 
report includes listener classification, 
an (1 program prderences. 

A 115 '" TI/(, Telel'isioll S llot Rate 
Estimator," Free & Peters, New York 
-gives advertisers a quick means of 
esti mating the cost of u~ing television 
on a spot basis in all televi~ion markets. 

A 116 " TV Progress," Television 
Broadca stt'r~ Association, Inc., New 
York- is a ready reference containing 
valuable information on the growth 
and current status of TV broadcasting. 

A 117 "Tlmt Til e People Ma y lIear 
Ami See," WTAR, Norfolk-points out 
the record growth and ~ tati on facilities 
of WTAR. The brochure also describes 
their new headlJuarters. 

Al18 " Videotou'11 111,1950," Cun
ningham & Walsh, New York - is a 
complete analysis of the third annual 
television market survey completed as 
part of a conti nuing st udy of "Video
town," secret T \ ' test city. 

Al19 " In Sen·ice 01 Hom e CI1I(I 
Natioll ," K1\IPC, Los Angeles ~ pre
sents argumt'nt s against the FCC hear
ing that will determine whether the 
broadcasling licenses of K.\IPC, WJR, 
and WGAR will be renewed. 

A 120 "Market Nelf's Digest ," Biow 
Company, New York-summarizes the 
current and economic news. It lists 
business and economic trends and the 
latest production figures on TV sets. --------- -- -- -- - ---SPONSOR 0 Al07 0 A114 

510 Madison Avenue, New York 22, N. Y. 
0 Al08 0 A115 

To obtain any of the tools listed, place check in boxes 

to right. 0 Al09 0 A116 

0 All0 0 Al17 
NAME 

COMPANY 0 All1 0 A118 

ADDRESS 0 A112 0 A119 

CITY Be STATE 0 A 113 0 A120 

71 



Hang on, boys 

Radio and television these days are 
lI1 ile-a-min ute media. 

There's something lIew every time 
you look around. At the moment it's 
the sta rtling developments in color 
TV, the confu~ i on over radio/TV re
search. the coaxial cable crisis, the 
emergence of small station networks. 
And these are just a sample. 

So if yuur agellcv contact seemed a 
bit befuddled , and harried, last time 
he came to see you , he's probably just 
trying to cope with the whirlwind 
trends. And he's doing it in your be
half. 

\Ve' re doing our best to straighten 
him out. But it keeps us stepping, 
too. Hold everything, boys. Some
thing new just broke. Be seeing you 
la ter. 

Applause 
The Advertising Council 

The importance of tlH' Advertising 
CO llncil g rows on you. 

Anyone in advertising who is un
fa mili ar with the scope of its work, the 
impact of its projects is doillg himself 
a di sse rvice. For a study of The Ad
v('rti sing Council achievements is a 
10 pnotch endorsenH'nt of advertising's 
ah ilit y to move people to ad, to move 
Iwople to act indi viduall y and demo
cratica ll y. 

The record uf its eightiI year ( ~1arch 

1949 to 1\ l arch 1950 I reveals SIma j or 
proj('f' i:-; undertaken hy The Advertis
ing Counc il. Puhlic weIrare key noted 
practica ll y all projects 0 11 which the 
CO lllH"i l emharked- p roj ec ts like For
est and Bange rire Campaigns. Better 
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TV business baro meter 

The hush-hush policy that generally 
envelopes an advertising medium is 
happily absent in the newest medium 
of all. 

Through the work of a single man 
any TV advertiser can know what his 
competition is doing-including mar
kets used, types of vehicles employed, 
frequency with which telecasts are 
scheduled, types of announcements, 
partic ipations, and programs being 
bought. 

The man who has brought this 
about is N. Charles (Duke ) Rora
baugh, whose radio and TV statistical 
services are, by now, standards for the 
industry. 

But while the radio service (which 
relies on advertising agency coopera
ti on ) has heen conspicuously illcom
plete. the TV service (which draws its 
information direct from the networks 
and stations ) is close to 100% inclu
sIve. 

A recent issue of TV Rorahaugh re
ported 762 lIational and regional ad
vertisers using 18,539 telecasts over 
106 stations. Each issue provides 
similm-ly concise data. 

We wish that Duke Rorabaugh could 
figure out some way to doctor up his 
spot radio barometer. That's a lI1e
dium that sorely needs proper statis
tical gauging. In the meantime we 
gratefull y say- well done, Duke! 

Schools campaign , Accident Preven
tion campaign, CARE campaign, Re
ligion in American Life campaign, 
COlllmunity Chests campaigns, Group 
Prejudice campaigns. 

Many of America's outstanding ad
vertising experts find that their inner 
satisfaction in working for The Ad
\'ertising Council drives them far be
yo nd normal participation. During a 
recent visit to Minneapolis, SPONSOR' S 

editor discovered Sam Gale, vice presi
dent of General ~lills, so totally i1l1-
mprs('d in a n('\\' Counc il project that 
cverything ('Ise was pmlH'd aside. 

Advertbing agencies as w('l\ as na
t ional advertisers put their bcst l11ell 
on Adv(~ rlising Council campaigns. 
The results prove it. During its eighth 

They've gotta be shown 

The radio networks could do noth
ing better right now than to work up 
a concrete unified presentation on 
why nighttime radio is still a good buy 
at present-day rates in TV markets. 

Nothing short of solid logic is going 
to convince large national advertisers 
(and their agencies ) . We know plenty 
of them who are smoldering at what 
they consider a network brushoff of 
their demands to be shown. 

We know that radio has the goods. 
And we continue to advance evidence 
of radio's standout value. But national 
advertisers expect something from the 
networks themselves. 

We hope such a network study (pref
erably participated in by all four na
tional chains) will be forthcoming. We 
hope it will be geared to a compara
tive medium cost analysis clear enough 
and fair enough to have meaning to 
every national advertiser. 

Dress Pa rade 

Watch your paycheck, buddy. A 
higher portion of it may be going to 
lJUying new dresses for your wife if 
Harry Singer's Best Dressed Woman 
0/ the Week plan takes hold. 

Aimed at TV audiences, the idea 
contemplates Best Dressed contests in 
every hamlet and city. As one depart
ment store owner put it , "the idea will 
transform the cold war between 
women into hand-to-hand combat on 
every main street of America." 

) ear the Council parceled out major 
projects to these volunteering agen
cies: BBD&:O; McCann-Erickson; The 
Joseph Katz Company; 1. Walter 
Thompson; Cecil &: Presbrey; Comp
ton: N. W. Ayer: Foote, Cone &: 
Belding: Benton &: Bowles; Gardner; 
Charles W. Hoyt; Schwimmer &: Scott: 
Young & Bubicam; J. D. Tarcher; 
Kenyon &: Eckhardt: Grey; Fairfax; 
Kelly, Nason; Peck; Schwab & Beatty ; 
G. M. Basford; Franklin Bruck; Al
bert Frank-Guenther Law. 

Radio network advertisers contrih
uteli liberally of their time during the 
year through the Badio Allocation 
Plan. Individual stations and networks 
combined with 
15.2G4.070.000 
impressions. 

sponsors to donate 
individual listener-
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!tSt9 ~c~/J~k .. 
and Only The KMBC-KFRM Team 

(overs It Effectivelyand Economically ~ 
The KMBC-KFRM Team's leadership in the 

Kansas City Primary Trade terri tory has been 
proved conclusively in Conlan's recent coinci
dental survey of 146,000 calls. 

With a full-time Farm department, plus com
plete news, sports, educational and women's 

Daytime half-millivolt contours shown in black. 

features, and the largest and finest talent staff 
in the Midwest, it's not surprising that The 
Team leads the parade! 

For better results buy The KMBC-KFRM Team 
in the Heart of America. Call KMBC-KFRM, or 
any Free & Peters "Colonel" for full information. 
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