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WE'RE 

THANKFUL 

FOR RICHMOND 

We' re thankful fo r the p rivileg e 

of living in the warmest , friendliest, 

most up-and-coming city in the south . 

We're thankful to be able to give its people 

AM, FM, and TV all served in Havens and Mart in style . 

We're thankful to be known 

as The First Stations of Virginia -

in Richmond, New York, Chicago 

and countless other cities. 

After nearly three years of TV operation, 

WTVR is still Richmond's exclusive television outle t. 

We're thankful for the national recognition 

that enables Havens & Martin stations to deliver 

on ever-fuller service . 

Yes , sir, we're sure thankful. 

Havens & Martin Stations are the only 

complete broadcasting institution in Richmond. 

Pioneer NBC outlets for Virginia ' s first market. 

Represented nationally by 

John Blair & Company. 



SPONSOR 
SIO MADISON AVENUE, NEW YORK 

RA~!~ ~OVING OUT OF PARLOR-U . of Loui sville survey of white f amily listening 
in Louisville, made July-August '50 on beha lf of WAVE a nd WAVE-TV, r eveals more 
radio sets in other rooms of home than in pa rlor. Ra d i os we re in living rooms of 
78.6% of homes. But 57.4% of a dult bedrooms contained sets ; 32.2% of k i tchens. 
Children's rooms, dens, ba sements, bathrooms, porches h el ped boost out-of-pa rlor 
total far above in-parlor figure. Findings a dd weight to WHO a nd WIBW 1950 s tudies, 
among others, which report this shift towa rd personal li s t ening in home. Much 
personal listening (as well a s out-of-home listening ) s till ill1credited in li s ten
ing ratings. 

NON-SCHEDULED AIRLINES MAKING DENT ON AIR-Since report early this year in 
SPONSOR regarding meager use of r a dio by a irlines, situation ha s changed radically 
in big cities. One New York station a lone reports $3,000 weekly billing by 2 non
scheduled lines. Big lines like United, American, TWA considerably hit by small
firms campaigns, stressing low-price flights. Non-scheduled flights previously 
advertised via newspapers almost exclusively. 

RADIO, TV EXPER TLY USED IN GETTINC VOTE-Pol it ical use of sponsored radio/TV 
coming of age with current campa igns . Unlike previous amateurish attempts, pres
ent-day air campaigns frequently show expert use of media. For closing weeks of 
New York mayoralty campaign William Weintraub agency has purchased about 500 TV 
station breaks on behalf of candidate Ferdinand Pecora over local outlets. Highly 
effective slides are featured. Throughout nation radio, TV are getting larger 
share of campaign dollar than ever before. 

COST-PER-THOUSAN D OF 7-MINUTE TV ANNNOUNCEMENTS NOW 47c-Des~e rapid 
rise in TV time rates, cost of I-minut e announcements per thousand viewers dropped 
from 86¢ on 9/1/49 to 47¢ on 10/1/50. Analysis prepared by Katz Agency, radio/TV 
station reps, part of "TV Spot Advertising Cost Summary" issued periodically. 
Figure was reached by obtaining 260-time I-minute film rate of highest cost 
stati on in each of the 62 TV markets and averaging. 

INDIES INCREASINC RADIO RATES: NETS PONDER REDUCTIONS-26% of stations at-
tending mid-October meeting of Assn. of Ind. Metropolitan Stations (AIMS) stated 

-they had recently increased rates or planned to do so by year's end. Situation 
reflects increasing popularity and resultfulness of leading independents. Mean
time at least one network, deeply disturbed at inability to close new business, 
is seriously considering rate reductions in some form. 

SPOX!'OR, Volu me 4, Xo. 23, 6 November 1950. Publlshe<l biweekly by SPONSOR Publi cations Inc., at 3110 Elm Ave., Bal ti more 11, Md. EXe<'utlve, Editorial, Circulation omce 
510 Madl80n Ave., New York 22. $8 a year In U. S. $9 elsewhere. Entere<l as second class matter 29 January 1949 at B altimore, Md. P08wmce under Act 3 March 1811. 
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S .'ONS O R UE.'ORT for 6 NO"~mber • ~)dO 

FA_R~ DIRECTORS AIM TO SELL_ SPO"!SORS O!" COMMERCIALYALUE-Keynote of annual 

mee ting of Natl. As sn. of Radio Fa rm Directors to be he ld in Chicago 11/25 is 

"Sel ling a nd Kee ping the Farm Program Sold." Farm directors are am ong stations' 

most effec tive air salesmen, though average spons or know s little ab out them. (see 

"The f arm director: what a salesman!" in 10/9 SPONSOR). 

OPERA TION "TANDfM" ON THE AIR WITH ') R ADIO SPONSORS-Tandem was scheduled 

to go on air 5 Novembe r with 2 sponsors, Wn iteha ll Pharmaca l a nd RCA, picking 

up tab for 15 minutes each of firs t half hour. Original plan was spons orshi p by 3 

s ponso r s f or each half h our of one-hour program on Sunda y, Monda y, Thursday, 

Friday, Sa turday nights . Mars candy will start Tandem s pons orshi p early in 

1951. Air Corps is inte re sted as well. 

VIDEO RETAILERS STIMULATE BUYINC WITH COLOR CUARANTEES-Ingenious TV set 

reta ilers weren't long in devi sing way to induce color-confused public to resume 

buying. Countermeasure guarantees tha t sets will not be made obsolete by emer

gence of color. Typica l guarantee reads, in part: "Davega Stores Corporation 

guarantees to a ll past a nd future purchas3rs of televi s ion receivers, that their 

sets can be adapte d to receive color television programs tra n smitted in ac cordance 

with standards es t ablished by the Federal Communications Commission on October 

10th,1950." One large firm offers to supply each purchase r with color converter 

a nd/or adapter (when a vailable) at $49.50 or less. Many ret a ilers stress "no 

exc ise tax" while heavy pre-tax invent ory l as ts. 

CBS CAINS ALLIES AMONC SET MANUFACTURERS-As this issue went to press r a nks 

of manufacturers a nnouncing color tie-in a ctivity mounted. Typica l were Westing

house, which will ma ke a dapter-converter pa ckage for inst a lla tion on black-and

white receivers; Muntz TV, which will make low-cost "compa nion set" that brings in 

c olor when plugged in to Muntz black-and-white unit (Muntz also offers to equip 

previously-purchased Muntz set free with "color plug") ; Bendix has prepared 

"plug-in" connections for converters, to cost about $ 1; Commander Television is 

a dapting current models for color at ab out $ 15 more than current retail prices; 

Raythe on televi si on is preparing adapters a nd converters a lthough disapproving 

of CBS system. 

26% OF SMOKERS CHANCED BRANDS IN YEAR, SURVEY SHOWS-Impact of cigarette 

advertising campaigns, mostly geared toward shift in brands, seen in survey among 

readers of America n Legion Magazine. One in 4 said he had changed in past 12 

months. Survey revea led 83% of smokers smoke cigarettes. 16% of latter consume 

4 packs or less weekly; 51%,5 to 9 p a cks; 33%, 10 or more packs. 68% of respond

ents ' wives smoke too. 

TRfND TOWARD MERCHANDISABLE TALENT-Sponsors a nd stations a re analyzing 

talent closely for merchandising possibilities. Tex and Jinx, Mrs. Eleanor 

Roosevelt, Gene Autry, Paul Whiteman, Bob Atcher give sponsor big plus with 

(Please turn to page 42) 
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NO. 17 OF A SERIES 

HACK WI SON 
In Runs Batted In, -

WHEe 
In Rochester 

In 1930 Hack Wilson, playing for the 

Chicago Cubs, batted in 190 runs. Hack's 

single season "R.BJ." record has never 

been topped since! 

In 1943 Rochester's first Hooperating 

reported the decided WHEC listener pre

ference. This station's Hooperatings have 

never been topped since! 

BUY WHERE THEY'RE LlSTENING:-

6 NOVEMBER 1950 

N. Y. 

5,000 WATTS 
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They use diffe rent air and sales strategies for th eir various cigare.ttes, 
accent spot ra dio and TV for Kools and Viceroy 

11" '1/ S1Jo .. surs fire cold to lIighttime rndio 
An objective report on advertiser sentiment-some of it hot-under-the 
dollar, Thinking on the future of the networks, rates, programing 

Bn .. ks 0 .. tlU" nir 
In 1950, over 2,000 banks advertised on radio/ TV: in 1937, only 146 us ed 
air media, Banks have learned broad casting does effective lob for them 

Big l)oys, belVnre 
Worcester Baking Company, through consistent use of radio, has main 
tained dominance in its county for 25 years 

IIerlu·rt T.oue dled~s yo .. r TV S.I. i .. f'hi('fl1/0 
Carter Advertising Agency radio / TV director stuoied sponsor identifica
tion , other Windy City viewer factors. Here's a report on his findings 
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Few advertising world professionals d evote much time to books on their 
field. But here are some good reasons for ta king a second look at them 
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In lin e with the trend toward spot, more and more companies lire using ~ :v 
e.t. commercials . A how· to-do-it story complete with case histories :." , 0 I ' . 

" S'·ONSOn ro .... d .. ,j 0 .. dotl_ing 
Querying stations all over the country, SPONSOR has unearthed facts 20 "'VOl~. 
and figures on how and what clothing firms are doing on the air 

j"("Cn .... -Eric'~so .. resenrc'_ tech .. ique 
The insi d e story of how the research department of a larg e ad agency 
directs its broadcast media advertising using latest research methods 
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It's COlnlnon knowledge thelt S01Jle stations deliver listeners 
at a really lou} cost per 1000 coverage . .. 

and in Kansas City 
itJs KCMO! 

Yes, Mr. Timebuyer ... as Kansas City's one and 
only 50,000 watt station, KCMO sends your 
message far and wide over Mid -America! For in
side KCMO's 213-county measured % mv. area 
are almost 5% million prospective listener- buyers. 
How's that for coverage? 

With KCMO's supercharged signal is coupled 
that all-important intangible of superior pro
gramming ... that keeps Mid-America listeners 
tuned-in at the 8-TEN spot. Combine these 
factors with KCMO's low rates and you see a 
bargain in radio coverage that can't be matched. 
Reach Mid-America's millions at a low-low cost 
per thousand ... via KCMO! 

To sell lHid-Ameriea's milliolls . .. 
eel/ter your sellillg 011 K C AI 0 

6 NOVEMBER 1950 

KANSAS CITY, MISSOURI 
Basic ABC station 

for Mid-America 

OheOoes/t 
----- , A 'I!l/ . in A11c1'timOI'ICu · 

ONE station 

ONE rate card 

ONE spot on the dial 

ONE set of call letters 

5 0,000 W AT T S Dayime 

810 k c. 10,000 watts lIight 

5 
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You Can't Get 
Results in the 

COUNTRY 
with a 

"TWO-LEGGED 
STOOL" 

SCHEDULE! 

K\l A offers impact ill the 
1-10 RURAL cOllnties of 
Iowa , .0Je hra~ka, MisSOlU·j 
a nd Kal1~a~ .... 2 I /~ mil· 
lion farm and small tOWll 

listeners that are NOT 
reached by Omaha· Des 
Moines schedules. 

That 's why YOeR sched · 
ule must include KMA to 
brin a vou results in the 
coull~ry in the rich 
H ural -Omaha. Des Moines 
mark et ! 

KMA 
SHENANDOAH, IOWA 

Represented by 
Avery.Knodel, Inc. 

. . Station 
.' 1 elevlslon 

N OMAHA It Sting 7 dayS 
I I 3 opera 

1'1 Channe , horn two 
\ZM, 'th programs 
per wee"- WI 

t networks. 
grea ABC.TV 

CBS·TV • 

BMB STORY 

The article on "Are you gettin g the 
most o ut of BMB?" in your 25 Sep· 
tember issue was really good. It would 
be impossible to enumerate all the 
ways in which Bl\1B da ta have been 
and can be used but you certainlv 
touclIed on the important high spots. 

One thing tha t keeps agencies a!ld 
afh-ertisers from using 8l\18 data a~ 

lIIuc h as they should is the amount uf 
det a il work necessary to make the com · 
pilations. If we add up the total nUI11-

be r uf co unties c overed by each of the 
approximately 2,000 sta tiuns on the 
air. it amou nts to about 55,000 for the 
daytill1e and nighttime a udiences_ 

Your reaelprs would probahly be in
te rested to know that this infurmatiun 
is available un IBM pu nch ca rds. Sta
tistical Tabulating Compa ny, by ar
rangement with the Broadcast i\lea
surement Burea u, is able to prepare 
compilations from thi s s tore of BMB 
data , on its mechanical tabulating 
eq ui pmen t. This means the work ca n 
be done quickly. accurateh- and eco-
nomicall y. 

We ha ve already set up BMB data 
decks of punc h cards for severa l o f th e 
leading agencies; th ese contain the 
sales territory codes for their adver
tisers. In addi ti on, by th e use of our 
calculating punch , we have been able 
to expedite man y o f the computations 
you menti on ed in the article. 

I believe that if more of your read
ers kne w of the availabili ty of these 
mec hanical compilations of BMB data. 
it is quite likely that broader use would 

I be made o f BMB. 
GEORGE A. COOPER 
Director of 111 arketing Tabulations 
Statistical Tabulating Company 
New York 

RADIO RESULTS 

Y uur Radio Results depa rtment is 
swell , but ... 

Why did certain sponsors ge t good 
results wi th certain types of program
ing? A bulk, o r lack of bulk, of radio 
anllUU/lcements and programs is all fine 
as far as machine ry for a campaign is 
('oncerned. But how about merchan
dising u~wd ? What did tlw sponsor d o 
abo ut, o r say about his product that 

actually made people want it and buy 
it? What made him choose the type 
of campaign he did ? Why radio ? 
What other media? 

All in all , SPONSOR is terrific It 
keeps a lllce. big spot in my h ea rt 
war111. 

JAMES S. COHAN 
Account Execlltit'e 
William N. Scheer 
Newark 

OOPS! IT'S A SHE! 

Cartoon stri p in SPONSOR'S story on 
a nimated commerc ials (9 Oct.) showed 

al H epatica film written by male 
copywrit er a t Young &: Rubicam. 
\ &R dropped SPO NSO R a line pointing 
out that it's teally a very pretty l\irs. 
Dowling who does the job. 

DRUG STORE ROUNDUP 
As always SPONSOR c.ame through 

with the definitive article on dru g 
stores in radio. I was, however , a lit
tle chaarined to find that the Liggett 
Rexall ~aJ1lpaign on wcap, now well 
into its fourth year, was omitted. 

I don' t r ecall ha,-ing seen one of 
your questionnaires, and I am just 
wondering whether you got the wcap 
Liaaett Rexall story. III addition to a 

t>t> 

10-minute newscast at 7 :30 a.I11., Mon-
day through Saturday, and a IS-min
ute newscast at 6:15 p.m. Monday 
through Friday, Liggett Rexall buys 
from wcap, what I feel is a most 
unique Tadio package for a drug chain. 

N elson Bragg, a local radio person· 
ality with a great following, and an 
uncanny ability to put people at ease 
before a microphone, visits the various 
Liggett Rexall drug stores throughout 
g reater Boston at sometime between 10 
and 11 in the morning. H e tapes rec
ords in the store, or immediately in 
front of it; interviews with anybody 
and everybod y, at times including the 
manager of the sture himself. These 
intervi ews are played back over wcap 
at 4:45 p.llI. The gimlllick, of course, 
is that th ose people interviewed ca n 

( Please tum to page 68) 
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330,000 
TV SETS 

.. . Now In D etroi t! 

And the most-tulled-to of the :~ statiolls in the multi-hilliol\ 
dollar Detroit market is \\ \\ J-TY. "lichigan's first televisioll 
station . . . 110\\ ill its fourth year of undisputed leadership 
in pioneering, programming, puhli(' servi('e and pulling PO\\ er 

\\W J-TY not only gives )our produ('t stor) the effectivelless 
of visual selling: it also lends to your product cOllllllunity 
acceptance \\hi('h 110 other TV station in this market can 
approach. 

To sell Detroit, you lIeed WWJ-TY. It is the dominant 
television voice ill a lllarket that is the outstanding sales 
opportunity in the nation! 

FIRST IN MICHIGAN 

W W" "WO • ..,.01 O,.ro .... b, '"' "TOO" "'WS 

.\'at;olwlll.·pre,etltati,,,,, T il E GEOH(;L 1'. \l OLLl;\GBERY CO\IPAi\) 
\SSOCIATE :\,\I·DI STATlOi\ \\ \\ J 

, I 
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BUF FALO AND 
BIRMINGHAM 
JOIN PULSE 

Availab le this month 

and bi-monthly th ere
after, Buffa lo and 

Birmingham JOin the 

roster of Pulse radio re
ports. These reports 

utilize the same inter

viewing technique em- I I 

ployed in other Pulse 
radio markets, which 
include: 

Boston 

New York 

Philadelphia 

Washington, D. C. 

Richmond 

Chicago 

Cincinnati 

St. Louis 

Los Angeles 

San Francisco 

For information about 

any of these markets 

ASK THE PULSE 

THE PULSE Incorporated 
15 West 46th Street 

New York 19, N. Y. 

Re ade r inqu iries be low were answered recent
ly by SPONSOR's Research Dept. Answers 
a'e provided by phone or ma il. Call MU. 
8-2772; write 510 Madison Ave" New York 22. N. Y. 

C!. Do ... ~ til(' Huelsun :\Iotur Ca r Company s punsOi' a TV ~how '? If 
sUo i~ th e t'e a Chicago station carrying the program? 

Advertisillg agencr, i\'pu.; York 

A. The Hud son ':\1otor Car Company ~ tarted spon~or~hip of 
BillJ Rose's Playbill O\'c r ABC-TV (Tue:oday, 9-9:30 p.m_) 
WENH.-1 V ca rrics the show in Cb icago. 

C!. S lIppo~e I hael a parti cipa tion un a Ln .... Ange! ... i'! radio pro;rum
how wnult! I ~et daily informalion CHI what wa~ ba icl in my COIll-

1I}(" t'cial~ '! Advertisillg agellcy, Sew rork 

f\. A ~ta tioll ~tafT memher would proba bl y supply tlw infonna
tion or ~omeoll e could make an " 011 the :Iir" clwck of the com
l1lercials for you . 

ct. Can yuu gino' u s any information 011 rcsponses 10 cOllpon offers 
on tcl('yision't Advertising agency, I\ ew York 

A. Our "199 TV Heslllt ~" and our TV Hcsult" department a p
peeuillg ill a lte rnat e iSSlIf'S of SPONSO}{ wi ll provi(le you with the 
info rma tion you seek. 

q. In your Sponsor He'port section fur 9 Octoher YOII lllcntion 
Larry Finlcy :H1el the Progr('!' s iYe Broaclcasting System_ Can 
yo u gin' me Mr. Finlcy's adclr('s~? E.1.eclIt ive, Brookl),Jt 

j\. The address i~ Progress ive Broadca:-ting Svstem, 8983 Sun
~e t BOllleva rd_ Holl ywood. The Nf'w York address is 55 West 
53rd Stree t. 

q. \V.·'d appt'('('iate a listing of sOllie ~uod ""f!in'away" shows. Can 
Y UlI Iwlp us '! Rug manu/ncturing concern , Amsterdam. N. Y_ 

A. CBS-radio: Grand Slam; ]Job J/G1l ,k Show; Gire & Take; 
Jlrs. Goes A'Shopping; Strikp It Rich; G. E. /l ollse Part y; Earn 
YOllr Vacation. CBS-TV: Bcat Th e Clock; What 's MX LiTle ; 
Sing It Again: Truth or Conseqll f' IlCes. ABC-radio: Talk Back; 
Shoot Th e Moon.: A BC-TV : Chance 0/ a Lzfetime. NBC-radio: 
Double or Nothing. NBC-TV: nreak Th e flank ; Live Like a 
M nlionaire; Gro ll cho Marx; People Are Funny. MBS-radio: 
Queen For (/ Da y: Trll e or False: Comedy of Errors; 20 Ques
tions: Take a A umher. 

Q. Uuw many ('itit's ar(" )willg sen-ice'el hy TY'? Can yon supply us 
with TV network hillings for the firsl !!' ix monlhs of 19;iO? 

College student, Boston 

A. Accu rd iug to the hookl et. "TV Progre:-;~" Ly the Tel evi:-;ion 
Broadca~ ter~ As:;.oc iat iol1, SO IllC 18 cities are hc ing :-;e n" ie~~d hy 
TV llc twork facilities. And, for the fi r~t ~ix lllo11tb~ of 1950, 
there was an e!-' tima ted $ 1'1,000,000 in TV lwtwork billings. 

c~. lIa8 ~PO~SOH "" ""'1' t1mw any artid.'s on radio oIHHli'!o .. ~hip hy 
('huJ"('IH'H? Radio stat ion representntiue, IVCW York 

;\.. Sec ollr Novelllhcr 1948 i:-;:-lte, pagc1.0 , '"Heligioll learns to 
lbe the air." 

SPONSOR 



Unlock the West Coast's 2 Biggest Markets 

with Don Lee's 
2 Key Stations 

You can get into these 2 big markets fast , 
co-mpletely and ecorwmically when you use 
KHJ, Los Angeles and KFRC, San Francisco. 
Twenty-five years of successful selling prove 
these two key stations unlock these choice 
marketing areas every time. Complete cover
age, more sales impressions per dollar, plus 
proven ability to get sales response-are all 
yours with these key stations of Don Lee
the Nat1·on's Greatest Reg1·onal Networ·k. 

Represented NaUonally by JOHN BLAIR & C O. 

6 NOVEMBER 1950 9 



LO ADED FOR .. 

THRIFTY 

tOVERAGE 

of the 

MEMPHIS 
10 

1)1I®OO9 ~®OO®~ 
ffilOO~ OO®ttllW®~ 

by 

Robert 1. Landry 

Eternal fame awaits the staff genius who shall one day devise a 
practical plan releasing all advertising agencies from their extra
curricular functions of procuremenL \\'e meal1- of course, the 
procurement of \,\Torld's Series_ football and "South Pacific" tickets, 
or ringside tables at Copa. or choice locations in the fashionable 
wing of "21". with a view overlooking Ben Sonnenberg. \,\T e mean, 
too. the proc urement of introd uctions to models, debs and babes, 
of train and plane reservations, flowers. candy. hired limousines, 
autographed photographs of Faye Emerson and. fin all y, the pro
curement of jobs for the idiot nephews of clients. 

* 
None of these duties have anything to do with advertising ser

,-ice. On the contral") . they acth-e1y interfere with the time and 
energies of agency staffers. Some of the chores are billable; that 
is to say. the agency will he reimb ursed; many of the most taxing, 
time-consuming and costly items are not billable to the client and 
must be "eaten" by the agency. In the aggregate the "courtesies" 
bestowed upon clients (and expected) add up to a bookkeeping 
charge of such annual dimensions that no agency can lightly regard 
the accumulated debits. Somehow the tickets and cocktails and 
the nights on the town must be charged off by- you guessed it
a reduction in either the quantity or the qualit y of the service 
rendered by the agency. 

This si tuation , it is widely if confidentially conceded. is bad for 
the practice of advertising and its prestige. It insidiously feeds 
the inferiority feelings which haunt agency men. Do not think 
of them as gods with broadened shoulders, two-vent jackets and 
sincere neckties as in "The Hucksters." In moments of contempla
tion. on the train back to Chappaqua. or while dining quietly with 
their fourth wife. they cOllfess to inferiority feel ings. 

If the prohlem is not an easy one, neither is it frivolous. Nor 
is it a case of griping heing an occupational neurosis of the pro
fession. Part of the evil swings on that word " profession." For 
at its besL advertising is just that. For 50 odd years now the 
profession has beel! maturing and must. for its own deveiopmenL 
mature still more. 

* * * 
Here is where the serious side of forced gaiety comes in. It 

cheapens the dignit y of a professional lllall \\ hen he is obliged. as 
a condition of continued good will, to play gigolo to the social 
whims of clients, often giving up his own meagre social life to do 
so, saying nothing of the risk of divorce implicit in permanently 
IH'gle<.,ted wives, A lllan who feels cheapened and forced ill this 
wa y is not going to he proud ei ther of irirn;;elf or hi s profession; 
a nd in tIre opinion of astute lllinds respected by this writer, ad
\crtising needs pride of profes;;ion s(' c'olld only after job st'Curity, 

(Please tum to page 54) 
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~ AT DO THEY S E IN TCHAIKOVSKY? 
They see sales . .. sco res of them. Sh rewd 

bus ill ess ll1en know then"s money in 

music. Especially when if~ th e music of 

Tchaiko\'~ky (a nd Bef'th oYell, Mozart , Strauss 

ami Schuher t) as played in the V ienna 

Philharmon ic Orchestra TV fi lms. now 

Il vai lahle exclll si uely through Radi o Sales. 

Thi s ser ies of 13 cu ncerts loob so good 

(and sounds so go()rD it got thi ~ kudo from 

Vari et y : " has great appeal . . . IIlll sic 

exce/len tly perform ed . .. well recorded." 

And its appeal incl udes all \ - ie \\ er~. 

Beca use the~e film s have mus ic fo r every

body-se lec ti ons like "Tales frO J1l the 

Vie nna \\roods" and " The l -nfi n id1l'd 

Symphony:' All superbl y fi lmed in 

the world· renown ed m usic centers of 

Vienna and Salzburg. 

Looking for low-cost T V ad \' er t i~i llg? 

\ ou ' lJ see th e perfect sa les instrument in 

the Vienn a Phil harm oni c Orchestra filll1~. * 

Just call Had io Sales. 

RADIO SALES TV FILM PRODUCTIONS 
Vienna Philharmonic Orchestra· Gene Autry 
Show· Hollywood on the Line· Strange Adventure 
British Features· World's Immortal Operas 

o 
o 
o 
o 

* Subjl'Ct to prior sate in ~ach mark!'t. 

Represen ted by R adio Salt's. Radio and Teler-ision 

Stations Representatit-c ... CBS 
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•• • Where more people 
l i sten daily to WMAQ 
than to any other station 

More than 15 billion dollars a year, or more than a billion 
dollars a month, are spent for consumer goods in the vast, pros
pering Midwest area dominated by Station WMAQ. This is 
more thall 10 p~ cent 0/ the .elltire nation's allllllal cOllsumer 
sales. 

This great Lake Michigan States area is the home of one 
out of every 10 families· in the United States ... owning one 
out of every 10 radios in the United States ... and earning one 
out of every 10 paychecks in the United States. 

Top sales medium in this thriving region - the nation's 
,iumber tu'o market - is W' MAQ, delivering a daily audience 
not only larger than that of any other station, but larger thall 
that 0/ allY other adl'.ertising mediulll ... an audience of almost 
1,300 thousand families. 

Guarantee success for your advertising campaign by includ
ing WMAQ - Master 0/ the LIke Michigan States Market. 
Contact \~MAQ, Merchandise Mart, Chicago, or your nearest 
NBC Spot Sales Office now for full information in planning 
a schedule that will mean greater sales of your product in a 
great market. 

Sources: Doily listening - BMB Study No.2 , 6 ·7 
Doys pe r WeekI No. of Rodios - BMB Study No. 
2 ond Coldwell ·Clements Publishing Co.; All 
Other Stotistics-U. S. Bureou of Census. 

~j 
i 
1 
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These reports appear in alternate issues 

New on Television Networks 
SPONSOR 

A m e riran Tuha(o('o Co 

8 ige low-Sa llfQr(1 Carpet 

Co Inc 

Campan a Sales Co 

Che~~brough :\Ifg Co 

Gc n pral F oo d s Co r p 

G~ nc " a l J\liII . Inc 

G Ille tt e Safe t y Razo r Co 

Lo n g ines.\Vittll a u er \Va t rh 

Co Inc 

M o t o rola Inc 

Pro<t .. r & Gamhlc Co 
The T exas Co 

AGENCY 

111111&'0 

\ H Ull !!: .. '\. R u h i(':a rn 

II. \\7. I(a ... t or .. ~ Sons 

Cuyt on 

Young & Huh h"arll 

II II U &O 

:\Iaxon 

Vi,-t or .\. ll("n rr ,·tt 

Ruth rauJT ,,( n yun 

l;"'nt o l1 ... 't B o",·les 

Ku(lner 

NO. OF NET STATION S PROGRAM , time, start, duration 

G IS.TV 

CIlS.TV 

AIU: .TV 

DuMont 

!'i BC-TV 

CIIS·TV 

;'mC·TV 

eIlS·TV 

!\llC·TV 

CllS·TY 

ABC·TY 

~7 

37 

Jat~k Bt.onn y; SlIn 8-8: ..... :i , )111; 28 Ort; SIIII 7::ln-8 pnl; 10 Dec; II 

FtOb \ 2 ':> ;\l ar 

lIig"low TV Th .. atrcl Sun 6-6:30 pm; 10 nec I 52 wk. 

Fir,t Nig h tcr; T 8·9 I'm; 17 Ortl 52 "k. 

Sat urday Night at the Gar,lenl Sat 11l :30·11 POll I ,~ O,-t; 25 wlui 

lI .. rt Parks S h "w I ~ I , W, F 3.aO·4 pm; I No,'; 52 wk . 

Ilelly Crorkcr; Th 3:3!}·,' pml 9 No.; 52 wk . ( .. 1,1 T 3:30.4; 2 Jan) 

Ar nl y-Na,'y Gan,,,; Sat 12:15-('on(' ~u~ion; 2 Be(" ; (ulle-tirue) 

Elt>(" t ion R to t llrns; T 10 :30-nl ldnight ; 7 No,,"; (one -tlnu» 

Unlla .. I .. d; Th 5-6 pm; 23 Nov; (on,o.lillle) 

Four S t ar n evi"w; W 3·9 pml ,., 11 and 18 Oct 

Fir., lIun,l red Yparsl l\I.F 2:30-45 ,"n; 4 Dcq 52 wk. 

Met r o l' o llt an Opera I J\I 8 pm to conclusion 6 No,' (one-tIme) 

Renewals on Television Networks 
SPONSOR 

F ord J\lot or Co 

G ulf () iI Corp 

R a dio C o rpordtion of 

A m e r ica 

AGENCY 

J . " 'alter r horrrpso n 

Young & Ruhiram 

J. '''a lt e r Tholnp~on 

NO. OF NET STATIONS PROGRAM, time, start, dura tion 

M~C·TV 5·1 

MK..rV 38 

" lIe·TV 59 

Kukl a, F r a n & OllIe I W 7.7 :30 pm; 1 !'oov; 9 wk . 

We T h e Peo ple; F 8:30·9 pml 3 Nov; 48 wks 

Kukla, Fran & O ll iel 1\1, F 7·7:30 pm; 27 No,,! 52 wIu 

Station Representation Changes 

STATI ON 

CKXL, Calgary, A l b e rt o 

KERB, K e rmit . T exas 

KEYL.TV, San Anto nIo 

WFLN.F1\1 (Franklin Broa dcastIng Co Inc) Phlla. 

W\,ET, Rochest e r, N . Y. 
WJW, Cleve. 

WK1\I II, D earbo rn & De tro it 

AFFILIATION 

1 " ,.Jt'pen,l t"nt 

Independ ent 

D u :\l ont 

lnd~pendt"nt 

J\l US 

A IlC 

IJule p fo"d •. n t 

NEW NATIONAL REPRESENTATIVE 

NatIo n a l Broadcast Sal"., T oro nto & Donald Cook e Inc, N. Y. 
Ilo wle. & Co. Ft. W o rt h 

lII a ir.TV, N. Y. 
Le.., R amsdel l & Co Ine, Phila. 
The Bolling Co, N. Y. 
II ·R Re pre.en t a t hcs I n c, N. Y. (effec t he 1 Jan) 
IIcadl,-y.R,>e<l Co. N. Y. 

New and Renewed Spot Television 
SPONSOR 

A merican Tobacco C o 

The Bo rdcn Co 

The Bord .. n Co 

Bristo l .l\lye r s Co 

Bulova W atch Co 

Bulova Watch Co 

Clark Cand y Co 

Clark C ..... , Co 

AGENCY 

II B D&O 

Young & H ublcam 

Young & RuMcam 

Dohe r ty, Cli fford & Shenfid.t 

Bl ow 

Blo w 

BBn&O 

BRD&O 

NET OR STATION 

WA FJ\I.TV, BIrmIng h a m 

WNBK , C le , ·c. 

WN BT, N. Y. 

Vi- HZ.T V, B ost on 

K SL.TV, Salt Lak e City 

WTOP.TV, Wash. 

W 'li BT, N. Y. 

WPTZ, I'hila. 

PROGRAM , time, sta rt , duration 

20· ."c fil ml 19 O ct; 52 wk. ( n ) 

Stn breakl 1 Nov; 34 " k . (n) 

S tn b r eak l 1 Nov; 3·1. w k s (n) 

Stn break I 30 Oct; 52 wk . (n) 

2 0 ·sec fi lm; 1 7 Oct; 39 wk. (n) 

2 0·8ec film I 3 1 Oct; 9 wks (n' 

S t n bre.ak; O ne·min anncm!; 29 Oct; 13 wk. (r) 

O n c·m in a nnc m!; 30 Oct; 1 3 wk. (r) 

• '11 next issue: N ew a lld R e llewed o n Networks, New Natio lla l Spot Radio Business, 
Natiollal Broadc a st Sales Executi ve Changes, S p ollso r P ersollnel Changes, 

New Agency Appoint ilie li ts 

" 

I 
I 
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New and Renewed Spot Television (Cont' d) 
SPONSOR 

H. II. Va , is Co 

E, f'r!"oh arp lil t' 

Fluri da f :i tru ... Co mmi~!"ojnn 

Gf'nf'ra l .'1 utors C orp 
(Ch .. , ' r"I"I) 

G r f'a t A thlnti(" l\:. Pac ific T(O a 
Co 

Lim a G r a n«) !'! 

'l e nthoJat uln «. 0 

.']()II ~a nt() " henJi ra ) ( :0 

l\' e hi f :orp 

Panlh(Or P a n co Inl' 

Pf'rsoll .J 1 J> ro dl1('t s Curp 

Pro(otf'r l\. (;a mhl f' C.o 

Prod .. ". & t.anlblf" Co 

R Oli su n A r t J\Jf'lal \'rork ~ Inl' 

Y e ;rr 1111' 

AGENCY 

.";.nlluf>1 Crout 

J. \\ -alter Thonl l ... on 

Campb.·II.Ewald 

Pari ~ ,,~ P e art 

Kal Ehrli.·h & ~I .. rrick 

J. ,Of aitf'r Thoillpso n 

(;ardn('r 

II liD,'\: 0 

II ir shon-f; drfi ('1 d 

Y oung ,,~ Rubi('anl 

1I.·nton &: Bowles 

B.·lIton &. Bowlf' s 

(;r.'~ 

"oung:: &. Ruhi(' anl 

NET OR STATION 

K:\IIIJ, IJlywd. 

KTTV, L. A. 
WNIIT, N. Y. 
WeIlS ·TV, N. Y. 

W:\IH), Chi. 

WCAU·T\·, Phila. 

k.~I..TV, Salt L.k .. C ily 

W!'iIlT, :\'. Y. 
~TOI'.TV, Wa,h. 

Krl Y, L. A. 
WUIS.TY, :\. Yo 

KTTV, L. A. 
WIIZ.TV, Bo_lolI 

"TOP.T\', \Va.h. 

KTT\", L. A. 

PROGRAM, time, start, duration 

()"c · ntin ann(')ut; 2:1 ()(·t; 52 wk s (nl 

2H·scc film; 21 Ocl; 21 "k. (n) 

On f'- Jllin 31111('1111; 25 0('1; 26 ~k ~ (n) 

One-Iuiu, 20-sf'(, allncllII; 27 No,··16 J)e~ (n) 

~tn br('ak; 16 :\' 0'''; 52 "k s (n) 

20·scc fi lm ; 3 :\'0'; 12 "k, (n) 

One-Iuin frill); 20 'ov ; 13 ~k s (n) 

Fhe-nlin pro~ (T."x ,-f\: Jinx); 5 DN'; 13 Wk6 (n) 

On("-min fillll ; 2,' 0 (' 1 ; 13 ~k s (n) 

On(,-Iuin 611n; 7 !\o,'~ 6 "ks (n) 

On('-ndn film; I :\ 0 " ; 8 wk s (n) 

2H-... c fillJl; 13 0 .. (n) 

S In br .. ak; 27 0.'1; 30 wk . (11) 

Eighl-sf'c filln; I 1\0,'_('n .1 of )-f'ar (n) 

Onf'-nlin Ih (' partie; 2ft Ocl; 9 wk s (n) 

Advertising Agency Personnel Changes 

NAME 

John A. A,hh~ 

Ja('k A~h('r 

Julius J. Baa d ('r 

Jorddn Barlow 

Thurm ~n L. liar nard 

Leo Baron 

lI .. rald I\ " ,'kj"rdcn 
A Ihe rt B('rn(' .I r 

Willianl Bon)'un 

lJul11plrr.'~' ,'I. Buurne 

1I0hcrl Carl .. y 

Juhll Cul(' 

L. Co ))e F"r~' 1 

Brian IJ.,,' liu 

A rlhnr II. E,,!oll 

II<'nloli F( ' rgll!'loon 

J. Frank Gilday 
I). (;.. (;o(HI" in 

J alll~' ,'I. Ha,JI,·y 

J. ~Iark lIal .. 

Uurkf' 1I.·rri('k 

Ri('hard Id.! 

F rallci ., C: Kf'rr 

F.d"ard L 1~l1aufT 

Ct>or~f' H. Kr('('r 

L e o .'1. Lalll:i.-.i "i 

Lil~ on E_ I .. uudun 

C lar(·I1.'(· ~. I .un d 

i\J ari ull :\1 at' Honald 

Kf'nn('th II. :\Ia('C,}u(·. ' 1I 

Ua\ i(1 J. 'laholJ('~ 

jo .. 1 L. 'I " rlin 

Edward J. :\Innla~lIo 

'\\-' illialll 1... 'Iori ... nn 

lIarr)' "". :'\Jorri s 

Harry F. O'Bd"11 

Nnrtoll O·:\Jcara 

II. Au ... till Pdf'r"'"" 

f;f>nrfl.' c. It('e,c f' 

W on,l ford C. Hhoa,I ... 

Holtert S,·II. y Jr 

E1J.ul ... lh '1 aubin 
J\lal, ... lral E. T('nlpl('ton 

Jo"'''ph J. Tonlal>t .. i 

William \1. Tyack 

Eu",rne W adcl .. 11 

FORMER AFFILIATION 

\,"ill In(,. C!(·,'(' .• 01('('1 (':\.('(' 

Photo Tradl" 't>~~ 

"'i!lialll U. 1t.'lll1nglon. Springfit,ld, 

Ne~ell-Enlillcll, N. Y. 

CUll1plon , N. \ .• dire 'P 

Eh rli ('h .. '{ l\'(' uwirlh. N. \ . • art dcpl Ingr 

AAAA , N. '\ .... p 

(;u("nlhl'r. Bro"'n "f{, Bl'rnl", ))a,.·lon , a('.'t 

Uag~elt .. '{, H am~de ll Inc, N. \., pr('!oo 

II. J. I1t"inz Co, Pill ....... adv Ingr 

J)on ahll(, .. '{ CO(', 1\. \ .• 3 ('f..' t (' Xf'(' 

Endn \\'a"'('y ,,{ Co, :'\J·npl!oo., ra(jio d.·pt 

Biow Co. 1'\ . \. 

Er,,' ln, \,"a ... ('y of Cana(la I...t(1. I1lgr uf 'Iuntr('al oUi('c 

Erw in, '" a..,t·y .. \. Coo, ~ • Y., cop~' (hi(,f -gf'1I 

Fur l " 'orth Pr(~:"Os , "; t. \\'nrtit. a(lv rlir 

C.,(·il &. PresLr('~" j\'. Y., a('(·t cxe(' 

I.. I'. Clark . I'a, l" iII" . 'I' 

KirrIu· r . 1I.·lton ,tit.:. ( ~ ... II.'Il, Ua)' ton, a('(' t 

J. \\ ' ah('r Th()lnll ~ On, Chi .• a('(' t f'X('(' 

.. , \,' altf'r Tholnp son. Chi., a ( 't ('X('C 

Brisa('11I'r. \\ '11I'der ",{ StafT N. Y., a(' ('1 

Ho~('r~ &. ~mith, N. Y .• 'P 

F ",{. 'I ~cha('ft"r Brewing Cn, Hklyn., a ... st g('n ~ I .,;; Ingr 

J. " ' a lt er Thulnpsnn , Chi., 

Call1 •• h c Il.Ew,, ld, :\. '\. 

t;.·y(·r. :\('''.'11 ,,~ C ;an~er. :\. \. , publi.·it~, 

J. " . altl"r TI~olllpson. C III. , a('('1 ('",('(' 

:\J axoll. ~. \., t>'t'1" 

'l ac :,\l allu ." John ,'\. A(lam ~, Ih·tro it 

ItnlhralifT &. R:"an. N. \., a('(' 1 (,,"' ('.' 

Emil .'lo~JJI c.o. :\". Y. , hf'a.1 of r(·!->('ur.,h. 111('rlia df'rt 

HKO Path(~, ~. Y., Inulinn pi .·lure (Hr a nd writt.·r 

U'Bri ("n &: Unrrau('.', N. Y., nH·(lia dir 

Bill V(·rnnr. S. F. 
()'Bri("n 8: J)nrran('(' . '\. \., dir, I"X.·(' 'II 

J. \\' alt("r 'J'hnlnp snn , C hi . , al'C'1 

T.·.I flal(· s. Ill y wrl ., partncr 

J. \\' a lt e r Thnlnpson, Chi., vp 

A ll cy ,,{ Hi~h a rd s , :\. \. , a('ct 

K\'A , S. F. 

ne i . ..,~ , :\'. Y. 

l\Iar~hal E. T(· lIIplt' loll. h.·ol.1 of own !'-I~ ('o llnsellug e rg 

'" oodard &. Fri .... Alhany 

" "ortnlan, "'il('n", ,t(.: Co. :\. Y •• ac('1 f""~ 

O'Urit>1l &. ))nrran ('e, r\. Y., pari nwner 

'\1.·Cann-Fri('k!oollu, Chi., "'P and crf'ulivf" tlir 

NEW AFFILIATION 

~anu~. 'P 

Th f" John-Raider A ~~o(' ial(' s. N. Y., a('ct cxcc 

Gotl('sna a nn. Newark. "p 

IIBIl&O. :'00. \' ., a .. <1 exec 

Sanll", ('Xf'(' '11 

Sanle. 'P 

II. II . I...I}uall .. Inc , 1'. Y. , "p 

~ a l1l ", 'P a nd 1;(' 11 l11gr of Da)ton , Cin('innali offices 

Uo rrall(· .~-\'f ::ad ddl Iru' . l'i. " .• dir ur I1larkt>ting 

Ath .. rton. L. A .. ('op~' (' hi (' f. dir of nu r(' haJulbing 

G(, ~I·r . l'i('"ell &. Gang.~r , ~. " .. a('c t f':\'N' 

Ca lnphdl .'Jilhun lr1l' . H·npls .. as~1 10 radio (Iir 

Fr(·.! (; a r(ln('r, '\' . ' ., a c ('t ('x ('(' 

~alne, dir of ('n 

Sanl f', 'P 

\\ ' alB, Paynl", Tul"'a, a .. ~od.dt' 

Sauh". h ' dit' 

~anlf' , pr('s 

Sa 1111' , "p 

~anll', 'P 

Sanll". "p 

~aln(', ' .. an d Ingr nf :\ . Y, offi('1" 

Pr(, !-l i»a. F('lIe r ... l~ Prt"sba, Chi" al'('1 

L('nnell &. J\ lit (' h('ll. N. Y. , a(· .. t (',('(' 

:'\1('Cann-Eri(,k soll. ('hi., 'P in (' lral'g(' of ('o P Y anrl ar t ( .. fT .,..l"-
Ih .. I Jan) 

Ce(' iI ,f\:. l'reshr.·~'. ~. Y., as!ool In t, (lir 

John 'IOJlhl"r Lllpton t.n, :"i. Y., 11ull rt,, 1 d"pl 

Sallll', "II 

Hra.ll .. y I..an('. U (, In' (' r •• ·np y dir 

""'anll', 'P 

Sa nll ~, 'P 

Sanl e, nnw al!"oo as ... t It) Ilre s 

\\' illi a lll E~ty. ,\" Y., h ' pro d 

(~nrpur3tt· name ('hangf'rl to J)orrall ('e- \\' a ddl"l1 In (' , ~, Y., part 

lIarr~' "f. :,\lorrio;; A~I'nI'Y, S. F., he a d o f o"n a#Zf'nc,' 

E!->tahli ... hill g cOJl ... ultinl'! rlf'.,;;i ~ n o;,cr' i('f" (a ....... o(·ial("d "ith Uor-
ran(,f'-\\'arld.,11 In c. ,'\. Y •• 011 a ('on~ultant bo ... i s ) 

Sa nil', "P 

Sanll", N . Y., radio. h ' s upl"r,l ... or 

Sanu', hoard of dir 

AIL(~rt "' rank-Gu("nthcr Law, X. Y., a('('t ."1'(, 

lIarr~' \\ '. 'Inrri .;;, ~, .... , a('('1 (,X('(' 

Jta~·-l1ir :~ .'h Cn. N. Y., ('()Jl~ ('hlf't 

Ito ~!"l R()~' Inc, Il('trolt . a .·cl 4"11.('(' 

AAAA, N. , '., (' X('C :-.taO' 

Ray J\1('Carlhy , ~. Y. , a.·('1 e",f'(' 

c.orpnral., nanu~ ('han~ed to J)orrancf'-,, 'ad(lclI Inc, f'Xf'-(," "P 
and ('hil·f plall .. "rlter 

~aln(', a~fiil nll(r of Chi. office 



IOWA SURVEY REPORTS 
STARTLING LISTENERSHIP! 

Average Iowa 
Listens 13 Hours 

Family 
Per Day! 

Although much research has been rather startling facts about the 
done on the total amOUTlt of radio amount of listening per Iowa home. 
listening that occurs in the average It shows that the average Iowa 
home, most studies-whether inter- family listens to the radio a total of 
views, telephone surveys or mail 13.95 " listener-hours" per weekday! 
questionnaires - have heen handi- The total is a little less on Sundays 
capped by some aspect of their but jmllps to 15.59 on Saturdays! 

technique. One result is that the These figures were compiled from 
number of total listening hours per 48-hour diary records voluntarily 
day in an average home h'as been kept at the time of listening by 
seriously underestimated for many family membcrs of 930 Iowa homes. 

years. They include all the listening to all 
Now the Diary Study of the 19.')0 sets in the home by all members of 
Iowa Radio Audience Survey* re- the household over four years of age. 
veals some thoroughly reliable and Here is the breakdown: 

NUMBER OF HOURS AVERAGE IOWAN SPENDS LISTENING TO RADIO, DAILY 
(Figures are in hourt;, being total hours reporte4, divided by number living 

in Diary homes) * 
- -

TOTAl, Average Average 
I 

Averac, Averag, 
(Averag, Woman Man Child Child 

Home) Over 18 Over 18 12-18 4-11 

Average Weekday 13.95 6.67 4.05 I 2.61 2.91 

Saturday I 15.59 6.60 3.80 3.44 3.72 

Sunday 13.52 5.86 4.35 4.41 4.19 

Weekdays: 
Urban homes 13.24 6.15 3.87 2.79 3.48 
Village homes 12.51 7.20 3.84 2.54 2.41 
Farm homes 15.47 7.10 4.27 2.52 2.62 

* A total of ·100,294 different "Listener-quarter-hours" are represented in the figures. 

A side from the impressive totals, 
there is added significance in the 
fact that of the 13.95 weekday hours 
of listening, 6.67 hours were regis
tered by the average adult woman 
and 4.05 hours by the average adult 
man. In other words, less than a 
quarter of the total listening re
corded in Iowa homes is done by 
children under 18 years of age! 

WHO, of course, continues to get 

6 NOVEMBER 1950 

the greatest share of Iowa listening. 
Out of 57 Iowa AM stations, WHO 
is "listened-to-most" by 37.5% of 
Iowa's radio families, daytime, and 
by 43.9%, nighttime. 

The 1950 Edition of the Iowa Radio 
Audience Survey contains many 
new and important facts about 
listening habits in general and Iowa 
in particular. Write for your free 
copy, today! 

48-HOUR DAIRY 
PROVEN RELIABLE 

The reliability of the 48-hour, diary
type radio survey used in the 1950 
Iowa Radio Audience Survey was 
established h y a study conducted in 
January, 1949, by Dr. Arthur Barnes 
of the State University of Iowa. 
He obtained a ten-day diary record 
from 368 families in 41 Iowa coun
ties. A careful comparison of the 
first three days of listening with 
each corresponding day of the week 
(eighth, ninth and tenth days of the 
diary) showed no tendency on the 
part of diary families to "listen 
more" when the diary was first 
started. 

*The 1950 Iowa Radio Audience Survey is 
the thirteenth annual study of radio 
listening habits in Iowa. It was con
ducted by Dr. F. L. Whan of Wichita 
University and his staff. It is based on 
p ersonal interviews with 9,110 Iowa fami
lies and diary records kept by 930 Iowa 
families - all scientifically selected from 
Iowa's cities, towns, villages and farms. 
It is a "must" for every advertising, sales 
or marketing man who is interested in 
radio in general, and the Iowa market in 
part icular. 

WIMIO 
+ for Iowa PLUS. 

Des Moines ••• 50,000 WaHs 

Col. B. J. Palmer, President 

P. A. I~oyet, Resident Manager 

\ -+
~ 

: FREE & PETERS, INC. 

National Hepresentatives 
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700,000,000 
POUNDS 

ain't Hay • • • 

not at SOc or more 
per pound! 

MR. TIME BUYER! 

In our Front Yard , 
Back yard and both 
Side yards are 
hundreds and 
hu ndreds of prosperous 
Farmers who are now 
selling 

TOBACCO 
that already has put 
more than 

$300,000,000. 

16 

in their pockets-and 
still more tobacco 
to sell! 

TAP THE WORLD'S 
LARGEST TOBACCO 
PRODUCING AREA 
WITH TH E TOBACCO 
FARMER'S STATION . 

5,000 Watt - CBS Affiliated 

WGlM 
IN THE WORLD'S LARGEST 
TOBACCO MARKET 
••• W,LSON, N. C. 

Write, Phone or Wire 
ALLEN WANNAMAKER, Gen. Mgr. 
for availabilities, or 
WEED & COMPANY 
NATIONAL REPRESENTATIVE 

I 
.) 
{ 

""J·(fU'~ R. S(fU'f'Ofl 

Vice presid ent, advertising and sales promotion 
Robert Hilll C lothes, Inc., New York 

Fran 1
( Sawdun. \ice president in charge of advertising and sahs 

promotion. makes sure there are no adver tising hol es in RoLe rt Hall 
Clothes. \Vhere\er the chaill sells. he rUlls satura tio!l call1paigns. 

Sawdon dirf'cts the advertisin g for the g rowin g company's 95 
store~ throughout the coulltry: Robert Hall has added seyen stores 
in the la"'t two months. hopes to have lOa hy spring of 1931. 

Radio and newspaper sharp about even ly in the ad budget. About 
..t S~ (O\er Sl,.SOO,()OO last )t'ar) of thc total dollar "ales goes to radio. 
That actually Illakps Rubert Hall thf' higgest SpOll."'or on radio in the 
clothing industry. Income last year approached $75.000,000. 

"Robert Hall has a definite sa les story that can he told un radio," 
says ~awdon, explaining the reasun for the company's large use of 
the nlf'diulll. He speaks fast and to thc point. "Low o\'erhead with 
volume selling hav e played a hig part in Robert Hall\- expansion. 
and radio has enabled us to reach the most people at th e lowest cost." 

" Then the company opells a new store. Saw <i on hits th e commu
nit) with a saturati on campa ign on local station .. , continues it for 
al' out a lIIonth, then levels ofT. "Le\'eling-ofT" to Sawdon means an 
averag(~ of 15 c() mmercia ls a day, seven days a week-<:ountrywide, 
over 170 stati ons in 67 markets, usually 52 weeks a year. 

The compa ny lIses singing commercials extensi\·ely. has had more 
than 100 .origi nal theme songs and m usical jingles \\ ri tten. I n addi
ti on tu announcements. l{ohert Hall ~po ll so rs five, 10. I S-minute pro
grams, particularly newsea"ts alld di"k jockey shows-a ll daytime. 

5awdon recently jumped into T\'. curren tl y u .. e~ it in is markets. 
Film cOlllmercia ls ha\'e the sallie theme as the radio announcements. 
It's expected that TV will s(lon get a larger slice of the ad budget. 

Sawdon is also president of th e Sawdon Adverti sing Agency. He 
joined Hobert Hall (ownpd by Uni ted Merchants and ~Ianufactur
ers) when the company was launched sume 10 years ago. After at
tend ing J\Iissuuri Military Academy and the Uni\'ersity of :Missouri, 
he went to work for Foreman Clark, Chicago. in ih window display 
departn1Pnt. Pllded up in adH'rti:-; ing. Later he became ad vertising 
manager for tl)(' Jo=,cph Hilton S tores in Xew York, then spent two 
yea rs \\ ith the Diow Company in New York as an account executive. 

Sawdon, who's accustomed to pluggi ng holes in advertising cover
age, find~ golf course holes o ft en enough for a game in the high 70's. 

SPONSOR 



MR. SPONSOR: © 
. National Advertisers ~ 

now sell their products in 
DETROIT over WJBK 

American Medical Association 

Baker's Chocolate 

Ace Vacuum 

Birds-eye 

Armour (Perk) 

Hazel Bishop Lipstick 

Bauer & Black 

Camels 

Comet Rice 

Bayer's Aspirin 

Car Plate (Johnson's) 

B. C. Remedy 

Bromo Seltzer 

Hadacol 

Ipana 

Carter's Pills 

Dr. Caldwell 

Colgate Vel 

Colgate Veto 

Lipton's 

P & G Duz 

General Electric (Lam p Division) 

M.G.M. 

Doan's Pills 

Colgate Dental 

P & G Ivory Snow 

Ralston Rice Chex 

Tenderleaf Tea 

Lucky Strike 

Motorola TV 

Philip Morris 

Dodge Truck Division 

Purity Grennan 

Purity Taystee 

Royal Desserts 

Olson Rugs 

Betty Zane Corn Products 

Rem & Rei 

Spiegel, Inc. 

Stanback 

Sulpha 8 

Chevrolet Motors 

YOU'RE IN GOOD COMPANY ON WJBK 

W J B K -AM 
-FM 
-TV DETROIT 

NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2 455 

Represented Nationally by THE KATZ AGENCY, INC. 
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F or response 
in the rich 
Central Arkansas 
market buy 

K L C 
1050 KC • 1000 wa tts 

Arkansas' loremost 
independent station. 

KVLC out-pulls 
any other station 

in Central Arkansas 

Response like this 
means buyers! 

Buyers mean 
more sales for 
your products 

Ask any Radio 
Representatives, Inc. 
man about the rich 
Central Arkansas market. 
Cash in on t he response 
t hat comes when you 
adve rtise over 

18 

10 50 KC 

LC 
. . ck Ark . 

Litt.le RO • 

National Representatives 

RADIO REPRESENTATIVES , INC. 

SEE : 

' SSUE : 

SUBJECT: 

Who fired who? 

"Mr, Spon~or" 

23 October 1950, p. 16 

Arthur Murray 

That's the big question In tlw Dorland-Arthur l\ lurray ('ont ro
yersy. 

Last issue (2~ October) SPONSOR profiled Arthur l\1urray_ A few 
days later the battle betwppn Dorland and Murray broke out. 

Dorland, Inc., in New York, since 15 October advertising agpncy 
for The Arthur Murray SholV (Du\iont), relpased copies of a sting
ing leltf~r it had spnt to \lurray 25 Octobpr. " That the lettpr hoiled 
down to: we quit and it's your fault. But, Mur ray told SPONSOR, 

prior to the H'('eption of the agency's lptter, he had sent Dorland a 
letter can('elling the ac('ount. 

Here are excPTpts from the letter Dorland's president, Atherton 
Pettingell, wrotp to Arthur l\lurray: 

"It was found that although you were considerpd to be a valuable 
and good account for the agency, the overburdening in terference 
you imposed w.pon all personnel associated with The Arthur Murray 
Show made the presentation of a professional teleyision show an im
possibility. This fa(' t is hOflw out by the heated rpsignations of the 
script writer, the dire(' tor and the video director of the program; it 
is further borne out by the overwlwlming unanimity of the cri tical 
prpss alld in thp face of this , your complete refusal to pprmit pro
fessional improycments to be made in the program by the craftsmen 
hired for tlw purpose of giving you a finished and professional piece 
of entertainment. 

"\Ve fpel that your rejection of the good program-building advice 
offerpd and your insistence upon following your own bent in these 
matters is dire(' tly responsible for the poor quali ty programs you've 
had; this can only operate to thp ultimate discredit of this agency. 

"Therpfore, wp make this resignation known to you. to be effective 
four weeks from the above date," 

According to l\1urray. the messenger did not arrive with this let
ter from Dorland until late in the day on the 26th, He sent the fol
lowing letter to Dorland on the 25th: 

"The undersigned elects to and does hereby cancel and terminate 
the agreement whi('h it entered into with you on 14 September 1950 
appointing you as the advertising agen('y for our television program 
on the DuMont Television Network. 

"This termination and ('ancellation shall be effective four wppks 
from the day hereof as provided in said agreement." 

Murray told SPONSOR, ""Tlwn you cancpl an agency, you usually 
have good cause." Hp took on the agency to save money. He said 
he found instead that his talent and production ('osts increased enor
mously. 

During the summer test runs on TV, these costs had been about 
$5,000 a sho\\'; and business had jumped 2007c -300% . l\1urray 
pointed out that tlw talen t and production costs of the two show~ 
handlpd by Dorland ran between $15,000 and $20,000, with very 
little inneasp in bu~iJlf'ss. "If we had retllrns:' said Murray, "we 
wouldn't ha,"e lI1illded paying morp'-' 

Murray also slated that the script wri ter and director were hoth 
released by Dorland, and nei ther resigned. He sa id that the video 
director did resign the day the New York Times prin ted criticisms 
of the ~how's camera shots and lighting. 

"The only reason we tell our side is that [ don't want people to 
think Huthrauff and Ryan (who lIOW have the TV account) take on 
accounts a smaller agl'IH'y doesn't want." said .Murray. 

SPONSOR 
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: NO- ~ 
tc= ~---. 

-

;.i North Carolina Rates More Firsts 

: In Sales Management Survey Than 

~ Any Other Southern State. 
-= 
: More North Carolinians Listen To 

';I WPTF Than To Any Other Station. 
~ 

~ 

and NORTH [AROLINlS 

E2 

50,000 WATTS 680 KC NBCAFFllIAT~E- RALEIGH, N. C. 

FREE$. PETER-S, INC. NATIONAL R~PR~S~NTATIVES 
~ -~~..:..;.,..-., .......... ~:. '-.~' =-==-
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BROWN & WILLIAMSON FOR YEARS SPARKED THEIR NETWO RK RADIO SHOWS WITH NAME C ELE BR ITI ES LIK E RED SKELTON 

How B & W climbed to 
~F~~!ART~~~~ J 23 billion cigarettes 

TIle easy -to-follo ,v air strate~y of .1 eig.lrette nHlke r u rho I~no\vs ho,v to sell 

"See for yourself the on ly 
real. importallt difference 

between It'ading brands of cigarett es 
- the co upon on the back of the Ra
leigh pack." 

So runs Browl! & 'Vi IJiam:'oll 's sal,~s 
pitch for one of their two leading en
trants in the higltly competit i,'e tobac
co market. 1t's a business in which 
73 ("~ of last yea r's 3n.s billion cigar
ettes bore th e l!ames of on ly three 
brallds. B& \\"s Halpighs and sOllie 16 
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oth er brands made up the balance. 
If there are so few "real, il1lpor

tant differences between leading brands 
of cigarettes:' why have three of them 
consistently topped the li"t? A glance 
at tobacco adver tising hudget:-; te ll" the 
stor y. It's a ston of razor-sharp think
ing, of blue-chip d ecis ions reached in 
conference wi th ackertising agencies 
ra~ l1f'r than any startling development; 
in the cigarett e- making art. 

.:vlerely listing th e programs spon-

sored by leading companies would 
take more space than is available: the 
industry lIses a formidable array of 
broadcast advertising. Here. in order 
of 19-19 5ales, is how th,') stalld on 
network programs: 

H. J. He) l!olds Tohacco Company 
(Camels, Ca, 'alier) five radio shows. 
three on TY; AnH'rican Tobacco Com
pany ( Luck~ Strike, Herbert Tart'~
ton) two radio, three TY; Liggett & 
l\Iyers Tobacco Company (Chest!'r-

21 



S ince 1 !J30' s Brown ~\: l1'illiflJJlsoJi hils been l.elClvy network s ,Jender w itl' IIflm e sl flrs rflJlging 

1937-38 Verbal description of world-famed Kentucky Derby went out over NBC network 1938-42 " Plantation Party" was on for Bugler tobaccc 

field , Fatima) four radio, two TV; 
Philip :\lorris &: Compan\', Ltd. (Phil
ip Morris, ,Marlboro) four radio, two 
TV ; P. Lorillard Company (Old Gold, 
Embassy ) three radio, three TV. 
That's a total of no less than 18 radio 
and 13 teleyision network shows for 
only fiye companies, in additi on to 
traditionally hea\'} newspaper and 
magazine schedules. 

In such a bminess climate it's re
markable when (me brand, KooIs, in 
creases sales by 30 0{-; another, Ha· 
leigh, more than doubles sales; and a 
third, Viceroy, quadruples its output 
these past two years. Especiall y when 
all three are manufactured by one com
pany- Brown &: Williamson Tobac('o 
Corporation, Lou is v i II e. (Figures 
aboye from B &: W.) 

This is the story of Brown &: Wil
liamson, number five among the big 
10 tohacco companies, number one in 
the sales increase (I."partment. Its suh · 

SMOKE 

title might well read: the case history 
of a long and pro fit able partnership 
between an advertiser and its principal 
media - radio and T\'. 

The partnership began 28 ~Iarch 

1930 when the Raleigh R eview first 
took the air o\'er part of the 1\BC nct
work. Six months com'inced Brown &: 
Williamson's brass tha t here was a way 
of ad\'ertising that really sold mer
chandise. They' re more con\'inced than 
eyer 20 years later. Recently \\'illiam 
S. Cu tchins, vice president and adver
tising director of Brown & Williamson, 
told an N BC closed circuit exactly how 
enthusiastic the company was ahout ra
dio. Said Cutch ins, in part : 

"It doesn' t take a Professur Ein-
stein or a comptometer operator to fig
ure out that AM radio is still t he best 
buy in the advertising media field! In 
my part of the country. when a guy 
goes off the deep end wi th a statement 
such as thaI, somebody usnally jumps 

up and says, 'Put your money where 
your m19uth is.' Friends. that is just 
what we at Brown & Williamson are 
doing. Eyery dollar- with one or two 
minor exceptions--of our 1950-51 ad
vertising budget for Raleigh cigarettes 
is going to be ~pent with you, in A~I 
radio." 

Cutchin's en thusiasm for broadcast 
ad \'ertising is shared by others of the 
Brown &: Williamson executive group. 
The cigarette company's president, T. 
V. Hartnett, was one of the first busi· 
ness executives to see the enormous 
possibilities of radio advertising. 
While still a vice president, he had an 
active hand in shaping B &: W's radio 
policies, is credited wi th discovering 
Red Skelton for radio. Small wonder 
then that Brown &: Williamson appro
priates a hefty $3,500,000 yearly for 
broadcast ad\Oertising. 

Here's a look at the B&:W broadcast 
advertising record. 

SOOIl after the tobacco company':,:. 

Basic effort for Kools is spot radio and TV, Above , film commNcial featuring Willie in Mexico 

oJ initial 1930 plunge into radio, it rais~d 
its sight s. The ambitious J aCh: Pearl 
Show (Baron LVlunchausen) replaced 
Raleigh Review in No\ember 1930, ran 
con tinuously every Monday night un
til June 1937. Brown &: \\'illiamson's 
two leading brands, Raleighs and 
Kools, jointly sponsored the show oyer 
NBC's Blue Network. Xo other pro
grams ha\'c been bankrolled by the 
C()l11pan~o for such a long , unbroken 
period, however. Bet wcen 19~ 7 and 
the present time, all of the following 
shows have been spon~orcd for \'a rying 
periods: T ommv Dorsey, Palll Sullie 
vaTl, The PlantatioTl Party, ,uncle Wal
ter's Dog /fouse, Wings 01 Destiny. 
/Jildegarde, Red Skelton, Sigmu Tl d 
Romberg. 

zz SPONSOR 



f ro-HI Red S k e l ton to Sigmllnd Romberg nlld IIUdeynrdf! 

1940-42 "Wings of Destiny" show handed this winner new Piper Cub plane. carton of Wings 1943-46 Hildegarde. Romberg starred in B&W shows 

The most recent phase of Brown '& 
Williamson's advertising operation got 
underway in 1946. Previous to that 
time the Russel M. Seeds Company 
handled broadcast media for all the 
company's prod~cts, while B.B.D.&:O. 
serviced all printed media advertising. 
In 1946 Ted Bates &: Company JOIned 
the Brown &: Williamson agency set-up 
and was given the Raleigh cigarette 
printed medium account. 

The tobacco company again re
shuffifld its brand assignments when 
B.B.D.&:O. announced its acceptance 
of the Lucky Strike account from the 
American Tobacco Company. Ted 
Bates & Company was given Kools and 
Viceroy cigarettes; Russell M. Seeds 
got all advertising for Raleigh, Wings, 
Avalon, Sir Walter Raleigh smoking 
tobacco, and Tube Rose snuff. 

Brown & Williamson's choice of the 
two agencies illustrates the separate 
strategies presently being pursued with 
their two major brands, Raleighs and 
KooIs. Together, they share 75 % of 
the compan y's ad budget, with Kool" 
ge'ting the larger share. Ted Bate~ 
and Company was chosen to handle 
Kools (which It'aned heavi ly towald 
spot campaigns) because of its out
standing success in spot radio. Russel 
11. Seeds Company, speciali~ts in net
work programs for Brown &: William
son. were favored because they pre
viously produced People Are Funny 
an ideal vehicle for the rejuvenated 
Raleigh premium promotion. The basic 
advertising philosophies, except for 
dual use of the air, were poles apart 

Ted Bates was a logical choice for 
radio·minded B&:W. 

The agency had used radio heavily 
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SII1{;e its formation ill 1940. Today. 
almost half of the agency's $25,000,000 
billing is in radio. And it is hardly a 
coincinence that Kools broadcast bud
get of $2.000.000 a year is super
vised hy account executive Thomas F. 
Harrington, a vice president ",'ith man y 
years of radio know-how. 

Kools already had a staunch helper 
in its selling ('fforts before moving to 
Ted Bates. Willi e the Penguin was the 
name. And what an ally he turned 
out to be. 

There had been a penguin in Kool 
advertising since early magazine ads 
in 1933, but not until four years ago 
did he acquire a name and a personal
ity. Ted Bates and client called on 
spot radio to put over the cigarette's 
coolness qualit y (its tobacco is men
tholated ) with an assist from Willie, 
the engaging Kool penguin. 

A spot campaign was al~o dictated 

by the fact that up until recent years 
Kool ~ales had shown a sharp seasonal 
variation. with peaks during the fall, 
winter and early spring months when 
colds most frequently plague people 
and a dip during the summer. But 
B&:W found the impact of spot radio 
such that the sumnH'r months began 
to produce a ~ales volume almost 
comparable to the fall and wint er sea
sons. This has caused the company 
to even up its spot franchises over the 
full 12 months of the year, rather than 
the former schpdule·cutting in sum
mer. 

Listeners to some 285 AM stations 
are continuously persuaded to buy 
Kools by a flood of short chain breaks 
and participations. Most of these mu
sical announcements go like this: 

If your throat feels rough and hot 

(Please tum to page 53) 

\Villiam S. Cutchin,;, Brol\'n & 
\\' illiam"nl1'" "h,,, pre,;i(lent in 
I' h a r :?; (' of adn'rtbin:?;, has 
touched nil th e IHls(~s in his ri,; o:! 
with the compan)'. Starting as a 
~alc~man wlwlI B & \" fir,;t 
opened for hu~iue"" , Cllt('hin,; 
h('('HUH' h~' turn,. dh'bion. zoue 
and a~~i~tant :?;('neral ~ale~ man
a~e l", tlIt'n dir('ctor of IJ(hl'rti,;
ing. A firm hclic\'('r in .. dnca
tion, he l\I'nt throu:?;h V;\II, 
Princeton, and tl1(' Unher~it~, of 
~ankitl:?;; rccI'nt :)' "t~ nt rh e c1d
~t of ihrec dall~ht('rs to Smith 
Colle:?;e. His stay in China ac
count,,; for an intercst in oripn
tal hj",tory. Auothl'r hohh~·: golf. 

L 



told SI·O~SOlt 

"Thc si mp] (' fact of the matt(' r 
is that in the Ic' <uli11g m a l'k e ts 
'H,' r e not ~t'tli11g 011r mOllcy's 
wUl,th UII AM," 

' ;"Yt~ mllst filHI mOIH'Y to gu 
intH TV, It's nuw ur lH'n'r 
with a\"ailahililic'~ !'iO tight in 

TY. Pat't of the mOtH'Y mllst 
co nit' from netwol'k raclio ill 
t il(' fur]]) of rcchl('cll rah's-oi' 
\H~ 11111~t ~et uut of nighttime 

r aelio." 

' ·l\ c'twork ar~uJl1ents a~ainst a 
ratc ~ rC'cluctiun an' SH ll1w'h 
s pinadl' 'Vc' c]on't ca!'t~ how 
cheap they WC'I'C' three yc'ars 
<Igo. '~That are they C]eliH'dllg 
tocb) in co~t per thollsaucl." 

·'rll h:nc to allmit l'ionw SPOIl
SOl'S aI'C stampc~clillg into TV 
foolishly. A I'('action ,,,ill Si't 

in I anI SUI'C:' 

'·1 clou't think thc llt'twurks 

han' CH'I' gollc~n down to a 
po~twaJ' h asis. Too many p ro
grams arc' jll!'it lazy, carh ou 
cupics . .Now tha t they ha,'c a 

fi~ht fUl' h11 8i11C'S3, SPOllSOI'S 
will hCllefi t ." 

Why sponsors are cold to 
nighttime network radio 



"Nighttime network radio is 
~y no means extinct . It's still 
~heap and a hetter huy than 
~yer outside TV areas. Why 
!lot adopt a new poliey on ha
de networks? They could in
-Iude non-TV market s only:' 

"The networks would do w('11 
:0 stop tryi,ng to sell u s the 
idea that we 're getting e u o ugh 
:or our money a nd s tm·t prov
ing it. Effecthc network Iller
-haudising, hright new pro
;ram ideas are the h est sales 
[wint s 1 can think of." 

"1 think a rate rt'duction will 
~oll1e by this spring; next fall 
It the lalest. The laws of !"up
flly and demand are hound to 
take effect by then if not 
,ooner. " 

"1 would want to keep a uet
work show three years if 1 
bought now. Hut look what 
rv could do to listening in 

I hree years." 

' Why should all of eyeuing 
iIue he rated the same when 
OlUe periods arc hetter thau 
thers? At peak TV hours, ra

lio is most afIected; at supper 
~ime and II p.m. radio hold., 

,.p hest." 

There is a bu) er's strike 
I : on among national adver-

tisers wh o are ordinarily 
the top purchasers of eyening network 
time. 

It is not an organized movement. 
It is not a boycott. 
Rather. the buyer's strike reflects a 

mood which has been built up hy 
many factors- some of them economic. 
others psychological. 

But. like the housewives wh o stop
ped buy ing steak in 19~G because the 
price was high and there were too 
many other drains 011 the household 
budget, there is a chance many na
tional adnrtisers will reenter the mar
ket-once the mood has passed. 

Already, both CBS and l\BC ha\e 
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taken illlportant steps designed to 
break the mood and sct tlwir cash 
registers jingling again. Only a few 
days ago, CBS announc('d a merchan
dising schenw which \\ill g in' its ad
\'e rtis('rs mor(' for their money in the 
form of a point-of-sale hoost. t See 
editorial. pag(' 72. ) ~BC has gOlle 
('\'en farther with plans for relativel) 
low-cost rotat ing sponsorsh ip and 
taped TV so und-track programing for 
I aelio. t Sf'e ~lr. Sponsor lhb. page 
38, for dis(' u~sioll of tlri s.) ~ l utual and 
l\BC have "more-for-)our-IllOlwy" 
plans of their 0\\ II. 

In efIeet, th e first redudion,; in Il f't
work ratc!' 11tl\ (' alr('ady comf'. 

It doe:-;n't take a cr) ~tal ball to pre
did tlrat \.('fore many 1II0nth:-; have 
passed tlwre \\ill he other " plu:;e ... ," 
t and p('rhap~ aetllal dollar,..;-and-cent~ 

rate cUeS I fur ni~:dlt network tillle. 

M('almllile, mall) interrela ted fac
tors hm'e caw;ed the present reluc
tance to huy. The factors include: 

1. The inroads of tel('vision in the 
hig ci ties, reducing metropolitan area 
radio audience". 

2. Th~ monetary demands made Oil 
the advertising budget hy tel evi~ion , 

forcing cuts somewh('re - frequently 
in nighttime network expend itures. 

3. The sense of uncertainty ahout 
the fu ture of nighttime radio. Adver
t isers have seell television gruw so fast. 
they an~ concerned about its effect 011 

listening in the next t \\' 0 yea rs. 
4. Anticipation of deals and con

cessions from the netwo rks. 
5. Excf'sS profits taxation is on the 

horizon. There is th('r('fore an incen
ti\'e to hold ofI on spending ad dollars 
now (afIeeting all med ia ) and put 
them in profit instead. 

G. Growing popularit) of spot radio. 
7. High talent costs, 
n. The feeling th at much of present 

lIet work radio programing laeks spar
kle and originality. 

That's the cOllsensus of opinion 
among a gru up of top national ad
vertis('rs inteniewed by SPONSO R re
cen tly. l\{o one adv('r tiser ci ted all of 
th e key points listed here. At leas t 
four of the eight, however, \ \'('f(' im
pOl· tant to eac h of th e adwrtisers in 
SPONSOf{\ informal .surve\· group, 
which incl ud('(l ad managers of food , 
softdrinL industrial. seniee, tohacco, 
drug firms, 

Television\. impact on ach-ertiser 
I hinking about net work radio is not 
ea~y to analyse in terms of clean-cut 

facts about listening decreas('~ in TV 
markets. Fe\\ afh ert isers ar(' making 
their de(' ision ~ on the basis o f de
clines in listeni ng alone. If there was 
ollly that to H'ckon with , man y na 
tional ufh'crtisers no\\ in TV with ('x
pensive shows \\ ould IIot 1)(' in tf'le
VISIOn. ~ l ost of them helie\'c that in 
tenlls of dollar r('tum,; ri ght 11 011', 

TV is 1I0t a;o; good a huy a" nf'twork 
radio. 

But til(' higgest radio/ TY cOllsidera
tion for na tional a fh'ertisers this) Par 
has been th e :-;ca rc it) of top TV avail
abilitie~. The {f'eling is now or ne\'('1". 
E \'en this factor i:, not IIe t:('~sarily the 
fkt('rminillg. oll e. Sa id tire afh (,rtising 
manager of a large sof t-good:, firm: 

" ) can' t pi ("k ()ut an )' OBe sillgle 
reason for dropping our nighttime 
radio show to go int o television and 
daytime radio. First of all , our radio 
ra tings wer(' down. probahly because 
of television. Second of all. we 
thou gh t it might be a good idea to get 
hold of a fa\'orable time period on 
television. But despit e these cirrUBl
stances, we might have sta) ed on 
nighttimc radio if th ere'd been a rate 
decrease .... " 'e're very glad now 
that \\'e did get into television b ecause 
of the way the !lest availabilities ha\'f' 
been snaplwd up since:' 

Another important fo rce sweeping 
advertisers int o television is psycho
logira l. "Television is all around YOll 
in New York or Chicago or any other 
big TV ma rket," said an advertising 
executi ve in a top industrial companr. 
"You don't listen to the radi o in the 
evening yourself anymore so naturally, 
you get to thinking that radio is a 
dead duck. As an advertising man, 
I know enough to discount some of 
that personal feeling. But what ahout 
the top brass? If I go to them with 
a suggestion for lle twork radio, I know 
there are going to be some raised f'Y('
brows. They all probably feel radio 
is a thing of th e past. ... Call it nega
ti\ 'e pressure." 

,,'hat('n r th e reasons for going into 
television. once th e decision to go ill 
has been made. nighttime radio is til(' 
chief hudg('taf) \'1Ctll11. AdY ertiser;o; 
feel that nighttime radio is "still a 
good buy:' hut when it comf'S dowII 
to a matter of findin g the dollars tll('ir 
logic is this: "" Te are not getting th p. 
listening we on ce got on nighttime 
radio. \Ye are paying til(' sam(' rate~. 
Therefore it's nighttime radio we must 

t Please [urn [0 page o,i ) 
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A S'~()NSOR I-OIIJldIlP 

Banks on the air 
O~'e .. 2.000 ballks lise l-adiojT" today_ In J9:J7'! 

The a\(>rage man ha~ al
ways been a little shy of 

ban.,::,. 1 he coldness of the Greco
Roman fronts. the aseptic marble in
teriors. and tlw little nameplates on 
the desks :-.a ying. "Vice President. Vice 
President. Vice President;' in hushed 
in"titu:ional ton es have awed him. 

Ba nkers are aware of this diffidence. 
and the need for a means of warm. 
persclIIal cOlllmunication with custo
lIlC'rs and potential customers. The) 
a re al"o aware that too much of pres
ent bank advertising is "inhuman." 
and '" too stilT and formal.·' with "too 
much emphasis on figures and not 
enough on human beings: ' (Quoted 
comment" are by bankers themselves., 

l{adio and television adverti::ing i" 
helping to break down the harrier be
twpen tlw public- and hanks. ~ound 

and image ha\e penetrated into the 
home. hringing with th e program the 
friendl y message of the sponsoring 
hanh-. 

That banb are inC'rpasingly aware 
of thp penetr ation of radio and tele
,·ision advertising is attestecl b) Ameri 
("an Bankers Association fi g ur es. In 

1 <)~7. according to the a::SOCIatIon , 
onl) 14.() hanks were using radio as an 
adn'rtisin g medium. Today , over 
2.000 banl,;::-. are using radio and/ or 
TV. ( In 1937, individual savings in 
hanks totalNl about $25.000,000,000.· 
By this year. "avings had increased to 
()ver $58.000,000,000.) 

The objectives of bank advertising 
are frequently of the fuzzy. "insti tu
tional" variety. Many a bank news
paper ad is no more stimulating than 
a layout for wa:erproofing mauso
leUlm.. But, particularly in their 
broadcast advertising, banks are learn
ing to unbend. 

Actually. banks have as much to 
gain through forceful selling as any 
other type of firm offering a service. 
There are as yet millions of Americans 
\\ho save their money in a shoe: there 
is an untapped market of people who 
do not as yet have checking accounts; 
there is the competi tion of loan com
ranies to be offset hy vigorous I)ank 
prom( Itio n. 

This story of what bankers arp 
eloing on the air, tlwrefore, is not one 
dealing with a series of highly spff ial -

SIUfI(OJIIlft is rndio ITl' stnudolft nJJlolltJ bnJl'~s 

ized cases. It 's a radio/ TV sales story, 
with morals to point for any salesman 
of pf'rsonal sen"ices. 

Banks use every conceh'able type of 
programing-from news to sports to 
Hopalong Ca~sidy . But American 
Bankers Asso-c iation figures indicate 
that lIe,,~ is the fa,·urite, ,,·ilh mu~ic 

second: elrama. sports, public service 
Rnd olhf'r programs are last, account
ing for about 14% of the total. An
noun cement campaigns are more com
mon than any typf' of program spon
son.hip oth er th an news. 

The paragraphs helow contain brief 
accoullts of \dnt banks from here. 
tlwr e and e\'erywlwrc are doing on the 
au. First in order are the case his
tories of radio advertisers; sampling 
of banks ~ollows. 

'y 

* * * 
A fer\"ent helif' \"er in radio news 

programs and spots is the National 
Shawmut Bank of Boston, bellwether 
among banks in the hroadcast adver
tising field. Blanketing greater Bos
ton, the Shawmut. with its 29 branch
es, sponsors six five-minute newscasts, 
three Saturday and three Sunday on 
WHDH. Tuesday. Thursday, and 
Saturday on \VEEI, it ~ponsors Charles 
Ashley, Boston's topflight news com
Illentator at 7 :40-7 :55 a.I11 .. and it has 
a standing order for the other three 
Ashley newscasts at the same time on 
Monday, \Vednesday, Friday- now 
sponsored by a caneIy company. 

Three times a week Shawmut par
tiCIpates in Prisci lla Fortesque's 
woman's show. and once a week in 
Caroline Cabo!"s Listen Ladies. It cov
ers the day from 7 :30 a.m. to 11 :00 
p.111. with chain breaks, station hreaks, 
anno uncements on WNAC, WMEX, 
weop. \\TEEI, \VHDH, and WBZ. 

I Please turn to pa{!.p 44) 

FILM COMMERCIAL : Indian is trademark SHAWMUT NATIONAL sponsors "Louise Morgan Show," Soil-week news on WBZ-TV, Boston 
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Listeners' (hoice . . . 

THE HO UR OF MEI.OUY 

Folmili.u mrJndil':\ of ~l';H~ gunc b~ . 

dud~u 10 )nur ;all· rum: f.n'ori(~ .. thc:~ .H\' 

the ,hin!" rh.u h.l\'e n\,;J.dl,: ",],he Hour of 

Melody" on ... · of Northern Lllifor01a'~ 

mo)t popu l.u nighttime' progrJm\, To· 

nigh t. lOll ('\'cr)' night .at C);OO 

P.M .. (unc.' to K~fO. S(,t) on ~·()\tr 

d ia l, when M()rrt~ PLIO of C .. II· 

fornia pn.",;,,'tU!i •. fhe ' -Iour of 

Mdoo),," 

J N U u;:t I rt.1l"\.J.. 1 '1-\. •• V nl.H. 
PRO UD LY PRESEN TS ANOTHER RADIO "F IRST " 

" M-G-M THEATER O F TH E 
~ 26 MAGNIFICENT FULL-HOUR SHOWS 

~ WWJ 

SUNDAY AFTERNOON-2 to 3 P.M. 

STARTING OCTOBER 23 

2b Of HOllTWOOO'S GIAMO UIOUS SUR! , ,26 
OUTSTANDING I<IIIN 'LAYS, STI RRI NG 
MUSICAL UCKGROUNDS ' , , 26 UNfOIGIT Um 
SUNDAY AmRNOONS DON'I MISS A SINGli ONII 

BOllk progra",in1J runs gamut fron, ne.vs to mllsi(· to trflnsc,·ihed drflntfl 

MUSIC: San Francisco Morris Plan uses KSFO "Hour of Melody." DRA ~A: MGM " Theatre of th e Air" is sponsored on WWJ by National In 

dustrial Bank. OVERSEAS REPORT: Via tape , KMYR, Denver did sh,w from Europe for Empire Sav ings. INTERVIEWS: Corn Exchange . 

Phila .. has informal show, WPTZ. Interviewee is King of Hobo's. NEWS: Most popular progra m type. Union Dime is on WOR, New York 
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News shows on WTAG , Worceste r, help Town Talk driver get friendly reception from grocers 

Big boys, beware! 
T'vellt~T.fi'Te yeurs o f r;ulio k eel)S regional 

\Voreeste.e H;tI{ing f~l" a"e~ul of national riv~t1s 

A swarm of bakery trucks 
luaded with bread and oth
er producb of the big bak· 

ing fi rills like Cont inenta l and War~1 
roll out ()f Boston and environs in th e 
dark predawn hours. But not many 
roll into \\'0)('('s tN - +4 mile..; away. 

Offh and, you'd say they were mi,..; s
ing a big bet. For Worcester Counl) 
is no slouch either with respect t() 

28 

population or buying puwer. But the 
giants of the baking industry (who 
rarely O\'erlouk e,'en a hamlet in their 
quest for more sales) have learned that 
it's tough to make a buck in the Town 
Talk Bread belt. 

This is somewhat of an oddity, for 
th e independents of the baking indus
try , which include \\ 'orcester Baking 
Company ( makers of Town Talk prod-

(;t'lIial I1:H'r), Brown i,., "61 )t'ar", 

) Ollll;':." ha,., ~u itlt·tl "al .. " (I .. ",tin)' of 

\Vort·t',.,tt'r Baking for :~:~ ~t'ars. li e 

t .. at·he",. Jt.t'lurt'." alltl "rite~. lIohhil's: 

lIalItlhall , and "Jllt'l'ling alltl Ilt'i ll ~ with 

pt'opl .. ." He i ... ~.)Iown ill pit'tlln' with 

Tetl II ill , \\'TAG, \\'oree,.,tt·r; t'x('ellti\e 

,.p. Brown i" at kft. 

ucts ) don' t generally seare the big 
boys away. As a rule, an independent 
that captures 10% of the sales in its 
market is doing welL A famous inde
pendent in Philadelphia has 12 ('"~. 

Worcester Baking sells abuut 40~ of 
its market. 

The uniqupness of this situation 
caused SPOl\'SOR to look up Harry N. 
Brown, long-time sales and advertising 
manager of Worcester Baking. We'd 
heard that radio hall contributed to 
Town Talk's leadership. but we want
ed to know more. 

"Radio's the big answer," said the 
genial 1\1r. Brown. " I don't know how 
you feel about it. but radio's my love. 
Once it was newspapers; now radio is 
No.1." 

We assured him that being a radio 
publication he'd get no argument from 
us. 

We also discovered that . .. 
1. Worcester Baking Company 

doesn't believe in the summer hiatus. 
Mr. Brown has advertised on the air 
without a break for about 25 years. 

2. WTAG. the key station of the 
three he uses, has carried his business 
since the beginning. 

3. After experimenting with various 
programs for about 10 years he settled 
on daily newscasts. He's been spon
soring them for the past 14 years. 

4. \Vorcester Baking routemen are 
so radio-conscious that they keep plug
g ing the program to their eustomers 
(and everybody else) . 

5. Not long ago Nissen Baking, Nu. 
3 ill the ,Vorcester market, decided 
that you could do worse than learn 
from the master. So they, too, bought 
an early e,"e ning newscast O\'er \\TTAG 
which beams out daily. 

6. In Fitchburg. l\lass .. a smaller di
vision of Worcester Baking (with its 
own plant and separate advertising set
up ) are followin g BrO\\'l1' s techniques. 
almost verbatim, over the local \\TEIM. 
They've be~n doing this with marked 
success since the station \\'ent on the 
air about four years ago. 

Town Talk's ace competitor is Gen
eral Baking Company. whose BonJ 
hread and other products account for 
about 30N,. of \\\ J[ceste r County sales. 
Nissen is third with some 15 7,- , while 
Hath away gpts about 5('~. Adding 
Town Talk's .Wj'c, the four hit aro un rl 
90 % . A number of small!'r firm" make 
up the remaining 10~0 . It's signifi
cant that all four of the leaders have 
plants in \Vorcester. 

(Plcase tllm 10 page GJ ) 
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! your 1 .. In (j Icago 
· Your TV sponsor identjfication 



TV
. Hall thin can Godjrey 
spread himself! Can he rio 
a job jar several television 

sponsors at once? 
~ A re product slogans gelling across 
on telel ,ision? W hat proportion 0/ 
l,ieu'as associate th e righ t !Jroduct 
with the right slogan ? 
• Do the 1110st popular TT f programs 
score highest in sponsor identification ? 

La~t ~pring agellcyma n Herbert T me 
a~ked himself thesp questions as he 
startpd Ollt to heg-in a TV research 
projfft for hi s master's degree at 
Nurthwestern Uniwri'-ity. By this faiL 
he had some of til(' answers: 412 re· 
plies from set owners to a ~arefull y 

prepared, pre-tested qUf'stionnaire. 
The replies came from a stalisticalh' 

faithful cross·section of Chicago fam
ilies in all economic, age, social , occu
pati onal. ann geographic groups. To-

gd lIPr. the) con"titute a yaluohl <:, in
dex to the advertising impact of dozens 
uf tup net work television sho\\s- anrl 
the first TV survPy of this typP and 
scope ever to be completed. True. who 
is radio and television direc tor of tllf' 
Carter Ao vertising Agenc) in Kam,as 
City in ten'ieweo 1.217 people in Chi
cago to get his random sample of 412 
set owners. 

Beca use of its standout ill tprest to 
all aovertisers concerneo wi th TV, 
SPONSOR has (in addition to the sum
mary pre"ented he! e) r eproduced Hpr
bert True's detailed study in ils plI
tirety. tables, techniques, and all ... 
and offers cop ies to its subscribers free 
of charge (limit, one per sursnihed. 

Some of t he survey highlights: 
1. Best remembered television ad

\'ertising in terms of sponsor identifi
ca tion ann slogan recogn ition was 11\' 

\I ohawk Carpets on the rplatiYely low
cost Roberta Quinlan show, NBC-TV. 
(See SPO'\SOR article. 11 September 
1950.) 

2. " There is I rempndous wa ;;te. COll
fusi on in current product sloga ns. For 
example. 'Test (hin.> the new 19:')0 
Ford!' is known hy onh' 43 ~l of the 
television audipnce ann 28 % com
plete the slogan with till" name of com
}Jf'ting motl)r cars." 

3. . .... more Chicago TV \' iewer" 
;:1'1' Godfrey and see him regularl y than 
any other talent; O() o/c of men view 
him regularh' ; 88',{ women; 73~1r, 

children." (Figu res a re percent of 
samplp total. ) 

cl. "Ed Sullivan, fourth most popu
lar talpnt, twu-thirds spon!'or identifi
cation \\'ith \Iercury; Kay Kyser, tenth 
1I10st popula r, has less than one-half 
sponsor ioentification with Foro." 

True conducted hi s research under 
the ~uper\' ision of Dr. Charles L. AI
lpn, assistant oean and oirector of re
search of the ;\Iedill School of 10urnal
i~l11, l\orih"estern tTniyersity. Th~ 
questi onnaire for his survey was "ex
amined and improveo" by research
wise industry figures: Gordon Buck, 
Foote. Cone &: Bplding; Hal Smith, 

Charts sllOlv Ii0W w ell viewers associate ,)rodllcts with tn'ellt nlld slognus used 011 te'et,isioJl 

Most popular talent as measured by viewing habits of 
television audience 

Percenta~e of TV viewers. men women, a nd children , who can recall 
(in t!l seconds) the product or producls Ihat each talelll advertises. 
E:\ :\:\ It' I.E: %% of all people inlerviewed watch God frey on tele
vision: 87% watch him regtdarly; 79% of a U Godfrey's viewers know 
hc advertises over telcvision for Chesterfield, 4:'% of all Godfrey's 
viewers know he advertises over television for Lipton Tea. 

Talent 

Arthur God£rey 
Milton Berle 
Bert Parks 

Ed Sullivan 
Fred Waring 
Dave Garroway 
Bill l.awrence 
Kukla, Fran, Ollie 

J im Moran 
Kay Kyser 
Ted Mack 
lJ opa long Cassidy 
Paul Whiteman 
Mully Goldberg 
John C. Swaue 
Perry Como 
Clillt Youle 

% 0£ 

Viewers 

960/0 
91 0/0 
810/0 

79% 
69% 
68% 
67% 
67% 

66% 
66% 
65% 
Im% 
65% 
60% 
59% 
59% 
58% 

0/0 \Vho Percen tage of talents ' viewers who correctly 

View iden ti fy talent wi th product he advertises 

Regularly 

87% 
66% 
57 0/0 

64 0/0 
45 % 
47(/'0 
62% 
50% 

58% 
43 % 
52% 
50% 
43% 
47% 
50% 
~8% 

47 % 

Chesterfield 
Texaco 
Old Gold 
Bristol Myen; 
~pcidel 

Mercury 
Gen. Electric 
Congo Nairn 
Chesterfield 
Ford 
RCA 
Courtesy Motors 
I·'ord 
Old Gold 
Butternut 
Goodyear 
Sanka 
Camels 
Chesterfield 
Cersota Flour 

79% 
58% 
35% 
32% 
01% 
67 % 
·12% 
55 % 
78% 
28% 
41% 
920/0 
45% 
75% 
38% 
09 % 
560/0 
55% 
710/0 
64% 

Lipton 

Admiral 
Benrus 

Sealtcst 

Meadow Gold 
Griffin Pol, 

45% 

30% 
11% 

38% 

29 % 
15 % 

Percentage of men, women and children 
who know TV advertising £Iogans 

First flgme indicates the percen tage of all people interviewed 
who could complete the respective prodllct slogans. Second 
figure is percentage of total individuals interviewed who com
pleted the slogan but identified it with a competing product. 
Percentages below 7% not given. EXA;\ IPLE: 70% of all 
men interviewed coutd complete Chesterfield slogan; 13% of 
all men inten'iewed were confused and thought it was a Camel 
or Old Gold or some olher cigaretle slogan. 

WOMEN CH ILDREN 
." 
~ 

TOTAL 

] 
c 
c 

U 

] 
" '1: 
o u 

" '1: 
c 
u 

] 
" '1: 
8 

Chest. 

Camels 

Olds 

70% ( 13'10) BIII.Nut 67 % BlIt.Nut 83 % But.Nut 67% 

63 % 

63 % 

Chest. 62% (1') 0/0) Camels 64 0/0 ( 9% ) Chest. 650/0 (13 % 

Mohawk 55 'X Chest. 62%( 12%) Camels 

Bu t.N lIt 56% Camels 

O.Gold 52%( 17% ) Olds 

Mohawk 48% Ford 

P.l\forris 46%( 80/0) O.Gold 

5 1% ~foha "k 

45% Ford 

37 % (30% ) Olds 

32% (2 1% ) Seallcst 

62 % 

52%(26~) 

4970 ( 9% ) 

45% ( 12% ) 

l\lohawk 

Olds 

Ford 

O.Gold 

Ford 43 % (28%) Seal test 32% Can.Dry 43% ( 13 0/0) P.Morris 

R CA 310/0 (2 1% ) P.Morris 30% ( 12% ) O.Gold 43 % ( 19%) RCA 

Texaco 280/0 (10% ) RCA 29%(23%) ~1t-rcury 39% Sca ltes t 

Mercu ry 27% Can .Dry 25%( 9%) R CA 36% (26 % ) Can.Dry 

Can.Dry 24 % ( 8% ) Mercu ry 220/0 ( 8% ) T exaco 3 1% (12 % ) Mercury 

Scall c.~t 19%( 8%) T exaco 18% ( 11 % ) P .Morris 31% (15% ) T exaco 

Esq. B.I'. 13% ( 11 %) Esq.B.P. 18% ( 15% ) Esq.B.r. 27 0/0 ( 10% ) Esq.B.P . 

Phi1co 10% (80/0) Phiko 8% Phileo 26% Phi1co 

G. E. 4% G. E. 1% a gd're 11 % G. E. 

Frdg' rc I % Fnl~' rc 0 G. E. 1-0% Frdg're 

590/0 ( 7 ~o 

54%( 4rf. 

53 % ( 6",1 

43%(28%" 
I' 

42%(19~i, 
36%(12~1 
32%(231"1: 

30%( 9~~ 
29%(12~ 

28%( 6~ 

25%(111J 

190/0( 121d 

13%( 71~ 
4%( 4% 
30/0 



NBC Central Division; George Heine
mann and Arthur Jacob'son, NBC-TV; 
Bill Fisher, Young & Hubkam ; and 
Gerry Vernon, ABC-TV." 

The quesl ionnaire it~'wlf is a good 
starting point for a descripti on of 
True's research procedure. (And full 
description of the procedure is ncc ,' ~
sa ry to make the results cryslal clear.) 
The questionnaire con~i sted of a li st 
of names of top network television per
sonalities ( together with a sprinkling 
of ClI icago TV · favo.rites ) . 

Those True interviewed were asked 
if they saw a specific TY personality 
on television and if so whether view
ing of that star was regular or occa
sional, and then what company or 
products that personality advertised. 

A second questi on consis ted of i 7 
slogans u:o:ed on TV programs. \\' onIs 
in the slogan identifying the sponsor 
or his produc t were mis:-.ing and those 
in terviewed were asked to fill them in. 
Among the slogans were: ";\'1ake til(' 
---- 30-day test." "Carpets from 
the looms of . -, And " 
famous for quality . . . the world 

" over. 
Other parts of the two-page ques

tionnaire covered sex, income, length 

.of set ownership, and f,1\'orile show of 
the respondent, plus his occupation. 

Two pilot studies and a pre-test
ing period prP<'cded drawing up of the 
final questionn aire. \\hich had an easy
to-read. interest-stimulaling format. 
True did over 90% of the interview
ing personally I:et\\ eell 15 July and I 
Septeml:er of this year. 

Says True: "On July 15th I began 
interviewing peoplE' at the following lo
cations in Chicago: 'L' SlOpS, ~Ier

chaudise Mart, Chicago Fair, down
town Chicago inside the Loop. in front 
of theatres, ~1arshall Field's. . . . Al
ways a leisure moment was selected 
when th e person to be interviewed wus 
re\axilIg, waiting, ki ll ing time .... A 

COllil'" of HcrlH'rl Truc'" filII 
rt·,..I.·ard. rt'port are uvailahll' 10 

,..uL",·riLI'r~ on rt'IIlU·"t without 
d.ar/:(~. True, slwwu at )('ft tah
lllatill/: '1uc"tionnairl's, did hi s 

rl'"eard. for :\I.A. at l\orlh In',..t 
e rn Unh','r"ity. lie is radio aurl 
tel,·, i~ioll dir('rtor of Carlt'r Ad

vcrtisi ng AgI'uI'Y in K an"a" Cil)'. 

(,olllplet<~ interview usnallr took frOll! 
thr.::e to eight m;nulc:; . and wi:h bllt 
one exception in 1,217' in'er\'iew,;. 
C\'erYOlle was extrenwl) cooperative." 

To get an Ilnbia .. cd and repre"ell:a
tive sample, True based hi" selection 
of respondents on the late!'t U. S. Cen
sus occupational breakdown for Chi
cago. " In this wav , it was possible to 
ched; at regular in:ervals to see if you 
needed more Group C of sales anll 
clerical ('mp lo'-ees in your sample ... 
or Group F, or G etc .... " Hespon
dents were given 15 seconds to name 
the sponsor or sponso rs for each star 
listed. 

True's figures shou ld provide en
(Please tum to [lage 59) 

~lo'.alVk rugs slogall lVas '~lIolVn by oeer tlVice (IS lIIallY people as said they salV firllt's sllOIV 

Projected viewers ' slogan knowledge compared with Favorite TV shows by viewers' choice 
Less than 40% of the viewe rs had a fal'<lI'ite (bamatic show and 
onl y 65% of all the viewers could give their favorite TV show of 
any kind. 

FAVORITE DRAMATIC SHOW 

1st 2nd 3rd 4th 5th 

TV viewers who see product TV ! how 
EXAMPLE: ~Iohawk with a 234 ra ting shows that over twice 
as mal,.,' people know :\Iohawk slogan a~ say thev see TV 
show, despite the fact that TV is a lmost only advertising 
medium J\lohawk lIses at this time. Fo,-d, on the othp!' hand , 
with the Kay Kyser show and rad io, newspaper. and billboards 
has only % a~ many people knowing the slogan as view the 
Kay Kyser show, and almost ~ as many p eople as watch the 
Kyser show have confused the slogan with Chevrolet, Bllick, 
or some competitors. Column three shows product tal .... nt 
and percentage of a ll viewers who watch that talent on TV. 
Column fOllr is percentage of specifIC talent's '/iewers who can 
in 15 seconds rccall product talent adl'ertises. 

Men Phi :co Kraft Studio I Roht. M;;ntgomery Ford Theatre 

1 
I 
I 

h,ro<!uct 

''\/ohawk 
,Philip Morris 
Clle.terfield 
'Camels 
Camels 
·,3Iltter nut 
t hesterfield 

ord 

r Id Gold 
', ord 

,l )ld Gold 
':anada Dry 
,~CA 

i:squire Boot Polish 
iealtcst 

, ',Iercury 
rexaco 

f eneral Electric 
rigidaire 

, 

S~ogan 

R ating 

234 
109 
109 
108 
10j 
103 
67 
66 
65 
64 
52 
50 
47 
46 
45 
35 
27 
07 
06 

Talent & Percentage K now Sponsor 
Confused of Viewership of Ta'ent 

18% Roberta Quinlan 23 % 72 % 
23'70 AI'an Funt 19% 65% 
23% Perry Como 59"/0 71 '70 
13% John C. Swayze 59% 55 % 
12% Ed W ynn 55 % 28 7<, 
0'70 Hopalong Cassidy 63 % 3B'1c 

14 '70 Arthur Goclfrey 96% 79 % 
43 % Ka y Kyser 6ti'k 4:;'/0 
29"'0 Ted Mack 6570 75 % 
42% Kuk!a, Fran, Ollie 67'70 28 % 
23% Bcrt Parks 8 1 '7c 35 '70 
18% 1\Iary Hartline 57% 60% 
34% Kukla, Fran, Ollie 67% 41% 
31% Arlene Francis 41% 28'70 
14 '70 Kuk :a, Fran, Ollie 67% 38% 
09% Ed Sullivan 79% 67% 
12% Milton Eer Ie 91% 58% 
07 '70 Fred Waring 69% 42'70 

Bob Ilope 51o/c 20% 

Women 
Children 

Men 

Women 

Children 

Kraft Philco Studio I Robt. l\ [ontgomery Movies 
Kraft Philco Studio I 

l'avorite hramatic Show 
Men, Women, Children 

Combined 

Ford Theatre 

Kraft 
I'hi'co 
Studio I 
Roht. :\Iont. 
1\ Iovies 
l'ord Thea. 

FA VO RIT E TV SHO W (ALL T YPES) 

1st 2nd 3rd 4th 

Berle Godfrey Su ll ivan Sports 
'''restling 

Godfrey Berle Sullivan Kukla.Fran, 
Ollie 

Berle Cassidy Godfrey Sports 
Howd y Doody 

Eerie 22% 

l'avori te TV Show 
Godfrey 18% 

~Ien. Women, Children 
Sullivan 9% 

Comhined 
\\'restling 870 
Kukla, Fran, 

Ollie 6% 

34% 
27% 
15% 
8% 
7% 
6% 

Movies 

5th 

Garroway 

Garrow;oy 
Wrestling 
Wrestling 

Sports 
Garroway 
Cassidy 
Waring 
II. Doody 

6% 
5% 
3% 
3% 
1'70 
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Are transc ribed cOlllll1ercials penllissi
ble?" 

Garver found that transcribed com
merc ials are permitted on 80% of the 
240 stations which answered his ques
tionnaire_ A passage from the secti on 
of his book dealing with e_t. commer
cials is a good illustrati on of his ap
proach to the subject, also cont ains 
some solid advice: 

"£.\. 's ca n be used to advantage. 
however, on certain ' participa ti on' pro
grams, if the coldlless and s('lf-praise 
mood are d ispelled by a warm intro
duc tion .. __ In fact. all-out proponents 
of the trallscribed commercia l arg ue: 
' If you have a co mpletely standardize.d 
sales transcripti on 0 11 the prog.rillll to
gether with th e live introduction and 
wind-up endorsemellt of thc program'b 
cond uctor, then you haw' a JIlore d
fed in' commercial , oH'r-al\, than a Ol},' 
hundred -percent liw pre:'(,lItation: 

"Such reasolling falls short on two 
CO UlltS : ( 1) :\Iost alhnti:,<'rs that u .... p 

e_ t. comll)('rcials prefer the full-minute 
oll es. illcc the lIIaj o rit~ of participa
tions are bought on a one-minllte hasis 
( as sholl'fI by sli ney). the live open
ing and wind-up hy th e conductor IUU..;;t 
be H'ry brief. . . . (2) The sponsor 
who in:'oists on using his ca ll1led 1..'0111-

lIll'rcials is illlpl~ ing a lack of fai th ill 
tile a rtist's ahility to do all elkdi"e 
se ll ing joh ei ther lin.' and ill his own 

6 NOVEMBER 1950 

words or live with the adwrtiser 's cop~ 
... it is readil~ apparent that many 
(artists) sound apologetic. even em
harrassed when they introduce th", 
transcri ptions. ,. 

SOlUe adH'rtising veterans l11a~' find 
that the passage abow contains "noth
ing new:- But 110 matter how experi
ellced an advertising manager or agen
cy JIlan is_ he can -t help gai ning from 
a bonk as specialized as Ganer-s_ 
When an author compiles material on 
a single, narro,,' subject from man~ 
sources he's bound to includ.e point..;; 
that anyone speciali:"t llIay have oYer
looked: and by putting together all the 
facts on a phase of radio advertising 
the author of a hook ine\itably gin's 
~ou a new outlook. 

Olwiously_ an ad"ertisill g man can't 
sit dow 11 alld read ~pt'cialt~· hooks ju~t 
he<'ause the~ on' a good thing_ Hut kcep 
in mind that good olles do exis\. read 
thel1l a:,: ~ ou would any other research 
material "hen a new campaign or 
change ill :;trateg~ makes that sl)('('ialt~· 
of high-priorit~ importallce to ~ our 
COlllpnll~ or ;l('t'ounl. 

Another \ irt ue of radio TY books 
is in training thl' ynung:-,ters Oil the 
~ta IT. Orrin E. Dunla p. Jr._ H CA \ ict' 
pr('~ident in chargl' of public relation,. 
belieH~s that tralk hO(lk~ are most \al
u;lhle for thi~ purpose. Orrin Dunlap 
has wrillen a dOZl'1I radio 11'\ hoob 

0\ er the pa:;t 20 ~ ears_ gi' ing him con
:;iderable perspecthe on their use by 
the trade. "The youngster:; ha\e more 
time than the Yeterans:' Dunlap say:;, 
"and can profit most from books. I 
think reading can ployide them with 
\aluable historical background and 
giYe them a l1Iore balanced approach:-

One of Dunlap-s own boob has an 
additional use yalue. Called "ender
standing Teleyision,'" it's an easy-to
read, lucid explanatioll of ""hut it i,: 
a nd how it works:' t Publi,.hed b~ 

Greenberg. Xe\\" York. fourth printin;;. 
1950. ) This is the book for an ad 
manager to pass on to the top bras:,: of 
a company whell the firm is ju:"t get
ting ~tarted in TY. Thl' clear nnder
~tandillg of TY imparted by Dunlap's 
book could go a long wa~' tnward 
smoothing acceptanCt' of hig'h-hudg"t 
requirements and l)tiH'r d13raeleri,.til':-' 
of the lllediulIl. 

\\ 'hen ylHl ask ad man;lger,. tlwlll
:'>ehl's about rallil) TY hl)l)k,.. the, 
1'01111' up "ith ~ome <llllusing (·Ollllllel1 t,-. 
TIll' one that follow:,. from a drug' com
pan~' man. i~ t~ pical: 

"YlH) caugbt I1Il' witb Illy homl'work 
00\\11. I don't knl' tillll' to re:Ht 
though I'd like tl). I cl)nfi lle Illy read
ing to tradl' lIl<lgazill e~ like" tlllodt',. t~ 

ft)rhids liS 1I1l'lIti ollin~: tilt' publication ). 
~<Iid all adH'rtising n);1n l)f a I<lrg '_' 

~ Please tllm t(l page :16) 
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SLENDERIZING SALON 

SPOI\SOR: ~lacLevy Salons ACE:\CY: Murray Director 

CAPSU LE CA~E HISTORY: ,uacLevy used a one-min
ute commercial about slenderizing OTI the Ted Steele 
Sho, .. ·. The immed.ate results were gratifying. There were 
350 telephone calls leitl! 175 of the callers stopping in at 
Mac Levy for further information. Of these 175, 65 were 
signed up for a 50 course. Total results in sales dollars 
from a single one-minute participation was 53.250 for a 
$100 expenditure. 

WPIX, ~ew York PROGRAl\I : T ed Steele Show 

results 

SPOr--;SOR: The Borden Company AGE:'-ICY: Young & Rubicam 

CAPSULE CASE IIISTORY: The Borden Company, 
makers of Eagle Brand Sweet and Condensed Milk of
fered recipe Looks free to viewers of the Fifty Cluh ($100 
per allnouncement). The booklet offer I('as made during 
regular Borden partiripations thn'e times a week for fou r 
weeks. As a result of this " m en tion" during their regu
lar announcement, a total of 4,~48 requests were made 
by new or satisfied users of Eagle Rrand Milk. 

WLW·T, Cincinnati PROGRAM: Fifty Cl ub 

SE" TI~G ~IACIIIXE 

SPONSOR: City Sf'wing CI'nter Inc. AGE;\,CY: Direet 

CAPSUU': CA'iE I1I STOI{Y: TIl(' sponsor dcrided to use 
TV to advertise rebuilt sewing machines at a spef'ial 
pri<:e, $:3~.50. ITl advance of their v ideo adl'erti~in{!" Cit} 
Sewing said they'd Ile satisfied with three or fOlTr leads 
per announcement. The result of five announcem('n's at 
a tillle cost of $GS sholred 48 dircct sales leads. This 
amou nted to a potential sales gross of $ l,()5() f'O ming 
from only five TV pitches. 

'(,T\'J, Miami PI{OCI{A ,\l: Art Ln'en ~how 

SPONSOR: Dictaphone Corp. AGENCY: Young & Rubicam 

CA PS ULE CA£E HISTORY: The Dictaphone Corpora
tion decided that video should deliver their sales mes
sage. The reason: to demonS£'rate visibly their dictat
ing machin e in actual operation and illustra:e its sales 
points. They decided 01/ a 2G-week test. :\1anhattan Spot
light, a IS-minute show ($58.3 a week), [I.)as used. Results: 
hundreds of requests for literature; hundreds of leads 
converted illto sales, many flew names for prospect lists. 

WABD, New York PROGRAl\I: ~lanhattan Spotlight 

SOFT I)RINK 

SPO;\~OR: ~Iother's Pride Roo t Beer AGENCY: ~I. I!. Kelso 

CA PSULE CASE HISTOR Y: This advertiser [cuT/ted to 
increase his dealer ou/lets. To do this, he ran four an
nOILncements weekly at approximately $112.50 per an
nouncement. The of}er: a half gallon of root beer to per
sons supplying the names of dealers not handling the 
product. As a result of th ese four /Veekly a1lnoun cem ents, 
the finn ha{l gotten innumerable leads. And, from these 
cltstom er leads, they have added 600 new outlets. 

KFI·TV. Los Angeles PROGRA;\I: Gordon's Garden; 
Ladies Day; Cook's Corner; 
Uncle Howie 

IIATIIRO •• ~I TILES 

SPONSOR: Alumitile AGENCY: Direct 

C \PSULE CASE HISTORY: Alumitile bought a one
minn:e participation in uhich they offered to tile a four . 
by-ten-foot area around the bathtub for $39.50, the price 
to include both materials and installa:ion. As a result of 
this one participat:on (cost $80 ), Alumitile received a 
total of 97 calls-{J. po:elltial gross of close to $4.000. 
Th e sponsor said he had never experienced such are· 
sponse before on UTI item costing as much as this. 

KTT\', Los Angeles PROGRA~I , l\lovie Gems 

SLICER 

SPON~OI{: Stewart ;\fachine Co. AGENCY: Direct 

CA PSULE CASE lllSTORY : The company ran a five· 
minute demoTlstration of its slicer. Within five days , 
Steu'a rt had 303 orders for the 51 slicer from a $52.50 
program in vestment. The company decided on a second 
demonstration announ cemeTlt. Result: 339 more orders 
u'ere received. For 10 minutes on TV (total cost 5105 ) 
lh e firm obtained 642 oTle-dollar orders, a gross return 
more than six tim es th e video expenditure, 

\\ BT\', Charlotte PI{OGRA~l : Demonstration 
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--- EASTON , 
PENNSYLVANIA 

this way to profits 

advertisers! timebuyers! eight important 
new business opportunities. Eight ways 

to augment your sales staff-effectively, 

economically, quickly. Each station has 

an interesting record of sales achieve

ment for both local and national ad

vertisers. Each is outstanding in the 

particular market it serves. All arc ready 

to sell your product. Write for informa
tion and ra tes. 

ReprelH'tlted by 

ROBERT MEEKER Associates 
NEW YORK WS ANGELF..s CIIICAGO SAN FR,\NCISCO 

I
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Freeman A McKe . Beach Ford d nZle, Jr., long 
" E II ealer, tells KGER· 

xce ent new and d . 
• . . increased ser . us be ~ar sales 

b 
vice USInes 

new usiness f s •.. . . rom nearby 
munltles •.• all tr com
daily 15' aceable to our 

-minute AP newscasts." 

Says KGER M 
" Although I ha~;ager ~ilbert: 
more than te been In radio 
used Associat;/;ars, I had not 
ice until two ress news serv
AP ne h years ago. I find that 

ws as meant ext b . 
ness for us. It is thp ra USI
service I h - finest news 

ave ever known." 

Joseph P M' h 
G 

. ItC ell, Mana f 
ray Seal P . ger 0 

"Th k amt Co., tells WBIG· 
an s to AP . G S . news over WBIG 

ray eal IS one of h ' 
known paint brand ' t.e best 
Our entire budget s. In this area. IS now b . 
spent on this h' h emg 
tising." Ig -power adver-

Says Preside tH . "AP . n utchlson of WBI G· 
news IS ace t f . 

c.ompletely unbia~:~ e, . ~st and 
listeners v· 'd ' grvmg our 
ha . IVI word pictures of 

ppenmgs alJ over the world." 

\ 
\ AP neWs is IMPORTANT: 

_ to the listener 

_ to the Sponsor 

_ to the Member Broadcaster. \ 
More tisteners than ever before 

depend on AP ... largest of 
all the news agencies •.. 

for news that is accurate, 
obiective, immediate, 

To the Sponsor, this 

means an audience 

increasingly receptive 
to his sales message. 

To the Member Broadcaster, 
The Associated Press 

means high listener 
interest and 

profitable advertising. 

A ssociated PreSS 
resources and facilities 

include : 

A news report of 

1,000,000 words every 
24 hours. 

A staff of 7200 

augmented by 

staffs of member 

stations and newspapers 
- more than 100,000 men 

and women contributing to 
each day's report . 

\ 

leased news wires of 

350,000 miles in the U. S. alone . 

The only state-by-state news. 
circuits in existence. 

100 news bureauS in the U. S. -
offices and news 

men around the world. 

A complete, nationwide 

election service, employing 
65,000 special workers. 

fOR fURTHER DETAilS, WRITE 

RADlO DlVlSl O N 

lHE ASSOClA1ED PRESS 
50 Rockefeller Plaza 
New '{ork 20, N. '{. 
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\ 
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Th(l' 
I)iel~«-·d I)nnel 
;lns,,'«-· .. s 
~Ir. ))y«-. 

Mr. Stark 

Taped rao in pur
tions of TV shows 
wiII provide low
cost radio pro
graming - but 
not good pro
graming. Every
one uses a differ
ent a p pro a c h, 
whether he be 
selling or propo<\
ing, in a letter, 

on the phone, or face-to-face. Tel
evision is face-to-face acting or selling, 
and a good performer, creator, or sales 
person must always be conscious of 
that when he is on tf>levision. Radi0 
requires more explana ti on. description , 
ora l reaction. As a basic rule of hand, 
what makes for a good half-hom radio 
show will generall y play for onl y 1.3 
minutes on television. This appl ies be
cause the extra tillle is needed 011 radio 
to clarify-in one wa y or another-a 
plot, a character. or a r eason. These 
same reacti ons may he had on televi
sion wi th a look, a move-no sound. 

I know that a lot of clients, produc
ers, agency mpn, and network person
nel have ex perimented with and arc 
planning to usc auelio portions of vari
ous TV panel shows, audience partici
pation shows, cle., fo r radio. They'I1 
be able to sell them. and they'll prob
ably get a fairly good audience. But, 
to my way of thillkillg, they'd get (l 

biggpr audiencc anJ hetter results from 
the show, if they would have thc show 
wr itten for and play~ for radi o. 

To get the Lest result s from radi o, 
you must realizc th at you havc to stim-

38 

. 
~r. Spoll8or IUIks ••• 

l1'i ll tl, e t llpe d a udio port io lls o f T l ' shows be 
all impo rtan t factor ill provid i llg 'ow cost 
radio prO!/ r a JJlill g- !IOod prO!/ra mill!l , a,a t is? 

William L. Dye 
Advertising manager 
Liebmann Breweries Inc., Brooklyn 

ulate the l isteners' imaginations fir,-t 
and then sell them. In televis ion they 
either accf>pt or reject immediately 
what they see. The basic difference 
between radio and television is the dif
ference bet ween a planned sales ap
proach given to a sa le;; staff and the 
final pitch made by one sale~man to 
an ind ividual prospect. There are 
many example;;. we can ci te-the pop
ularity of Garroway on television as 
comparpd to his not-too-successful stint 
on radio. The popularity of Mary 
Margarf>t McBride on radio as com
pared to her not-so-successful stint on 
TV. Martin Block's radio popularity 
against his lukewarm TV success. 

I n advertising agencies, copy depart
men ts have learneJ that thpre are CPT

tain hasic, fundamental requireme:1ts 
for outdoor poster copy as compared 
to requirements for newspaper CQPY' 
If it is a t a ll possible to economicall y 
chann~l yo ur appeal for the specific 
avenue it has to travel, then you' ll get 
the best results by so doing. T elevision 
requir~ a realistic, believable. honest 
approac.h by the very nature of its in
timate contact with the vi ewer or pros
Pf>ct. On the other hand , radio is the 
one remaining medium which allows 
each individual listener to create hi s 
own picture of either the scene or char
acter and, therefore, has a certain es
cape quality which can be used to good 
advantage by the advertiser. 

Each medium has to be treated so 
that the greatest benefit (A,n be had 
from it. You will not get as good a 
radio show by using the tapcd portion 
of a television program as you will if 
thc show had been played completely 
for radio. 

WILBUR STARK 

President 
Stark-Layton Produ ctions 
NelO York 

Mr. Barry 

Radio has always 
been most flexi 
ble-we have al
ways prided our
selves on going 
into any field 
where we could 
gpt * good enter
tai nnwn t. If the 
audio portions of 
television make 
for good radio 

entertainment, I see no reason why ra
dio, with its tremendous circulation
far surpassing that of tele,'ision now 
and ill the immediate future-should 
not make avai lable to the public the 
humor, the mu<;ic, the drama of .. 
goo rl tf>levision show. 

Frankly, we at N BC have been ex
perimenting for some time on this new 
form of enter tainment and if the tech
nical and personnel p roblf>l11s can be 
worked out , we hope to inaugurate 
such a series ,'ery shortly. 

Mr. Heller 

C)URLES C. BARny 

l' ice President 
NBC 
\' ell ' York 

'\0. Any broad 
trend in this di 
rection can result 
only in dimin
ished quality in 
both media. For 
example, I know 
of no important 
comic who would 
not wish to make 
use of \" i sua I 
techniques to the 

g reate:;t possible extent. If he were 
bound by tlIe necessity of producing a 
suitable audio tape for AM, he would 
be dangerously reducing the potential 

SPONSOR 



of his success in the newer medium. 
When he makes use of all his visual 
talents on TV, the res ultant audio tape 
- in terspersed with long periods ::> f 
noth ing but stud io laughter with no 
aural jokes to support them- is pretty 
poor and frustrating entertainment for 
the AM audience. 

In the field of drama the diffi<,: ulties 
are just as great. The illtelligeirt and 
capable TV dramatic director will al
ways want to produce a program which 
makes total use of all the visual possi
bilities. He will want his cast to move 
through space without speaking lines 
at the same time. He will want to make 
use of optical effects wh ich may be ac
companied by silence. The infinity of 
visual devices afford(;d to drama hy 
TV should not he denied to the Crf'a
tive men of that medi um. Granted th is 
a~umption, an AM tape of a well 
produced TV dramatic program will 
be absolutely meaningless to radio lis
teners. I have experimented with using 
such tapes, and have found it impossi
ble to squeeze a comprehensible radio 
drama out of olle recorded on TV. 

The one possible exception to the 
rule may be the so-called panel or dis
cussion show. Yet, even here, TV pro
ducers would be seriously inhibited by 
their inability to pose questions to a 
panel in visual form , or to exact any 
humor from participants via movement. 

Even if all this were not true, and 
the techniques could be effectively em· 
ployed, we would not necessarily ar
rive at low cost programing. Any TV 
production which involved the use of 
music would, under present practices, 
markedly move AM costs upward. 

It is clear to me, 3S one who is re
sponsible for a major portion of the 
AM programing of a major network, 
that the future of AM broadcasting lies 
in cont inued creative activity with new 
properties and new basic ideas, so con
structed in format as to be salable in 
segments at a relatively cheap cost. 

A very great number of successful 
TV programs are translations of estab-

j 
Ii shed AM properties. I think this de
pendence will continue for quite a few 
years to come. Taping the audio por- I 
tions of TV programs in the immedi
ate future would seem to be obstructed 
by loss of quality and too many prob
lems of simple economics. 

ROBERT P. HELLER 

Director of AM Program s 
CBS 
New York 

(Please turn to page 55) 
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• The " line" that jovia l J ock Alexander uses, 

makes New Orleans housewives forge t thei r work. 

They listen every afternoon to 25 minutes of well. 
{~~' known tunes ... and wait for his phone call in 

order to identify the songs. Wonderful prizes 

a wait alert listeners. And wonderful results a wa it 

alert sponsors. 

• W R I T E, WI R E, 
OR PHONE YOUR 
JOHN BLAIR MAN! 

/ 
/1 
.l~ 

:' 
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PRESTIGE 
with PROFIT ... 
The new JOHN CHARLES THOMAS 
program will give you both. With ' 
"THE KING'S MEN" assisting he in- I 
troduces and sings hymns of all faiths 
in "Hymns of the World," an impres
sive, dignified program which develops 
a tremendous following of loyal listen
ers-and faithful customers. Send for 
a Free Audition of this fine show. 

The following tramcribed shows I 

now completed and available 

AT LOW COST! 
• JOHN CHARLES THOMAS 

156 15-Min. Hymn Programs 

• RIDERS OF THE PURPLE SAGE 
156 15-Min. Musical Programs 

• STRANGE WILLS 
26 30-Min. Dramatic Programs 

• FRANK PARKER SHOW 
132 15-Min. Musical Programs 

• MOON DREAMS 
156 15-Min. Musical Programs 

• BARNYARD JAMBOREE 
52 30-Min. Hillbilly Programs 

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

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

Send for FREE Audition Platter and I 
lOW RATES on any of the above 
shows to: 

TEL E WAY S PRO~~g~~ONS, 
INC. 

8949 SUNSET BOULEVARD 
HOllYWOOD 46, CALI F. 

Phones: 
CRestview 67238 • BRadshaw 21447 

In Canada: Distributed by 

S. W. CALDWELL, LTD. 
Victory Bldg., 80 Richmond St. West, Toronto 
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This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all seg
ments of the industry. Contributions are welcomed. 

Plunging neckline out-Ilantls "sell" food on video 

Vnti} ('olor TV made the head Ii liPS, 
plunging ne('klinps were in tllP video 
spotlight. Not nlan), will dispute their 
enter tainmen t value. But for COlllI11P)
('ials, Premier Food Prod u('ts has 0<'
vised something more efie('tiYe- a pair 
of womall's hands. 

I n the cOll1mer('ial the woman \ 
hands alone are showll using a Premier 
tomato sauce product ('a iled Sauce Ar
tilro. Sidney Alexander, Peck Adver
tifing a('count eXeC' utive for Premier, 
pxplains the unusual presentation: "We 
\\ ent into tple\'ision to tell a product 
s~ory and to show the housewife she 
could use Sauce Arturo in many more 
ways than just preparing spaghetti." 

The showcase for the commercials 
was the DuMont netwGrk's Rumpus 
NOOlll, featuring Johnny Olson. 

" Our commercials showing only the 
woman's hands directs the vipwers ' ai.
ten tions to the food rather than the 
demonstrator. By concentrating on the 
hands we avoid the risk of having a 
potential customer distracted by sud
den interest in a gown or hair-do." 

The results: within 60 days demand 
for Sau('e Arturo from established out
lel.s within W ABO's viewing range be
came so heavy that Premier rpstricted 

d the largest ('hain store outlets be
ga n sto('king the sau('e as well as other 
Premi er food itell1s, 

Soon the firm had exhausted its 
a\'ailahle .~upply of Sau('e Arturo. The 

Camera grinds. earphones carry instructions 

~lImpan y turned the OuY!ont ('ameras 
011 its Roquefort cheese dressing and 
mayonnaise. Results again far exceed
ed expectations. 

During July and August they sold 
more mayonnaise than in any corre
sponding period since the last war, and 
five times as much ('heese dressing. 

*** 
Oil hurners prove hot 
sales item Oil 1l'FBR sholV 

A city-wide natnral gas conversion 
was undpr way in Baltimore. That 
would seem to make the sale of oil 
bUfllPrs a man-sized job. Radio was 
given the task. 

The Cumberland Coal Company, dis
tribu tors of Timken Oil Burners, de
cideel to spelld $GO a week on an-
1I0Ullcemellts. The ~how: " ' FBR's 
Morning in Maryland. 

De~pite the natural gas conversion 
and the ever'present cOl1lpetitioll of 

Closeup : viewe rs see hands prepare recipes other dealers. re~ults have bppn grati-
fying. After six months of radio ad

it:-; distribution to stores in tllP New yprtising, th e Cumberland Coal Com
York arpa. J n 011~ day alone, Prpl11ier pany ha~ heen averagi ng $1,500 per 
rC('e ived morp or<lprs for th~ sa uce wepk in oil bllrner sales. And they 
than it had rpceived in an en tire month don't plall a hiatus "llPn summer 
})( fore it nsed video, In addition. thelc COllle~. either. TllPy plall to double 
was such a persistent demand from their contract with \,FFBR to introduce 
viewers s('Ping Ihe product that several new room air conditi oners. * * * 
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'fen stars sillg praises of 
CI. evrolet on lIelV type S,)ot 

Twenty-second, one-minute, or fivc
min ute commercials are standard spot 
radi o segmen ts_ But sometimes the) 
hon't do. 

Chevrolet considered these ('on\'f'n
tional segments for their saturation 
spot setup, then rejec ted them. They 
w:lnted to accomplish t\\'o th ings: ( 1 ) 
emphasize sell ing points, t2) reempha
Size Chevro let's ~o. 1 ro lf' among 

Haenschen , agency vp and To ny Martin relax 

American automobiles. The format 
finally evolved by their agency, Camp
bell-Ewald, was a new length three
minute commercial. The sales mes
sage: a tune called "See the U. S. A. 
in Your Chevrolet" sung by 10 re
nowned stars. 

Running currently and through No
vember, the campaign is conducted on 
300 stations with approximately five 
announcements per week on each sta
tion , a total of 1,500 weekly. 

A series of 40 three-minute an
nouncements have been reco rded by 10 
stars- lane Pickens, Celeste Holm, 
Ginny Simms, Dorothy Shay, Frances 
Langford, Ton y Martin , 10hn Charles 
Thomas, Dick Powell, Lauritz Melchi
or, and Dick Haymes. 

The words of "See the U. S. A. in 
Your Chevrolet" don' t vary . lllstead. 
the orchestrations, arranged by Gus 
Haenscllf'n , notcd radio conductor, are 
sco red to suit the performer. 

10hn Charles Thomas sings the 
Chevrolet song to the musical accom· 
paniment of the " Barber of Seville," 
with 44 men in the orchestral back
ground. Dorothy Shay, the "Park 
Avenue hillbilly, " is fea tu red against 
a 12-piece hillbilly hackground and 
Dick P owell whistles his Richard Dia
mond, Private Detective (NBC show 
for Rexall ) program theme, then sings 
commercial. 

In the larger ci ti es where more tha;) 
one station is used, the schedu le is 
staggered. This prevents the same 
si nger from being heard I)n two differ
en t stations on the same day. * * * 
6 NOVEM BER 1950 

'''''Btl S'.OIV '.elps If,) store 
sales 500 % ill O.ree years 

Four Fars ago Al and Theresa Ro
senthal opeued a small shoe store in 
Augusta. Georgia. At about the sallie 
time, \VBBQ, ~IBS affiliate, Wf'lIt on 
the air. It proved to be a happy coin
cidence for Bosf'n thal's shoe store. 

Rosf'n thal's hought the first program 
on wnnQ. Wake Up With f. C. , Au
g usta 's top hillbilly disk jockey; soon 
after, thei r sales cunes started point
ing steadily up. 

The store hegan with a . 1(),000 stock 
of shoes; today. their stock is approxi
mately SlOO.OOO. The first year Hosen
thaI's did some $40,000 worth of busi
ness; this currf'nt year $200,000 worth 
of shoes will move off their shelvf's. 
And. ill addi tion to their original shop 
now used as an outlet store, they have 
a large store in downtown Augusta. 

A 500% increase in volume in three 
years is credited to radio and their 
own personal conta(' t work, say the 
Rosenthals. * * * 

Briefly .•. 

Breast O'Chicken t una plans to use 
radio and TV heavily in 1951. Media 
represen tatives were told about these 
plans and received their advertising 
orders in a novel way. A tin of tuna 
was given to each media rep. Inside 
the tin was an advertising schedule and 
order from the ad agency. 

* * * 
" TSAT in Salisbury, North Carolina, 

naturally believes wholeheartedly in 
the selling power of radio. But re
cen tly. when their manager, 10hn E. 

I 

;"'< .d. J flo; t . 
'-';~- ~/! j(.;tio" 

Station mana ge r uses lots of radio p romotion 

Smi th , had to wear a sling for two 
weeks, he thought of some unusual pro
motion (see photo). It migh t be called 
" direct male." 

musiness is great, 
thank you, at •.• 
RADIO 

OW 

WO\XI is embarking on 
one of the heaviest 
commercial schedules 
in its 28 years in 
business - BUT -

WOW is like a great 
hotel - room can al· 
ways be found for a 
good client who has 
a selling job to be 
done in \XlO\XI·Land. 

WOW can always add a 
cot (with a fine inner· . 
spring mattress, too!) 10 

the bridal suite. 

\Xlhy the great rush of 
clients to \X'O\XI, when 
other stations are 
scrapping for business? 

Because \X/O\x/ has 100,000 
more listening families 
every day and every night 
than its nearest compet· 
itor. Because \VO\X' delivers 
this audience at a lower 
cost per thousand. 

wow 
Insurance Bldg., Omaha 

Telephone WEbster 3400 

Frank P. Fog arty, Gen'l. Mgr. 

Lyle DeMoss, Ass't_ Gen'l. Mgr_ 
or 

ANY JOHN BLAIR OFFICE 

41 

I I 

I 



~~tM 
/II/lilly/III-

~URRi_E 
~ A pow .. -pock ... hun;", ...... 
1f!~~unCh out a million dollars 

worth of damage in minutes. 

~
~ Like the one that whammed 
~ Miami in mid-October. 
~ Those are times that test a radio 
V ~ station's right to serve. For only 
~ radio can keep South Florida's 
~ million people informed, 
~ minute by minute, of the storlll'S 
~ progress; say when to board up, 
~ batten down, stockpile food and 

water, head for the shelters. 
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0111y radio can gIve calm as
surance /bat there's help 
handy ••. just in case. AlIJ 
talk 10 auxiOlls people aboul 
II/hal's happening, where Ihe 
storm is going, how soon il 
wiJi be over. 

At WeBS, years of experi- I 

ence proved this point: 
expert staff members 
know what to do, what to 
say at the right time, how 
to maintain equipment 
under trying conditions. 

weBS lost not a 
minute of air time 
though winds rose to 
125 miles per hour. Per
formance like that has 
boosted WeBS 
to the top in popularity. 
South Florida's million 
know well which station 
they can depend upon. 

Any Katz man will tell you 
what Advertisers think 
.about us. 

SPONSOU UEPORT for 6 No,·~mb~r 1950 

(C ontinued from page 2) 

personal appearances, extra ai r performances, 
by-products of various types. Stations like 
WL S, WSM, WLW, WOR have long s pecial ized in 
merchandisable stars. WNBC, under Ted Cott, is 
especially merchandising-conscious. 

RADIO-VS. -NEWSPAPER SURVEYS-Advg. Research 
Bureau Inc., Seattle research firm s pecializing 
in media effectiveness comparisons a t point
of-sale, had completed 48 studies to 11/1. Most 
involve department stores. Although some 
studies reveal newspapers ahead of radio in 
ability to draw traffic and sales, average shows 
radio outweighing newspapers (dollar for dol
lar) by about 2 to 1. In one radio-shy Washing
ton oity 6 ARBI surveys have completely changed 
media-use picture. Word-of -mouth comment con
vinced non- survey merchants to use radio; now 
more then 40 who used little radio before have 
put 50% or more of appropriation into air adver
tising. Studies will be made in New Orleans, 
Los Angeles in November. 

WILL TEA CUT INTO COFFEE SALES?-Resolute 
effort of tea industry to capture more of U. S. 
beverage market is yielding results. Current 
$1,500,000 advertising campaign conducted by 
Tea Council is expected to increase domestic 
consumption of tea "at least 10%, " says Robert 
B. Smallwood, pre sident of Thomas J. Lipt on, Inc. 
He said more tea was imported into U.S. in 12 
months ending 6/30 than any time since 1924. 

PETRY TV STUDY REVEALS SOME TIMEBUYER 

CRIPES-Survey conducted by TV Divisi on of Ed
ward Petry Company among timebuyers of agen
cies placing over 75% of TV time for na tional 
advertise rs uncovered urgent need for more ~ 

market and program dat a . Principal criticisms ~ 

were (1) not enough visual material like films, 
stills of spot TV shows; (2) da t a not suffi
ciently standardized; (3) information not fac
tual enough. Over 50% of respondents, inter
viewed by Petry salesmen in 8 cities, mentioned 
each of 3 points. * * * 

SPONSOR 



August 1950 Baltimore Index Figures at a Glance 

I II I 

(Corresponding Month of Preceding Year= 100) 

Industrial Employment (Maryland) 

Building Permits, Baltimore City (Dollars) 

Building Permits, Baltim(ire County (Dollars) 

Building Contract~, Baltimore City and County (Dollars) 

Department Store Sales (Dollars) 

New Passenger Car Sales, Baltimore Ciry and County 

Freight Car Loadings 

105.0 

188.8 

204. 1 

334.7 

115.8 

136.8 

113.9 

Advertisers Love This Picture! 

And more and more radio advertisers 

(J 46 in a recent count) are using this 

resu/t·fu/ station to reach the greatest 

audience in WCAO history! 

... and every program and a nnouncemen t on W CAO is duplicated 

on WCAO-FM (20,000 watts) at no additional cost to the advertiser! 

CBS BASIC • 5000 WATTS • 600 KC • REPRESENTED BY RAYMER 
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BAN KS ON TH E AIR In addition. today 19 of America's 
largest corporations bank" ith Shaw· I,Continued from page 26) 
mut. 

Shawmut is competiti,-e. Its mes· 
sage to the public ~tre~ses the point 
that Shawmut is di fferent, and that 
this can he demonstrated. Shawm ut 's 
officers belieYe tha t consu mer prefer. 
ence can he established by aggressive 
ad,-ertising. by harping e,'erlastingly 
on the thf'me. "~Then you think of 
banking, think of Shawmut:' ~Then 
Shawmut hegan using radio, its aims 
were modest: to build up trade from 
the man in the street. It ha~ done th31. 

lUanufacturer's Trust C01llpany~ 
buys ea rly morning announcements 
placed as close to the headlines as pos· 
sible. l\Ian ufacturer's Trust uses " TOR, 
WJZ, WCBS for thf' morning an· 
nouncements and WQXR (classical 
music) in thf' evening- 14 announC'e
nlf'n ts a week in all. 

E,'ery commercial ha:- a mail or tele· 
phone pitch. and the pull has heen 
l:ighly satisfactory. In a three·week 
period before the baseball season got 
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BIG AGGIE 
•... and in 

Within the boundaries of Minnesota, the Dakotas, Ne
braska 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 ... WNAX. BMB shows that 
405,210 families listen to WNAX-80% of them 3-7 
times a week. 
Yes, Big Aggie ~~carries a lot of weight" ... that's why 
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. See 
your Katz man today. 

WNAX-S70 
YANKTON SIOUX CITY 

570 Kc. - 5,000 Watts A ~ S~ 
REPRESENTED BY KATZ AFFILIATED WITH A.B.C. 

under wa y this year, the bank offered 
a baseball schedule of the three home 
teams to its listeners. Forty an
nouncements were used during this 
period. Requests for the schedule 
totalled 14,145. 

The Union Dime Savings Bank 
has been on " TOR. New York, since 
May 1949. sponsoring 15 minutes of 
news by l\ Ielvin Elliott at 7 :00 a.m. on 
Tuesday, Thursday, Saturday. Union 
Dime\ Chairman of the Board, \Vil
liam L. De Bost , sa) s, ""T e know how 
popular it i~, because ewry place we 
go we hear about it, and because so 
many people coming into the bank 
tell us how much they enjoy the pro
g ram. 'Your commercials aren't 100 

stuffy.' one depositor said the other 
day. As for results, it is hard to esti-

I mate, but we know that many more 
new accounts were opened in 1949 
than in any recent year." 

The Merchants National Bank 
of Terre Haute, Indiana , sponsors a 
news program over " TBOW, Terre 
Haute. 7 :45·3 :00 a .m., 1\1 0 n day 
through Saturday. This newscast fea
tures national, state, local , and weath
er news, and has bf'en under bank 

I sponsorship for nearly three years. 
Commercials are both institutional 

and selling- sometimes stressing the 
many phases of the bank's operation, 
sometimes plugging departmental ser
vices. 

Results have heen definite and 
proved. When safet y deposit box 
availabilities are ad,-ertised, the boxes 
are im-ariably rented within a few 
days. When offers of farm record 
book, or tax work sheets, are made in 
the commercials. the supply is quickly 
exhausted. In order to plug their sav
ings department, the Merchants Bank 
offered plastic calendar banks at cost. 
Thousands were sold, and this result 
ed in traffic into the department, and 
new savings acco unt s. These offers 
were made on radio alone, and en
abled the bank to make a quick check 
of r,adio effectiveness. 

The program is promoted hy a large 
poster ill the lohhy of tllf' bank, and by 
constant radio mention on an earlier 
mO J:ning newscast which closf's each 
day with the statement, "Your next 
nf'WS on this stati on will he the ::\ler
chants Bank News at 7 :45 a.m." In 
addition it is promoted in a movie 
trailf'f u~ed at intervals by WHOW to 
prol1lotp all its newscasts. 

T('rr'(' Hau te Savi ngs Bank~ in 

SPONSOR 



Only a 
combination 
of stations 
can cover 
Georgia's 
first three 
markets 

WAGA~ 
ATLANTA ' 

5000W • 590 
Toe 
ANNAH 
W • 1290 Kc 

THE TRIO OFFERS 

ADVERTISERS 

AT ONE LOW COST: 

• Concentrated 
coverage 

• Merchand" Ismg 
assistance 

• listener loyalty 
built by local 
programming 

• Dealer 
loyalties 

- in Georg' , las 

first three 

markets 

TH E KATZ 
AGE N C y Represented, individuall I INC New York. Cho y and as a group b • "II nt Icago • S ' Y a a • Detroit • Kan an Francisco • DalJ sas City • L as os Angeles 
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t11\1 ~ame cit) , capitalizes on another 
aspec t of lIe\\s to bring its lIles~age to 
tlw public Thi,.; con!'en'atin~ ba nk, 
who,.;e prime business df'partments are 
sa\"illgs accoullt..; and loan:, on im
prm"ed propf'fty, sponsors Town Top
ics' Tuesday , Thursday , Friday, for 
fi\ 'e minutf's at noun. This is a chatty. 
informal. puhlic sf'fvice typf' progralll 
which gi \"es news of club, church, ci\"ic 
a nd school organization s \\ hich a re 
norl1lally not aggres"i\'c enough to get 
illtn the 1H'\\spapers. 

Commercials arf' woven iuto the 
bod~ of the program_ Thf') :-:trf'5:- the 
bank\ t\\'o main departlllent..;: saving:
accounts and loans on imprm'ed 
propf'fty. Occa:-ionally some mention 
is made of o!her bank sf'rvices, snch as 
tra\"e1er's cheeks. No hi gh-pressure 
eopy is used. Commercials are kept 
friendly and informal, and are aimed 
at maintaining good will for an ps
tab lished bank. 

Promotion of the prograJll consi:-ts 
of a large poster placed in the lobhy 
of the bank, asking people to send 
their news to T own Topics. In addi
tiollr printed cards are kept in the 
bank with blank spaces for insertion 
of tl1f~ "who, what, when, where, why" 

of club news. These cards are handed 
to the teller "ho in turn sends them 
to \VBO\\T for incorporation in t1lf' 
program. 

The good will the program has 
gained is e\·idenced by the ever-in
neasing number of contributions sent 
and phoned in, and by the thank-you 
!Iotes from contributors. 

In Denver. Colorado, KLZ has 
seven banks buying time. U. S. Na
tional Bank went nn the air several 
) ears ago with a Sunday night quar
ter·hour ('aIled Enterprise Unlimited. 
This program told the stury of free 
enterpri~e and hm\ various indi\' iduals 
and husine~ses in the region achieved 
!'uccess through individual effort. The 
program ran for a Yf'ar and was fol
lowed by a half-hour Sunday night 
program called Tf7 est u'a reI A merica. a 
dramatic series that was on for 39 
weeks in cooperation with the Uni
ven;iq of Denver Radio Workshop. 
It was the story of the growth of the 
region around Colorado. 

TOllay, following up its successes. 
U. S. :\'ational sponsors the M-G-M 
Theater vj the Air every Sunday after
noon. In addi tion to institutional an
nouncements, the eommereials plug 

To a businessman with a drivers license 

and no Cadillac 
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(Thi~ i~ not a Cu~mopolitlln I:ontest ad) 

Once upon a time tlwrp was an Iowan * who knew very w,ell 
tllP an~wpr to an old riddle. T1wre was no doubt about it: 
The chick came fir~1 with him hecau~e he owned a fertile 
hat chery. (Everything is fertile in Iowa. The allerage Iowa acre 
grosses between $4 . .')0 and- $S cash per month. Acre for acre 
it's the best in the U. S.) 
Since til!' going price for chicks is arouno $150 pn 1\1, ano 
his hatchery halched chicks by the 1\l's, this Iowan had a 
lot of Pggs' in one basket. 
There's a 1\I usical Clock on WMT wouno by a guy named 
"Howdy" Roberts. He got to brooding abuut the chicks and 
hatched a fowl cOHlmercial. For rhicken·feed ($43.30 per 
%.hour on a 52"time basis) he egged on W1\IT'!' listeners. 
They scrambled to their phones (mo re farms in Iowa halle 
telephones than in any other stale) and onlert'd 23.000 chicks 
after a singl .. Vl·hour program. 
The Iowan bought a lIew Cadillac. 
A~k the K,ltz Agency Illan to show you how Wl\lT puts you in 
the drivpr'!; seat in Eastern Iowa. 

• JVe'vr al'ways wanted to Tun a?l ad that said. "Name on reqU€Ht" 
jU8t to "cc if anY01l" would request it. OIL th" other hal/d, if 1lobod!! 
did (though lJ. ,h!! they 81wuld iR arcane) 0,,· agcncy might look /)(1d. 
Whll take chances? lIis name is Mr. Vance Meer"y. 

5000 WATTS, 600 KC 

~---.----------------------------. 
DAY AND NIGHT 

BASIC COLUMBIA NETWORK 

sa\'ings, chet"king, and loan~ among 
the man~ sen"ices available to thp 
public. 

Ci tizens ::-5aving:- Bank. a newcomer 
to radio, is sponsoring the :\l-G-M 
C rime Does .\' ot Pay series. a half
h0ur program on KLZ e\"ery .Monda). 

An 11l1u~ual "111<111 on the street" 
opinion program brought new busi
ne",,,, and il1neased prestige to Empire 
~a\- ings and Loan Association. Den
\'er. Cene Amole, ex-tank sergeant un
cler Genf'ral Pattull, was cOllducting a 
daily "':\lan on the Street" program 
for Denver's 250-\\att K:\IYlt He got 
the idea of doing the same thing ill 17 
European l'ountrie"" recording the in
ten"ie\\s on tape, alld sending them tn 
KMYH to be aired locally. 

Empirt" Savings ga\"e him the o.k. 
Amoll:' took off for Europe. Two weeks 
later, thf' station hf'gan airing his in
ten"iews at th e dlUice time of 6:45 
p.m. each evelling. 

Df'llVerites leanwd what grocery
huyillg house" ives in London thought 
of So('ialism; that Coca-Cola has vir
tually heconw tl1(' national drink ill 
France; and that movie fans were 
packing "la cinema" to !'ee "Canoll 
City." a Colorado·made prison-break 
film with many Coloradans as aeto rs_ 

Annoullcel11f'nb. newspaper ads_ 
radio-log listing, and taxi bumper 
cards pluggf'd th e show. Amole wrote 
a snies of articl es for the Sunday fea
ture section of the Denver Post. 

As the program progressed. mail re
sponse elimbed steadily. indieating a 
high listener percentage, despi te the 
small local station's compf'tition with 
four network outlets. 

At Lake Charles, L0l1i8ialla~ 
the Gulf National Bank sponsors a 
local newseast ():OO·6:15 p.m., Mon
clay through Friday. III addition, they 
have :-ponsored th e local high school 
games for 15 years without interrup
tion. The other two banks in Lake 
Charles aitemate in using news pro
grams and class "A" announcements. 
In almo",t every instance. straight seil
ing eopy is used. aJ\(1 the banks are 
very lIluch pleased with results. 

A growing 1l11mhcI' of banks 
have found dramatic programs suit· 
ahle vehicles for r('aching the publio. 
One of these is Industrial National 
Bank, Detroit, which has uSf'd radio 
for a nUlIlher of years as an in~gral 
part of its advertising plan, spending 
25 % of its hudget for air time. 

This year. Industrial Na tional l~ 
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When television 
won 
its wings 
How multiple uses for airborne cameras 
and equipment were revealed by experiment 

No. 10 in a series outlining high 
points in television history 

Photos Jrom the historical collection oj RCA 

• Put a television camera in the nose of an observa
tion plane, and generals-many miles away-ean 
watch and dircct the course of a battle. Such, in 
\Vorld \Var II, was one of the suggested uses of air
borne television as an "optie nerve." 

Feasible? Absolutely-yet this is only one of the 
many ways in whieh television can serve in fields 
outside those of news and entertainment. The entire 
subject of the use of television cameras and receivers 
in the air has been carefully investigated by RCA. 

Not too long ago, at the time when plans for our 
inter-eity tclevision networks were in discussion, the 

RCA Laboratories in Princeton, N. J., as seen from the air. New 
uses for television-including, for example, its adaptation to avia
tion-are otle part of thLs progressive institution's research program. 

6 NOVEMBER 1950 

Mounted in the nose of an airplane, special RCA airborne tele
vision equipment will give grollnd observers a sharp, clear, bird s
eye vipw of land and sea. 

idea of making telecasts from planes high in the air 
was proposed. 

From New York, a plane equipped with a televi
sion receiver, set off on a Hight to \Vashington-200 
miles away. \Vhen above \Vashington, at an altihlde 
of 18,000 feet, passengers in the plane clearly saw 
Brig. Gencral David Sarnoff, of RCA, talking to them 
from Radio City! Later, RCA plaeed a camera and 
transmitting equipment in an airliner, and a bird's
eye view of New York was successfully telecast to 
observers belowl 

It has also been proposed by authorities, that a 
television c.tmera might be used as the "eye" of a 
guided missile. Placed in a rocket's nose it would let 
a distant operator ~e where the missile was hcaded. 
If need be he could stccr it in any direction to hit a 

moving target. 

But less on the destructive side, and more impor
tant to us now, are thc possible uses of tclevision in 
" blind Hying" conditions, whcn airports would nor
mally be closed in from bad wcathcr. \Vith a televi
sion rceeiver in the cockpit, and a transmitter scnding 
infol111ation from the landing field ahcad, the pilot 
could clearly see conditions on runways and ap
proaches-come in with far greater sceurity than 
when guidcd by radio alone! 

Radio Corporation of America 
WORLD LEADER IN RADIO-FIRST IN TELEVISION 
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~pow;o ring the :\l - G-~1 Theater 0/ th e 
A ir, a tran~cribed program prepared 
by l\Ietro-Goldwyn-:\layer ~tudios of 
Hollywood_ 

The full-hour show, featuring screen 
plays and stars tba t had outstanding 
box-office success, was fi rst presented 
O\'er \\,\YJ _ Detroi t. 2 :00-3 :00 p.m., 
Sunday" during the six mon ths of win
ter and "pring. 19 ~9-1 950. T his fall, 
the series i" con tinuing through 8 
April. 195 1. 

The main , 'alue of th e program is 
considered that of helping the bank 

make fri ends throughout the commu
nity while es tablishing the impression 
that the se rvices of the bank itself 
are as modern and in tune with the 
ti mes as the high caliber of the enter
tainment being offered. 

Promotion includes large-sized pos
ters in all the bank lobhies and win
dows wi th actual photographs of the 
sta rs tipped on, inserb for a ll mail
ings. and postage mete r messages. 
Double-page spreads in the bank's 
honse orgall, printed hlotters. a line 
at the bo ttolll of a ll newspaper ads. in 

. SOUTHWESr VIRGINIA'S fJituuu/4 RADIO STATION I 

1949 BMB 
Daytime 

50-100 % 
19 Counties 

2 5-100 S-~ , 

2 7 Counties 

10-100% 
36 Counties 

1949 BMB 
Nighttime 

50-100% 
10 Counties 

25-100 % 
22 Counties 

10-100% 
31 Counties 

BMB Radio 
Families 

101,680 

157,110 

216,220 

72,050 

128,350 

188,540 

Prelim. Reports 
1950 U. S. Census 

517,587 

814,186 

1,115,996 

360,853 

654,711 

972,052 

1949 
Retail Sales 

279,752 

452,784 

610,207 

232,657 

373,006 

538,598 

*RETAIL SALES FIGURES, " 000 " OMITTED ARE FROM SM 1950 " SURVEY OF BUYING POWER" 

The WDBJ listening habit began in 1924 - and 
has enj·oyed continuous Columbia Network service 
since 1929. 

WDBJ CBS. 5000 WATTS. 960 KC 

Own.d and Opuat.d by 'the 
TIMES· WORLp CORfORA TION , 

ROANOKE. VA. 

FREE & PETERS. INC .• National Representatives , 
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addition to small ads on the radio 
page the day of the program are also 
used. 'V\\'J cooperates with announce
ments, car cards, newspaper ads, and 
promotion in audience participation 
shows. 

In addi tion to a short opening an
nouncement, tbere are three COlmner
cials ill1ll1ediatf'ly following each act. 
One is deyoted to a specific branch 
bank's " l\Iail Bag"- a feature in \\'hich 
le tt f'rs from pleased customer" are 
read. The second commercial fea
tures trun"nibed remarks from actual 
customers of the bank. The third is 
devoted to some specific service of the 
bank such as ciwcking accounts, sav
ings acconnts, sa fe deposit boxes. 

In 1940. the assets of Industrial N'a
tional Bank were $19,000,000- today 
they are over fi,-e times as great. 

.:\[ llsieal prog:l"ams are being used 
I by many hanb-. The ~orthern Trust 

Company, Chicago, started using radio 
in January 1931. In 1935, it spon
sored a program called Th e Nort hern
ers , a choral gro up which featured mu
sic some\\'b ere in the middle between 
" long-hair" and ""end-me" stuff. This 
sho\\' , sti ll bf'ing aired. accounts for 
41 S·~ of thp bank's adyertising ex
penditure. 

In a study of the resnlt s of their ra
dio advertising, Xorthern Trust found 
that 80 ~{ of men and women opening 
account~ werf' familiar with their pro
gram. Eigh ty- fiv e percent of LOOO 
corporation executives in charge of 
finance and business, and a special 
sam pIe of women of more than aver
age mea ns knew the program when 
queried. This recogni tion of North
ern Trust's radio advertising contrasts 
markedly with an analysis made by 
the American Newspaper Publishers 

I Association of 1.330 bank advertise-

I
ments in Il7 newspapers (102 cities). 
Only 6 '1 of the newspaper ads had a 
readership over 10% . Owr 50 % of 
these sanw np\\-spa}wr ads had a read
ership of I c~ or less, while 8"f had no 
readership at all . 

In Sail FraJld~('()~ The Morris 
Plan Company has sponsored The 

I I/ollr 0/ ,l/e/od)' over KSFO, seven 
days a wef'k from 9 :00 to 10 :00 p.m. , 
since 194(). \\'hcll :\l orris Plan began 
sponsorship of this program, it marked 
its first cOllsistent lISC of radio as an 
a(h-ertisi ng medium. The program 
fo rma t. dcc idf'd upon and follo\\-ed 
f'vcr since' wa" a moderate explo ra tion 
illtn fallliliar ll1u"ic--neither too das-

SPONSOR 



COLOR EXPEHT David L. Quaid, one of the nation 's lead
in g fr ee lance cameramen. sets up his l\laurer 16 111 111 . , prior 
to shootin g a scene fur an indu strial fi lm. He. and dozens of 
free lance cinema togra phers like h im- know. use and recum
mend the ;\ Ia urer camera. 

TOP ANIMATION TEAM- William S. Nemeth. Camera. 
man. of Transfilm. Inc .. teams up with a ~la urer 16 to work 
out camera effect s for a slide motion picture. This lead ing 
film company selected ~I aurer as the 16 mm. camera that 
best fill s it,.; need;;. 

For details on th is, and other ilJuurer equipment write: 

6 NOVEMBER 1950 

ACE CAl\ IEH Al\ IAN and If' ading film producer. Irvin g Hart
ley of lI artley P roductions. N. Y. c.. shoo t ing a scene a t 
Chichicastenan go, Gu atema la. for the P an\merica n World 
Airways color tra\ el fi lm " Win gs tu 'dexico a nd Guatemala." 

MAURER 
VERSATILITY 

AT\VORK 
Here are three examples of the unequaled versa tilit y 
of thc .Ma urer 16 111m. camcra . " Thether the demand is 
for ha ir-line accuracy ... dependable performance under 
all conditions .. . unique features or simplified opera tion 
. .. every phase of professional production has found 
Maurer to be the answer to all CaIpera problems. 

The Maurer 16 mm., designed specifically fo r professiona l 
use, is equipped with precisian high-power focu sing and the 
finest view-finder made. Standard equipment includes: 235 0 

dissolving shutter, automatic fade control, vi ew-find er, sun
shade and filter halde r, one 400-faat g ear-drive n film maga
zine, a 60-cycle 115-valt synchronous motor, one 8-fr ame 
handcrank, power cable and a lightwe igh t carrying case. 
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r-------------:;;.~~l ~ sica l nor too popula r- with commer

it's easy 
(and inexpensive) 
to build y"our 
own network-
on the PRN ... 

THE PACIFIC REGIONAL N ETWORK 

provid es the perfect opportunity 

for you to build lour ~ ~ 

- tailored to match your specific 

di stribution pattern in the significant 

California market. 

COMPLETE COVERAGE? More 

stations in California than the other 

four networks combined! 

TAILORED COVERAGE? Your 

choice of from 4 to 48 stations

a network with spot flexibility! 

LOCAL IMPACT? Your 

advertising assured local market 

acceptance through local radio 

stations - many a port of their 

community for from 15 to 25 years. 

SAVINGS? Yes! . . . ~ time 

and effort with a single purchase 

and billing ... in cold cosh with 

a 20 % discount on published 

rates .•. (plus frequency discounts 

a nd important savings on 

transmission costs!. 

For details, write, phone 

or wire direct. 

PACIFIC 
REGIONAL 
NETWORK 

6S40 SUNSlT BOUHVARD 

HOLLYWOOD, CALIfORNIA 

CLI ff Gill TED MacMURRAY 

Gener a\ Manager HI. 7406 Sa les Manager 
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i cial copy held to a minimum, and 
I ha~ dled ,in a fri e~dl y m~nne r.: 

Here s som ethin g u'eve rh scorered 
\ from the rna£! you listeners send us. 
! A lth ough som e people prefer heavy 
: classical mllsic, and som e prefer ji ve, 
: m ost people prefer their music in be
: tu'een-'middle-of- th e-road' lTI usic, as 
f it were. 

" In fi nancial mailers, too, m o'st peo· 
pie incline toward a 'm iddle-of- the
road' institll tion. And that expla 'ns 
'he popularity of Morris Plan of Cali
fornia. This fam oll s th rift and loan 
headq uarters is a 'm iddle-of-th e-road' 
fina l/ cial institution- small enough to 
give each cll stom er f rientlly personal 
allenhon--,)'et large enollgh to handle 
any finand-al need qll ickly and amply." 

Public recept ion to the program was 
almost instan'aneous. A half-hour show 
at fi rst, Morris Plan added another 
half-hour. Ral ph Larson, president of 
The Morris Plan Compam' says, " We 
feel that the formula foll owed is a 
so und one, and we kn ow it has pro
duced results. But even beyond the 
results acc ruin g to the company. be
cause of the prog ram 's wide ~!,peal , a 
foundation of good will has been built 
which will aid materially in the pro
gressive development of the b usiness:' 

The program attrac ted new business 
to Morris Plan from the outset. Of 
the more than $3,500,000 in new 
Thrift Acco unts gained the first year 
the program was on the air, a substan
tial po rtion could be traced direct ly 
to the Hour of M elody . 

A fa rmer in the San Francisco area 
who hedded his cows down every eve
ning with music from the Hour of 
Melody wrote Morris Plan that since 
both he and his cows were benefitin g 
from t}lt' music, he would open an ac
count with them and put a way part of 
the income deri\'eo from the cows. 
This account has grown stpadily. 

Tele\'ision is a na tu ral for bank pro
graming. It offers the ba nk an oppor
tunit y to demonstrate the sen'ices it 
offers to translate ideas in to actions. 
The steps 1H'('essary t(l open a n ac
count , or to make a loan can be made 
tangible and the lIIystery taken ont of 
the process. The machine,; tha t are 
used in i ts dail y operations ( an he 
demonstra ted. Bank personnel can be 
int roduced to the public. New serv
ices can be demonstra ted as soon as 
they arc in opera tion. And of course 

there is the penetration of a picture-
a chance to stamp a trade-mark indel
ibly upon the public mind. 

The Shawmut National Bank~ 
Boston's radio pioneer, also sponsors 
the ShawlTlut N ightly N ewsteller five 
nights a week, 7:1 5-7: 30, on WEZ
TV. This program includes fi.\' e min
utes of li\'e newscast hy C. T. Scanlon, 
editor of the Record-A m erican , fol
lowed by 10 minutes of film newscast 
wi th livp commentary. The film news
cast solos the remain ;ng two nights of 
the week from 7 :20-7 :30. The Sha w
m ut Nightly Newsteller is shown on 
WNAC-T V week days from 7:45-7 :50 
p.m. fo llowed by five minutes of 
weather. 

On S undays, 6 :00-6 :30 p.m., the 
S hawlTlut Hom e Th eater on WBZ-TV 
presents Hopalong Cassid y fi.l.ms- one 
hour and 20 minutes of movies fol 
lowed by 10 minutes of news, The 
hank also uses one-minute announce
ments on the Louise Morgan Show, 
12:00-12:30 p.m. on WNAC-TV. The 
Morgan Show features short inter
views with the branch bank managers, 
and visual presenta tion of the banb-' 
man y services. ~nnouncements are 
used throughout the week and before 
all football games televised by WNAC
TV and WBl-TV. 

The Shawmut Indian , trade-mark of 
the bank, is used as identification on 
all TV announcements. The bust dis
solves into a live Indian who stands 
before a campfire whose smoke billows 
up to spell National Shawmut Bank. 
The Indian trademark is u~d with 
man y variations. 

Since television is taking over audi
ences from even the top 10 radio pro
grams. Shawmut's Vice President, 
J ohn J. Barry. maintains that morning 
news prog rams offer the best ,'alue on 
radio today. Because news over tele
vision has not reached the incisiveness 
and breadth of radio news, the TV 
viewer retires without having his appe
ti tc for news satisfied and in conse· 
quence joins the regular radio a udi
encc in the morning \"hile it is getting 
reach for work or school ; the morn
ing ; udiencc cumpos iti on, in his opin
ion, is pract icall y iden tical with thc 
total radi o-TV {'\'<,ning audience. 

The over -all cffe(tt of telpvision on 
Shawmut was to force it 10 iT/crcase 
its radio budget. It bought up time 
segmellt ~ that would be at a prPlllium 
as television blanketcd more and more 
of radio's night audience. Today, 
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54,720 precious 
minutes to Christmas 

A SUBSCRIPTION TO SPONSOR 

You need only a few of these to do 
your Christmas shopping for all your 
friends in radio and television. * 
That's all it will take to give them 
the gift they'd personally select
the gift they'll value and use 
the whole year 'round. 

So take a few minutes now to put down those you'd like to remember this Christ
mas-the sponsors, advertising prospects, agency executives, broadcasters, business 

associates. 

Use the order card 1I1 this i'ssue, or your own stationery, if necessary. But please 
make those mi nutes count. l\1ail early to enable us to acknowledge your gift on a 
beautiful card especially-designed for the occasion. 

SPECIAL LOW CHRISTMAS GIFT RATES 

or more gift 
subs('ription,,; co~ t 

is only $4 each . 

6 NOVEMBER 1950 
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Shawmut has more rad io time and 
programs than it did before television 
came to Boston. 

WPTZ, Philadelphia has four 
bank advertisers: The Corn Exchange 
National Bank and Trust Company, 
The Camden Trust Company, Benefi
cial Saving Fund, and the Fidelity
Philadelphia Trust Company. 

Corn Exchange has sponsored Open 
HOllse e\ery Wednesday evening from 
7:00-7:30 since October, 19'+8. A 
typical program fea tures a singer from 
one of the night clubs, the head of 
Pennsyhania selective service giving a 
review of the draft situation in the 

area, a human interest story with a 
local twist, :\1iss Pennsylvania, a day 
or two after she won the crown. 

CE uses its WPTZ program both as 
a selling and public relations medium. 
I ts commercials stress the services of 
the bank. ranging from safe deposit 
boxes. savings accounts. personal 
loans, trust funds. Virtually all phases 
of banking are promoted. Public re
lations-wise, Corn Exchange uses its 
program to help promote worthy 
causes: Community Chest, Boy Scouts, 
n ed Cross, and so forth . 

While the bank is reticent about at
tribu ting any specific amount of its 

NOVt:MBBR 

) 
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rruE:SDAY W(DN£SDAY 'fHURSDAY FRIDA~ 
MoNDAY 

radio st tions eve yw~ re 

6 7 8 

13 14 15 

20 21 
butj only one ... 'L.. '~~ 

1-- -
If ~ our 'a k', ,'un,' i, , 11('" ing ,ign , of :lIll'nll ,l. \\ 11 ,11 II ne ul , 

to hrin g it h:le k to a healthy gro\\'t h i, a COlll'l ' ntra ll'd d id of 

the ~a l (" - ri('h ( '('n tral South . . \11<1 to dl'l i\'l'l' t h:l t ( " 'n tral South 

on :1 pl :ltter. ju, t call on the re g ion '~ numher OIH' , ah', 

l1laker - \\,S;\l. .\ talent , t;lf[ of o\'er 200 p,'opl,', production 

b e iliti, · ... c apahle of turning ou t 17 IICIH'()I/' '/WH' S H'cdd y 

I\\'S;\\", ,' UITent "'on') :lnd '=;O.tlOO W:I tt , aI',· CO lllhin l'd in \\,S;\I 

to Ill:lk(' :In , ·.'dr:lonlinari ly eff" c ti \'e :Idvl'rti,ing lllediulll .. . 

\\'ant pro()f ~ ,\,k In' in l! \\ ':Jugh or :111~' l'l'lr ~' ;\\an. 
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ClEAR CHANNEl 
50,000 WATTS 

IRVINe. WAlJ ljH 

EDv.APO P( lilY &. CO 
Nol'o",,1 P'·P"'I'·"'<.Iti te 

1 

business to the program, an incident 
will reveal what the CE offi~ers con
sider the program's pull. A represen
tative of the Bechtel 1.nternational 
Corporation was on the show one Sun
day and in the course of his remarks 
spoke about the difficulty his company 
was having in securing skilled crafts
men to work on the construction of a 
pipe line in Saudi Arabia, because of 
the intense ht>at and the necessity of 
signing up for a year-and-a-haif stay. 
Within two days after the broadcast. 
247 specialists had applied for th~ 

jobs. Corn Exchange official", while 
greatl y pleased with the help they 
were able to extend to the company , 
reported that they weren't " too" sur
prised at the program's high pull. 

The Camden Trust Co. sponsors 
Kieran's Kaleidoscope, a film program 
on nature study and other topics fea
turing newspaperman John Kieran , 
every Sunday from 6 :45 to 7 :00 p.m. 
Located in Camden, N. J. , a city of 
100,000 population just across the 
Delaware River from Philadelphia, the 
Camden Trust is unique in that it was 
one of the first instances of a bank 
from one state coming into another to 
advertise on television. 

John Kieran helps with the com
mercials. He and Robert J. Kiesling, 
president of the Camden Trust, are 
shown discussing various phases of 
banking: they make the point that 
there is plenty of flexibility in the 
Camden Trust's services. The bank 
stresses the theme that " it can find a 
wav" regard less of the problem. 

Four Philadelphia hanks are 
sponsoring the election returns on 
WFIL and WFI L-TV, Philadelphia. 
Philadelphia Saving Fund Society, 
Western Saving Fund Society, Bene
ficial Saving Fund Society, and the 
Germantown Saving Fund are the 
joint bankrollers. ;\Iessages will be 
instit ut ional. 

All in all , there is no formula for 
hank ad H'l'tising. If a generalization 
could be made ahout radio and tele
vision adwrtising. it would go some
th ing like this: " Get a program for 
your cOlllmercials that will reach the 
population segment you want to reach. 
SelI specific hank sel'\'ices such as sav
ings, checking accounts. auto loans. 
Keep your message frit>ndly and easy 
--don't pontificate. dOIl't talk down . 
And ke('!, at it. week a ft er week. year 
after yt>ar. Badi o and T\T arc CUIl1U

lati\e. Frif'I1<ls aren ' t made in a day 
- lle ither are hallk clls tomers." * * * 
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BROWN & WILLIAMSON 
(CoTltiTlued from page 23 'I 

You'll find Kools will help a lot 
Switch from hots to ... 
Kools!-for that clean Kool taste. 
As Willie the pellguin says .. 
Throat Hot ? Smoke Kooools! 
Throat Hot ? Smoke Kooools! 
Throat Hot ? Smoke Kooools! 
Announcements of this 1\ pe have , 

YOU MIGHT CLEA 

BUT • • • 

YOU NEED 
THE FETZER STATIONS 

been rated as high as 12 b) Nielsell I 

and Pulse. But high listenership is due I 

as much to careful ~laci ng of all· I 

1I0uncements as to their charm. Tcd ' 
Bates timehuyers carefully s('all til(' 
ratings of local programs, pick out at· 
tractive adjacencies whcn they become 
available. This means constant huying 
and relinquishin g of annoullcement 
schedules on a grand scale. In Novem· 
her, for example. there were over 1,500 
Kool announcemellts to be watched 
and shifted when necessary. 1\ ovember 
reflects the seasonal inc rease ill adver· 
tising activity which lI o rmall y follow s 
a slack summer whell, presum ably , 
people do not have cold" to be soothed 
by Kook 

In general , daytime and nip;httime 
slots are balanced, for , although agen· 
cy and sponsor are thoroughl~' aware 
of TV's inroads on nighttime radio, 
they still feel It is the cheapest buy 011 

a cost per thousa nd basis. Da) time 
radio, they believe, is even better. The 
tremendous sales increases scored by 
three B&W ciga rettes, mainly through 
radio advertising, bears them out. 

TO VAULT INTO WESTERN MICHIGAN! 

This satisfaction with radio has not 
kept Kools out of TV. It now has 
franchises on 69 television stations, 
mostly in th~ form of 10 and 20·sec· 
ond announcements. The 20-second 
length is preferred since it allows more 
time to put over a story and most of 
the dozen or so Kool film comlllercial" 
were originally made for that lengih. 
With open time getting sca rcer on TV. 
Animation House, makers of th e ani 
mated Kool commercials, has had to 
edit down some of the older 20-second 
films by 50 % . Tm seconds is just 

AM or TV~ the Fetzcr stations arc thc highes t.eoycragc, lowest· 
cost outlets in Western Michigan - WKZO~ Kalmllazoo, and 
W JEF, Graml Hapids, in radio •.. WKZO·TV in tcleyisinn! 

\VKZO·\V JEF consistently get top lIonpe)'s in their home citics 
-such outstanding preference, in fact , that \YKZO·\V JEF m'tu· 
ally deliver some 57 0/0 more ~istencrs than the ncxt·best two-station 
choice in the area! BMB fig'tlrcs show that WKZO·\V JEF have top 
coverage in rural areas, too. }'e t you get this ells cOllllJi1latiun 
at 200/0 less than the next·best tH·u·station cllOit'(' in Kalamazoo 
(lJui Crmui Rapids! 

WKZO-TV is Channel 3 an(l basic CBS. Lah'st fi~UI'cs show 
that as of August 1st there w('re more than 70,000 sets within 50 
miles of WKZO-TV. FiYe great mal'kets - a population in ex· 
cess of one and a (,uarter million with a huying incollle of more 
than one and one-half billion dollars! 

A8k Avery-Ku()(lel~ Inc. for all the proof of Fetzcl··station 811' 

periority in ridl Western Michigan. 

enough time to put over a visual ver- , * Cornelius Jf' ar"!erda11t of ,he San 
s.Wn of the traditional radio jingle. record on May 23. 1942. 

Francisco OIYllllJic C/ull Sf" ,hi.~ Il'orld's 

Operating on the pol icy that ever) 
announcement must bring maximu;ll I 
return, Bates timebu yers do not buy 
spot schedules in a TV market until 
it can boast 20,000 sets or more. They ' 
then pick tip two or three 20-secon~J 
announcement schedules to es tablish a 
franchise, gradually increase the num
ber of announcements as sets multiply. 

5 NOVEMBER 1950 

I 

WJEF I WKZO~TY WKZO 
fdA IN GRAND RAPIDS, t4fJ4 IN WESTERN MICHIGAN t6fJ4 IN KALAMAZOO 

AND KENT COUNTY I AND NORTHERN INDIANA AND GREATER 
WESTERN MICHIGAN 

(CBS) (CBS) 

All three OWNED AND OPERAnD BY 

FETZER BROADCASTING COMPANY 
Avery-Knodel, Inc., Representatives 

53 



]U,.t keeping track of all these stations 
i:- one of the agcncy's bigge~t head 
aches: for example, one set of 5-1 an· 
nouncements in :\ ew York cost ,.; $5.000 
while another group of 27 in Portland. 
;\laine cos t:- only $300. 

I\.ool's broadcast advertising is sup
plementl'd with some lI1agazine and 
car card promotioll. FOllr panel car
toon- type ads are ('arried in Collier's 
American Ma ga:.ine, Cosmopolitan. 
Red Book, Tru e, and Argosv. So 
prone are people to vi ew Willie the 
Pl'nguin as an innocent. allliab l(~ char
acter that Collier's runs the 1\.001 ad 
ill an island positiun normally reserved 
fo r humorous cartoons. 

Car cards are used for I\.ouls unly in 
New York, on th e premise that an-
1I0UIICell1ellt schedules cost so l11urh 
there. Ted Batl's and BrO\\I1 &. Wil
liamson believe cards in subwa\' train'> 
ruund out their New Yurk coverage 
reasonably well for the money tl1£'Y 
have to spend. 

There are two other promotional 
angles which help swell 1\.001 sales. 
One is the handing out of complimen
tary five-cigarette packs of the product 
to travelers on airliners. Another 

is the marketing of plastic salt and 
pepper shakers l1Iolded into the shape 
of \\ ' illie and :\'lillie penguin. Posters 
are spread around among grocery 
stores and cigarette counters, inviting 
smokers to drop a quarter and two 
empty 1\.001 packages into an envelope 
and send it off for their set. 

\\ ' illie has become so popular a per
sonality that "\lartin Stone &. AssuCI
atcs, a l\ew York finn , " 'ere licensed 
to add \Villie's nan1£' and picture to 
toys. children's clothing_ and uther ap
propriate products. "1'"' shirts, with 
\\Tillie displayed life-,.,ize acruss the 
front, have bcen cspecially popular. 

Arcording to Browl! &. \\Tilliamsoll , 
1\.001":- sa If'S curve has angled sharpl) 
upward ill the past year , rising to ~1 

point about 30:( higher than the year 
before. Tobacco expert Harry :\1. 
\Yootlen ('stima tes 19-19 Kuol's sales at 
7.5 billioll cigarl'ttes, a billion more 
than Haleighs. 

Compared to I\.ools and Haleighs, 
the other ciga rette brands in the Brown 
& Williamson stable (Avalon. Wings, 
and Viceroy) a re modest sellers. Woot
ten estimates the combined output of 
\\rings and Avalon at one billion each, 

~~ ~SUvz4.1 
* J. The E~ MURPHY 
JfTVSHOW 
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HEADLEY.REED, National Represen tativ e s NBC A !filiate i ll C clltlal New York 

puts Vicero) ~ales in 19-10 at 800 mil
lion. (Tnder the impetus of a rapidly 
e1e\'eloping campaign by Ted Batcs &: 
Compan y, ho",e\'er. Yiceroy may well 
rise to third spot on the Brown & Wil
liamson sales roster. It is reported to 
have quadrupled its output in the past 
se\'eral years. 

Viceroy. like Kools. thrives on il 

spot announeement campaign. But un
like Kool5, most of its relati\'l'ly small 
hudget goes into tell'vision, plus ca r 
card~ and Sunday newspaper supple
llll'nts like the American JTI eekly. The 
present Viceroy selling theme reiil's 
mainly on a rf'C ent Reader's Digest ar
ticle attesting to th e greater healthful
ness of filter-tip cigarette". (Viceroy 
contains 7,200 square millimetl'rs of 
filter paper in its tip! ) 

The TV spot campaign for Viceroy 
covers 34 markets, so far, with a set 
of fi\'e 20-second filmed commercials. 
Metropolitan markets are the target 
of these eommercials, eaeh of which 
opens on a live-action scl'ne in a doc
tor 's office ,,·ith a smoker lea rning thl' 
advantages of Viceroy 's exclusive filter 
tip. Each film enels with a stop-motion 
,.ection showing the filter-tip's con
struction alld explaining how it is dis
colored as tars. nicotine waft through. 

Ted Bates' outstanding Sllccess in 
llsing spot radio and TT' for Kools and 
Viceroy is matched by an equally com
petent Tlet/vor/; operation for sOllie of 
its other brands, notably Raleigh. Th e 
20 November issue will explain how 

I Raleigh helped the B&W total grow 
to 17 billion in 11)49. holV totally dif
ferent air and sales strategies keep 
/\.001 and Raleigh apart. * * * 

MEN , MONEY & MOTIVES 
(Co11tinued frolll pag£' 101 

son1£'thing elsc which is 1I0toriously 
lIIissillg at agencies. 

* 
And yet who dares speak out frank

ly to end thesl' icky prac tiees? Not 
all agencies deplorc them, to be sure. 
Some play the social game to a fare
thl'e-wcll. rely upon slich tact ics to 
win clients where actual advertising 
know-how might 1I0t. But probably 
the majority of reputable agenc ies re
gret the genteel lI100ching and would 
like a gracef ul out. It is small com
fort that they thel/lseh·cs educated 
c1icnts to l'xpect all sorts of red carpl't
black caviar treatment. The thing has 
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now g rown illt o an absllrdit y. One 
hears o f out-o f-town advertising man
agers whose arri\'a l in New Yo rk 
i'tarts a chain-rpac ti cin of g roanings. 
One gpnt cont ro lling a SIOO_OOO ac
('ount (not hig as accounts go, na tur
a lly ) has sO takell advantage tha t he 
must change agencies about e\,pry l 8 
mon ths. Tha t's about as hmg as any 
house wi ll suffer his two, th ree or 
four visiting firel.nan trips per ypar. 
a ll Slir Ie cu.D. He's an extreme, hut 
only an extreme. 

* * * 
The facts of life heing wha t the) 

are, and the thilij g grown to its pre~ent 
proportions, nobod y quit e knows what 
to do about it. In theory. agenc ies 
hold their ad\'ertis ing kn ow-how is all 
that should count. In everyday rea lism 
they know that the yen for pri \'ate 
f un Oil the part of clients 111 a )' be the 
key to contro l of the acco unt. Not 
invariahly t rue : but oft en eIl o u~h. 
Vivid is the dread that a rival agency 
will entice th e account into EI :Moro('
('0 some enchanted evening. 

* * * 
We have heard of at least one agen-

cy that has recently revolt ed a nd now 
informs its accou nts, tactfull y but un
mistakably, that it does not exppct, in 
the name of advertising service, to 
run personal errands or procure things 
and stuff for private fun. But even 
th is agency is not bold enough to 
permit quotat ion. * * * 

MR. SPONSOR ASKS 
(Conlinued from page 39 ) 

This is h ow 
found out th at 
you can get an 
excellent rad io 
show from the 
tape auclio por
tions of a televi
:3 ion program. 
Last year, when 
r was directing 
the Kay Kyser 

Mr. Kelly 'v ideocast, th e 
~how was pu t O Il tape to consider the 
possihi lity of using it aga in as a rad i" 
prog ram. A ft er hearing the play hack. 
a ll of us connected with the telecast 
realized that the show in i ts enti rety 
would not make good AM fare. Oh 
viousl)" the vi:mal effects could not be 
transposed to the tape and thi s left 

~ 

MORE THAN . -' 

~. :':LK ID~S 
_ " " , . , . "," 

IN 'CULLMAN~, " ALABAMA. 

VOTED FOR 

-~------~ ........ ~ ' Populot ion (1940 Census)-5.074 _____ 

SENSATI ONAL PROMOTION 

CAMPA IGN 

From buttons to guns-is brea k· 
ing traffic reco rd s I 

LOW PRICED! 

%-Hour Western Adventure 

Program ... Ava ilable : 1· 2-3 

times per week. Trans cri bed 

for local and regi o na l 

sponsorship . 

Do kids love " Cisco Kid ?" 
Kl e in' s Dai ry says: " Yes'" 

. .. 857 kid s (% of Cu llma n's 
kid popu lation) signed peti
ti on s say ing : " Please keep 
Cisco Kid on the air! -we love 
Cisco Kid! " Says Hudson Mill a r 
WKUL Manager : " Cisco Kid is 
the best show we have on 
the aid" 

Write, wire or phone fo r proof 

of "Cisco Kid 's" sensational 
performance. See the factua l 
presentation ' 



When you're making out that sched
ule for the Southwest don't over
look this soles-winning pair of 
CBS stations. For availabilities and 
rates, write, phone or wire our 
representatives . 

National Representatives 

JOHN BLAIR & CO. 
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<:ilent gaps of vari ous lengths. 
Ih f'<iitinO' out the v isual segments 

we I; ad 1110r; than enough material left 
fllr a half-hour air :;how. We juggled 
:l ruulld the good audio portions and 

IlUt tO CTethpr what WI' thought was an 
l::' • I pnlpl tailliug 3(),mil1utp program Wit 1 

plcllty of audiencp apppai. 
\,\7e could afford to work ex ten:;i\ e1} 

O il :o.hapillg up an acceptable radio 
how !'in('(' we didn't han' to pa} ('os tl y 
ludio rent or a ho:o.t of p('rforJ1H'rs for 

rellParsal timf'. \\'e did the job in <l 

(' oll1 f(.rtahlf' confe rf'lIce room. 
Althongh radio will always be all 

illlpor tant ad\eJtising nwdiullI. [ he
lie\e that in the future ed it ed audio 
po rtions of taped television shows will 
be one o f the major meth ods of radio 
programing. 

SPOll50b wi ll e \ entually shift the 
liuu's share of their ad\ertising bud
!.!;ets tn T\~. Howev e r, they will want 
;0 rel1lain ill rad io but at a minimum 
r osl. This m ea ns th ey will he looking 
for video :;hows that co uld hI' put on 
both radio and television with all11o~t 
uo change nf'ces:;ary. The hes t exam
I'll' WI' "aye today is The Coldbergs. 

I alll curre ntly dir('('\ing a new show, 
A nit 0/ Il eavell. soon to he unyeiled 
Iwfore the A BC came ras. which h as 
heen ~pecifically d es iglH·eJ for use 011 

radio and televisioll. The show con
"ists of I S·min ute vignettes put on 
thrice weekly. 

The prillcipal factor lurillg the :;POIl
sor to this show: it can he used for 
radio with alll10s t no ed iting. A nd. to 
a('('olllp lish this. nOlle of the good vis
ua l e fIects had to he aha ndonf'ri on the 
lelecast. The tric k is in scripting it 
likf' a radio show. 

When the hero looks over the beau 
liful valle) he will descrihe what he 
-ee". Ordinarily, thi" is not done Oil 
rv hut s ince the show will also h e 
used on the air. the entire program is 
writtpn this way. 

You might thillk that this would 
make the \ideo drama drag in spot:--. 
It doeslI·t. On the cOlltrary. lIlalI\ 
time:; it pr()\i(lf's aodpd vitality <lnd 
pmotional impact. 

1' \1\ so ('onvinced that the audio por
tiolls of televisioll ~hows will mak e up 
lht' has is of lI10st of radio's program
illO' ill tllP future that I hayf' <:reatf'd l::' 

III)' OWII ~how. Telltati\'('ly titled /t 
Rndly I/alll )elled. it will serve a dua l 
~' o If'. 

FHE!) KELLY 

Illdepel/dcllt TV Vircctvr 
/\ '<'IV fork 

AD MANAGER'S BOOK SHELF 
(Colltil/ued from page 3~ I 

fuod firm: " You're supposed to know 
all tha t stufI in the hooks. You e ith er 
get it in college or through expcrience. 
\\ ' hal 1 do is put the trade paper:; to, 
O'(·tllPr in a bound volume and keep l::' 

them. " 
The \'OlIllCT advertising manager of a , 0 

Ileav)' air-spending drug company sa id: 
" I f you co uld only persuade sOI1lPonp 
to \\:rite a compreilell:;i\'e hook cover
inO' all o f radio and TV a(hertisillg 

l::' • 

you'd h3\·e something. I mean one 111 

~\'hich each sed ion would he written b~ 
a different expert. I want the works. 
;\Ieanwhile. therp arf' "ome good hooks 
I use." (Among th em were those de, 
sc ribed here. ) 

Of those a(herti~ing mell who said 
they did keep books handy in the of
fice, the majority mentiolled the "Ad
vertising Handbook," edi ted hy Hog
er Barton. (PublisllPd by Prentice
Hall, Ncw York. 19.')0.) This is a book 
which cowrs p\ery pha:;e of arhertis
in<T deHltillCT two s(,ctions to radio ! C'" - e 
TV. It has sound use \'alue for broad· 
east as \\ell as other adverti sing pur
poses because each of the sec tions is 
writte n hy sl)('cia lists . 

The c hapter on "How to \nite radi v 
cOlllmercia ls' · is by William Reed 
Johnston. radio and television g roup 
head, J. \\' alter Thompson Company, 
Chicago. It 's a direct and simple hreak
down on the radio writing technique"" 

with top-flight ex~mples from T ~I~" 
"cripts of shows like Don :\1c:'oieJ! ~ 
Break/ast Club. 

This is not the kind of thing agency 
radio writers would turn to for in· 
"pirati on. But it might provide a val
uable f('w minutes of reading time for 
a sponsor in douht ahout th e sty le of 
a comme rc ial that's been written for 
him. 

For exa mple, suppose you have a 

network drama and the agency callie 
to you with a series of conll11ercials ill
teara ted into tllP dramatic part of the 
sh:\\,. And suppose th e integration 
didn't hit you right. After per~uasive 

P) rot e<'l1l1 ics f 1'0111 the a~ency \lien, y.o~ 
mi<Tht find yourself go mg along WJtll 
0, • 

the approach. A few \\oub o f adnci', 
hOW p\'N. frol11 Johnston's chapte r. 
miaht reell force your initial misgiv
iJl(~. " \\'h ell commercials arp writte n 

l::' • " J I ill as part of til(' SCript, 0 IJI:- ton 
warns, " tile) should contribute sonlP
thin<T to the f'ntprtainll1ent of th e show. 
... Srhil' type of ('omll1p)'cial must he 
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handled very delicately . . . without 
ever making the product itself appear 
ridicu lous. " 

The sC<'ond seetion of "Advertising 
Handbook" devoted to th e air is called 
"How to use radio and television a" 
advertising media. " It was written by 
Charles Hull Wolfe, radio and televi 
sion copy chief at McCann-Erickson, 
Inc. 

\V oIfe's chapter is a highl r com· 
pressed round· up on th e wholf' ind u...; 
try. One of th e high points is hi" li ~ t 
of commercial techniques suggested by 
radio r ~search. H f'H' again there':; 
some quick and valuable gui(L:: nce for 
the spol15or wi th decisions to makc. 
Ideas, after all, are the most illu:o.i\'e of 
thin gs to make df'( isions ahout. A 
shading here and there can make it 

difff'rence and it's always important to 
keep hasic principles in mind. Here 
are some of Wolfe's : 

1. "To help assure that your com
mercials w ill be memorable, make th em 
either 80 plea:o.ant to hear that they 
produce an immediat e reacti on of en
joyment, or so forceful and repetitious 
that th ey cl:eate a momentaril y unplea ... 
ant response. (This law of cx trell1i.:s 
is based 011 commercial tests of the rc
lation of liking to remembering as wei) 
as on analysis of sales res ults of radio I 
ad ver~isers. Both ex periments and COlll

mon experience suggest that it is th e 
neutral commercial , li ke the " neutral" 
human personality , that is most easily 
forgotten. ) 

2. "As further aids to memor}, keep 
the total number of ideas to a mini
mum, put the mo~t important idea at 
the beginning and end of th e commer
cial, use a \'i \'id presentati on device to 
heighten the intensity of the idea, and 
organize the commercial so it progress
es from the general to the specific. 

3. "To give yo ur commercials ef· 
fective announcing ancl production, se· 
lect the announcer for a voice that c re
ates the impression you want associat
ed with the product, build the an
nouncer up as a likable, believable per
sonality, and inject some element of 
the program itself into the com mercial 
-audience laughter, applause, or par
ticipation in the commercial by a mem
ber of the audience-to maintain the 
sense of contact between the listener 
and the program." 

Wolfe is also the author of a full
length book called "Modern Radi o Ad
vertising." (Published by Funk & 
Wagnalls, New York 1949. ) This vol
ume, based partially on original Ie-
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search b) \\' olfe. is a good allfl d~· II antlbook" In \\ olf(~. Thl'll \ uu read 
taileJ !;umming up of rt':-:-careh serv- a book hy \\' ~Ue and \·ou \ 'c got more 
ices, characteris tics o f IIct\\'ork and abo ut the indu!-;tn ill greater detail. 
spot radio, singillg cOlllmerc ials, alltl That putS) ou in the mood for a whole 
other basic pha:-es of radio/ TV ad- book titled "Ilow to Duy l\'ational 
vertisillg. 

Trouble is. and thi s is not a criti · 
cism of th e hook ibcM, that each of 
Wolfe's well handled chapters is worth 
a hook. SPO:-'-SO H's reporter, on tCIl!
porary as~ignm('nt to the l?ewk bcat, 
fOllnd th at olle ['ook leads to another 
- whets th e appetite for another, that 
IS. You read a c1I3pter in "Advertising 

• 

Spot," or one devoted f'xclusivdy to 
singing cOlllmercials. 

A basic diffi(,ulty in puhlishing ra
dio/TV books is that they go out of 
(late rapidl\,. This i:o. particularly true 
of anything writt en about TV. But 
CH'n radio l ooks hecome quick victim~ 
of th e art of change in the industrv. A 
glance a t a hook publi slJ('cl 111 1939 

~..I '_ D~~I~ 

5lii 
... ........ ...... ~~. 

* * * ., W MBD is the pick 01 the lield-a lavor

ite that alone gives you ellective cover

age in the rich Heart 01 Illinois market. 

Many radio advertisers gauge BMB measurements on the 

basis of 50 <fo coverage or better. The latest BMB study 

proves that WMBD is such a favorite in 6 out of the 14 

daytime counties covered by WMBD. DA Y and NIGHT, 

WMBD alone does an effective job in ALL of Peoriarea. 

Compare before you buy . . . ask FREE and 

PETERS for the COMPLETE WMBD story! 
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bears this out and al:"o pro\-i des some 
interesting perspe<., ti\e on rhange sinn' 
then. \\"arren B. Dygert's "Radio a" 
an Adyertising XJpci iul1l" I :\lcGra \\ 
II ill. '\ew York. 1939'. is not so much 
da ted in ideas 3:; it i:, in factual con
tent. At that til1w television was a d is
tant de\'elopnwnt \\"hieh would "a t be~ t 

broadca"t not more than 3n hour or 
two ea('h day." The Cooperatiw 1\n:-\!
ysis of Broadcasti ng (CA13, was "till a 
force in the resea r(,h world. 

D} ge1't's ideas. on the ot her hand. 
arp still fresh as a daisy - I I or more 
years after they were wri tt en. In fact, 
reading it in 10,'50 is a doubly infor
matiY<:' experience: ) ou get some good 
hasics put over well and you get a 
sen:,e of radio\' hi:,tory by seei ng how 
things have changed si nce 1939. 

Almost en'r) one q ueripd b~ S POi\'

SOR expressed in terest in a book on tel
evision tec hniq ups . One ad ma nagpr 
\\an ted one which would rover every 
phase from producti on, to directing. 
to ta lent , to writing commercials. 

One large-scale T V project is now 
under way, with Edgar Kobak as edi
to r. McGraw-Hili will publish this 
book to be called " Handbook of Tele-

vis ion," probahly in 19.52. It will be 
written fr 01l1 the viewpoint of station 
management and there \rill he 40 chap
te rs, each by an expert. 

One good sourcp of hasic informa
tion about radi o has [dways been col
Ipc ti ons o f radio ph1 ) s. The :\ orman 
Con\ in dra mas, i:;:;ued in hook furm , 
influenced radio writers for a numbf-r 
uf yea rs. shaped adye rt iser thinkin g as 
well . Today . collec tiuns of televi sion 
plays a re pa rticularly important to th~ 
advertiser berausp the staging calk:d 
for by the plot of the play itself i:, 
often th e determining factor in rai~

ing or lo\\ e rin g ('osh . 
The sooll -to-pu blished "Best Televi

sion Plays of thp Year," hy \';Tilliam 
Kaufman , r asting director of .;\'BC Tel
evis ion , is the first TV collection to 
datI'. ( Publisher. :\1erlin Press. Inr· .. 
New York.) Reading th e original TV 
dramas in the book, togetlwr with ac
companying artidps. should help de
velup a television sense in advertisers 
who must g ive the yes or no tu TV 
scripts. 

One of the hardest-working of ra
dio/ TV advertising's authors is Mau
rice Mitchell. form er dirertor of the 

WREN ···TOPEKA, KANSAS 

CITY SATURATION 

• 
COUNTRY COVERAGE 

WREN 
5000 WATTS "FIRST ALL DAY" 

WEED .& CO. NATIONAL REPRESENTATIVES 
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BAB and 110W head of Associated Pro
g ram Service. :\-lit('h \\as respollsible 
for man y of the BAB's factual publica
tions on radio ( \\ bich , ineidentalIy, 
a re good hets for reference material' 
and he's also bpen working for over a 
) ear on a radio advertising book, 
which he feels is sorely needed. Book's 
main purpose will be to prO\-ide prac
tical infurmation for the adwrtising 
manager \\ho has no source of radi o 
techniques in terms of his own busi 
nes:;. The writing jub may be finished 
by th e end of the year. 

The best single source of informa
tion on \\hat books are availahle in 
advertising is prohabl y th e " Classified 
Bibliograph y on Advprti"ing, :\Jarket
ing. and Related Subj ec ts" issued by 
the Advertising Fpderation of Amer
ira . It was first published in 1942, and 
yearly supplements have been issuer] 
since. The first of next year, AFA will 
print a list of all advertising books 
published from 1931-] 950. This should 
be an invaluable list of basic sources 
- and a good hunting place for books 
of particular interest in your own bu~
mess. 

Till that bibliography comes along, 
here's a brief starter to add to tho~e 
books covered in more detail abm'e: 

" Radio A(h-ertising for Retailers," 
C. H. Sandage, Harvard University 
Press, Cambridge 1945. An excellent 
book of practical principles includino 
what percentage of a budget shoulJ 
go to advertising. 

"Advertising Procedure." Otto Kep
ner, Prentice-Hall, Inc., New York 
1950. One of the classic general ad
vertising books with a good chapter on 
radio. Now in its fourth edition. 

"Your Creative Power- How to Use 
Imagination:' by Alpx Osborn, Charles 
Scribner's Sons. New York, 1948. An 
easy-to-read. yet bask ally scientific pep 
talk book for creative workers. A pos
sible prescription for a blue Monday 
along Michigan or :Vladison Avenues. 

"How to Use Psychology for Better 
Advertising; ' :\Ielyjn S. Hattwick, 
Prentice-Hall, Inc., New York 1950. 
The psychological fundamentals 111 

selling with specific applications tu ra
dio as wpll as other media. 

"Th is F ascina ting Radiu Business," 
hy Robert J. Landn Bobbs-l\1prrill 
C·ornpany. New Yo;k. Indianapolis, 
194(). A well written desniption of 
radio's de\'c!upmenl as an en tertain
l1Ient nwdiul11. ~hin trade use: per
spective for hegil1lwrs. 

. "The Advertising and Business Side 
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of Radio," by Ned Midgely, P rentiee
Ha ll , fnc_ New York 1948. All-aro und 
book on purchase of b roadcast t imc
netwo rk, regional , and spot. Cove rs 
resea rch. pla nning a campaign. and 
other bas ic g round. * * * 

TV RESEARCH 
(Continu ed from page 31 ) 

courage ment fo r ach 'ertisers who have 
their na me ta lent deliver ('om!llcrcials 
personall y. Though T rue feels that no 
final conclus ion can be rcached on thc 
basis o f this survey alone. there wer~ 
striking indicati ons that star-delivercd 
commercials a re bes t remembered. 

Dave Garroway, for exa mple. U SeS 

the same easy-going, eyes-aflutter ap
proac h to Co ngoleum-Nairn commer
c ials which has cha racte r ized his rise 
to na tiona l telev ision popularity. The 
Dave Garroway S how (N BC-TV ) is 
only three percentagc po ints behind 
Milton Berle in sponsor identificati on 
(55 7c for Ga rroway; 58% for Berte ). 
Berle. who has been a sta ndout for 
Texaco for three years. leaves commer
c ia ls to S id S tone_ the p itch man_ 

Further ev idence of the in fl uence the 
ta lent 's persona lit y has on sponsor 
identification is prov ided by compara
t ive fi gures for Berle an cI S id Stone. 
Berle, of course, is extremely well 
kn own and 91% of the resp~ndell t " 
had seen him on T V. Onl y 48~ of 
th e respondents sai d that they had seen 
Sid S tone. But the fi g ures fo r identi
fi ca ti on of ta lent a nd p rod uct tell a 
d ifferent sto r\'. Berle has a Texaco 
ident ification of 58'1c a mong his view
ers; Stone has an identifica tion figure 
which is 17?;, hig her, ohv iou<:ly be
cause it 's he wh o does the commerc ials. 

A dir{:{; t compari~ol1 is furni shed by 
the Ed Sulli van and Kay Kyser sh ow~. 
Both a re sponso red by a ut omobi les. in 
fact by cars of the same co mpa ny
Merc ury for 5 ulliva n, Ford for Kyser. 
Yet 76 % of men, women, and chi ld rcn 
in the sample who have seen Sulli van 
co uld ident ify Mercury; only 45 % of 
Kyser's viewers named Forei. Sullivan 
does some of the Mercury commercials 
himself. but on the K vser show all of 
the commercia ls are ieft to the slick 
delive ry o f Ben Grauer o r a ppear 011 

fi lm_ 

The highest sponsor identificati on of 
all was reached by a local Chicago 
show in which the sponsor himself was 
the MC until recently. Jim Moran, 
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owner of a remarkable Chicago firm 
na med Courtesy .Motors, was idf'lItified 
with hi s company hy 92r;~ of his \' iew
ers. ( \loran is a bea vy local adver
tisi ng spender, inc identally - one good 
reason 1'0 1 h igh rememhrance va lue.) 

(In terms o f popularity, True's re
sults don' t d i fIe I' substan t ia ll y from 
the piet ure g iven hy various program 
rating sp n ·iccs. Arthur Godfrey was 
the most popular star in Chicago with 
9(){l of the respondents who'd seen 
him; 87{1r who viewed him reg ularly. 
M ilt on Berle was second with 91 ft 
a'nd 66{t; . Bert Parks was th ird with 
31 C;~ and 57 r ; . Since Bert Parks and 
Godfrey are on 1110 re tha n one TV 
show, these figures are not expres
sions of the re la ti ve ranking of any 
one show against another. This is a 
sta r-against -star si tua tion.) 

Perce ntages referred to here are nnt 
an index of relati \'e po pula r ity of thl? 
show itself. :'<lor are they a ffected by 
show popular ity. They're mere ly the 
pe rcentage of those who've seen a spec
i fi ed program and know the product 
or the sponsor. 

True's sponsor identifi cation fi gures 
are not an absolute comparison of en
tertainers. As he himself po ints out, 

"There are man) unc(Jntro\lahh' \aria
tions such as lpngth o f time talent ha~ 

been on TV, whether or not they take 
a summe r hiatus, nu m!JN of programs 
for specific sponsor. possible O\'erlap 
ill otber adwrt ising media .... " But 
his fi gures do provide sponsors with 
a good general ind ication I)f the im
pression stars are making. Sponsor 
identification can't be regarded a~ th p. 
next best thing to proof of sa les. It 
is an important indicator. however. 

Breaking down sponsor identifica
tion figures by sex a nd age. True 
found some int eres ting variations be
tw('en the group", . Children. it turned 
ou t. knew over 10 j1, more of the spon
:,ors than adults. This held true even 
for the produds wbich th e childrell 
a ren't yet old enough to u.;;e_ :.\lolly 
Goldberg is identified with Sanka b y 
4W1 of men; 57( ; women; ()3';' ~ chil 
dren. Hoy Marshall is linked \\' ith 
Ford by 6~ ~1c of men: 70(i i of wom
en; 9W ; of children. " \Vonder what 
such deep penetrati on into children's 
m inds will do to their product pref
ences of the fut ure?" True cOlllment s. 

The question set forth at the begin 
ning of this articlc was: "How thin 
call Godfrey spread himself?" The all-

FIRST in '" II woe the QUAD CITIES 
In Davenport, Rock Island, Moline and East Moline 
is the richest co ncentration of diversified industry be

tween Chicago, Minneapolis, St. Louis and O maha. The Quad 
Cities are the trading center for a prosperous two-state agricultural 
area. Retail sa les, total buying and per capita income rate higher 
than the national average, according to Sales Management. 

WOC AM s,ooow. woe FM 47Kw. 
- 1420 Kc. • - 103.7 Mc. 

wac delivers this rich ma rket to N BC Network, national spot 
and loca l advertisers ... wi th 70 to 100% BMB penetration in the 
two-county Quad City area . .. 10 to 100% in adjacent counties. 

wo C T V Channel S 
- 22.9 Kw. Video· 12.S Kw. Audio 

a ll the Quad Cities' fi r st TV station NB C Network ( 11011-

interconnected), local and film programs reach over 23,500 
Quad Cities' sets ... hundreds more in a 75 air-mile rad ius. 

Basic NBC Affi l ia te 
Col. 8 _ J . ,"al mer, President 
Er nelt Sanders, G eneral Manager 

DAVENPORT, IOWA 
FREE & PETERS, Inc . 

Ex c lus ive National Representa tives 
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We like to be 

o H 
SPOT 

• On the spot to 
Beli,rer CBS to one 
ntillion people 

o On the spot as 
Burllaln's Number 
One Station 

\ 

HOOPERWISE 
BMB-WISE 

We'd like to be put 

ON THE SPOT 
SCH"EDULE OF 
WHO WANT 

,CLIENTS 
RESUL TS 

WDNC 
Durham, North Carolina 

5000 Watts 620 Kc 

PAUL H. RAYMER, Rep. 
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>, wer is that powerf.ul per~onalitie~ like 
Godfrey and Rert Parks apparently can 
take on a IlU111her uf achertiscrs and 
still link themselws with their variou.~ 
products in the minds of viewers. 

True arrived at thi s cOllclu~ion in a 
wa\' that sounds 1I10re <'om},lex than it 
i~. He took the total number of viewers 
of a sptxific ent (' rtainer and compared 
them with the number of corr('rt ,.;pon
sor identificat ions gh 'en hy t ho~e 
\"I (' \\'('rs. 

Codfrey's viewers did H'ry \\('11 at 
remembering that bo th Chesterfield 
end Lipton were his TV sponsors. 
Some 797c identified him wit'h Ches
terfield; 45 % with Lipton. 

Similarlv, Bert Parks and Kukla. 
Fran. and' Ollie do well for their sev~ 
('fal sponsors. The figures sePIll to in
dicate that the fact that a star h?.s 
numerous sponso rs won't keep him 
from gaining a high sponsor identi
fication with one or more of the prod
ucts. Prohably how often, how long, 
and in what way the star has been a.d
v('rtising the gi\'en product is the de
termining factor in each case. 

That Godfrey 's sponsor identification 
with Chesterfi('ld is 79 '/c and with 
Lipton only 45 % isn't surprising wh('n 
YOU consider that Godfrey has also 
heen linked with Chesterfield through 
billboard and space advertising for 
quite some time. 

Bert Parks has a sponsor identifica
tion of 35j1c for Old Gold; 32':'1r for 
Bristol-Meyers; 30% for Admiral; 
11 % for Bemus. Substantial diferenee 
between the first three figures and the 
11 7<" for Ben rus is easily accountable 
for. Parks MC's full-length shows for 
the firs t three advertisers, is only part 
of an announcement campaign for 
Benrus. 

The NBC-TV Saturday night Show 
of Shows is low on the list of cumu
lative sponsorship. The program's 
pantomiming star, Sid Cat'sar, gets 
only .02% for Walgreen, .04(/~, for 
Magnavox, .07 % for Snow Crop, put
ting him last on the list of multi-spon
sored talent. This isn 't surprising when 
you consider that all three of his spon
sors share a single program. Nor does 
it mean that per dollar!' !'pent and per 
~ales made, Caesar isn't as good a hu\'. 

\Vhat about slogans on television? 
Cautiou!'ly, True points out that in· 
terpretation of his slogan survey re
!'ults is questionable. First of all, most 
of the slogans used on TV are also 
u!'ed in other forms of advertisillg. 

And many are ,ear~ old. :::'econdlv 
the prominence given slogans in T'" 
adwrtising \'aries with the different 
sponsors. Thirdly, some !'Iogans lend 
them:;;eh'es or haw he en made to lend 
them~el\'e" to TV while others don't. 
And. fourth. some slogans are more 
ea!'ily recognized with the hrand name 
left out. 

At any rate, True say" that "with 
2ll the money poured into puhlicizing 
a slogan or theme. tht're is still an ex
travagantly expensh'e confusion factor 
present ill nearly all slogans. 

"F ord\ thel1le 'Test drive the new 
1950 Ford' i" kllowTI by only ·13~7c of 
all the men. Some 2W~ , or two-third3 
as many as kno\\' the theme, think it is 
for Chenolet or Buick or some other 
competitor. 

"After years of plllgging on radio, 
in magazines, and on oll e of the finest 
and most expensive TV programs, only 
1070 of all the men viewers know th~t 
'Philco is famous for quality the world 
O'ter,' and 81"1 thought that the slogan 
features a cigarette, auto. or some 
other product." 

The most di~ouraging aspect of the 
slogan situation for sponsors is the 
"confusion factor" that seems to be 
inherent in their use. That is. for 
every pt'r!'on who can identify the slo
gan correctly, there seem to be a cer
tain number who not only don't know 
the right sponsor but name another 
product in place of the right one. 

"Look at the confusion factor on 
cigarettes: Old Gold, 19% ; Philip 
Morris, 12% ; Chesterfields, 13%; 
Camels, 7 jt,·. From one-fifth to al
most one-half as many viewers have 
the slogans mixed up as those who 
know them though you see cigarette 
slogans wherever you look." 

In the face of this poor identifica
tion of slogans, radio and television 
still seem to come off rather well The 
slogan best rem!'mbered in True's TV 
survey and one of the two slogans for 
which there was no confusion factor 
was made famous hy radio. This is 
the Blltternut hread slogan, "Tut. 
tut. ... Nuthin' but Butternut." 

The fourth-ranking TV slogan and 
one that's tied for lowest place among 
slogans with a confusion factor was 
developed entirely through television. 
This is the rhythmic "Carpets from 
the looms of Mohawk." 

The Mohawk slogan is known by 
54% of all the viewers surveyed. Yet 
Mohawk':;; Roberta Quillitw Show is 
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seen hy only 23 1
/ { of respolldcllt::;. Th i:

means tha t actuall y tw ice as lIJallY 
viewers rememher the slogan o f the 
com pany as remember the entertain · 
ment as a who l ~ . Ohvious conclu~ioll: 
when properly staged. a slogan on 1'\ 
ca n s('ep read il y into the ('on:,ciousness 
of viewers. 

The staging of the \lohawk ~duga n 

ma kes full use of sight <111l1 sound. It 
is, in fact, a minor work of COllllner· 
c ia ) art. A cl}'ora) g roup sings tile 
sloga n in resoulld ing Hlld irrpsistible 
base rhythms; at the ~ame time, a 
tom·tom beats a nd hefore the sc reen 
revolves a perfectl\' li t ro ll of carpet. 
Mohawk show c red its are superim. 
posed on the carpet in c1pa r whit f' Id· 
ters. 

In a n effort to find out how the 
viewer 's slogan knowledge rela tpd to 
the product 's TV show, True devised 
a simple form ul a. He di vined the total 
number of viewers who saw the prod. 
uct's show into the total number of 
viewers who could complete the prod. 
uct's slogan. 

Mohawk's slogall ra ti ng by this 
reckoning was 234. Tha t is. over twice 
as ma ny people knew the slogan as 
said th ey see the TV show. 

Ford, on the other hand, with the 
Kay K yser sho\\' land radio, news· 
paper s, and billboards h as only two· 
thirds as m any people knowing the 
slogan as view the Kay Kyser TV 
show; and almost one·half as many 
people watch the Kay Kyser show con· 
fused the slogan with Chevrolet or 
Buick or some other competit or. 

By now, Herbert True must be 
ranke.d. as one of television's most 
energetic collectors of facts. A few 
months ago he compiled TV~~ most 
comprehensive dictionary; it appeared 
in SPONSOR ( three issue5. sta rting 13 
March ) . And he's now at wo rk on 
revised dictionary. 

Here are some of T r ue's sidelight 
comments on his research : 

" About one·fifth as ma ny people 
who knew Ed Wynn was sponsored 
by Camels thought he was sponsored ' 
by Texaco, in spite of the fact i t has 
heen almost 10 years si nce W ynn was 
on the radio for Texaco." 

" Many, many favorahle comments 
on the style, delivery and believeability 
o f Dennis James giving the Old Gold 
commercials. Also favorable com· 
ments on Sid Stone for T exaco." 

" Butternut Bread seems to monopo· 
lize the Hopalong Cassid y show over 

6 NOVEMBER 1950 

'\{eadow Gold butter, but thi~ could 
easi ly be .a holdover from Butternu t\ 
,..tTOng r adio cam paign." 

" Some middle·aged men, laboring 
cIa"", \\ ho remarked they did not have 
time to \\<11<'h TV u"ually s tJrpr i:,('d 
th ell1~ ('h- e:; II: fillding out that they 
did ha\'e fa\'orite shows, ma(le all e f· 
fort to ~ee thcm ano in a g reat man y 
c.'lSf'S retained much of the sales meso 
"age, sponsor, and slogal/." 

The eold fi gure,;; in True's research 
pres('nt('cl in chart form at the begin. 
ning p;iges of this a rticle, are worth 
can,ful study. Look them over and 
draw your own conclusions ahou t how 
well TV's "la rs are (loing for their 
"ponsors . 

LOCAL BAKERY ON AIR 
(Contillu ed jruT1/. page 28 ) 

* * * 

\Vorcester's rmlio heginning was in· 
uuspicious, Ha rry Brown r('ca ll s. " Of 
course a radio station salesman a t 
WDBH ( now WTAG) sold us the idea 
in th(' first place. Our expend it ure was 
60 fo r one full hour. We thought it 

a "NY extra\'agallt sum for such fool· 

ishnc;.;s . That' ,.. ho w igllorant we wer l' 
ali(I IWl'hap" no \\' arc. I say /l OIV be· 
cau,,(' maybe. in \'ie\\ of it:; efIcdi\'e· 
ness, I shonld up my prp"' Pl1t radi o 
linw." (Lucal stations, pl ('a ,..;~ note.) 

At first, \V orcestf'r Baking programs 
were put on lII ol"tly as a no\'( ~ lt y. But 
audience r('s pon~(' wa:, pneollTagill p: 
and the Ilm·plty asp('Ct of radi o was put 
as ide for so me scrious air campaign· 
ing. 

OVf' r a pf' riod of y('ars, T own Talk 
used announcellwnts, household pro· 
grams, live o rchestras, trans.c ri hell mo· 
sic shows amI kid programs. Around 
1937 the threat o f wa r in Europe 
move(l ill and H arry Brown judged 
that llews hroadca-.ts would he o f top 
interes t. That is when Tow n Talk 
tUfl1(' ll to WTAG J}(' W S sponsorship. 

Says Brown, " ,Ve' r(' not marrif' cl to 
news programs nl'<'l'ss.arily, hut 14 
years is certainly a long engagement! " 

~ l r. Brown, te l/ ing ahout opposition 
tactics, says "We've noticed that some 
competing products a re g iven a h('avy 
radio splurge for from six weeks to 
th ree months. T hen radi o aclver ti sing 
is d isconti nued for a while. We think 
the~ ' lose much of their 1lI01Jlentum hy 

, 'time buyer finds Service-Ads 
, helpfuL .. 

" When I'm making my initial screen of ta tion:, III a 
particular market and getting the technical data 1 
need from. STANDARD RATE," says the Time Buyer 
in a large Chicago agency, " I check all the ad~ 
that appeur, too." 
Sen'ice·Ads, like WCFL's, for example, are partin). 
larly useful to Time Buyers. They suppl~ent and 
expand sta tion listings in SRDS Ra~io and Tele· 
vision Sections and market listings in SRDS CON· 
SUMER MARKETS with add itional information 
that helps buyers buy. 
Note to Broadcasters: The 64-page SPOT RADIO 
P ROMOTIO HANDBOOK reports what radio ad· 
yerti sers and agencies want to know about statibns 
and where they get their information. A dollar a 
copy from us. 

A to/.al of 15(1 stritjo'YU/ r ellularly 8u pplmnp n' 
thei r liJItinga in pa('h of the m onthly SR DS 
Radio and Telel''-o'1ion S ections wi th S ert>iN' 
,l ds ui .'ing addiUonal in formation that hr/ps 
bltllfrs buy. 

WCfL 
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this procedure. \re lea n to a more 
modest program and run it consistent· 
Iy week in and week ouL year after 

" \"ear. 

TO\m T alk bread is delic ious, satisfy
ing. nou rishing." 

Immediately following this opening, 
the newsman come" in with one or two 
short news itpms to catch audience in
terest beforp the st~dT announcer re
tums ,,"ith the first brief commercial. 

Although Town Talk giyes radio 
most of its advertising budget, the firm 
believes that newspapers are an impor
tant supplement. Brown explains his 
company\ tpchnique in employing thp 
two mpdia. 

has been brought to you by your Town 
Talk bakers who urge you to patronize 
your neighborhood store. Remember 
... he carrie" nationally known brands 
at fair prices ... and is open at hour" 
to suit your shopping convenience." 

Copie" of this message are sent to 
1..500 retailers on the bread routemen 'E 

stop list. Typical of dealer comments 
on Town Talk promotion and air ad
\ertising is a quote by Tom Habib, 
owner of the Food Shop in Worcester: 

- Worcester Baking Ilses \'\ 'TAG be
ca u~p the station dominat es the ma j vr 
portion of \\"orcester County ,,"herp 
their products arp sold. Announce
ments adjacent to newscasts are used 
on \\ 'KOX, Framingham. alld WAHE. 
\\'are. These two statio ns reach the 
wcstem and eastern ends of Town Talk 
te rritory and con'r th eir "alps fringes. 
The firm also u"e" 10 "mail newspapers 
throughuut sma ll tOWI1S. but radio gets 
one·third mure of the ad\"ertising bud
get than cio ne\\spapers. 

The cO lllpany's broadcast advertis
ing schedule utilizes the WTAG 1 p.m. 
llews on \Ionday, Wednesda y. and Fri
da\"; the 0 p.m. news on Tuesday and 
Thursday. The show opens with a 
brief mllsical fanfarp. a trademal k 
techniqup unusual for npws program". 

"\'i;re feel the newspapers have a spe
cial value in that you can picture your 
product being used by women and chil
(hen. You can also ca rry a shor~. 

punchy sales story quickly read and I 
easily remembered. \Ve don ' t think the 

" I 

" I always stock my bread shelves for 
the \\"eekends with Town Talk. I sell 
more Town Talk than all other brands 
put together." 

Says Brown: "\\'e don't expect the 
dealer to fall on our neck every time 
we enter his store and thank us for 
boosting th e cause of the neighborhood reader will take the time to read a long 

story. 

The standard announcer opening, 
which was inaugurated around 193:J 
on \vTAG. is still "Your Town Talk 
baker brings you fresh. up-to-the-min
ute ne\\'~ . . . hoi ofT the WIfe . . . 

"Radio\\"ise. a good announcer can 
say a lot in 7.5 to 100 words. We feel 
sure that til(' human voice is convin,
ing and holds a listener when the same 
story would go unread in print.'· 

The makers of Town Talk bread in
clude tlwir 2.000 store accounts in 
their media plans. At thp end of each 
newscast this copy is used: "This new.; news intPre"tillg as your oven-fresh 
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[RA[KROBATS 
FOR LEASE OR OUTRIGHT SALE 

TOM DICK and HARRY'S free-swinging 

antics catch an audience by its funny-bone. Comedy, 

plus we ll-arranged Hold favor ite " and novelty songs 

make this ace radio team tops in entertainment. 

They have proven tha t their show moves merchan

dise. 156 newly transcribed 15 minute shows are 

available. Make their show YOUR show. Send for 

low rates and free audition disc. 

l~AYLOR PRODU£:TIONS, Inc. 
6700 Sunset Blvd. Hullywood 20, [alif. 

Hudsun 2-1009 

grocer. However, we do receive enough 
comments to encourage us in continu
ing this effort in his behalf. Certainly 
we have and are enjoying a high de
gree of dealer goodwill, as evidenced 
by the large numher of special and 
plus ordcrs given us which could easily 
be given 10 a competitor." 

One e\'ening Worcester Baking ex
ecutives got a sampling of the prompt 
radio reaction. The news commercials 
mistakenly mentiolled rolls wrapped in 
clear cellophane- when actually the 
rolls were put up in bright colored 
wrappers. Grocers and station got a 
flood of comments 011 tlw mistaken de· 
scription. 

Special orders and seasonal orders 
I also enter the radio realm. aile of the 

\'i;rorcester Baking Company's broad
cast objectives is to promote the sale 
of new products. Sometimes radio is 
used to promote seasonal baked goods 
- Christmas Loaf, EastPf Hot Cross 
Buns and picnic hot dog roils. Lim
ited production items frequently rely 
on radio sales effectiveness. 

Fur example. \Yorcester bakes and 
sells raisin-fruit bread on Tuesdays 
and Fridays only. Radio enables them 
to pinpoint their mention of this prod
uct to catch people just before they go 
shopping. Dealers are alprted and the 
spedaltics are on the shelws awaiting 
the radio-remindpd bUYN. 

Brown explains: " \'l/e begin airing a 
new product the ewning before it is 
first placed on sale in stores. I t is not 
unusual to have a grocer say to our 
salesmen. ' Bp sure and leave some of 
thosp IWW loaves you announced on 
the rad io''-' 

"After the war we resumed selling 
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rais in-fruit bread a nd oa tmea l h read . 
Remember, the:,,-e va rieties had lwen ofT 
the shelves for nearly two yea rs. Yet, 
in the space of a few days, dealers 
were demanding them aga in . So you 
see here again radio plays an i lnpor
tant part in our plans. It not onl y 
tempts the public to go to the grocer 
for a new product. hut it a lso prolll pts 
the g rocer to want a supply 0 11 han d 
to meet expected demand. Our g rocers 
have faith that broarlcast advertis ing 
will bring calls for th e product and 
s tart buyers into hi s store." 

Radio also comes to the resc lIe fo r 
produc ts already established but need
ing an additional sal es buildup. It is 
not uncommon for Town Talk to rely 
o n radio impact alone, in such in
stances. while othe r media continue 
their undisturhed schedules . 

While pushing bakery sales, the 
company doesn't forget dealer good
will . Two women demonstrators a re 
deployed to selected locations each 
week. They' re conscious of the radio
advertised features and make sure cus
tomers are, too. The girls don ' t stop 
with sell ing Worcester Baking produc ts 
but also sell llOn-competitive items for 
the grocers. 

"But," adds Mr. Brown with a twin
kle in his eye, "they almost control th e 
bread sales in the stores they are work-
. " mg. 

Since \Vorcester Baking first "cau
tiously" spent $60 in radio some 2.5 
years ago, a constantly inc reasing 
number of bread pans have been taken 
out of the ovens. This is the philos
ophy of Mr. Brown and the compan y 
he represents: " ... no such thing as a 
summer hiatus because people go right 
on living, buying and eating, summer 
or winter. Radio, summer or winter, 
can be called the good strong arm of 
our advertising efforts!" * * * 

NIGHTTIME RADIO 
(Continued from pa.ge 25 ) 

cut down on--completely or partial
ly." 

Some of the advertisers interviewed 
were not in television as yet. Said 
one: "Our major programing effort is 
in radio because we believe that for 
a mass-sales company there 's no better 
way to reach the whole country. If 
we did buy an expensive TV show, 
we would probably cut down on maga
zines and newspapers or possibly try 
to get new money for TV." Another 
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ad manager cOlllmented : " It hasn't 
just been radio that we've cut down 
on to go into TV. \Ve dropped some 
magazine schedules. But, by and 
large, our thinking tends to run a long 
,'ery simple lines. We buy magaz ines 
on circulati on and the c irculati on isn't 
off. We know darn wd l radi o li!-iten
ing mllst be ofT, so that 's it till the net
works can really prove d ifIerellt. " 

Here. ill the words of va r ious ad
vertising managers, are some o f the 
other reasons for choosing to cut down 
01,1 evenin g netw ork shows: 

" This year an evening network show 
ma y still be a worthwhile buy. But I 

1 dOIl ' t believe in short-term adverti ~- I 

ing. I'd want to keep a show for at 
least three yea rs. You don' t start to 
get the full benefit out of th e ~how 

fo r 1I10nths after you buy it. But if 
telev ision l'ontinue~ to exceed expecta
ti ons in the speed of it s growth, there's 
no telling wha t li stening will be like 
next yea r and the year after. That 's 
the thing that bothers me; it 's not just 
the extent of listening dec lines now." 

" 1 'm 110t speaking for my company, 
but I think in the case of some firms 
there's a feeling that they don ' t want 
to be assucia ted with a declining me
dium. TV's the thing, radio is going 
down , therefore buy television. It's 
not log ical necessaril y but it 's human. " 

"Spot radio is the logical way for 
us to supplement our television cover
age. We'd prefer a network show be
cause spot takes a lot of trouble and 
you can 't be sure of what you' re get
ting all of the time. But we feel spot 
is more economical now because of 
the decline in evening listening." 

Some of the other sentiments adver
tisers expressed about network radio 
were not necessarily reasons for cut
ting it out of the budget. But they are 
significant as an indication of how ad
vertisers feel. 

A tobacco company advertising 
manager said: "I get pretty allnoyed 
when a television station increases its 
rates because there's been an increase 
in sets in the market. Why doesn ' t 
the same logic apply when I ask for 
a dec rease in radio rates? " 

" \Ve haven' t raised our product 
prices," said the ad manager of a drug 
company. " yet the real cost of reach
ing consumers via network radio is up. 
Where are we supposed to get the 
money from to maintain sales vol
ume? " 

"Name talent is still holding a pistol I 
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You can't buy 
TIM BUYER quotes 

like these: 

Foote, Cone ~\: Beld ing 

'·SPOl\'::;OR is the brightest newcomer to the field of ad
vertising publications in mallY a long day." 

FAIRFAX M. CONE, Chairman of Bd. 

Iliow 

"SPONSOR really keeps us posted on what's going on in 
radio and television adverti=-ing." 

ETHEL WIEDER, Timebuyer. 

"The SPONSOR method of presentation was long over· 
due. ] feel that SPONSOR grea tl y deserves the important 
part it plays on the ac;enc), scene." 

HAY SIMMS, Chief Timebuyer. 

BefllfJllont '-\: Ho'"nlln , ' nc. 

"We hear nothing but complimentary remarks about 
SPONSOR within the agency trade. It is defi nitely on 
my 'must·read' list regularly ." 

CLARKE TRUDEAU, Media Director. 

Benton &: Bow les 

"SPONSOR has been on my list of home mllst reading 
for a long time. I find it interesting as well as informa
tive." 

GEORGE KERN, /lead Timebuyer. 

~'. 11'. A yer 

"Everyone connected with Radio and Television advertis· 
ing should read SPONSOR. We at N. W. Ayer read it 
regularly because it keeps us posted on the latest radio 
and television activities." 

PAUL KIZENBERGER, Timebuyer. 

"SPONSOR presents the type of factual information help. 
ful to the agency and client in dealing with radio and 
tele,ision problems. It receives thorough readership in 
our firm." 

Ross lVIETZGER, VP & Radio Director. 

'(enyoJl '-\: Ecl~'J(IJ·dt, 'nc. 

"SPONson is well·named for it is the only book that 
reallv gets down to cases with the problems directly con
ce rlling sponsors. We find it a valuable source of ideas 
and facts." 

PHILIP KENNEY. Radio Timebuyer. 

B. B. D. &: O. 

"Because SPONSOR fills a need covered by no other 
trade paper, all of our timebuyers get SPONSOR at home 
where they can read it in peace and quie t." 

FRANK SILVERNA IL, Chief Radio Timebuyer. 

K .. dner 

" I read SPONSOR regularly to keep up to date with the 
happenings in the radio and television field. I consider 
it an excellent medium for people who are in terested in 
this phase of the advertising business." 

DAN J. PYKETT. Media Director. 



Willi"", Esty Co. 

"SPONSOR talks our language and gives us invaluahle 
and current information. Our office file of back copies 
of SPONSOrr has proven invaluable:' 

KENDALL FOSTER, Director Television Dept. 

SIler",,, .. l.t: l11ar'Iuette 

"SPONSOR is given careful reading each issue hy most 
of our key personnel. Moreover, it contains much infor
mation which is of permanent reference value." 

Lou TILDEN, Radio Director. 

DoI.erty , Clifford l.t: SI.eJlfielfl 

"SPONSO H seldom fails to provide some newer, fresher, 
approach to an industry story or problem." 

HELEN WILBUR. Radio Timebuyer. 

"SPONSOR contains more meat)' case histories of adver
tising in action than any other trade publication in tl!e 
field. " 

LOUIS HONIG, V ice President. 

"SPONSOR is a regular in our Maxon radio and tele
vision departments. It's solid reading from cover to 
cover." 

ED WILHELM, Timebuyer. 

S(OlJlvimmer l.t: Scott 

"SPONSOR to me is the best III the field. As a matter 
of fact , I have almost all the copies in my fil p.s from the 
day it started publication. For rad io and TV news, it 
can't be beat! J find my:;elf cOIl~ta ntl y referring to back 
i:;sues for information of all kinds-most particularly for 
TV growth and acceptance." 

EYELYN R. VANDERPLOEG, II ead Timebuyer. 

Sullivall, St"uffer, Collvell l.t: H"yles 

"For up.to-dat e complete information we consider SPON
SOR a must on our reading list of radio publications." 

FRANK l\lIiXEHA " rice President & Media Director 

COmlJloJa 

"SPONSOR's the answer to a need in trade papers. Every
one here reads it that should. " 

HENRY CLOCHESSY, Head Radrro Timebuyer. 

.1. 11'ldter TI.oJIIIJSOJI 

"SPONSOR is a must on the recommended reading list. 
Its total audience at J. Walter Thompson far exceeds the 
number of subscriptions." 

LINNEA NELSON, lIead Timebuyer. 

~lcCa "JI·Ericl~soJa 

" Readin<T SPONSOR is a must with me. It has to be, 
with so l~lalw of mv associates and clients alw'lYs quoting 
it. Besides, 'it's go~d reading." 

B ILL DEKKER, Dir. Radio Servo & Station Relations. 

SPONSOR 
The Magaz[ne That Broadcast Buyers Read and Use 

'I 
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5,000 Watts 
(full time) 

1- John H. Phipp~, Owne~ ~ l 
L . Herschel Graves, Gen'l Mgr. i 

FLORIDA GROUP j" 

Columbia j 
Broadcasting J. 

L System J 
S. E. Rep.-Harry E. Cumm :ngs 

I ~ SIMPLE ARITHMETIC 
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MUSIC LICENSING 
BMI LICENSEES 

Networks 
AM 
FM 
TV 
Short-Wave 
Canada 

23 
2,158 

374 
100 

4 
150 

TOTAL 8MI 
UCENSEES .. 2,809 * 

You are assured of 
complete coverage 
when you progra~ 
BM I-licensed musIC 
* A 5 of October 27. 1950 
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at the head of the adH·rtiser;' said a 
heyeragf' compa n y exec uti ve. .. But 
the t ime fur (' uts in talent fee::; i:-. <:om-
. " Illg. 

On th e o th f' r hand . a drug <:om
pany ad ma nagpr said: "1 h aw' a ff'pI
ing tha t tl1P high sala ries paid TV 
gue~t stars may ac tua lly infl a tf' th f' ir 
rad io ff'es." " 1£ a gues t sta r gets sey
pra l th ousand doll ars fo r a TY sho \\' , 
he won't wa nt til app('a r 011 radi o 
u nlp~~ Iw gpts more th an Inf' ~('nt radio 
fpps. \'\ ' ill th e n f' tworh help make up 
tl1«' d i fTerencf'?" 

Adn' rt isf'rs wprf' askcd what the 
IIctworks ('ould do in g,' neral to st ir 
up new enthu s i a~ 1Il for evening ne!
wo rk sh ows. ;\tl o"t o f th e replies CPII 

te rcd around a ra te cut. But tlwre 
W PH- SO liI(' additi onal s ugges ti ons 
wh i<: h are sli ghtl y ofT tIl(' I)('at('n path . 
Thes,' a re worth notin g hffa us(' tlH'v 
a ll I('presellt possibl(' lI f' twork 1I10V (, S. 

The nets, a ft f'r a ll. will takf' th f' ir CUf' 
fro m ad Yf' rtisf' r sf'lItimcllt. 

S(' \'(' ra l ,;pun ~ ()r" fplt th a t real in
"tf'a d of · -lip-s ,~ T\' i ('e" lIIf'r(' handi si n .!!: 
hy the net\\'orb would 1)(' wo rth dol
la rs alld ('e!lts to th em. As it hapllf' lI s_ 
j ust two da ys a ft er these ad" f' rti se r~ 
ex pressed th e ir feelings to a srO:\:"OH 

rcsea lch er, C BS callie out with its new 
me lchand isi ng plan. 

Oll e ad"f' rti se r wanted the lIf'two rks 
to " open up oll e- minute allnounce
ments at ni g ht Oil a g raml scal f':' The 
sa me mall advor at f' d reclassification 
o f e \'ening time so that ad\'f'Ttise rs 
paid Class A rates for the peak h ours 
o lll~' . Thus if 3 to 9:00 p.m. was a 
hett er listf'ning slot than 10 to 11 :00. 
th f' r(,'d 1)(' a price difTf'r(,lItia l. 

Anothf'r adyerti se r suggestf' d that 
networks changf' th eir f' ntirf' concf'p t 
of o))('ratioll. Inst f' ad o f a ha~ic nf't
wo rk consistin g of tIl(' big-c ity sta
tion s. he thoug ht the log ica l netwo rk 
of the future would he one lIIadf' up 
o f the lion-TV ri ti es wit h TV c ities 
opti ollal. As all alt e rnat e s ugg('st ion 
this adv crti Eer advoca ted that net
wo rks rf'duce their AM rates in ex
ch ange for TV hu siness. He thought 
a mutually pro fitabl f' arrangenwnt 
could hE' workf'd out wherehy an ad
vntise r ag rf'f'd to use tIl(' network's 
TV ~ tati on s in the bi g (' itil'" alld it s 
A:\1 stations in !lOll-TV arcas. 

011(' ad\'e rtisf' r ('an](' lip with a sug
gestioll for all escalator c1aus!- in fu
ture radio I'olltrads. It would providf' 
for 11 rate l'I'dudioll of a spffifif'(1 
a lllo ullt proportionat(' to (h-dinf' ill 

li stening in each TV market. Thi s 
advertiser felt that it was perfff tly r('a
sonable, on the other hand, for radio 
rates to go up in some non-T\" (' iti e" 
wlw re listening is on the incrf'ase IIOW. 

" \,\' jth na ti onal adwrti sers indignant 
oyer rat es in general, inc r f'Rses in non
TV markets would he bitterly recei\'ed 
at th e IHf'Sent time. But if there \\' ('TC 

escalat o r e1auses. some kind o f fa ir 
a dju!'.t llle llt a ll a round co uld he wo rked 
(J ut a micably.'-

i\i ost aclr el' ti sf' rs gues ti onf'd felt tha t 
(' itll('r an ('scalator clause or a strai ght 
rat e d('c l"{'ase was in th f' cards for next 
yea r or ('a rl icr. SeYf' ra l had heen g iy en 
b ruad hints hy Ilf'twork repl'e,<';f'ntati\' l's 
th a t th is was the case. \'\ ' llf' ther the 
hint s had any offic ial backing or n ot. 
a(h 'e rti sers feel that the laws of supply 
a nd dellland a re ho und to hm-e tlH'i r 
e fTff t. 

Despite their ge ll eral f' lIthusias l1l for 
te lf'v i:; ion. a ch('/"tiser~ are 1I 0t OWl'
lookin g tI l(' fact th at a co mpan y can 
make g ravp ('nors in hiting ofT nJOre 
tf' levi" ion th an it can c1lf'w. Se\'(~ ral 

LIKE 
TO BE 
ANNOUNCED 
TO ? 
BUTLER (KY.)· 
- , t yOU an· 

, WAVE can t ~e Since 
Sorry. d to Butler tKy.). tion 
nounce h n a recep 

e've never t roW don't have 
w there, we 
'way down urselves •••• 
any entrec 0 • lavishly in and 
W e ,10 entcr.tal~ Evcry ~eek 

r ounll Loulsvllle·la wornlngs, 
~e Sl)cud seN>rl .ga'A with thou-
.. I venlllgD 

-

noons an'f 
e. lated listeners hln 

sands of aSCII t counties in t e 
he 27 importa~ Area. When 

Louisville Trading 'ou to these 
«rAVE announces) k ts - wcll, 
'" d best nlar c d' richest an t announce • 
brother yOU ge d be intra-

ral an , 
So comc on", AVE wbell yoU re 
duccd• Just 

read,1 LDU'S~L~iE 

YlA.W--~'fI-;; .. '10"C 
lie lfflllll£.· S°riERS INC. 

~ .: FREE s. P esen'ut,,,et 
.... H.tlO."~ 
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of the advertisers queried knew of 
companies where this had happened. 
A prominent advertising manager eX
plained: "Most compani('s in television 
wi th expensive shows must write off 
the high costs over a period of several 
years. In the first few years of a TV 
show, it wou"t nece~saril y be returning 
enough sales to make it pay. 1n later 
years. that loss will be turned into 
pro fit by the increa"e in the number 
of Sf'ts. Son1<' co mpanies, howe\"er, 
can't afford to wait. I've seen several 
make the mistake of gf'ttin g into net
work TV when it couldn't pay for 
them inllnedial ely. These companies 
have either dropped their TV shows 
already or will do so soon:' 

Some of th e premature lIloves of 
ad\"ertisers bordf'r on th e humorous. A 
neh\"ork rf'p resentali\"(' who was onc of 
se\"eral induded in SI'O;\SOR's su n ey 
told about a local sponsor \\ ho wanted 
to give up an announcement adjacenC) 
next to one of the top-rated shows in 
radio. The local ~ponsor's reasonillg: 

S TAT o N 

GAINING 
• in AUDIENCE 
• in TIME SALES 
And Our Low Rate Card 
Remains Unchanged 

5000 

IN ROCHESTER. N. Y 
Represented Nationally by 
THE BOLLING COMPANY 

6 NOVEMBER 1950 

Nighttime radio was dead so why 
hold outo a valueless allnOllnCf' lllent 
franchise. The network representa ti\'e, 
who didn' t know whether to laugh or 
c ry in this ease, work('d out the fi gures 
and proved that the cost per thousand 
of the announcemf'nt in question was 
low('r than it had been the Yf'ar befo rf'. 
But th(' advertiser had been ready to 
give up his hi gh-valued one minute 
si mpl) hecause of the genera l impres
sion o f TV'" g-rowth which had hef'l1 
buildiug lip iu his mind. 

Few national advcrtisers ar<' thi s 
n3.i\·e and all of those que:"tiOl1<'d felt 
that nighttime netw ork radio had 
year~-pcrhaps 25 yea rs- ahead of it 
in ha~ica ll y the same forlll. "Think 
of network radio as a magazine." said 
one. ..It's not going to b(' th f' same 
sized magazine it was three years ago. 
But if II still be a mighty big one for 
years to come." 

On the basis of th ese ('onver"atiolls 
with advert isers. it is pos~ible to ga uge 
the likelihood that advertisers will be 
back in th(' market for radio shows. 
The indications are that this rf'aetion I 
will come. First of all. there will he . 
th e ad \'er ti :o;er~ who bi t off too much 
TV and had to gf' t out. Some of tlwse 
spo nsors will have learnf'd their lesson 
by the end of this yea r, thf' fir st reall y 
full y sold year for th e two maj or TV 
chains. 

In th f' following two years, with th e 
lifting of the TV freeze, more adver
tisers may be foref'd out of the medi
Ulll . The lifting of the freezf' would 
mea n more TV stations co ming on th e 
air all at once. The nf'tworks would 
probahly require advertisers to add 
the new stations to their sched ules 
soon after they were established. Since 
rates for new stations are notoriously 
out of line with sets in the market, 
advertisers would in effect be forced 
to pay a lot more for very little less. 
This might be too much for a number 
of TV's original advert isers. 

War, of course. would completely 
change the relationship between radio 
and television. TV set production 
would end and with it expansion of 
the medium. Even if war does not 
come, however. defense production 
and the recent government order tight
ening up installment buying ma y slow 

, the increase of sets. Color television, 
too, will for a little while at the leas t 
put the brakes on set sales. 

But the bes t hope for network radi o 
is not in these negative fa('tors. Rather 

,l/r. Ben Bodec 
Lawrence Roberts, Inc. 
New York City 
Dear Ben: 

S HA RE TIl' WEALTll is shore 
gitlin' along 
here in Irest 
Virginny on 
WellS! Yessir, 
Hen, you tellers 
really knew 
what yuh I{"(IS 

doin' zt'ilen )'uh 
picked th' num
ber on e statton 
in th' .l[ountain 
State! U v course, 
y'al[ know tll et 
yuh gits mort> 
[ iss e n e r s on 
WellS tben 
eDen yuh bought 
all th' other four 
stations in town, 
an' fer oney balj 
as milch money. 
They doe sail 
sorts uv thin's 
her e ter keep 
peepul tllinkill' 

IlV W(;llS. F'rinstan ce, tomorry night 
th ' biggest 'lection party in th' state'll 
be right llere, an' dlLrned near ever' 
one'll be tun pd ter 580 on rer dial! 
Yuh jest cain't beat Jr'CHS fer lis
seners. Ben. an' thet's whut makes a 
radio ~tatio;l a bargain, ain't it? 

Yrs. 
Algy 

we H S 
Charleston, W . Va. 

PULSE, INC., REPORTS: 

WWDC 
1st 

in out-of-home 
audience in 

WASHINGTON 
Pulse, Inc. in a new survey of 
radio listening in cars, taxis, 
offices, restaurants, etc., shows 
that WWDC gives the biggest 
PLUS audience in Greate r 
W ashington. You must ha ve 
all these new facts to intelli
gently choose among the 14 
radio stations in this rich 
market. Call your Forjoe man 
today for a ll the details 
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~1f)~/JAh 

~;~i:i? 
~ in Syracuse, N. ~J 

W FBL 
now delivers 
more than 
TWICE as many 
listeners DAY
TIMES as the 
next most popu
lar station in 
Syracuse! 

Call FREE & PETERS 
for Availabilities 

WFBL 
SYRACUSE, NEW YOR K 

GROWING 

GROWING 

GROWN 

i it lie:, in tilt' ability of the networks 
to de"isc methods of showmanship and 
sales manship. SPO;,\SOR'S sun1ey indi
cates th at ach'ertisers will welcome 
both. Advertisers want programing 
which is not hased on a continual 
process of copying the successful for
mats. They want salesmanship which 
is b,acked up hy facts they can under-

; stand and believe in . 

Actually, as the net"'o rks strip dO\m 
for the hard battIe ahead. they have 
loyal supporters wi~hing them ~uccess 
among ad,'ertisers themselves. For ad
vertisers realize that network radio 
has heen an effectiy e and low-cost 
sale:, force. They want it to continue 
that "ay- hut on a post-television 

lJa~is . * * * 

510 MADISON 
(Continupi/ from page 6) 

return to their homes and hear them
selvps on the radio that same day. To 
make ~ure th ey don ' t forget thi s, he 
hands out }lid ure post cards like tIl(' 
enclused as a reminder. 

\rCOp alw sends each week to the 
managers of the Liggett Rexall stores 
a li sting of the commerciais that ",ill 
appear on the various Liggett Hpxall 
shows throughout that week. \Ve a re 
also able to get a nice amount of sub
sequent ne\\'spaper space on Bragg's 
projf'(: ted appearance in the various 
stores. 

ha\'e nu t used radi o tu the extent they 
do in Boston. This is something of a 
paradox since banks by na ture arc 
consen'ati,'e and '\ew England has the 
reputation for also being conservative. 

I haw been asked the question in the 
pa"t, "How did \rEEI get so many 
bank ins! it ut ions on the air?" I sus
pPCt if more peoplt, knew of our par· 
ticular situation, there would be man: 
more questions along this same lin e. 

r don 't mea n to infer that \\'EEI ca ll 
give all the answers. \\' e can't by any 
means, but perhaps with our experi 
ence, comhined with others. as in the 
case of the retail clothing stores, you 
might come up "ith an interesting ar
ticle. 

WILBeR S. ED\\ARDS 
Assistanl Cpnerai ,Hanager 
WEEt 
Boslon 

• R4o*ucJt>r EfJ""arc.h.. lOU"l't· n';uling our mind. 
Ch<-'('k I.a~(" 26 of thi ~ \· .·r~· b .. u e and yo u"lI spot 
our roundup on hank ..... 

FLY-BY-NIGHT PITCHMEN 

Your article ill the 9 Oc tober ISSW! 

of SPONSOR, "Pitchman in the parlor," 
certainly rings the bell so far as cover· 
ing the 5ituation i5 concerned. 

It is true, since televi",ion is ca pable 
of doing such a tremendous sell ing job. 
that many fly-b y.n ight operators are 
taking advantage of the situation, mak
ing strong selling pitches on a lot of 
merchandise that is not worth the 
price. 

#fJ«/7Udt~tIIgJ~ 
MORNING PERIOD' I 

I can' t give you any figures on the 
success of this program. but the Illere 
fact that both it and the two news-casts 
have been renewed for a fourth year 
over \yCOP certainly i.ndicates the 
value of the show to Liggett-Rex-all. 

We, here at Wl\HC-TY, recognized 
this fact some months back ano set II p 
a standard of acceptallce of programs 
of this type. ,,'e suhmitt ed our code 
of standards to ou r reprl'sentatiYes, 
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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 

WAD DAM 5,000 Watts 
FM 50,000 Watts 

AMERICAN BROADCASTING 
COMPANY 

OWNED AND OPERATED BY 
THE MOBILE PRESS REGISTER 
NATIONALLY REPRESENTED BY 

THE BRANHAM COMPANY 

JOHN WILKOFF 
Promotion Manager 
WeDP 
Boston 

BANKS ON RADIO 

SPONS(m's recent questionnaire Ie· 
p;arding reta il clothing stores' use of 
radio prompts n1(> to inquire "Iwthl' l 
SI'ONSUH has ever donI' a :'tnry on 

IN DANVILLE, VA. 

BUY THE 

OLD ESTABLISHED 
EST A BLI SHED 1930 

HIGHLY RATED 
4 6.0 HOOPEQ 

A VG . S PERIODS. WIN . 1950 

ABC STATION 
banks' usc of raditl). I 

\V EEI has a numher of fillancial in- I 

stitutions using it..; facilitips cllHl "hile W B T M 
it is very difIicult to filld out to wltat 
extt'llt radio has contrihuted to tllP 
gross income of a hank. we, at le,ast. 
ha, 'e onl' very striking SlH,(,t..':'S story. I HOLLI NGBERY 

To my knowledge, bank,; p:encrall J1 i L ________________ ' 
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The Katz Agency, and they thought ~o HOW TO BUY TIME 

much of this code that they lIlade it Fir~t , hold m'ailahilities a~ if lin~ 
available to th e otiwr teie"i sioll ~ta-
tions which tire)' represent. 

I am happy to enclose a C')ln' of thi s 
a rticle for your inspection , a nd will he 
very happy to make it available to a ny 
stati on requesting it. 

We feci it is the duty of It>1(>\'ision 
and radi o stati on operators to prote,t 
their listeners as much a~ po:" ihle hy 
only offering merchandi se and !'<'l"\·iccs 
of good ,alue. A s tation rail protect 
its goodwill with its au dience by dellY
ing their fac iliti es to these fl y·hy-night 
opcrators. 

]Al\IES T. }IJ Ll\E 

General Manager 
WNIIC-AM-F!'lI-Tf · 
.Yew II a vell 

RE MR. SNYDER OF BlOW 

I am writing with reference to all 
article on page gO in your issue of 9 
Octol e r. 

I think it important that the reeonl 
be kept straip;ht. ;\1r. Fritz Sn) der. 
who just rejoined our organization. 
had lIo'hing to. do with the purchase 
of Bulova 1V spots, eithN in the plan
ning, buying or producti oll. All of th is 
- from conception to exec uti on- was 
done by 1\1r. Terence Clyne. a \ic~ 
presiclen t of our company . 

Mr. Snyder's assignment ill our or· 
ganization has not as yet been defi
nitely defined. He did some pinch-hit 
work Oil Pepsi.Cola ciea rances, as did 
several other memhers of our outfit. 

MILTON H. BlOW 

cohra, 
Look at tilllP saleslIlan aR if death 

warmed over. 
\\'lwn c()\'erage lII('n t ioned, i nstan tl y 

!'iTeam, 
.\('('use radio rep of haying opium 

dr('am. 

Purse tIle lips. furrow the 1m)\\,: 
" Wh y do you think ('a rly morning til1l (> 

is so good 1I0\· ... ?" 
"Why is it good ? Uecause to the hi('k .. 
W.e sold ten thousand bahy chicks!" 

Key qllPstion: " How docs it do ratil1 ~-

{\nswer: '" \Vell, J a('k, you re..lize 
Down in ~I(,ll1phis and in that group 
... er . . , 

\Vell , hell, you j ust {'an' t go by Hoop
er!" 

"Call you later." Later: "Cost per 
th ousand 

Shows up bad. But I like the stati on 
and ... 

If \H ('ould ~et lIe:\t to Godfrey, 
say ... " 

"Uut. J a('k . , . wdl , I' ll call you back 
today." 

Later today: " Jack, I called sta ti on and 
we're co,·ered." 

" Bu t, Joe, I've ju:"t discovered 
\ppropriation for l\Iemphis 110t so 

great! " 
Then talk of deals, packages, spC(·ial 

rate. 

The slUoke is deared, the hattie won. 
COll t racti' all :-iglled, the "deals" a ll 

To Cover 
the Greater 

Wheeling (W. Va.) 
Metropolitan 

Market 
you need ... 

WTRF 
High Hoopers (Avg. 24.5) 

low Cost 
The ECONOMICAL way to 

SELL 
The Wheeling Market 

Check 
THE WALKER CO. 

For Western Montana 

KG V 0 Missoula 
5000 Watts 

The Biolt' COlllprmy done. 
Yew 'l'ork City Too late you find Oll t yo u're not so 

Nite & Day 

I'm broad
casting the 
three daily 
Vancouver 
Sun newscasts 
on an exclu
sive basis -
Watch my 
ratings rise-TOP DOG on the Coast! 

6 NOVEMBER 1950 

snrart-
God frey's 011 vacatio11 whell schedul~ , 

start! 
J AC K NELSON 

Haydon-Smith Advertisi1lg 
New Ifaven 

AIR PLANS IN HOLLAND 

All Major CBS Programs 

A fast growing Market 

Wholesale Center 

High Per Capita Income 

Where Business is always good 

Th: co nclusion. of .an article,:~Com- 7~ rt"lt ~ S~ 
mercIaI broadcastJllg '" Europe III th" I .. ' 

September 1949 i"ue of SPOXSOR h., ~. ;~ • .. ufl~'II"~1 11III1 
ca used me a great deal of thought, and I .. ):. , ::}\., ~!~:! . !!!!l' ... L 
since that story much has happened 1.0 '~.: '.. .-' ~ooo Watts 250 Walls 

d· h I' " I ' I h G Night & Day Night & Day Ispute t e Illes: t s a S lame t at 'd hllUl' ~ MISSOULA ANACONDA 

making all honest dollar and selling 1""""""'- '-" BUTTE 

the democratic way of life can' t he 
combined. The fac ilities are in Eu
rope, the way is le ft to Yankee ingenll MONTANA 
ity. Has American business lost it '?,' I _ 1\_'O_T_ O_,"_E,_n_LJ_'T_SE_, V_E_,'_' _M_.'_U_JR_II\_'D_V_S_T_R_'E_S_ 
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About the same time those lines 
~were prin ted a g roup of influenti al 
Dutch financiers and industrialists re
que~ted me to work out plans for the 
building of a commerc ial hroadcas ting 
station in the ~etherl ands. They had 
laid as ide sufficient capital to finance 
the h u ilding of a strong medium wave 
transmi ller and s tudi os and to g ua ra n
tee a sound financia l basis for the op
eration of th e !'otati on after its co m
ple tion . 

S ince tlH'n <1 ",mall group o f ex peri 
enced rad io executives a nd n1\"self have 
been very bus\" and_ as was to he ex
pected . met a stilI opposi tion . It is not 
necessary to give you a nearer defini 
tion of thi~ opposi tion. Some of the 
('on!"idf'fat i on ~ in th e SPOl'\SOR ar ticle 
prove that yo u a re full y a wa rp o f th e 
~tumhling blur b th at a re s trf' wn with 
great ahundance in the pat h of all\
commcrc ia l broadcasting enterpri se in 
Euro pc a nd part icula rly so in Holl a nd. 
Lf' t it suffice to tell you tha t recentl y 
wc have p laced our plan~ in the hands 
of the Eco nom ic Cooperat io n Admin-
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istration in Paris and that the results 
of o ur contact were sufficiently promis
ing to justify further ac tivities. 

Our plan is to build a modern sta
ti on in Rotterdam with the idea of ad
vertisIng American and European 
products and to further economic c o

operation and European integration 
with the countries of Western and East
ern Europe, North Africa and possibly 
th e \fiddle East. 

(NAME WITHHELD ) 

Manager 
Piele r :iaen redalll 51 raat :3 
Utrecht. The .\'eth erlands 

MEDIA AND SURVEY COMM ENTS 

For years the advertising IHl~ine,.s 

has sought a Coml11on yardstick by 
which to measure all media fairl y and 
accuratel y_ The dcsirability of such a 
yardstick, howe\ e r. should not blind 
LIS to the fac to rs which make it im
practical i f no t impossible_ 

SPONSOR's suggestion that time-spent
with-the- mcdia be used as ,"uch a yard
s tick is a case in point. 

The a hility to measure thi~ dimen
sion is its bes t recommcndation. But 
is this dimen!'oion of time-spent-with
tllf'o-medi a si gnificant to th e adverti ser 
wh en applied to different m edia ? 

Obviously_ a!'o tJf'tw een two newsp a
pe rs or magazincs o r radio sta ti ons, 
the onc to whic h people devote the 
most time has a point in i ts favo!". 
That is why this mea~ure of adverti ..: 
ing value is widely used by media and 
advertising buy e rs in com paring di f
ferent media in the same media group_ 

But as between a newspaper and a 
radio station this dimension loses all 
advertising significance. I f I were a 
newspaper s pace salesman and a pros 
pective advertiser confronted 111e with 
the fact that people spend 1110re timc 
listening to the radio than reading 
new'spapers , I would call his atten
tion to: 

L The fact tha t the aye rage person 
divides his radio listening among 
four stations whereas he reads 
less than two newspapers_ 

2. The even more importallt fact 
that in a half hour of reading a 
newspaper a pe rson can see and, 
if he wants to, read eVNY displa) 
ad. Rut to hcar. or even be 
available to hear e\cry advcrtis
e r 's radio c()mll1ercial~ he would 
have to li~t('n from sign-on to 
sign-ofL 

To pursue this thought further, on 
the hasis of one sponsor every quarter 
hour the listener can hear only four 
advertisers' messages in an hour. In 
that same hour he can read many more 
newspaper ads, and plenty of news 
items as \\ell. 

Then add the fac t that a larger per
cent of a newspaper's space is d e\Ooted 
to adYertising than i~ a radio station's 
time. An hour of ncwspaper reading 
may wel l represent more minu tes of 
ad-reading than an hour of radio lis
tening represents in minut es of com
merc ial-hearing. 

\Vhat it boils down to is that while 
the el ement of time is common to both 
IJuth types o f media_ the advertising 
s ig nificance o f the time f'l ement is by 
no means the samc_ And thereforc the 
time yards tick, while superficially c om
parable as bet ween dilIerent types of 
media_ is no t comparable in terms of 
adyertising significancc. 

\Vhy not admit that there are cer
tain cOlllparisons that cannot be made 
on the ba sis of exact measurement? 
Isn ' t it time to facc the fact that cer
tain media decisions must be based on 
factors which are not completely com
parable and whose non-comparability 

CORRECTION 
I n our recent ad we stated 

we were the "sixth highest 

Hooperated stat ion in the 

nation between 6: 00 and 

10:O() P.~I." This should 

have read, "sixth highest 

Independent H oopera ted 

station in the nation be

t wee n 6: ()O and 10: 00 

P.~r.*" 

* B a "pd on tht> 1\1 ;; 0 :\IlI y-Jun e Ind ex. 

WEMP 
24 Hours of Music. News. Sports 

HE.\I)L~~ Y·REI~ I> ('0 .• ~"tional R ('p~. 

II llO Il K. B OI CI';, n .. n cr ll l :\hnagnr 
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must be take u into co nsideration rath· 
er than ignored ? 

Judgnwnt cannot defer to a tape 
mea~ure in all instancf's. Auel judg' 
ment does 1I 0t con:-ist in rf'a(ling tapt> 
measurc:,; it consi sts in weighing the 
rela tive illlportauce of factors "lri .. ,h 
can not be directly rela ted to f'ac h oth· 
er. 

Whcll llledi a bu) iug becoll1e...; nwrely 
a mattcr of read ing tapes I1wdia dc· 
partments will haw degene rat ed to .1 

low ebb, ind eed. ] fur one bcl iP\'c that 
media people ha\'e a high elegrcf' or 
judgnlcnl. By all means gi"c th em all 
the tools they need. But let LIS not t ry 
to substi tutc an ill·fitting tool for their 
O Wl! sha rp judgmcnt. 

PIlILlP F, FR:\ l\ K 

OirectOl 
Resea rch &- ~llfes Promotioll 
If'SC.Y 
Birmingham 

"A udicnce is a wurd used at lea ~ 1 

oncf' a day in every radi o station in 
the co untr y. That means that abo ut 
2,000 times a da) the radio indu:stry 
reinforces a t:o ncept that is no t only 
inaccuratc hut harmful to hroadcasting 
progress. 

Because the "radio audiencf' ,. doesn ' t 
ex ist. The millions of people wh o tUll e 
in c\"e ry da~ aren' t an audience in the 
co mmonly used sC I1:,;e of the word a nd, 
most important. they don' t react likc 
an audience. 

Un for tunately, we use the word S0 

constantly that we tend to think of our 
listeners as an "audiePice" and this col· 
ors our approach to them O il the a ir. 
We talk to them and program for them 
as if they were a group. able to react 
with a mass psychology. A mom ent 's 
thought te lls us, though. that they react 

IDAHO'S 
MOST POWERFUL 

10,000 WATTS 

KGEm 
I BOISE, 10,000 CUSTOMERS 

JOE ADAMS 
REACHES ALL 

NEGROES 
IN LOS ANGELES 

K 0 W L 5C1C;0 WATTS 
CLEAR CHJ'NN EL 

LOS ANGELES. SANTA MOI~tCA. CALIF, 

6 NOVEMBER 1950 

a:,; indi \ ' idual~, no t lik f' an ""audien<:e" 
a t all. 

Let' s talk about "listener sun ep 
ra ther than "audicnc(' sur\'ep:' Let'" 
refer to "circu latiou figures" rather 
than "audieucl' figure,;." Let's kill th e 
concept that has kept aliv(' th e old · 

fa~hioned "~ti{T" pn'';clltation and !'tart 
cou<:cn trating on illdividuals rather 
than audiencf'. 

L-\ \\' HI::;\L E \\ ' EBB 

Assistant to tlz " I)resident 
IfIJIV 
CICl' elal/(l 

lIere are informational tools that SPONSO R feels can be of llse to you. 
Requests for material must be made within 30 days. 

A 115 "Tile Telel'l'sioll Slwt Rate 
E" tilllator," Free & Peters, ' cw York 
- give!' advcrtisers a quick means of 
{',..tilllating the co!'t of IIsing t{'l evi sion 
on a ,pot ba ~ i ;; in all tei evi,ion markets. 

Al16 " TV i'ro{!r('ss, " Televi~ion 

Broadcasters Associati on, Inc., New 
York- is a r{'ady reference containing 
valuable information on the growth 
and current ~tatus of TV broadcasting. 

A 117 "That The I'eople May /lear 
Ami See;' \\ 'TA R, ' orfolk-points out 
the record growth and ;,tation facilities 
of WTAH. The brochure also describes 
thcir new heaoqllart{'rs. 

A 118 "J'i(/(>otOlI't, III , 1950," Cun· 
ningham & Walsh, New York - is a 
complete analysis of the third annual 
telcvi!<ion market survey com pleted as 
part of a continuing study of "Video· 
town:' secret TV test city. 

A 119 " I II Sen'ice 01 1I0me ami 
Nation," K~[PC, Los Angeles - pre· 
sents arguments agai nst the FCC hear· 
ing that will determi ne whether the 
broadcasting li censes of K;\[PC. WJR, 
and WGAR will be renewed. 

A 121 " TV's ROil It S A"diellce;' 
WOR.TV, New York is the first m{'as· 
ur!'ment of tel evision's bonus audience 
in the New York area. The booklet 
points out a very sizeahle amount of TV 
viewer- previously unknown to ad vcr· 
ti;;;ers. 

A 122 " From KWTO," Springfield, 
~ l issouri - is a buying guide to the 
Ozark market. The presentation gives 

qatioll data hy countie" a nd c iti(' ~, all, 
rii t" ll ce compo!'ition and co"t per 1000 
radio hOllles. 

A 123 " R t'memlu'r jlllll' n. Ir'utt-r· 
h o i,. ," CK ,\ C, ~ i ontreal i!< a handy 
rdnence on thc Qllebec nl1lrket. Th!' 
8·pagc file give~ a pictun' of til(' French. 
Canadian of today and a (\csrription of 
the 1\0. I medillIll. 

A 124 " Marketillg R eM'an'], ill Call' 
mit,." .\ ssociation of Canadian A(iver· 
ti;;c rs. Inc. , Toronto- pres{'nt s for the 
fir!'t time a research directory available 
to Canadian merchandising authori t ic!'. 
Special art icles include(l in the con· 
tent" are: "~ix Rcqui!<it {'~ for :-ound 
R{'"earch" and "A Yard"tick of ~talld · 

anI"." 

A 125 " Midda .l· Merr,·.Go.llo" "d. ,. 
WI\'OX, /o..:noxvill(~-hrieAy describes the 
IS·year·old variety ~how that is the 
"biggc~t selling force in East Tenne!', ee 
radio." 

A 126 "Sllrl'ey 011 Floif' 01 Program . 
Itlarket, aud otller IIIlormation 011 

I'etr,l' TV Statiolls to At/roertis;IIg 
Agelldes," Petry and Co., Inc., New 
York- points out ho\\' service to the 
buyers of national spot TV can be im· 
proved. The study was made on a per· 
sonal interview bas is among the T\, 
buyers o f major agencies in 8 c iti c~. 

A 127 " Rms Reports Oil T p/eris;tJII 
Progrmnmillg," Ross Reports, Ipw 

York- lists network programs and their 
sponsors for the month of October 
through November. 

---- - --- --- --- -----
SPONSOR 
510 Madison Avenue, New York 22, N. Y. 

0 A115 0 A122 

To obtain any of the tools listed, place check in boxes 0 A116 0 A 123 
to right. 

A124 0 A 117 0 
NAME 0 A118 0 A125 

COMPANY 0 A119 0 A126 

ADDRESS 0 A 121 0 A127 

CITY Be STATE 
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Our fifth year 

-\,. tht 1.ab, of the adH'rti " lIl~ trade 
i-'aper field. , PO, ' OR l"\,n ,.ider" ib elf 
nt)te\'orth~ {hiet1~ fl'!" it ,. inten ,.e de
~ire to tu!"n out a u ,.eful ,..en ice. the 
,apacit~ for hard wor~ t~ pit'al of the 
'oung. and a hu§!e en'hu,. ia ,.m for the 
in!'titution of adyert:,.ing in particu. 
lar radio and TY d(h ,rti , in~ I. 

I n ~ome "a\ !' we feel yen old. a ' 
\,-e enter our fifth ,ear. for we "ere 
born with teleyi ~ion ~till around the 
corner and f\1 the buddin:::- prodi£!"\. 
Perhap,. enough major dey, lopment ~ 

ha\-e come about in our brief ~pan to 
crowd into a full life. 

:arh like our eho,..en ta ,. k-g:i\in~ 

~p('ln!'or:,- and adYerti "ing a£!"ellcie:'
"l)mething to help them u-.; rad~io and 
tde\ i,.i on profitably. 

"'hie h remi nd :,- u :,- that it':'- time to 
I'uhli ,.h our credo a£!"ain. " 'e'ye done 
thi,. in the fir ,.. t i,.,.ue of ezch ,ear. and 
"e're proud to point out that ',e'"c 
nt" er had o-~'cl ",ion to change our 
thinking. 

":':PO:\~OR is the trade maga ::ine for 
the nlan who foots the hroadca~t ad
z'erti"in'! bill . .-Is slIch. its obJectit'e 
is to do a .lob for the sponsor. That 
Job. as /I'e .-ee it. boils dOI/'n to this : 

"to £,il"e the sronsor Ichat he needs 
to IInderstand and e/jectireh lise 
broadcast a~herti"in{[ I1l all its 
.iorms-

"to 50rt out the broadcast adl'ertis, 
in{[ media in !heir pre-ent du.'· per
spectire-

"to maI.'e eZ'ery lille of editorial con
tent n'tal and z:irid to the sponsor -

"to 1001. at broadcast adz:ertising is
sues fairly . firm!.,"- and COlls tructire
h-
OOto promote good troadcast adz'er
ti.<ing. adrerti.sing that is good for 
the sponsor and good jor the lis 
te1ler. 

SPO N SOR' s TV " Gu esstator ia l" 

De:,-pite the lightning pa.-e. we like The last time the RT~IA conducted 
!he whole bu ,;: ine-.,. \nd '\t' particu- a "gue,..,;:tatorial" to predict the num-

Applause ' 
A p lu s fo r the sponsor 

How to ~et more ft,r \ our radiI dol-
, . 

lar i,.. a neHT.endin; probl:'m. One 
'''a~. a ,. ~ PO:\ :, OR ha ,. often reported. i ~ 

,ia , l-illful mer('handi ~ ing. 

CB:, ha,. .iu ,. t announced f"rmation 
')f a departmeilt df',. i~ned OOto hell' CB :::
network ad'erti ,. .-r, and their outlet ,. 
throuS!hout the countn to make more" 
effectiye U ~ f' u f th,' mer 'handi ~in~ pow
er of CB :-- radio pr(l~ram " 'oo 

If carried throuf!h in t~ pical CB:::
la"hion. ' I C1l ~ (Jr ~ \,-ill be getting ~ C"l1e· 

thing: really ,. pt>cial. \nd Loui , Hau:,-
man_ yice I're ~ idant in charge of ad\ er
ti :,- ing: and , al~,. prumotion. 'a~ ~: oo"'e 
\dll go the limit. 00 

Benn Brenner. f )fmerl~ marketin~ 
a,..~i,..tant to the ,ice pre-,.ident in charge 
(If the GnyCf'r~ Di, i,..lOn of :::- tandard 
BranJ,.. head ,. the nE'W operation. 
known a ,. Trade Pr ,motion. Preci~eh' 
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wha t he' l1 do will depend on his own 

ingenuit~, and judgment. But Brenner 
and a ,.".i:'-tant:- e~ pect to work do;;; ely 
"'ith the adyerti:,-ing and sale:,- depart
I1lents of ,..pon ~or firm;;.. to tall.;. to CBS 
client ,.. ale,.. per:'-onnel. to pa rticipate in 
dealer meeting :,-. to bc ac-tiYe at point 
of :,-ale. 

Spearhead of the new artiyit, i .. a 
monthly publication titled ooCB~ Ra
dio-Pi' ture \ ew :-,:' publi;;;hed mon th
h· by cns and ;;;pon:"ored b~· CBS af
filiated , tation :'- who will di stribute cop
ie::- to grocer;;; and druggi st:" in th ei r 
li ;;;tening areas. Uwr 30.000 copie~ of 
the initial i:,,:,-ue. dated \" o'ember 1950 
ha, e been di ,. tribu ted by 16 "talion,.. in 
16 market,. ~each pa~:,- betwpen 32,500 
and 5--1. 0()O yearl~ . with CB:, contrib
utiJ12: an additional 35<; of the co;;;t I. 
CBS exped". to be printing about 10fl. 
000 monthly before long. 

ber of tde,ision :,-et:,- which would be 
produced within a certain period we 
checked carefully for accuracy. The 
manufacturers were onh' about 50~ 
off. 

"llich proye~ that TY cry :,-tal-gazing 
the:,-e day:,- i~ a foolhard~' activity. 

So here goe". . 

1. De"pl te color confu,..ion, the ex
cise tax. the freeze. and manufactur
ers' lament ,.. we predict that .-\merica 's 
8.000.000 T\, set:,- will haye increased 
to 10.000.000 by the ~ - ear's end. A 
tele,i ;;.ion set is still the logical gift for 
the home, come Yuletide 1950. 

2. "'e predict that the best color 
sy:'-tem. whether CB:3, RCA. GL or 
what ha,e you. will yet win out. 

, . 
3. "'e predict that for a few ~ ears 

at least ad,erti;;:ers will be intere:'-ted 
in colo r almost s olel~- a ;;; a , -ehicle for 
their commerciah. 

-1. " 'e predict ( station managers. 
please note ) that the freeze on TV sta
tion grants will be lifted with unex
pected suddenness. "-e shouldn't be 
;;;urprised if it happened :;;.hortly after 
the fi rst of the yea r. 

5. \\ e predict that T\, ,.. tation ap
plications ,dll be acted on ;;:peedil~', 
onCe the freeze i,.. lifted. 

f or those intere",ted. we might add 
that predic tion:,- four and five a re a 
little out of the hunch catego ry. Drop 
u:; a line and we'n glW YOU a bit of 
the background. 

_-\11 ,.t ation ,;: repre,..ented b\ CBS Ra
dio :3ale;;. (plu;;: ;;; e,eral others ) haw 
purcha"ed quanti tics of "CB:3 Picture
\"ew,.:' \,hich features one p",rsonality 
each i:,-;;;ue ( the first issue highlighted 
Godfrey J in full-page- ne"'~paper size 
;;;etting. with imide pages depicting 
CBS stars and selling: aids. 

For four month.;;. prior to announce
ment of the :,en-ice, members of ~1r . 
Hau~l11an' " department consulted lead, 
in~ adyerti;;:er;;: and studied trade pro
motion technique:- of other media. lo
cal and national. 

In its is:,-ue:'- of 28 .-\ug:u".t and 11 
September 1950 ~PO:\SOR reported on 
merchandi ,..ing being: done by radio 
throughout the nation. The articles 
concluded that radio, generally, i;;: do
ing no more nor le~ ~ than other media. 
CB:3's strong effort ma~' well pu~h the 
"{'ale, mediawise, In radio's fa\'or. 

SPONSOR 



in the rich West Virginia marlcet ••• 

it's "personality" that counts! 

'he famous Personality Stations ® 

deliver 'he SEJ'J'ER HALF! * 
BMB has proved it! The "Personality Stations" 

are first in the rich, densely-populated area where 
West Virginians spend the better half of their dollar. Further

more, it's such an easy task to capture your share •• 
one advertising order, one bill and presto-you 

. earn a smackingly low combination rate that makes 
the three "Personality Stations" the one 

really outstanding buy in the field. 

50.65% ot total population 

52.38% ot retail sa'es 

56.94% ot genera. merchandise sa'es 

represented nat ionally by WEED & CO. 

II 
I 
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