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Symbol of a say of lifé"

In the rotunda of the Capitol Building in Richmond
is Houdon's statue of General George Washington,
labelled by historians the most important in the world,
Symbol of courage, faith, devotion to the cause of freedom,
this memorial (the only one for which Washington posed )
is a fit present-day reminder

that man's pursuit of freedom is eternal.

Among the most powerful weapons of the American way of life
is freedom of expression—
well served by countless radio and television stations. Among these
The First Stations of Virginia, WMBG-AM, WCOD-FM, WTVR-TV,
are privileged to be numbered.

Houdon's Stalue of Washington,
in the Copitol Ratunda, Richmond

WMBG »+ WCOD

Havens & Martin Stations are the only

complete broodcasting institution in Richmond.
Pioneer NBC outlets for Virginia's first market.

Represented nationally by John Blair & Company




WOULD YOU DROP TOP-RATED SHOW?2—TV's cost dilemma pointed up by Berle show,
Texaco's consistently best-rated hour in TV. Texaco doesn't know whether it will

renew come fall. Spiralling costs are only negative factor. Texaco fears pres-
ent $65,000 nut may hit $100,000 by fall, is considering alternate-week sponsor- |
ship. (See story on TV costs, page 30.)

i EEW}PLE FOR RADIO: BOND SALESMAN—Bache & Company, one of oldest investment
i firms in country, has gone on air to reach 90% of public which does not now own
securities. Firm believes radio can do effective job in broadening investment
market. "Tex & Jinx" Sunday noon show on WNBC is vehicle ; approach is to use offer
of free booklet titled "It's Easy to Invest Through Bache." Merrill Lynch, Pierce,
Fenner & Beane uses similar strategy in announcements.

|
THAT RICH FARM MARKET—Already-lush farm market is even better bet now. Tip-off ‘
Eor national advertisers considering use of farm radio is Department of Commerce
monthly income breakdown. D. of C. finds farm cash receipts up 219 millions in
December 1950 over same month, 1949; went from 2,473 millions to 2,692. Trend to :
consumer advertiser sponsorship of farm-service programs is accelerating. '

THAT BULOVA PROGRAM BUY—Recent Bulova purchase of first 30 minutes of Frank
Sinatra‘ show on CBS=TV, marks watch firm's first network programing effort. Mean-
while, says firm's agency, Biow, budget for radio/TV announcements is up over last
year. Move, agency maintains, does not mean Bulova is breaking long-standing

policy of buying and holding time signal franchises. "Program is merely an extra
i) promotion," says agency. But, at the same time, firm is getting programing know-
how should strategy change in future.

HAMILTON WATCH CONTINUES TRANSCRIBED SERIES—Ziv-produced transcriptions

have been paying off for Hamilton Watch. With firm paying for production costs,
13-week series of 15-minute "Dream Time" programs were aired locally on 417 sta-
. tions; local jewelers bought time. Majority of sponsoring retailers reported |
that increased sales could be attributed directly to "Dream Time." In resSponse
i to dealer demand Hamilton is making new series. Disks have open ends, middle
commercial for Hamilton.

EXPOSE DUE ON MAIL-ORDER RADIO/TV—At least one consumer magazine, pocket-
sized Pageant, is readying expose on mail-order air advertising. Article will add

fuel to fire currently being lit under mail-order by FCC investigation. Stations,
meanwhile, are tightening regulations to eliminate fly-by-night operators.
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REPORT TO SPONSORS for 26 February 1951

SPONSORED NETWORK RADIO SHOWS TOTAL 214—Radio-TV FACTuary reports February
sponsored network radid_programs totalled 214 ; TV total is 159. FACTuary Novem-
ber report showed 207 radio, 162 TV programs sponsored. Total ot 84 agencies
handle all network radio billings in nation, with 81 agencies placing network TV
programs.

RADIO SET PRODUCTION DOUBLE TV TOTAL IN ‘50—Continuing national strength of
AM medium indicated by 1950 radio set production. RIMA reports 14,589,900 AM sets
manufactured; TV total was 7,463,800. 1In 1949, totals were 11,400,000 radios,
5,000,000 TV sets.

CITIES SERVICE'S 25 YEARS—With 19 February broadcast of "Bands of America" (NBC),
Cities Service 0il Company started twenty-fifth year with same program; span is
probably record for continuous sponsorship of network program. Oldest coast=-to=-
coast sSponsored program is "Voice of Firestone," on 23 years for rubber firm.

(See Firestone story, page 26.)

ARE MAJOR STUDIOS RELAXING TV BAN?—Paramount Pictures has given Mary Martin
OK for appearance on special NEC-TV show to honor Richard Rodgers, 4 March. Star's
TV debut may be indication that heretofore adamant major studios are relaxing
bans against television appearances of contract talent whosSe agreements excluded
video.

WHAT'S TV'S PROGRAMING STAPLE?—T-WeEd survey of February network TV programing
finds variety favored program type with 39 sponsored segments; comedy-drama
runner-up with 36; children's programs, 35; gquiz and audience participation, 17;
music and songs, 15; informal at-home formats, 12; news, 11; talent hunts, 5;
comedy, 4; Garden events, 4; forums, interviews, 3; boxing and roller derby, 2 each;
religious formats, 2; sports film, one.

AVERAGCE NUMBER OF VIEWERS PER TV SET IS 2.95—Trendex data for December 1950
and January 1951 shows average number of evening viewers is 2.95 per set. Sunday
evening has most viewers per set, 3.30; Monday evening, 2.75; Tuesday evening,
2.82; Wednesday evening, 2.84; Thursday evening, 2.82; Friday evening, 2.93; Sat-
urday evening, 3.29. Program with greatest number of viewers per set is "Your
Show of Shows" (NBC-TV) with 3.96.

NAB DIRECTORS ELECTION COMPLETED—Annual election of members of Board of Direc-
tors from odd numbered districts and from at-large classifications drew 1424 bal-
lots. New directors are: District 1 — Craig Lawrence, WCOP, Boston; District

3 - Leonard Kapner, WCAE, Pittsburgh; District 5 - Thad Holt, WAPI, Birmingham;
District 7 - Robert T. Mason, WMRN, Marion, 0. ; District 9 - Merrill Lindsay, WSOY,
Decatur, I1ll.; Distriect 11 - H. W. Linder, KWLM, Willmar, Minn. ; District 13 -
Kenyon Brown, KWFT, Wichita Falls; District 15 - Glenn Shaw, KLX, Oakland; District
17 - H. Quenton Cox, KGW, Portland, Ore. ; Large Stations - John H. DeWitt, Jr., WSM,
Nashville ; Medium Stations - At press time Hugh B. Terry, KLZ, Denver, and John
Esau, KTUL, Tulsa, were tied for medium Stations directorship; Small Stations —
Edgar Kobak, WTWA, Thomson, Ga.; FM Stations — Ben Strouse, WWDC-FM, Washington,
D= G
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‘BUCKY’ WELLS
In Bob-Sledding,

WHEC

In Rochester Radio

o AT
T

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!

Note WHEC's leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B C D E F
MORNING  45.6 16.9 8.3 9.2 15:3 3.3

8:00-12:00 Noon
Monday through Fri

AFTERNOON 409 294 7.7 13.0 = 2.4

12:00-6:00 P.M.

1’!00‘;“:1-3 lf \l".lff" o B 5!-3’000'..::5?\
peen t0pPes - EVENING 40.2 283 8.5 11.0 10.2 it Sumer
&:00-10.30 P.M., Only

Sundav thiough Sof. NOVEMBER-DECEMBER 1950

LATEST BEFORE CLOSING TIME

Ho?)

- Gln“l"
/ |

4 RADID
D

GROUP

BUY WHERE THEY'RE LISTENING: -

\

Representatives: EVERETT-McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Frbna'sé'o,
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VOLUME 5 NUMBER 5

ARTICLES

Today's top commercials: spot radio

Six oufstanding commercials used in spot radio are highlighted in this

.
first article of a series covering the best commercials on air today 2.
23 yearswith the same program
Firestons, sponsor of radio's oldest coast-to-coast net show, remains alert g
to new trends, now has first successful musical simulcast 26
The fabnlons Columbia Workshop: part 11
Manner in which it energized whole radio medium suggests how an industry- >
sponsored workshep could help TV develop fresh programing approaches 28
lre rising costs more than traffic can bear?
Advertising men and broadcasters debate whether soaring TV costs .
threaten to price sponsors out of the medium 30
The case for nse of radio by depariment stores
Day-by-day results at top stores are cited in this hard-hitting speech made Sy
during Pittsburgh newspaper strike 33

COMING

|
Today's top commercials: network radio
This second article of the series describes and backgrounds a few of the ;
most resultful commercials in network radio 12 Mar.
How to solve the research dilemma
From the welter of conflicting research information, sponsors hope stand- -
ardized measure may arise from Dr. Baker's special committee 12 Mar.

The Carnation Milk story

How network radio (now supplemented by TV) developed Carnation Milk
to a colossus in the food industry

Beer on the air

A SPONSOR roundup bringing to light how brewers around the country
are using the broadcast media to sell their brew

DIGEST FOR 26 FEBRUARY 1951

‘ DEPARTMENTS |

MEN, MONEY & MOTIVES 6
NEW AND RENEW 11
MR. SPONSOR: D. C. SPERRY 16
P. S. 18
510 MADISON 20
TV RESULTS 36
MR. SPONSOR ASKS 38
ROUNDUP 42
QUERIES 74
TOOLS (BROCHURES) AYAILABLE 79
SPONSOR SPEAKS 80

COVER: Bill Ryan, new BAB president, is man
who will become increasingly familiar to spon-
sors during 1951, Concentrating on radio
alone, BAB will greatly expand promotional,
service, research activities geared to help
advertisers,

Editor & President: Norman R. Glenn

Secretary-Treasurer: Elaine Couper Glenn

Managing Editor: Miles David

Senior Editor: Erik H. Arctander

Assistant Editors: Fred Birnbaum, Arnold Al-
pert, Lila Lederman, J. Liener Temerlin

Art Director: Howard Wechsler

Yice-President—Advertising: Neorman Knight

Advertising Department: Kay Brown (Chicago
Manager), Edwin D. Cooper (West Coast
Manager), George Weiss (Southern Rep-
resentative), John A, Kovchok (Production
Manager|, Edna Yerain, Douglas Graham

Vice-President—Business Bernard

Platt

Manager:

Circulation Department: Evelyn Satz (Sub-
scription Manager), Emily Cutillo, Joseph-
ine Yillanti

Secretary to Publisher: Auausta Shearman

Office Manager: Olive Sherban
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mlined \\II I Tv Fxecutlve, Editorial, Circulation and

AVdvertlaing  Offlce 510 Madison Ave New York 22,
NN '['--Iu';-h et !H rray 1HILI Chilrage OfMce:
60 N Miclilgan Avenue.  Teleplion Flnancial 6-1556.
West Const Ofice: 6087 Bunset Bounlevard, Los Angeles.
Teleplone:  HHIshle 3311 Printir Oflse: 3110 Elm
\ix Baltimore 11, Ma Subscrl : United Statea
£% n year, Casnada snd r-u-J.:n F ngle copies 50c
I'rinted I U, 5, A Al fres all respondence to 510
Viadison Avenue. New York 220 N. Y. Copyright 1951,

SPONSOR PUBLICATIONS |NC

M



I(Gw THE ONLY STATION-

WHICH GIVES THE ADVERTISER
COMPREHENSIVE COVERAGE

BROADCAST MEASUREMENT
BUREAU SURVEYS PROVE
KGW’s LEADERSHIP

I~ S TN STa Actual engineering tests have proved that KGW's efficient
- ‘,W" 620 frequency provides a greater coverage arca and
™ reaches more radic families than any ther  Portland

T st
LN epOR '
= radio station regardless of power. BWMB surveys bear

out this fact, KGW is beamed to cover the population
concentration of Oregon's Willamette Valley and South-
western Washington

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

DAYTIME
KGW 350,010
Station B 317.3130
Station C 295
Station D |

Planned” 18 the word which best typitics Lengview, Washington, the
youngest community in KGW's widespread coverage area, and one of th
most progressive, Laid out in 1922 as a “model” town, Longview's indus-
trial growth has followed a planned pattern The two largest lumber mills
in the world are located here, Jumber products, pulp and paper products
add to expanding payrolls. Longview, with its neighbor, Kelso, i5 an
important Columbia River port. A recemt KGW Tour-Test, conducted in
cooperation with the Oregon State Motor Association, and witnessed by
“Miss KGW"” and Longview cxecutives, proved KGW's COMPREHEN.
SIVE COVERAGE of this healthy market. Include this “planned™ city
in your plans for getting the most out of KGW's Comprehensive Coveraci

NIGHTTIME

KGW 367,370
Station B 350,820
Station C 307,970
Station D 205,440

PORTLAND, OREGON
ON THE EFFICIENT 620 FREQUENCY

REPRESENTED NATIONALLY BY EDWARD PETRY & CO.

26 FEBRUARY 1951



BETWEEN

COMMERCIALS

Newest <|dl.l|||l||'| 1o KPIX“
: itternoon program schedule
=i — 15 "Rumpus Room™, starring
NEQ\ Natalie and Monty Masters.
['he Masters, who have long

been one of San Francisco's top net-
work radio teams, and their six-year-old
son, Topper, are actually building their
own Rumpus Room in the KPIX studios,

The hilarious events that take place
15 construction gets underway, have al-
ready made "Rumpus Room” one of
the Bay Area's most popular TV pro-

grams.

Hourly wvisits with the charming Mas-
ter Family are aired on KPIX Tuesdays
through Fridays at 5:30 PN

CONCERT SERIES

KSFOs “Winter Concert Series" lias
been unanimonsly accliimed as one of
San Franciseo radio’s top muosical  pro-
grams,  Narcatedd by Bill Hillman,  the
two hour symphonic program has hizgh.
]i‘.:h[l'll the works of Muozart, Hi'l‘liln\r‘ll.
Pebussy and other-, owt=tapding in he
musical worlil.

ADD AIRINGS

Faye Stewart has recently added a
new link to her KSFO-KPIX airing
schedule, with the introduction of "Mr.
Cook™ . ., . screened on KPIX for the
Pioncer Appliance Co. Each week,
Faye plans and prepares meals for the
audible, but invisible, "Mr, Cook—
the universal man—who delights in do-
ing the cooking for himself . . .

"Once Upon A Time", seen weekly
on KPIX, has been cited by the Parent-
Teachers Association as the outstand-
ing children's program in the area.
The 15 minute children’s feature, in
which classic fairy tales are dramatized,
is narrated by Ruby Hunter.

CHANNEL

5

Represented by The Katz Agency, Inc.

560
L{

lcpu”mod by Wm. G. Rembeou Co.

SAN FRANCISCO

Ly

==
\DE
—

(@) Robert I. Landry

Sponsors and advertising ageneies are surprisingly naive and un-
forewarned on oceaston about Negro, Italian, Irish, Mexiean, Jewish.
and other group sensitivity to “racial stereotyping™ and this whole
subject is worthy of more attention than, typically, it gets in the trade.

True, the worst offenses are usually nipped in the bud by alert
network “editors™ (please don’t call them censors) who are expert
al anticipating gags, situations. and inferences likely to he resented,
But in television. new facets of menace are present. Costume, make-
up. or gesticulation are all capable of perpetuating stereotypes. n
particular. the TV director i= at war with the TV comic whose motio
is “anything for a langh.”

I'he key word in all this. “stereotype.” was introduced into the
vocabulary of communication about 1923 Iy none other than Wahter
Lippman of Harvard and the New York Herald-Tribune. As here
used, it elassifies a concept or assumption as o a given group’s native
“tratts” and Thehavior patterns.” The stercolype freezes together a
little truth and a lot of myth and by dint of constant popular usage
and repetition establishes as snap observation of character what is.
in more exact observation. one part plausibility. nine parts caricature,

#e 3 Sk

Iis never hard 1o understand the reaction. Nobody likes to be
Lelittled by identification.  lahan-extraction eitizens protest bitterly
again and again that radio gangsters always are given Nalian names,
Converted into personal. private, neighborhood impact. this huores
pride aud prestice. Similarly. the Ivish have a distaste for flannel-
mouthed awd corrupt cops named Moriarty. while educated Mexican-
\mericans tive. understandably. of nothing but ignorant. lazy. or
thieving Mexicans in fiction,

iy ks LK

The Negro. who gets move than his share of disparagement and
condescenston. has trained himself more and more 1o diseriminate
Between trademarks. prodocts and services which treat him with re-
~pect, | |||'_\ tend 1o <hun that \\hi.-lu'_\ where there is ;l]\\':l_\:- a menial
Negroin the picture, Recently a tire company seeking Negro patron-
age unthinkingly used in newspaper copy an old drawing of an out-
landishly and ridiculonsly over-dressed Negro. The advertiser meant
no offense. bt offense was taken nonetheless for refined Negroes have
been fighting this “stereotype™ for generations,

¥ * *

I the instance of the tive campany. the advertiser withdrew the
Copy. ;l|w|n2i/.w| to the readers of the Negro newspaper invohoed
(Baltimore Afro-Americany. but platuly o hinle foresighted aware-
pess of “stereotyping” would have presented the whole embarrass
ment, That visual television is i like danger frome thoughtlessness.
i= all oo evident.

i Please turn to page 106)
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Yes, at only 75 cents to $1 per thousand, Transit Radio in
Kansas City delivers a guaranteed audience — based on

audited count of bus and streetcar riders. They're on their

L.

THE

way to buy — and you can “call your spots” by timing
your messages to reach the most housewives or workers . . .
men or women. No longer can Transit Radio be
considered too new a medium to be included in any
budget. Transit Radio and only Transit Radio gives you
coverage of Greater Kansas City — without waste.

It has been proved . . . and it offers new economy for limited
budgets . . . new flexibility for special promotions . . .
new opportunity for test campaigns. Contact KCMO-FM
or our representative for detailed information on

rates and time.

Kansas City 6 Missouri + 94.9 Megacycles

Transit Radio Lj
SUCCESS STORY

A new pocker-size magazine® was
introduced solely by Transit Radio
in Kansas City, on June 6, 1950.
In only 9 weeks, sales were 24
per cent higher than a rival

publication, advertised in another
medium during the preceding 6
months. And though a bi-weekly,
ir outsold its weekly competition
during the 9-week period.

*Name on request

Source: Sonth-West News Company

Broadcastin 4

Contact: H-R Representatives, Inc., New York, Chicago, San Francisco

ONLY FM STATION NOW OPERATING IN GREATER KANSAS CITY

26 FEBRUARY 1951
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« IN CHARLESTON . |

If you don’t have tougher going in some markets than in
others, we take off our hats to you. But if you s, we'd
like to take off our wats, in any of the cities listed at the
right. We know them “inside-out” . . . know how they
differ and what they have in common. We can help you
make Spot Radio work harder in any of these markets, can

help make it prt)ducc more results. May we prove it?

FREE & pETER& INC.

Pioneer Radio and Television Slalion Representalives
Stnee 1932
NEW YORK CHICAGO
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO

|
|
1
|
|




JULUTH . .. on FORT WORTH?

EAST, SOUTHEAST

WBZ-WBZA Boston-Springfield NBC 50,000
WCR Buffalo CBS 5,000
WMCA New York IND. 5,000
KYW Philadelphia NBC 50,000
e KDKA Pittshurgh NBC 50,000
'1 WFBL Syracuse CBS 5,000
'rf WCSC E:}l.ill'l.t‘sl-lill', S-. C ' '('.i.i.S ' 5,000
WIS Columbia, S. C. NBC 5,000
WGH Norfolk ABC 5,000
WPTF Raleigh NBC 50,000
WDBJ Roanoke CBS 5,000
1 MIDWEST, SOUTHWEST
WHO Des Moines NBC 50,000
wocC Davenport NBC 5,000
WDSM Duluth-Superior ABC 5,000
WDAY Fargo \BC 5,000
WOwWO Fort Wayne NBC 10.000
KMBC-KFRM Kansas City CBS 5,000
WAVE Louisville NBC 5,000
WTCN Minneapolis-St. Paul ABC 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KSD St. Louis NBC 5,000
KFDM ht‘:"lumo'il[ ;\1;('1. 5,000
KRIS Corpus Christi NBC 1,000
WBAP Fi. Worth-Dallas NBC-ABC 50,000
KXYZ Houston ABC 5,000
KTSA San Antonio CBS 5,000
MOUNTAIN AND WEST
KOB Albuquerque NBC 50,000
KDSH Boise CBS 5,000
KVOD Denver ABC 5,000
KCMB-KHBC Honolulu-ilo CBS 5,000
KEX Portland, Ore. ABC 50,000
KIRO Seattle CBS 50,000



”t‘l‘l' dre o sonie of \III(‘Fl‘I\i“" o=l :-Ill‘t't‘:--]-itl -‘ulll':‘*llli'll.

'I'hl"\ <ell secores of ln‘mhu'l:-: to thousands of cager
customers, They are invited guests into these customers”
homes . . . invited hecanse they are homemaking
experts and entertainers, Their endorsement of

the |urm]||r|,-: |l|l"\ sell :_’i\'l-s Iu'n!lll' \"'Hf-"f."t.}!“."!f‘!" m
|l|l}i|l:_'. 'l‘ill'il‘ I'm'nl'l| n|- r-';llt':-‘ SUCEsHEets i- i!lllni'l':-.-i\t'.
Here are the salesmen who are setting sales records
for delighted advertisers in the most vital markets of
the Land. They arve leading spot television personalities
who are unusnally w}uip]n'nl to sell your product o,
They sell when people by ... by day.

@ Aathi Norris . ... WNBT
9 Herbie V=, .. . WNBQ
9 Clief Milant . ... KNBH
@ e Kovaces. . . .. WPTZ
@ 1ol Huse . ... WBZ-TV
@ Vieldved Funnell. . WNBK
@ ‘oney Osgood .. .\WNBW

@ Bob Stowe ... ... WRGBE

NBC.;; SPOT SALES

NEW YORK CHICAGO CLEVELAND

SAN FRANCISCO HOLLYWOOD

New York
Chicago
Hollywood
Philadelphia
Boston
Cleveland
Washington

Schenectady —
Albany—Troy

SPONSOR
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I. New on Television Vetworks

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

America for Christ Ine Torner and Dyson ARC.TY I Wider; M 1100 pmr 5 Mar:

Camphell Soup Co Woard W heeluek NRC-IY 36 Wenrs Margan Showi F b0 pm: 26 Jans
1 wks
Chase National Bank & Hewite, Ogilvy, Benson ARCTY by March of Vime Through the Yearsy F L0030
leading hanks in other & Mather pan: 20 Felin 20 whe (Chase an WAV
cities
Corn Praducts Refining Ca . L. Miller CIES.TY Goarry Moore Show: Th 10052 pm: | Mars
52wk
General Mills Ine Vartham-Laird ARC.TY 53 Feol Maek's Family Honrd ali Sun 6p80-5 g
25 Mar: 52 whas
Mational Distillers Prodds Nonig & Cooper IR P 3 « Jury Velalsg W 90000 pm: 31 Jong
uets Carp whs
=ales Buililers Ine Fed Fartor NRCTV 3% Shrila Graham Show: Sat L1 1:l5 pmsz 20
Jan: 32 wke
FLiwe Ine Young & Hobicam ABC-TV a9 hukla., Fean & 0Oler Th T-T:8%0 pwm; H bebs
32 wmhe
I nited Srares Shoe Corp stockion, West, Borks MRC-TY 62 Richard Hwdgers Telbwie:s Sun 900 gz 1 Maor
hart nnly
2. Renewed on Television Networks
SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration
American Cigaretie & s=SUKB NBC-TY a5 Big Stary: F 9230000 pang 9 Mar: 32 whe
Cigar Co
Congaleum-Nairn Toe MeCann-Frirkson NBC-TY 51 Garroway a1 Large: Sun 1000090 pmz 18 Fobs
2 wke
Electrie Amu:Lite Co Cecil & Preshrey CBS-TV Suspenses T 938000 pms 27 Fehi 52 wke
General Maotors Corp 1, 1. Brother i BTV Doug Fdwards amd the News: b T:A5-8 janc:
23 Feby 52 whs
standard Hrands Ine Fedl ates MEC-TY -4 | MU Comiess Th 553005 ping 8 Feb: 13 wk-
4
3. Station Representation Changes
STATION AFFILIATION NEW NATIONAL REPRESENTATIVE
RMM). Grand Toand, Neh, \BC ILR Representatives. V.Y,
WALUD. Auburn, Ala, Independent Desney & To, WY,
WDEM. Providenee Independent
WELS, Rinston. N, C. MHB=
WLPO. La Salle, 1 Independent .
WSIR, Winter Haven, Fla, MBS Devney & Cu, NY,
WTSP, St. Petersburg M= Ra-Tel Represematives, XY, (¢ 1 VMas )

4. New and Renewed Spot Television

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration
Beeeh-Nmt Packing Co Kenyan & Fekhardi WARK. Cleve. Boid shnpwiTE B Foki B3 wkaicny
Beech-Nut Packing Co Kenson & Eckhardt WAR), Chi, Hesow flmi 5 Feba whs (r)
Beeeh-Nut Packing Co henyon & Fekhardt WELTY. Hoston st hreaki 6 Feby 52 whe
I L. Clark Cao Hino WPTZ, Phila. 1- flm: 29 Jan: 13 whe
Continental Baking Co Tedd Hates WRETY, Nostoan 1« shev Bl 29 Jan (n)
Dow-Curning Carp Don Wagnite NCBS-TY. Ny Lemin and 20:00¢ annemt s 32 whks (n)
C, Nelson Baker (5)
. * 4 X Ernest J. Conwa g5
® In next issue: New and Renewed on Networks, New National Spot Radio Business, National Remus A. HarrisyES;
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments H. L. Holcomb (5)

Eerl Kennedy (5)



aflter

Suwmihors

names

refer 16 category  of

listing  wu  this  page

David Loomis (5]
Rudyard McKee (5)
William C. Pank (5)
M. A, Raymond (5)
Alfred Whittaker (5)

New and venew 26 February 1951

I. Vew and Renewed Spot Television (continued)

SPONSOR

AGENCY NET OR STATION

PROGRAM, time, start, duration

Dully-Motr Co  luc

Viersan Hrug Co

Guinlyene Tien 8 Nabifer
L

Great Atluntic & Pavifie
Tea tla

Hathaway Mie Co

Huber Raking

Leader Nasvelts Camly Cuo
Lever Brothers

Leser D
Cel-t) Ine

Philip Morris & (o

1. L. Prescotr Co
At Brewing Co

un Brothers Ca

Sumlial Shoe o
i
Vita Food Produets L

Tie

Young & Holivam
Biho

[N

WABOQ. Chi.
RTSL. Wlwsal,
WIPTZ, Phila,

WABRT, N.OA.

aris & P'eart

Attt himball
Bakers of

Wear.Ty,
WIrTE,

Phila,
Phila,

WAFM-TV., Birm.
WANBR, Cleve,
WEBZ-TY, Roeston

W I, Phila,
WABT. MY
we I, Drecher WOALLTY, Phila.
- Wheeloek WARW. Wadh.
Bakers of WI'TZ. Phila,

QDuality
America

WOEALSTY, Phila,
h&L-TV. sah Lake
WART, MY,

g & Provandie
Yonne & Robicam
Ben Sackbicim

stn break: 30 Jan: 31 whks (r)
wk= (r)
1 52 whks (r)

20ece annemi;

Stm bireak § 27

Temin film: 31 Jani 13 wks ir)

T-min anuemt: % wks (n)
Temdor filez 6 Feby 26 whe (r)

30-min proz: 20 Feb: 4 whs (n)
St break: 6 Feb: 17 wks (n)
Stn break: 20 Feb; 153 wks (n)
3 16 Feb: 13 wks (r)
20200 il 27 Jan: 52 wks (n)
] partic: B Mar: 27 wks (n)
Stn bireak: A1 Jang 532 wks (n)
13 wks (n)

Lemin Glms: 5 Feb:

I in partic: 3 Mar; 13 wks (n)
20espee 532 wks tm)
Partie.: 31 Jan: 13 wks (r)

o

3. Advertising Ageney Personunel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

.. Svlcon Baker
Vera Brennan
William K. Brooks
Amilrew D,
Frnest J. Conway

rpenler
Warey Dangerhicld Jr
Willard Davis

Hinhert B, Doering

Hernard 1. Gros-

Thomas W, 1lall
Beans A, larris
feeoree 0 Heaslip

James K. Heekim Jr
Jo G Hiteee

. Lawrenee Haleamb
Hobert E. Jacksan
Farl ke
Mannie B, hilein

ety Lanvaster

neddy

Davidl Loomis
HKudyard &, MeKee
. J. Mur-hall
Watsnwn 18, Metealfe
sty Miller

William (., Pank

henneth >, Pran
Hill Prescan
Mivhacl
Richard E. R
Trwsdy Wichwond
Julin €. Rabl
Lewis Hussell

A, Basmond

Mman

Alan Thomas

havid ', Thoamas
Irwin W,
Frauwklin €.
Vfred A, Whintaker
L. J. Wiegaml

Tyson

Wheeler

CliMared 11, Walle

WFRIR. Balto.. talem
Duane Jones, 3., head radio timehnyer
h. K.

er Co, L,

Mu., copvwriler

Rogers &
Vo meel exer

veal Corp. NY. pres
ittshureh Plate Glass Co. Pitths,
RTLASTY, L. AL

Gardner, 5t L., acel exer

Weiss & Geller, Chiy, acet exer
(), S, Tyson & Co, N, Y.
Pari< &

Prow

I omgr
Peart, VY., aeel exer
all, M.

1 e, Cine.,, exec vp

Morse laternational. MY,

Lenuen & Mitehell, MY asst to radio, tv wp
Kanfman & Assoe, Chi. wp

A
e
MarWilkins., €

care

& Robicam. N . writer-dir
1"hei

& Weber., Portlamd. GOre..

s OWONT

|, 15 T

arel

Daneer-Fitegerald-Sample. arel  exoe
hTh T

Russel M. Secils Co, Chin vopywriter

My Cann-Frivkson, eaee
Rircher, Helton & Collet, Daston. acvel exee
N

Koy S, Durstive. NY., avet exer

rey, coapywriter

Ruthrauff & Ryan, Detrail, acel exer
Ball & Davidson, Denver, acel exer
Lennen & Mitehell, MY, neer
Lew Rashok & Sown. N
B, NOY,

Ay, sle managzonent
Culligan  Zeolite Co,
- p e
Kichard 1. Brady Co. Stevens Poin, Wis,,

artl alir

eaer

s, publ dir

Soribibrook. HL, ads,

YL Times, N prom dept

0. 5. Tyson & Coo NY., ieeas, vp
Brisacher, Wheeler & Staff, S.F., exee sp
15
Cinecinnati
er
Duncer-Fitegerald-Sample, VY. aeet exee

w & Boawles, N, as=1 1a rescarch vp

Inmidosiries. Cine. ady, <le prom

Buthranff & WRyan, Balto., dir radio, v dept

Same, dic radio, v timebuying
Same, asst capy dir

il of dir
Loewer

. meniber ho

iplon, N.Y.. a
4 & Starr. P

b sp

Harey W, Morris, 5, Fo. arel exee

lann=Erichson. Detroit, acel
p

p

Doherty, Cliford & Shenfichl, Y., acel exee
Ceeil & Preshres, NY.. exer
Farson, Haff & Yorthlich, Cioe.,
Irwin Viadimir, VY.
Tathaw-Laird, N.Y .,

Same, gen mgr

e

arel exec

accl exec
radio, 1y alegn dlie
Maxen, N.Y., head radio, tv prod

G
Aport & O Bourke, Portland, Ore,, vp

lsmith, Providence. exee

Same, vp

Same, assl o pres
Same., vopy ehiel
Name, vp

Gibraltar, N, 1y

&  Halden,
acel

vapy head

Carlack,

e

Dawd. Redficld & Johnstone, MY, vp dlic
Moselle & Fisen, VY., publ lir
William Wilbur, MY, sp

Walter MeCreery. Beverly 1hills,
Foller & Swith & Rase, Cleve.,

arel raer

arel exec
Same. vp

hal. Ehrelich awd Merrick, Wash., dir rodio, 1y
Samre, oxec Vp

Same, pres
Same, research bir

Goenther, Brown &

Bame, v

& Smiith,

Beene lone, Cine., aect exer




- Staton WHO.......

A SIGNIFICANT NEW APPROACH TO TIME-BUYING

The Peve-Point System
of Programming Evaluation

[ J ntil f:lil'l)‘ r(‘t'l'lll]}'. mosl lillll‘-llll_\l‘i'r assumed that vvvl'_\lhillg
else being equal. the “listener-preference’ accorded any station
could reasonably be judged by determining that station’s “Enter-

tainment Popularity.”
Today loecal programs in five other categories usually determine
station preference. News is the largest audience-builder mosi

stations possess.  Sports often rank second, with various local

Specific Farm Programs, Educational and Public Interest features
high on the list. Thus these Five Points of local programming
today offer a highly important eriterion of station evalua-

AT

During the next few months, these WHO pages will describe
amd prove WHO’s outstanding achievements in each of these
five programming departments — which, in turn, help explain
WHOs foremost position as a publie facility and as an adver-
tising medium. We suggest that you tear ont and file these
pages. They will offer significant econtributions to your time-

buying procedures.

WIHO

+ for lowa PLUS #
Des Moines . . . 50,000 Watts

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager

FREE & PETERS, INC.

National Representatives
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NEW MEMBER or OLD
Broadcasters Profi

“Joined AP in 1949. Happy to report excellent results.”

TODD STORZ,
General Manager,
KOWH,

Omaha, Neb.

“As an old AP member, we’re proud to carry 69 sponsored
Associated Press newscasts weekly."”

ALLEN M. WOODALL,
President,

WDAK,

Columbus, Ga.

AP members share in AP’s tradition of service to the nation — a tradition of profit to sponsors
and member broadcasters. Hundreds of the country’s finest stations announce with pride . . . THIS S TA TION |




(urr ent evenls or

vitol, ot

That’s why listener

The Associoted Press, lorge

of the news ogencies, fc

fost, occurote, objective

news reporting.

' Sponsors know thot

wholeheorted oudience

occeptonce of their

' news progroms meons
their product

more soles completed

v To Member Broodcosters,

| | AP newscosts meon

controct renewols ond on AP

' ' chorge bosed only on the

| l cost of providing service.

greoter occeptonce of

more progrom soles, more

Soys
Efec?ric

Mill. z
C°""F’cm)f:l <" of Mille

“Since KO WH

1 ha
Associated Pra. s become an

; | A ssocioted Press
{ 7 resources ond focilities
[\_, include:
) A news report of

- . 1,000,000 words every
24 hours.

v A stoff of 7200
augmented by

‘ stoffs of member
stotions ond newspopers

v -more thon 100,000 men
ond women contributing to

A eoch doy's report.
v ' Leosed news wires of
350,000 miles in the U. S. olone.

The only stote-by-stote news

Soys Felix Patrick, Jr., of Nehi. ' circuits in existence
”Co:"ombm i 4 !

TODD s1oRzZ,

the hOMe
Porent Neh; COfPOFOHOno{c;tE 100 news bureous in the U. S.
. r

offices ond news

d g
& ‘ | men around the world.
. on. We mointoj .
AUEN M. woopay by .i'cs."e-fm fhol RC Cola “ A complete, notionwide

news js bes by !Es! and that Ap

Istener-fe s election service, employing

" 65,000 speciol workers.
\‘b FOR FURTHER DETAILS, WRITE
“ RADIO DIVISION

WEMBER OF THE ASSOCIATED PRESS.” o assuciten s
il

50 Rockefeller Plozo
New York 20, N. Y.



The

only

CBS
affiliated
station
serving
one of the
Nation's
Wealthiest
Farm
Markets .. .

WGTM

5,000 Watts—Wilson, N. C.

is the

Accepted

Station ...

the

Preferred

station . ..

the station with
SELL

right in the middle
of the

World’s

Biggest

Tobacco producing
area...

WRITE ALLEN WANNAMAKER
General Manager, WCTM
WILSON, N. C.

for your copy of the New
“TIME BUYERS Market

and Coverage Data" folder.

W N D. Clements Sperry

| il.
|| |“ 1| LI ‘ Advertising director
! Oklahoma Tire & Supply Company, Tulsa

Radio advertising is nothing new to Do Clements Sperry. adver-
tising director of the Oklahoma Tire & Supply Company in Tulsa,

I1's no coincidence that he has been directing the company’s adver
tising for the same 18 vears during which the company’s prime me-
dium has become radio. His first use of radio in 1932 yesulted in a
whopping demand for a free premium offer. Since then. he has used
the medium to sell merchandise. not to ;_-i\r -s:!llt'lili!l:_' away,

Beginning with a S600 test run of one-minute Sunday announce-
ments in 1932 over KVOO. Tulsa. Sperry now spends more than
S100.000 a year on 43 stations in the company’s four-state operating
arca. In the intervening 18 yvears. the firm has grown from 12 small
stores Lo a chain of 200 covering Oklahoma, \rkansas. Kansas, and
Missouri,

“We proceeded cautiously at first, using only announcement sched-
ules,” said the 5d-year-old advertising manager. “Later we wenl into
programing, buying first a 30-minute Sunday varietv show. and after
that. a 15-minute Monday through Fridavy musical program strip
during the noon hour period.” After using programs for about two
vears, Sperry decided to try a newsecast: he has been using them
lor 15 vears since

Top onsideration is given to davtime news schedules on selected
stations. Sperry unses a rolaling news policy which gives him the
chance 1o reach four different sezments of the listening audience
within a four-day [u':iuui over a :-IIII_'_'II' station.

Having had a journalism hackground. Sperry joined the company
in 1932, He was born in Springfield. Mo.. in 1896, later attended the
University of Missouri for his jonrnabismi education. He served as a
second lieutenant in the engineer corps during World War I, with
19 months of overseas duty. Aflterwards, he =pent three vears in
newspaper advertising, [ollowed by his entry into the l|1'||.‘|11!|n-lll
store field 1 Fort Smith. Ark.. St Louis. and Talsa.

\= i pioneer in the use of radio advertising. Sperry has approached
IV cantionsly. “We recognize that TV must he considered as an ad-
vertising medinm in the years to come.” he says. “DBul we do not
feel that TV will affect or influence us to revise our present plans for
using regular davtime broadeasting schedules again through 1951.7

SPONSOR




MR. SPONSOR:
SATURDAY AFTERNOON MAGIC

60 TO 75% OF AUDIENCE AND TOP SPONSOR

IDENTIFICATION « « « AL IN THREE WEEKS'!

Richard Jones, Gen. Mgr., feoruary 5, 1951
Radio Station WJBK,
Detroit 1, Michigan

Dear Dick:

The Janmuary Videodex rating of Twin Pines Farm Dairy "Twin Movie
Party", which appears on WJBK-TV, is so terrific that I want to
tell you how we feel about the program's success.

Within the four half-hour segments on WJBK-TV from }:00 to 6:00
P.M. each Saturday afternoon, the Twin Pines double feature
western program captures from 607 to 75% of the audience.

And talk about sponsor identification! "Milky", the Twin Pines
magician-clown who handles the commercials, appeared at a lother-
Son party in a Detroit public school. Without fanfare and with

no introduction, "Milky" came out on the stage. The kids, in a
single voice, roared . . « "It's Milky"!

At the time, Twin Pines "Movie Party" had been on WJBK-TV for
only three weeks. Yet the program had so endeared itself that all
the young fry immediately identified "Milky" and the sponsor!

We frankly feel that no other medium could possibly have made so
complete and deep an impression in so short a time as did this
television program on WJBK-TV.

I'm happy to report all this to you, Dick, and to tell you how
pleased we are with the cooperation we have had from WJBK-TV in
making this program such a rousing success.

Sincerely yours,

—‘L‘, :':%QN & Fr

LSW/cn Leon 3. Wayburn

YOU, TOO, CAN REGISTER YOUR NAME AND SELL YOUR PRODUCT
WITH REAL IMPACT IN DETROIT. WJBK delivers the goods—YOUR GOODS!

WIBK:=DETROIT

The Station with a Million Friends
NATIONAL SALES HEADQUARTERS: 488 MADISON AVEMNUE, NEW YORK 22, ELDORADO 5-24535

Represented Nationally by THE KATZ AGENCY, INC,
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CBS

Net Listenership Gain |

Time buyers '
read carefull

dience

Share of Au

WKRC Galn Ovet
Hooper
1a44a." 50

Pulse
Mov.-Dec,
1950

g (Mon.-Fri.l

AMormn
2 Noon

B AM-1

-Fri.)
Afternoon { Mon.-Fri
12 Noon:f M

3907

30.0"%

Evenming | Sun.-5at.)
o PM:10 PM
el’nl'inn

At
sunday ¢
PM

12 Noon-O
§aturday Dayume
5 AM-0 M

A substantial gain

in every period |
In a four station market
you cant make a better buy!

national representative

ADAM J. YOUNG, JR. INC.

)

59,1 %

ON THE DIAL710

New developments on SPONSOR stories

U.S. firms have upped radio in Puerte Rico. Publicidad Badillo agency execs above

“Puerto Rico™
6 June 1949, p. 32

See:
[[D S Issue:
0 o

g .
Subjeet: Suaus of broadeasting

Radio is getting a larger and larger slice of the ad budget in the
increasingly important market of Puerto Rico.

[n spoxsor’s “Puerto Rico.™ 6 June 1949, it was stated that Puerto
Ricans had spent some $220.000.000 for mainland products during
1948, Today. the fizure is about $340.000.000, and radio advertising
has L‘l'pl pace with the yrnu'lll.

“Most of the leading manufacturers and distributors of mass-
cousumption goods are spending more money on radio than on any
other advertising medium i Puerto Rico.”™ S, E. Badillo. president
of the Publicidad Badillo advertising agency in San Juan, told
sroxsor. He said that most of the large advertisers. those spending
between 850.000 and $150.000 a vear. have been gradually increas.
ing their radio budgets vearly to the extent that some of them now
spend as mmuch as 807 of the total appropriation in radio.

Badillo’s accounts. direct or in association with U, S, agencies, in-
clude such United States advertisers as Borden. Lever Brothers, H. J.
Heinz. Pabst. American Tobacco. Wriglev. Frigidaire. and Zenith,
Nearly all have heen large spenders for Puerto Rican radio.

To illustrate the tremd. Badillo cited two case histories,

1. “The product was one of the best sellers before World War 11,
but withdrew from the market during the war. After the war 1t
came back. but found that it had no market at all. We surveyed the
market at the consumer and retail levels, and as a resull staged an
intensive campaign that has put the product back to second place in
the market. with good chances of its becoming the best seller. About
2190 of the total appropriation went to spot radio advertising.

2. “A leading manufacturer has been selling a specific brand of
his product i this market for more than 30 years. He wanted to
switch consumer demand for the “old timer” to a new similar product,
using another brand name, We achicved this within a few months
through intensive distribution and merchandising. plus a well-planned
ad campaign in which about 7277 of the total budget went to radio.”

Recent surveys made in the metropolitan area of San Juan have
Jrown that 91977 of all families in the area have radios.

SPONSOR



Your BEST BETS for sales in the West'’s 2 biggest markets

You can bet on fast, sales-winning results when you use KH]J and KFRC as your entry into
Los Angeles and San Francisco. Compare rates, service, selling ability and availabilities
(whether you want programs, participations or choice “spots”), with other radio outlets in DO“ lEE
these 2 great markets. In fact, compare "cost-per-salesimpression” with any other media! Buy
KHJ and KFRC, the 2 big sales-getters of DON LEE...the Nation's Greatest Regional Network.

BROADCASTING SYSTEM

Re presented Nationally by
Joun BLair & COMPANY

i
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Two PERFEX Offers
Prove KMA First!

| Here's Proof that KMA
5 Gets Sales Results!

Two mail offers by Perfex Manu-

facturing Co.,, large soap pro-

ducers, proved EMA No. 1 on a

cost-per-order basis. The same

offers were carried by stations
i from Ohio to Nebraska ... from

the Dakotas to Texas. Read the
i results below . . .

| OFFER 1: On 35 stations PERFEX
offered an aluminum griddle fer

! $1.00 with = DEXOL box tep.

Mation Cost per Oeder
KMA—Shenandoah, lowa $.0357
2nd Station 0604
ird n 0703

Goh fiar £ 1294

OFFER 2: On 3| stations PERFEX
offered a candy thermometer and
recipe book for $.50 with a SHINA
DISH box top.

Station Cost per Order

KMA—Shenandoah, lowa $.0240
2nd Sration 0410
3rd Station 0519
3ist Station 19.7058

Yes, EMA s "The Number One
Farm Station in the Number
One Farm Market!"

1awA

o heinANDDAN

NEBRASKA

KMA

SHENANDOAH, IOWA

Represented by
Avery-Knodel, luc.

MISSOURI

« 3T JOsIR.

Nets Over 1500 RGSPO“EES
alsta { Br Wi or tfered 3 rec
Corp. © d §i
Falst? it Bre B .
min demaor stration 'pl.l'l\l:d

Under Management of

MAY BROADCASTING CO.

Shenandooh, lowa

20
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LIKES LANDRY COLUMN

I have gotten a little behind in niy
reading, but over the weekend 1 caught
up somewhat and neticed vour new
column, “Men., Money and Motives™
written by my old friend. Robert J.
Landry.

This is just a line to tell you I am
delighted 1o see Bob's by-line again and
I feel certain spoxsor’s editorial con-
tent will gain by his inquiring attitude.

E. P. H. Jaxes
Director. Centennial
Public Relations
Corning Glass Works
Corning. New York

E. A. JONES TO NEW YORK

I realize. of course, that we are too
late 10 be of any use in your present
plans for I saw the excellent piece yvou
put together on automotive advertis-
ing (“What gear do we shift to now?”
1 January sroxsori. Nevertheless. |
wanted to drop you a note to tell vou
I will be permanently located at 44
Madison Avenue and | will be happs
to be of any service | can in the future.

E. A. Joxes

I'tce President

MacManus. fohn & Adams. Ine.
Detroit

DAYTIME TV SECTION

Congratulations on vour “Daytime
Television™ issue! It was the most
compler job yet done and should be
exceedingly helpful to all phases of the
industry.

Keep up the good work.

Epwarp Coper
Director of T
The Katz Agency
New York

I enjoyed your daytime television
feature so thoroughly that T won’t
even call yvour attention to vonr mis-

Lerediting Chuek Wagon Playhouse to

NBC instead of CBS.
M. H. LEBraxe
Assistant Promotion Wanager
WCBS-TV
.\.l‘h" }'!)r!i'

That was an excellent issue on dav-
time television.

You may want to hring your readers
up-to-date on television in Washington.
The | February set figure. determined
at a meeting of the Washington Televi-
sion Circulation Committer is 233.910.

Cony PFANSTIEHL
Director of Promation
wror

Washington. D. €.

FARM RADIO FACTS

You undoubtedly have run articles
in the past on the effectiveness of radio
as against other media in the farm
market.

I would be pleased 1o receive a list-
ing of the issues in which you carried
any such information within the past
two vears. | would also appreciate any
further information you may he able
to offer.

Epwarp B. Harvey
Director of Radio. TV
Geare-Marston
Philadelphia

® Reader Harvey §s directed to SPONSOR™s
Farm Facts MHandbook plus the 9 October 1950
article, “The farm director. what a <alesman!™

WQXR ON CICGARETTES

[ was very much disturbed to see an
inaccuracy in the story in the 4 Decem-
ber issue of sroxsor entitled “Times
have changed.” Evidently times have
changed. and writers are not as care-
ful as they used to be because WQXR
has never had a policy restricting cig-
arette advertising.

It is true that we do not accept lax-
ative advertising or that of any prod-
uct which we do ot feel conforms with
the acceptability of our programs in
the howme.

[ am at a loss to understand what
the phrase “laxatives. cigarettes. or
similar products”™ means, but cigarettes
are always welcome among our spon-
sors and have heen since the late
George Washington Hill himself put a
program on WOXR for Herbert Tarey-
ten cigarettes back in 1930.

I hope vou wilt print this in order to
cet straight our position on cigarette
advertising.

Norsax 5. MeGer
Fice President. Sales
WOXR-AM-FM

New York

i Please turn to page 791

SPONSOR

i
L‘lll




With the gals. MacEvelly was never inept.

' But the one that he fell for would never accept.

But at last he prevailed. His success was terrific!
He wangled one ticket to see South Pacific.

4.

MORAL: Why labor it? You get
‘em both—for Dayton—on
Dayton'’s first and favorite
station—WHIO-TV,

26 FEBRUARY 1951

To Make a Hit
in Dayton”

THE SHOW MUST GO ON
WHIO-TV

% WHIO-TV is the first and leading station—
not only of Dayton, but of the whole, wide,
rich Miami Valley as well. To sell these
648,000 enthusiastic viewers, currently in con-
stant touch with 162,000 TV sets, concentrate
on our dominantf coverage. National Repre-

Right show—and right audience—won his objective. sentative, G. P. Hollingbery Company, will
With your Dayton sales you should be as selective! gladly submit Pulse reports and market data.

CHANNEL 13

1 Pulse December report shows
that WHIO-TV had & out
of 10 top televised shows!

o-tv

DAYTON, OHIO

21



NORTH CAROLINAIS

North Carolina Rates More Firsts

St.

[n Sales Management Survey Than

\ny Other Southern State.

More North Carolinians Listen to
WPTF Than to Any Other Station.

and NORTH CAROLINA'S
NUMBER 1 SALESMAN IS...

WPt

NATIONAL REPRESENTATIVE FREE & PETERS, INC.

AFFILIATE for RALEIGH, DURHAM 50,000 WATTS
and Eastern North Carolina 680 KC.
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LUSTRE
CREME

Col

PART ONE

OF A FOUR-PART STORY

There are no by-lines for
commercial Few
prizes or cilations are re-
served for jingles the customers can’t
forget and copy that creates sales. But,

writers.

to the sponsor, it's the commercial and
its creative. sales-making flair which
counts as much as programing and oth-
er over-all strategic factors in broad-
casl advertising.

To put the spotlight on commercials
which stand at the top of their art
sponsoR will present four articles cov-
ering commercials used in spot radio.
network radio. spot television, and net-
This, the first of the
series, covers six outstanding spot ra-

work television.

dio commercials,

The six commercials to be deseribed
allll I)(‘(‘k;—’-["?lll\i]('(! hl‘rl' weoere l'IIH:‘-(']I 0ol
the basis of extensive
with advertisers and agency executives,

conversalions

26 FEBRUARY 1951

oday’s top commercials: spot

but no group of half a dozen commer-
cials can possibly include all those de-
serving praise. Instead, these are six
which represent the best in spot radio:
included are commercials of every
type. from the jingle to the message
beamed lhrutl;_'ll a Sonovox.

SPONSOR's siX top conumer als sell
the fu“u\\'in;.' ||rm|U('|.-:

Lustre-Creme .\.'."mm‘lmn ( Colgate-
Palmolive-Peet Company. agency Len.
nen & Mitchell. Inc.) : Life Savers (Life
Savers Corp.. agency. Young & Rubi-
cam. Inc.):; Adjax Cleanser | Coleate-

Palmolive-Peet Company, agency Sher-

man & Marquette):  Bromo-Seltzer
(Emerson  Drug  Company, ageney
BBDO): Flamingo Orange Juice

agency  William
and Spud Cig-

ll.l'i;_'ll ]"II{DII:‘. [11\'.‘
Esty Company. Inc.):
arettes ( Philip Morris & Company. L.,

Ine.. ageney The Biow Company. Ine.).

radio

Musical, dramatie. Sonovox (ypes among radio’s bests

These six spot commercials  were
maost ill-l|lll'u||_\ ||r€li.-ml |J\ those lllJ“l'ii.
though no order of popularity was re-
||u|-.-lmi. Also mentioned as likely can-
didates for the Hall of

Fame were announcements for the fol-

0 -minn'rri;ii

lowing products:
Tide (Procter & Gamble Company.
T A‘f'('!.\

Tobacco

agency Benton & Bowles, T
( the & Williamson
Corp., ageney Ted Bates & Company )
Hm‘r:
Peet  Company, agency  Shermar &
Marquette) : Piel's Beer (Piel Droth-
ers. ageney Kenyon & Eckhardt. Ine,);
Rheingold Beer (Uniled States Brew-
ing Company. ageney Smith, Benson &
MeClure,
Brand Rice Mills. ageney

»
Brown

Shampoo 1 Colgate-Palmolive-

Carolina Rice (River
Donahue &

(I|||'|.
Just as an example of what effective
like  these can

radio  commercials

23



Phillip Lennen wrote Lustre-Creme commercials

achieve, here’s what Leigh Foods has
heen able to do with their Flamingo
Frozen Orange Juice jingle.

The Flamingo air promotion began
seven months ago in August 1950.
Fhree months later. an October survey
put Flamingo in second place among a
ficld of seven brands of frozen orange
juice: recognition of the commercial
rated 4% among those interviewed.
Today Flamingo is sold by 35 distrib-
utors 1 26 states: distribution contin-
ues jumping to more and more states.

Flamingo. like the majority of spol
radio commercials today. uses a musi-
cal jingle coupled with spoken copy.
Jingles are not a must. however, as the
highly successful Life Saver commer-
cial proves. Life Saver has used plain
dialogue consistently in its air adver-
tising.  Bromo-Seltizer uses a Sonovox
effect for its well-recognized “talking
train whistle.” The Kool penguin ad-
listeners 1o “Smoke Kooools.
Smoke Kooools,”

Common as they are. jingles are not

Visps

all cut from the same pattern. Lustre-
music while
spud cigarettes” jingle is fast and pep-

Creme is semi-classical,
py. and Flaminzgo Orange Juice uses
a calypso siyle. There are apparently
no rules about the And of music that
works best i cach case,

I. Lustve-Crewme

Lustre-Cremes one of the top com-
jingle
bha<ed on the semi-classical Toyland.
a Vietor Herbert melody, Here are the
words Phillip W, Lenuen. Board Chair-

mercials singlad out, uses a

24

man of Lennen & Miwchell. set o the
original music:

Dream girl. dream girl.

Beautiful Lustre-Creme girl:

You owe your crowning glory to.

1 Lustre-Creme shumnpoo!

Lennen was relaxing at home one
I‘\I’]Ii!];_' ])Ia_\'i]]g rf_‘l'l']rd:"- \\'}ll’l] hlf ]lf‘arti
Toyland. Through some mental al-
chemy. it oceurred 10 him that here
was a gentle. melodic bit of musie that
might sell Lustre-Creme. Back at the
office the next day he went to work on
some lyrics. tried the idea out on a few
associates, Most were charmed by the
low-pressure change from usual com-
mereial jingle practice. But one possi-
ble hitch was suggested: Mrs. Ella
Bartlett, daughter of the late composer.
might not care for such a close connee-
tion between Lustre-Creme and her fa-
ther’s musie.

By this time Lennen had the lyries
completely written to his satisfaction:
il was no time to give up the idea. He
knew that a friend. Gene Buek of
ASCAP. had been one of Victor Her-
hert’s life-tong companions. Buek was
persuaded to travel up to Mrs. Bart-
let’s Lake Placid home and present
the idea for her approval.

Says Phil Lennen: “Mrs. Bartlett
was tickled by the whole thing. She
went to the copyright owners and put
through her approval. By Novemmher
of 1997 we were on the air with Dream
girl.”

Lustre-Creme  has used the jingle
with its commercials on both network
and spot radio. spends about $250.000
a year on radio. Net shows have in-
¢luded Judy Canova. kay Kyser. and
Dennis Dav. But the shampoo com-
pany uses spot heavily. They aim one-
minute announcements al women. b -
ing the station in ecach market which
has the largest andience, regardless of
As a result of this ellective use
of radio. Lustre-=Creme is the leading
cream shampoa on the marker 10day.

sl

2. Lile Savers

In an inllated where bus
fares and telephone calls are now 10e,
there is one hright spot left: Life Sav-
ers are =till 01!|)‘ a nickel. That has
been the story told by “the candy with
the hole in the middle™ via spot radio.
Young & Rubicam has lavored cute
dialogue for Life Savers all along, The
ageney slarted with a reeorded
versation between a teen-age hoy and
uirl. The latest commercial has gone
down the age seale another step: fea-

COONOI

tures two young kids who might be in
the third grade. This is what they say:

LITTLE BOY : “Gee. | wisht 1 had
a million dollars.”

LITTLE GIRL: 1
Life Saver.”

LITTLE BOY: =l wisht | owned a
fire engine.”

LITTLE GIRL: *. . . a Pep-O-Minl
Life Saver.”

LITTLE BOY: =1 wisht I could fly
to the moon.™

LITTLE GIRL: “Mmmm delicious
Pep-O-Mint Life Savers. Only cost a
nickel.”

LITTLE BOY (REAL DESPER-
ATE) : *Gee | wisht 1 had a nickel!™

Although children are the actors in
this commercial, it's aimed at adults,
Time slots are selected so as to reach
both men and women—which means
in the evening largelv. New York. Chi-
cago. Detroit, San Francisco. and Los
Angeles are covered with a substantial
60 to 90 announcements a week.

William E. Forbes. Y & R account
man. tells how this striking commer-
cial came to be written: “The original
idea came from a writer who has a
voung child himself. and has always
liked to write about children (one of
his published books is about a little
boy who went to get a haircut. and the
dire events that followed).”

wisht [ had a

Although no vesearch fndings are
available to show how effective the
whimsical Life Saver commercial is,
sroNsOR found it was ane of the ones
most frequently mentioned as arrest-
ing. Probably its most appealing fea-
ture is the naturalness of the two piut-
sizedd actors who did the transcription.
Of them Forbes says:

“Our main concern was Lo have the
children sound as natural as possible
and 1o avoid any trace of ‘acting’ in
reading the lines. The children are ac-
complished actors but, like all children,
somewhat unpredictable. Sensing that
over-rehearsal might take some of the
natural charm away from the reading.
we let them amuse themselves in the
studio. and then recorded when they
were relaxed. The result was as if we
had placed a ‘candid microphone’ near
two youngsters talking to one an-
ather,”

Young & Rubicam hias no set sched-
ule for changing commercials. They
keep one running until its effectiveness
appears to be waning, then slip in a
new one. The dialogue transeriptions
used o far have all scored very high

(Please turn to page 51
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‘Case histories of SPONSOR's six top commercials

l PRODUCT

—

AGENCY

LENNEN &
MITCHELL

—

YOUNG &
RUBICAM

BATTEN, BARTON,

| Heapacnts
)
NEURALGIA

SHERMAN &
MARQUETTE

DURSTINE, &
OSBORN

WILLIAM ESTY
COMPANY

THE BIOW
COMPANY

Lustre-Creme aim
i lo convert ~oap
shampoo users to
cream  Ivpe, o=
tablish leadership
among cream

shampoos,

Life Savers secks
to boost <ales by
reminding people
of continned five-

cent price. flavor,

\jax  had 1o es-

tablish  itself in
highly-competitiae
cleanser field. As
brand-new  prod-
nel, it necded dis-

tribution,

Bromo-Seltzer

wants  to remain
at least a strong
fourth in  head-

ache-halting  busi-

ness, burks “drug |

i
empire” products,

Flamingo
Juice is a new
brand in need of
distribution in a

field

crowded

already
with
firms which have

head start,

spud cigareites is
making belawd
cffort 1o catch
booming competi-

Kl]lllh.

share of

tor, and
gct its
mentholited mar-

ket.

Orange

S250.0000 & vear radio
hudger goes into livavy
network

spot schedule,

program, Due-minute
announcements ore di-
rected to women, Agen-
ey buys stations on ha-

si= of largest undicnee.

regardless of cost, |

Five major markets are

covered with abouot
73 announcements Jrer

Aduh

wonwen are

week i each.

men and
reached by buving  ad-
jacencies o lap  pro-

grams, mainly evenings,

Half ol

gel goes into spol, buss

Ajax radio bad-

145 stations in 120 mar-
kets. Average annonnee-
ment schedule: five per
“l'l"\-

Daytime  spots

adjacent 10 women's

programs are [avored,

Four per week  an-

nouncement  schedules

on about 45 stutions in

20 markets s .-nll||p]|'-

mented by oy lu'l\u-rk|

radio  show, Ope-min- |

nte and 20-sccomd eve-
ning =pots favored, also
|

sports adjacencies,

Present 50-station radio
spot and five-station TV
spot campaign employs
and 20 |

weekly announcements. |

between 10

Housewives and voung- |
sters are target for day-
time =<lots, kid show ad-

javencies,

Present Spud  spot ra-
dio line-up calls for 122
weekly

York

Evening

AnnOuNeements
on seven New
City  =tations,
lots are mosl common
men and

—to cateh

women smokers,
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Low-pres=ure  Vietor Herbert mel

|:||_\ was comerted 1o o commereial
by P’hil Lennen. board chairman of

the ageney. By driving haed with

the announeement =inee November

1947, Lustre-Creme has been hoost-
o 10 number one position among

Cream ‘-}l;!lll]illu!‘.

Cute lii;llu;.:_m- _vulnnn-rvinl.« involv.
Life

dan=

been  the
~hort,
nouncement is arresting beeanse of

ing children lhave

Sover stale. Though

it~ woriginalits.  proves  suecessful
commereial necedn’t hase a jingle,
Requires  more

frequent  changes

for effeetiveness,

Four-year-old Ajax fought its way
to first place nationally, displacing
Bab-0), “foaming

cleanser™ spearheaded rise with all-

Revolutionary
spot campaign originally, boosted
sales 1o one-third of industry to1al
with help of snappy jingle,

Sales inerease of about 507 in past
15 years is attributable o regular
spot campaign conpled with a net-
wark program.  Sonovox  deviee
gave Bromo-Seltzer its unigque sonnd
effeet: used for 10 years. Emerson
Drug spends less per sales dollar

than competitors,

AMier =even  months, Flamingo's
catehy calypso jingle has achicved
1% recognition in sarvey of seven

frozen orange juice ¢fforts. Leigh
Foods now has 35

26 s1ates, expects lo have 100 soon.

distributors in

Mher Leigh frozen produets: cof-
fee, lemonade.

Hard-selling Spud commercial nses
a squarc-dance rhythm to promote
“mouth happs™
ness of the mentholmed cigarene,

slogan amd eool-

With spuds and Kools only two na-
tional-selling  mentholated  cigar-
ettes, Spud goal has been o coun-
ter highly suecessful Kool spot eam-

paign.
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Harvey S. Firestone, Jr. (center) now Board Chairman of
Firestone Tire & Rubber Company, took over helm from father (right).
Personal family interest in "'VYoice of Firestone” has helped keep
broadcast on continuously for 23 years. Firestone, Sr., chose network
radio [NBC) 1o tell company's quality story, avoid any stigma from
sale of low-cost tires. Institutional slant continued until simulcast,

L

§ the oldest coast-to-coast net-  stemmed  stric tly

work show on radio today. Dut when ;-L‘u . was institutional,

Harves . Firestone. founder of the From an uriginal NBC
Firestene Tire & Rubber Company. < stations in 1928,

gave the program his blessing in 1928, stone has grown 1o

he wasn't gunning for a longevily yee-  Hons, Since 5 .‘“t'|1it‘Tlll'l‘l 1940,
ord: he was merely attempting to solve TV cameras began

an immediate problem. <how. an additional
Back i 1928, Harvey Firestone had  telovision  stations
just come to an important merchandis- 1 orce.
ing decision. For the first time in the The Monday evening |

company s history. he was going to  time slot has remained the s
make a low-cost tire.  His r-nlilpl-liliujl a= !{I.I;{“I_\ remains the

F;'." e bl | he |'oice of Firestone is the loice of Firestone.
market  music. Every une of the big four in

hook-up of  pany. Firestone. United States Rubber

3 olce “_J Fre- (..nl!||l.'ill_\. iiIlll lllt' B. F. t;lllllilil'll

L0 sta- - Company. in order of sales) have spon-

when -ored an orchestral show at one time
the  or another.

31 interconnected \ traditional T oice of Firestone

the  touch has also been the appearance ol

~'|!lil|i!';|.~ti||_:

9:00  yvears, Richard Crooks was heard regu-

vears with

Firestone has radio’s oldest nat

alert to new trends i"ﬂ

it lavored classical and  semi-classical

rubber 1 Goodyear Tire & Rubber Com-

celebrated  singers.  For almost 15

just  larly, 1o be succeeded since 1944 by
Fire-  a succession of outstanding guest ar-

had forced him 1o the move, but, at  <tone pitch. The visual phases of the tists, Rise Stevens, Eleanor Steber. Na- |

the same time, he wanted 1o keep the  commercials.  however,
company s reputation for quality in- poinls to a greatey
tact. That's why he decided on a net-  nsual in the spoken messages.

selling  dine Conner. Lauritz Melehior Law-
was  rence libbet, Giovanni Martinelli, Bidu

Savao, Ezio Pinza, and a dozen others

work program built around high-toned Firestone. along with other members  have starred on the program. James

music, Thus the motive for sponsoring  of the rubber fraternity,

has  Melton was one of those who got his

PRE-TELEVISION: PROGRAM FEATURED AN ORCHESTRA, OPERA STARS SINGING CLASSICAL AND SEMI-CLASSICAL MUSIC

by |



lle progrin

ignet show, yet remains

dsuceessful musical simuleast

start on the Voice of Firestone.
Although plunked

down about a million dollars annually

Firestone has

for the radio Foice of Firestone, the
company can’t measure its contrihu-
tion to sales tlirl'('li_\', With the nation-
al adverlising picture made up of
many media, including newspapers,
magazines, farm journals, trade jour-
nals, direct mail, and very heavy point-
of-sale promotion, it becomes impossi-
ble to trace results directly. But the
fact that the broadeast media make up
from 20 1o 307 of a diversified media
budget indicates the importance Fire-
stone altributes 1o mdiu;'l‘\-.

The company’s dealers have always
been impressed with the radio Voice
of Firestone, but the addition of TV
renewed their enthusiasm. Interesting-

Simulecast has altored
rear-projected movies pictured above, add interest for video audience.

preventing viewer boredom

VYoice of Firestone,” VYisual gimmicks, like

Slides, photographs, production numbers with sets and costumed
actors also liven visual aspects of the program. Format now restricts

a particular artist to not over five guest appearances each year,

See text for costs, techniques, results.

Iv enough. dealers in non-TV markets
have become <o hred by tales of tele
vision suecess in video cilies yeached
|r_\ the simuleast that their regard for
the radio show has reached a new high.

It was in 1943 that Firestone first
ool bitten il_\ the television Iril_!_‘. I'he
itselfl into TV in
what is probably record time for any
network television program. On 29
1913 Firestone and NB(
were planning an ambitious 15th an-

company launched

November

niversarv  broadcast commemorating
the first } oice of Firestone show back
in 1928, Niles Trammell, then NBC
president. was slated to congratulate
Harvey S. Firestone. Jr. over the air,
Suddenly. on the Saturday morning be-
fore the broadcast (1o take ]1|;l|‘1' on

Monday i, company brass decided they

hould telecast a five-minute show as
\u'“.

\. J. McGinness, national advertis-
ing manager and responsible for Fire-
activities. describes
that fol
“ln 1913, there just weren't
facilities for
hroadeasting a live interview belween
Mr. Firestone and Mr. Trammell, but
they did have equipment to reproduce
film. So we all rushed up to Niles
Trammell's oflice about 10:00 o’clock
Monday morning and had the inter-

biroadeast

.[||||t'-.
the [renzied arrangements
]n\nil.

anv television studio

view filmed. The film company did a
special hurry-up job in the lab and
by 10:00 the same night a print was
ready for projection. with only min-
ules to :~|le1l'|'.”

i Please turn to page 10)

SIMULCAST: VIDEO VERSION OCCUPIES HUGE STAGE WITH FLANKING PRODUCTION SETS, REQUIRES FOUR ROVING TY CAMERAS




The fabulous Columhia Workshop

With TV gobbling material, lessons of past suggest _P_ART TWO—\

industry’s need for a television workshop

o o Generally speaking there is
. [

g (]

and can he no such thing
as a hit-and-run sponsor.
Radio and television programs must be
planned far ahead and lived with for
long periods of time under frequency
discounts whieh penalize sudden with-
drawal. One cannot go in and out of
the program market as one can go in
and out of the stock :»\t'll:ml‘_'v.

IFor these reasons, all olwious but
sometimes  forgolten,  wise  sponsors
make a carelul study not only of their
own program decisions but of the pro-
gram decisions of rivals and contem-
poraries,  Especially have such long-
established  consumesr  franchise con-
stellations as Procter & Gamble, Lever
Standard
Brands. BristolMyers. and  Sterling
Products made it a first priority to

Brothers, General Foods,

know as mmech as they can learn about

28

program practice.  These companies.
and many more beside. were quick.
back in the mid-1930°s, to appreciate
the weekly lessons provided for all by
the Columibia Workshop series. These
sponsors would not themselves have
plunged into anyvthing so unpredict-
able but they certainly watched. in
rapl fascination. as the studio shenani-
And they were in-
fluenced by what they saw.

It is the contention of the present

sans= [:!’n;_'l'l'--(‘ll.

article. as of its |)I't'¢h'|'|'h:-ul' article
last issue. that the lugziv of televi-
sion’s  mantfest  difliculties and  cost
anxieties forees into renewed attention
the one program series. namely the Co-
lumbia Workshop, which existed. in
its dan.
sake.
Television. even more than radio, is

for experimentation’s  own

i \'l)]’{l('itlnh :‘*\\'ﬂlll‘l\\l'l""\'l‘lﬂl[‘ l}f enter-

OF A TWO-PART STORY |

tainment materials of all kinds.  As
new TV stations and new TV programs
open up additional alternatives of
choice and as today’s enthusiast be-
comes tomorrow’s critic by the mil-
lions. the whole question of how best
and cheapest Lo keep the wells of sup-
ply primed must be pondered.  Mo-
mentum will e-:pl'll(] itsell and first ex-
citement of the medium fritter away.

The New York Times has lately spo-
ken of televison as “under the handi-
cap of its own success” and displaying
even so young “sviptoms of artistic
Jack Gould
thinks he sees the new medium being
put on an uninspired assembly line of
tived inntativeness. As the quantity of
TV shows increases. their quality
slips. he feels. These are eritic-like
lamentations, it may be said. True.
And strangely familiar, too. since al-

and ecultural paralysis.”

SPONSOR
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Why the Workshop was useful Lwards won by Columbia Workshop

Ninth Annual Institute for Education by Radio, Moy 1938

The House That Jack Didn't Build.
as an example of croative script-writing and production, a unique
presentation of statistical data in literary form. . . .
First award to “"Madame Curie.” Citation reads in part "the open
ing is prompt and ariistic and inferesting use is made of impres
sionism and suggestio E

I. The Werkshop excited people
First award to ' It was cite

2, The Workshop challenged lazy minds

-

. The Workshop energized innovation, experiment, and healthy
open-mindedness to the novel and the untried

4. The Workshop's influence spread in widening circles, echoing
in other CBS programs, at other neiworks, and beyond sus-
taining programing to the commercials

Women's Press Club of New York, 1938:

'Madame Curie" was chosen for the best single performance of a
new play written for radio.

5. The Workshop stimulated writers, directors, actors, producers,
technicians, gave them a zest and pride of profession that 2 :
quickened and broadened the whole medium National Council of Teochers of Englich, November 1946:

| The production "Richard 11" received the 1944 radio zcroll "be-
cause it presented a magnificent cast in the presentation of a great
classic, because it made modern audiences keenly aware of the
supreme skill of Shakespeare as a dramatist, and because it utilized
radio techniques effectively in the interpretation of literature.”

The Workshop won tens of thousands of friends for radio
among students, critics, teachers, clubwomen, journalists

7. The Workshop was a superb, inexpensive, public relations

operations for CBS, radio, and private enterprise

8. The Workshop benefited all radio, and radio advertising by

providing a series free to try out new formats

most the very words were used 15 and
20 vears ago as lo radio programing.
But this is not to disparage the perti-
nence of the Gould observations. Wise
sponsors would never do that for wise
sponsors know how hard it is. in the
radio/TV world of glib compliments
and outrageous flattery, to come by
the honest views of trained experts,
Meanwhile it is clear enough that
some sponsors have heen [rightened
by the hazards of the new and novel
and have retreated 1o the supposed
safety of the familiar and the imitative
reasoning that that which was okay
for Joe must work equally well for
Moe. Unfortunately this can be the
greatest program mistake of all. If
nothing is more imitated than success,

Innovation, even to flat-on-back extremes, was typical of Workshop shows

26 FEBRUARY 1951

George Foster Peobody Rodio Award for 1946:

is less ]]Lfi\ Lo

Here is no

often enough nothing
succeed than
obscure paradox but a logical and
simple truth.  In short.
ways dangers in picking and sponsor-

imitation.
there are al-

ing an entertainment. bul repealing
the other fellow’s format is just as or
more risky than launching vour own
“original” format.

This leads us back to the Columbia
Workshop and its implications as a
method for showeasing new programs
and personalities economically.

Last issue the story was told of the
voung CBS engineer-turned-writer, Ir-
ving Reis. who founded the Workshop
and made radio history in 1936-37,
and then skipped town for Paramount

and folding monev. One moral, and

Columbia Workshop was given an award for being cutstanding
entertainment in drama.

may be not the main moral. of the Reis
that
“non-commercial” in sus-

=d g = IH'IHZ

“experimental”
“artv” and
taining radio was no bar to a fat con-
tract with the straight bread-and-butter
ecinema

The Warkshop continued on the air
for some five and a half years. Doug-
las Coulter, Davidson Tavlor. William
N. Robson. Earle MeGill. Max Wilie
and. above all, Norman Corwin donii-
nated it Recessing [or the war vears,
the \\'uli‘&llup was revived 2 l“t'l-ru;lr_\.
L6 for 52 weeks under the producer-
ship of Robert J. Landry. and won the
If the war hiatus is

Workshop  thus

spanned a highly significant decade,

Peabody Award.
digregarded.  the

( Please turn to page 56

Poet Macleish authored "Fall of City," aired from an armory
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Example of rising gross TV costs: "Texaco Star Theatre” in 1949, $10,000: in 1951, $65.000

J. H. S, Ellis

One of the hottest controversies in broadeast
advertising cireles today eenters around this ques.
tion: are TV costs soaring too high for sponsors?

The problem was hrought to the fore in a hard-
hitting speech delivered by James H. S, Ellis,
president of the Kudner Ageney, Ine.. New York,
last 12 January before the Detroit Aderaft Club.
(The identical area of dispute was covered the
same day in an address made by Harry Trenner,
partner and vice president of the William H.
Weintraub Company, New York, before the Tele-

vision Association of Philadelphia.)

In his speech, Ellis pulled no punches.  He charvged the networks
with jumping the price of TV talent “400 1o 500% in a two-year
period—mnd sometimes within a period of weeks.™ The article m

right breaks down Ellis® main points under 10 headings with rebunal

from the hroadeasters. Points and pages are listed helow:

I. How high have TV costs risen?

»

3. What's responsible for rising TV talent cosis?
1. How have networks bid up talent prices?
5. Do networks buck cach other in choice time slots?

6. Do networks “steal™ walent, favor own packages?

2. How high do TV costs threaten to rise

Page 30
Page 32
Page 68
Page 69
Page 70

Page 70

d - - - . .‘ -~
7.  Are networks seeking monopoly of editorial content?  Page 71

™ : AT SN
#. How does TV compare with other media? Page 72
¥ ; ? X : y FoE
9. Will multiple sponsorship alleviate soaring cost? Page 73
' . . . . -
10. Conclusion: why not decentralize network eontrol? Page 75

30

Are rismg 'k

1. How high have TV costs ris

Ellis: “The networks have been one
of the principal offenders in bidding
up the price of talent. With the Texaco
program and the Broadway Revue—
both high-rating shows—we had es-
tablished talent costs which anyone
could have checked—and they were
pril‘t-:i al \\hii‘]l :_’umi Ill'thllll‘ were \\i”-
ing to work.

“But with apparent disregard for
what we and other competent agencies
paid for talent—the networks have
jumped the price 100 to 5007 in a

two-vear period—and somelimes with-
in a period of weeks. You'd think that
networks—whose basic revenue comes
from time—would want to keep down
other costs for adverlisers, so they do
not kill the goose that lays the golden
l"g".!.

“Three years ago. when the Texaco
show went on the air. the total weekly
cost for time—talent—production—
was 810,000 a week. Of that sum,
82,000 went for time. and $£8.000 for
entertainment.

“There were only 385.000 television
sets. and time rates were set on this
lli’lrii:i.

“The number of TV sets has now
climbed to 10,000,000,

“The time cost for a one-hour show
has climbed to 236.050, which includes
a recenl 309 increase. With this in-
crease. you can have no quarrel. You
get 26 times as many sets for 18 times
the money, and TV stations were los-
ing their shirts at the early rate,

“But the entertainment cost for good
one-hour shows has meanwhile climbed
to such figures as #50.000-360.000—
and higher.”

“In magazines, you can estimate
about 107 for production cost. On
TV —for talent and production—vour
bill runs to moere than 10077 of time
costs. Where do we 2o from here?”

SPONSOR




ists more than the traffic can bear?

yvrtiser and broadeaster opinion on this current controy Crsy

Broadeasters: “No TV advertiser
today is spending $50,000 1o 360,000
—or higher —weekly on talent for his
one-hour show. Ounly a handful are
spending as much as 830.000 and the
average is approximately $18.000 in
program cosls for hour shows

“Just consider the talemt cost 1as
estimated by ariety) of the current
10 top-rating TV programs (as shown
[l_\ Multi-Pulse). ruu|||l|1‘|| |-_\ the CBS
research department,

Program Raling Cosi

Texaco Star Theatre 47.1 40,000
Show of Shows 32,0 813.300

{per % hour)

Toast of Town 20.0 £16.500
: Fireside Theatre 20.0  $14,500
| Colgate (..Ufﬂt'f.'l'{ Hr. 28.9 550.000
Philco Playhouse 28.5  £23.000
Studio One 7.3 816.500

)
The Goldberes 26.8 £ 8000 Example of networks bucking each other at choice times: NBC's "Lucky Strike Theatre'' with
~L6f ) Robert Montgomery (above), CBS' "Studio One" (below), both televised on Monday nights

Hopalong Cassidy 20.0(not given)
Lux Theatre 25.0 % 9.000

“Ineidentally, since the time Texaco
was spending 38,000 per program, the
number of TV sets in the United States
has increased 30 times. Yet today

i Texaco is paying no wore than five
times as much for its show. Surely.
with its continued No. 1 rating, Tex-
aco’s increased enterlainment cost is

! warranted in view of the audience that

! it is receiving.”

“It is. further, unfair to suggest that
| I!" T\' “]llli\'." ll-’.l\t' ri:'-t'll lo astronomi-
) eal heights, Most of the networks are

making honest attempts to keep pro-
| gram costs down. Here are talent costs

! for just a few Du Mont network shows
selected at random: Kaiser-Frazer's
Ellery Queen, $9.000: Arthur Murray
Dance Studio’s Arthur Murray Part)

I Time, 512,000: Bond Clothes™ Monday

' Night Wrestling, 52.768."
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Broadcasters say while some shows are justifiably costly (chorines on $36,000 "Toast of the
Tewn," left), network packagers also offer economy buys (Du Mont's "Okay Mother," right)

2. How high do TV costs threaten to rise?

Ellis: “This (rising cost of talent)
makes the total cost of a one-hour
<how goad l‘lln!l,’.’h o g2el an effective
rating. <omewhere i the neighbor-
hood of STOO0,000, \nd il the I'Iill.lll
continues at the rate of the past year.
100,000 1otal cost for a half-hour
show is a realistic fizure. '

“Under the prevailing rules. you can
take a summer hiatus of 13 weeks if
vou broadeast for 39 weeks, and pay
the time cost for five additional weeks

which ;,:i\i'.- you |'i|',:|ll weeks without
charge,  On this basis. the annuval
budget required to support a 5100.000
<how would he slightly  more than
S EOO0,00060,

“On the other hand. il you figure
that you get a 35 rating, you come up
with this fact: “You would reach
35000000 sets per week at a price of
STOG0
lar—a figure that's hard to beat for a

which i= 33 homes per dol-

four-and-a-hall minute personal sales
|lrt‘.‘-l'lll;llinl| of vour pi'mlm'L

“The only eatch is this—the people
who can afford 10 pay S A 000,0060 per
vear for a partial coverage of the
urban market are few and far between.
I'V is getting oo rich for the average
advertiser’s purse, no matter how ;_-mn]
il i

“Thi= may =eem an academic point.
with time virtually sold out. But costs
have reached a level where many pres-
il sponsors of onehour <hows iy
have to drop to hall-hour shows or
where sponsors of weekly shows may
have 1o go on a bi-weekly basis. As
this happens, new times will open up
and this will he a new opportunity, per-
baps the last, 1o change the ratio ol
iwdependent  and  network-controlled
Jere grams.

32

Broadceasters: “No combimed time
and talent costs of any hourdong TV
show today are in the neighborhoaod
of S100.000.
tlike the Texaco show!) run close to
£70.000 weekly. But 9077 of the net-
work shows come to less than $50.000

A few rare exceptions

when all costs are added up,

“As for half-hour shows, we esti-
mate the average weekly time and pro-
eram cost at 850,000
1955.

“The $1L000.000 TV budget referred
o is exaggeration compounded.  No
top sponsor i1 T ltul;l)‘ is illl_\ill;_'
audience at a cost of more than
$2.750.000 annually.
top advertisers are still spending other

by the year

And those same

milltons in magazines, radio and news-
papers—just like the more modest
budget TV advertisers,

“As you know, TV has been paying
off. Otherwise the networks wouldn’t
have practically all their prime night-
time and a large chunk of their day-
time sold out. At latest count. there
are 200 network advertisers——greatest
number in TV's short history—and
=till others are !||;i.nnill"_‘ their enltry T
the medim. This testifies both to TV's
sales wallop and its marketable costs,

“If these 206 network advertisers
had not found TV a worthy medium—
despite some high costs on some shows
—they would not continue to sponsor
programs.  And it is our contention
that advertisers will use TV for many
years Lo come, as long as the medium
gives them results, I the market de-
mand is such as to keep on boosting
the prices of talent, then it s only nat-
ural that the talent supph will adjust
its price accordingly.”

(Please turn to page O8)

Quotes

How buyers and sellers line up on
Kudner b, 1. Ellis" speech

Howard P. Hildreth. advertising
manager. Mohawk Carpet Mills. Inc.
tsponsor of The Wohawk Showroom.
NBC-TV 1 : “Speaking from the spon-
sor's viewpoinl. it is difficult to tell
whether show bustness is wagging tne
advertising dog or vice-versa. One f[acl.
however, stands out: television costs
are mounting higher and higher. and
there is no end in sight. This “it’s only
money attitude may force television to
topple of its own weight. For only the
blue-chip advertisers are going to be
able to stay with it—and the blue-chips
are few and far between.

“The solution probably lies in a lift-
ing of the freeze on construction of new
stations. New outlets would take the
burden off the over-sold stations and
networks, and force a generally profil-
able reduction in costs. Jor the sponsor.
the stations. and the networks.”

= »n o

Donald Stewart. advertising mana-
Ler, llll.‘ '[‘i"xﬂ.‘- (:1_1_ | sponsor of T!‘\'-
aco Star Theatre. NBC.TV) @ “I agree
with Ellis 10077 . The networks have
bid up the “going rate’ of TV talent to
a point not commensurate with the re-
turns the sponsor gets from his show.
We now pay 365.000 a week for the
Texaco show's time and talent. But
this coming [all. the cost will be up
frnm that—so much so that we have
not vel made up our minds whether
we'll sponsor Milton Berle in the [all.

“Certainly, we have the top TV show
and reach an audience of 17.000.000,
But if we had the No. 1 show on radio.
we'd reach 30,000,000 Hsteners. Not
that 'm belittling TV's sales impact.
I'm just sorry to see cosls going way
out of line on such a wonderful me-
dium. Trouble is. the way it dents
vour pocketbook today. it's becoming
too much of a luxury medium.

= - L

Dave Sutton. general sales manager,
CBS: “The notion that the netcorks
are trying to bid up talent deliberately
is absurd. The fact is that the agen-
cies, more often than not. will bid up
talent, in order 1o make sure their pro-
gram 1s the best possible. They want
to give their sponsors high ratings.
and it's anly natural for them to go af-
ter experienced showmen who've proved
their audience-getting ability,
{ Please turn to page 70)
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Norman Knight talked to department stores

With presentation of this ar-
ticle, sponsor breaks a pol-
tey.  Though members of
SPONSOR's staff make an average of one
\}JJ'!'t'h per week, such addresses have

never been reprinted. A recent speech
by Norman Knight. advertising viee
president of sPoxsoRr, however. has
drawn so many requests for reprints
tover 300) that the editors decided to
reprint it here as a service to readers.
The specch. delivered originally before
the Pinsburgh Radio/T1 Club at the
time of the now-famous newspaper
strike, wraps up in factual, useful form
some of the most convineing arguments
Jor department store use of radio yve!
puit together in one place.

by department stores

Day-by-day results at top stores prove point

\ thought Roscor
Drummond comes to mind at this mo-

“What this country needs is less

l‘\ll{t‘_‘-\f’ll b

menl

maort

lllilrlil’ -&u'.il\in; and private

thinking.” Nothing eould be mor ap-
ropos in this mstance. for anvthing |
sayv todav will not be a decisive [actor
in formulating vour decision to use
radio and television as permanent parts
of your department store sales promo-
tion operation. But, 1 do hope that
this discussion will assist your own pri-
vate thinking in this regard,

There ean be no doubt that tele-
vision’s glamour has eaptured not only
the minds of consumers at home, hut
also advertising managers in their of-
fices. lts sales tmpact fs remarkable

foolish not 1o

recommend its use to any firm desiring

one would he ver
to sell merchandise. But the number
of TV transmitting facilities is limited,
chotee availabilities are =carce, and.
‘-.ilhuli_'_'ll TV deserves a j11~| share of
any 1{1‘|i;|llll|l']‘t[ slore ||llnl;_'r'l' | feel
that the one great sales |-rwlunl}nl| -
tential not yet realized by department
stores and available for the askineg. is
that grandfatherly broadeast medium
called radio. It is ;'mpmmr:f [y nole
that today, radio is bigger than ever
.r'u‘_i'u.fr'.

Here in this area. 907,
|-|r' own at least one radio set. Point

1|i the pro-

one established. virtually erery cus-
{ Please turn to page O30

AME&A, BUFFALO, IS ON WEBR, WBEN-TV WITH PROGRAMS RANGING FROM WOMEN'S COMMENTATOR [ABOVE) TO ICE HOCKEY
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COTTAGE CHHEESE

VENETIAN BLINDS

SPONSOR: General Fee Cream VGENCY 2 MeKee & Albright
CAPSELE GASE HISTORY T weekly announcemaents
an the Cactus Jim show stimdated interest in the com-

pany’s whipped cream contage cheese. The weekly video
expenditure: =120 Resalts were immediate. with the
spronsor nerea SUNE cotiage o lieese sales in the Albanvy area
fiv 80" over the previons year, In addition. {ce cream
custonniers i areas where coliage ¢ lieese isn't delivered

r-'-JH-'\IrJ the I,ll:ua/u. |

WRGE, seheavetads PPROGBAM: Cactus Jim

SPONSOR: The Shade shop AGENCY @ Direct

CAPSL LE CASE HISTORY: The sponsor runs two one-

minute commercials each afternoon advertising aluminum
blinds with plastic tape. The expenditure aniounts to 875
a week. After their first tiwo video announcements. the
store received 50 to 75 phone calls Jor estimates on the
blinds. Last year. the Shade Shop used newspapers ex.
clusively. This year with the same budget embracing botl
newspapers and TV, they find a 307 increase in business.

WTTG. Washington, D, €, PROGRAM: Announcement-

results

HOUSE TRAILER

SPONSOR: Reichenbach Mator Ca, AGENCY: Direct

CAPSULE CASE HISTORY: The company used one sta-
tion break annouancement weelly to advertise new auto-
mobiles and sales were satisjactory. But another branch
of their business. house trailers. was al a standstill,
Reichenbach decided to promote their most expensive one,
price. 35000 They aired one announcement. The next
morning a customer walked in and said if it was as good
as it looked on T he'd buy. The $7.500 trailer 1cas
sold: TI" cost 223.

WOAL-TYV, Lancasier PROGRAM: Annonncenient

RANCHE HOUSE

PICNIC COOLER

SPONSOR: AL L Carrigan & Co. AGENCY: Kaufman-Stronse
CAPSULE CASE HISTORY: The p:ogramn. Dream House
Time. features a studio set showing the in‘erior of a Car-
rigan-built home. Still pictures cover other parts of the
house. Comumercials on the |5-minute variety-interview
show emphasize the importance of building jor perma-
nence and no altempt is made to conceal the building
!u‘fn'_ S19.800, The first program. (cost 51051 :'H'rm;_;‘h."
20 calls—a prm'u‘frd sales gross of S390,000,

WAAM, Baltimore PROGEAM: Dream Hopse Time

SPONSOR: Gettelman Rrewing Co, AGENCY: Direct

CAPSULE CASE HISTORY: A 8395 picnic cooler was
oTered via three announcements on What's New. a mid-
afternoon parlicipation program. Cost: $75 per partici-
pation. The picnic cooler. an insulated Lox with handle,
used to carry iced beer or [ood. sold well. Six hundred
coolers for a gross of $2.370 is the company’s conserva-
tive estima‘e for the $225 expenditure. And this despite
poor distribution of the coolers.

WTMI-TV, Milwaukee PROGRAM: What's New

KITCHEN SLICER

MAGAZINE

SPONSOR: Libby Furnitnre Co, AGENCY: Rocklin-Irving

CAPSELE CASE HISTORY:  The Libby Furn'ture Com-
pany of Chicage ran an eight-minaze film on one of their
many products. a kitchen slicer. A demonstration of the
slicer was telecast ar 10:30 pan, Wednesday. The adver-
tiser received 019 arders from a phone-answering service
plus 3V mail orders Jor the 81 gadget a re‘urn of 680
on their S100 air advertising investment. TV was the sole
medivm for the sales pr'.rrf:.

IV, Midmi PROGEAM: Fibm demon<tration

SPONSOR: TV Guide AGENCY: IL C, Morris & Co.
CAPSULE CASE MISTORY:  Television Guide scheduled
a one-nunute announcement daily for three days as a test.
No other media were used fonr days preceding and fol-
lowing the video campaign. For 8270, the magazine
plugged subseriptions with two announcements at the
close of evening programing (Saturday and Monday)
and the third at noon Sunday. The imutedia’e reaction:
2,197 subscriptions for a sales gross of $6.591,

WNBT., New Yark PROGRAM: Annonncements

R e e ——— =



DEL-TV

CHANNEL 7

WILMINGTON, ]

-u“
THIS MARKET ISF"“‘. IN RETAIL STORE PUR-

CHASES, HAS THE HIGHEST PER CAPITA EXPENDITURE
OF ANY STATE.

Standard metropolitan Wilmington, Delaware
area showed following increases in the ten years.

1940 to 1950.

INCREASE
Population 209%,
Dollar volume retail sales 1789
Dollar volume wholesale sales 2099,
Dollar volume service trades 1549,

In the nine year period, 1939 to 1948, employment
rose 34349,
Data irom 1950 Census of Populotion ond 1948 Centus of Butiness, figures relecsed

December 1950,

WDEL-TV is the only television station located in this market which is

first in the nation—and growing all the time.

WDEL-TV effectively reaches this richest market with NBC and

Du Mont network shows, many popular local daytime and evening

N B C programs.

WDEL-TV—the TV must on your schedule.

TV-Alliliare

Represented by
ROB ER'I‘ ]\[ EEK ER ASSO(‘iateS- NEW YORK + LOS ANGELES » SAN FRANCISCO « CHICAGO
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pted particularly the
ipact of SPONSOR”™

says—Gunnar O. Wig
Gen. Mgr. WHEC

LONG TIME \ KIRLT . Nl LONG TIME
RECORD FoR /AR RECORD FoR A\ RECORD FOR
LEADERSHIP! ' LEADERSHIP! N\ LEADERSHIP!

Ask yourself this question: “Which publication has greatest use-value for buyers of

radio and television advertising?” Only one answer is possible—SPONSOR.

Ask another: “"Which publication is edited 100 per cent for the buyer of radio and
television?’" Again only one answer—SPONSOR.
That is why SPONSOR has more paid advertiser-agency readership than

any other broadcast trade publication.

That's why smart broadcast trade paper
buyers like Gunnar Wiig of WHEC

(agency: Hart-Conway, Rochester) pick SPONSOR
as their number one choice.

shortest distance between buyer and seller



The

picked panel
answers

Mr. Coste

There are three
jobs  which the
nru=t
perform. The first
aned nost impor-

advertiser

tant is to deter-
mine  what  he
needs in andience
measurement, He
has o

decide
whether he is in-
terested  in the
sets tuned in. the people wha are lis-

Mr. Kurie

tening, or the people who remembered
listening.  He must know whether or
not he needs information on the in-
come, age. and sex classification of his
histeners. Other factors. such as audi-
ence turnover. accumulated audience
and so forth. may be importan, He
may discover that more than one rat-
ing service may be necessary in order
to give him the information he needs.

Second, the advertiser should have a
good working understanding of the va-
rous raling services and the method
by which the information is collected.
In other words, if it is a diary survey,
for example, he needs 1o know if the
reported listening is deflated below the
true level of listening becanse of mem-
ory loss. I it is coineidemal, he is in-
terested in knowing the pereent of the
housewives who were within hearing
range of the radio m the time it was
tuned in. Some factors are insiguifi-
canl and some are im[u-rl;ml in deter-
mining the reported rating, but the ad-
vertiser must be aware of their exist-
ence anmd of the degree of their influ-

38

. Sponsor asks. ..

How can an advertiser faced with conflicting re-
ports on audience ratings resolve this confusion?

" Vice president in charge of advertisin
Felix W. Coste | e ki

cnee. Sample sizes also must be ade-
fquale.

Third. the advertiser must take the
information covered above and add 1o
it a knowledge of the correlation be-
tween the rating services, He musl. in
other words, understand how far it is
safe 1o go in combining the services n
order to arrive al a complete descerip-
tion of the audience he is reaching or
intends 1o reach. For example, in the
case of radio he may combine BMB
coverage with Hooper audience and
Pulse « ullllms-ilillll of amliem-u; for TV
it might be NBC sets. Videodex audi-
ence. and audience composition.

We woukld like to suggest that the va-
rious rating services volunteer their co-
operation with some central group like
the Radio and Television Research
Council to help resolve this problem
and give the already overworked agen-
ey a hand. [t will work 1o the advan-
tage of services, networks. and adver-
lisers.

Joux F. Kvrie
Director of Research
Sherman & Marquette
New York

An advertiser can
use one or more

of many rating
SEervices now
available. In or-

der to choose the
service that best
serves  his  pur-
puse, he must
make a thorough
study of the re-
search methods
used and the <ize of the sample upon
which ratings are based. I he does
this he will. 10 a degree, “resolve this

Mr. Werner

Coca-Cola Company, New Yerk

confusion.” In most cases of conflict-
ing ratings, he will find that he is com-
paring ratings that are not comparable.

Several methods are used in com-
piling data upon which ratings are
based. The advantages and shortcom-
ings of each should be understood in
making an intelligent appraisal of its
worth.  One of the better-known meth-
ods. the telephone coincidental, limits
its samiple to telephone homes, and to
omly those homes in which a respon-
dent answers a telephone.  The diary
method and the recall method have ob-
vious limitations on complete accuracy
due to human memory factors, which
can either inflate or deflate the results.
The measurement system that is most
nearly free from error is the electronie
recorder which is placed in radio and
television sets.  Data based on such
recorders is factually accurate in mea-
suring whether or not receivers are
turned on. It cannot tell. however.
whether or not members of the house-
hold are actually listening to or view-
ing a program. In appraising the
worth of any measurement service, re-
gardless of the method used, the ad-
vertiser would do well 10 consult with
competent research personnel as to the
accuracy and representativencss of the
sample used,

A common mistake that is made is
that of comparing ralings on a particu-
lar show on which the field work was
done on different days, and therefore
measures different performances per-
haps as much as a week apart.

In ovder to reconcile conflicting au-
dience reports, the advertiser  musl
ask: Was the same method used? Was
the sample size adequate in each case?
Was the sample a true eross section of
radio or of television homes in the
areas sampled? Were the same areas

SPONSOR
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sampled?  Did each sample contain
the proper number of radio or tele-
vision homes in the urban. suburban
and rural areas in direct proportion
to actual set ownership? If the answer
is “yes,” there should be no apprecia-
hle variation in the ratings.

RicHAarp G, WERNER

Research Departinent Manager

Kudner Agency Ine.
New York

We regard the
resolution of this
problem as the
maost pressing
single  question
question  on  the
radio and TV re-
search agenda. 1f
it is not resolved.

ralings in general
Mr. Deckinger will suffer unde-
served disappro-
bation because of all the confusion-
and a great disservice will be done the
entire industry. An industry group is
in the process of recommending a
three-part industry study and experi-
ment. It is our view that the greatest
single contribution a sincere advertiser
can make is to lend his support and
encouragement to this project,

Confusion on ratings spring from
two principal causes:

1. Difference in kinds of rating in-
Jormation which different ratings ser-
vices supply. (Though all are called
“ratings” they can be quite different
“ratings.”) Essentially. three pairs of
types of ratings exist: (a) Individual
vs, family: If you are selling a univer-
sal product like candy. you want an
individual rating. 1If you are selling
washing machines. perhaps you should
have a family rating. (b) Total vs.
average: 1f you are computing homes
per dollar, perhaps you want some
measurement of rotal homes reached
through the duration of the program.
If you're trying to compare the size of
audience Lo a 15-minute show to that
of a 30-minute show, often the best
figure is an “average instantaneous”
rating, frequently called a “coinciden-
tal” rating. (e} Local vs. national:
[’se of each is obvious by its nature.

2. Differences in technique to get
the same information. Differences due
to different purposes could exist even
if the services reporting them were
each perfect. Within any one class. the

( Please turn to page T8)
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SPONSORS GET
“PROMOTION ALYs”

| ON

DSU

*Personal Calls on
New Orleans Retailers
Result in Greater Sales!

® WDSU’s alert sales staff makes regular service calls
on leading local retailers. This “plus” provides impor-
tant merchandising assistance which results in greater
sales for WDSU advertisers.

ANOTHER PROMOTION "PLUS"
FOR WDSU SPONSORS!

® Write, wire
or phone your

JOHN BLAIR Man!







They're buying
a new product

The show is sponsoved by a new hrand of
toothpaste. And tomorrow. the housewife
will be asking her druggist for it. So will
thousands like her. We know. We planned

it that way.

Radio Sales TV analyzed this advertiser’s
siales and distribution problems in a majo
metropolitan market. Reconmended a
llnlllt"\'. live-talent show on the Radio Sale--
l't'pl't'r-t'llll'd TV station. A show built to hit

home with children and adults alike.

So well did we fill the bill for this sponsor
that he wrote, “We have had phenomenal
success with the sale of the toothpaste. In
checking drug stores, we have found many
instances i which customers asked for the

l(nll}l]i&i:-lt.‘ ‘mentioned on the [ll'u:_:I'.‘H]l‘. i

By getting an early start in television.. .
by getting to know the medium from every
angle, Radio Sales TV has learned all the
ins and outs of selling all kinds of products

...yours included. As you will see when

‘Radio Sales

Radio and Television Stations

You t'.‘l“‘

."l'r'!u esentative . ..CHBS

Representing WCBS-TV, New Yok WCAUSTY, Phitadelphia
KTSL. Los Angeles; WTOPLTV, Wachington; WBTA, Charlotie;
KSL-TV, Salt Lake City: WAFM.TV, Birmingham; CI’N and
the leading (the CBS) rado =tation in 13 major markets
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THE TOOO-WATT VOICE OF

WCAV

ROUND-THE-CLOCK SERVICE

CLEAR CHANNEL SERVICE

REACHES NIGHT SHIFTS, TOO

AT 850 K.C.

National Representative: 7/‘3 BOM GGW

This SPONSOR department features capsuled reports o
broadcast advertising significance culled from all seg-

ments of the industry. Contributions are

welcomed.

Radio/TV spearhead campaign for new bank drive-in

One bank is uvsnally indistinguish-
able from another. Not so the new of-
fices of the Central National Bank of
Located in the heart of the
cily. its main feature is a drive-in ar-

Cleveland.

rangement for motorist depositors. To
acquaint would-he |]¢'}:<r~illll'~ with the

TV catches motorist-depositor at office opening

new offices, bank officials spearheaded
their promotional campaign with ra-
dio and TV,

Nearly half of a 520,000 ad budget
was allotted for broadeast advertising,
with the remainder spent on newspaper
linage. billboards, carboards, car cards.

direct mail. display posters and bro-
chures,

For the radio barrage, the bank used
six  Cleveland
stations. Highlights of the radio cam-

70 announcements on

paign included street interviews and
dramatized office scene dialogue. Two
local radio personalities on each of the
six stations aired comments designed
to focus attention on the new ofhce.
(Stations were WJMO. WHK. WJW.
WsSRS, WDOK and WERE.)
Central National scat-
announcements on WNEBK
and WXEL in addition to their regular
Monday to Friday TV
the House on WNBK.
Now. William C. Kirkwood, manages

of the new office, reports an increasing

\.illl‘ih\\ 1se,
tered 36

r-iln\\ e IHiuHrf

flow of new lll']r«'réi[l-r:i. And the 17-
fool. two-lane driveway. built to ac-
commodate 500 automobile customers
daily. is kept full of motorized deposi-
tors including one depositor (his ac-
count is in six figures 1who advised
that he learned of the drivesin service

through a radio commercial.  * * %

Coclker spaniel sells dog food for KDAL advertiser

\nimals can sell effectively on radio.
On the network level, Lassie and the
\merican Radio Warblers
are prime examples, But animals can

teanaries

also succeed on the local level and re-
sional advertisers wonld do well to -
\r'-li\:."'lli' the Illi.\“illuilil“. \ four-
legeed salesman is proving his worth
on an early morning disk jockey show
over KDAL. Duluth.

l[l":‘- Hiil{\'l‘-. a v L.I'l -}-.lllil'l. le
"-iir"'.l-'i“\ i‘- H”itl,‘_‘ (lll_‘_’ rlmii 1IIII hl-

sales pitel is huilt around Ripples . ..

owner mud sponsor, Itsv Gotkin.

bursting with health as a result of cat-
ing a certain brand of dog food

lording it over his listless, rundown
rivals for a lady dog’s aflections, Rip-

\IIII,
what is more important, Ripples sells a
ilil n!- l]u_-_‘ funll.

ples amuses a lot of listeners,

RDALs Trav Bayly aids Ripples
\\iI'i Ili.‘- VM .|t 4'hlllt'.-. * % %

W

o
4

2

Ripples gives own sales pitch: pet owners buy

SPONSOR



Sales soar alter Hawaiian “Queen for a Bay™ show

l':\vr\'nu]_\.r .":Illu'l' \|.II'L|'I is located
in Honolulu. a city of ]ml_\uint Im]nll.i-
This food i

crease custowership through a promo-

L1omn. store wanted to in-
tion that would .|]r[|iu|| 1o all the peo-
pll' of the 1'il_\
Chinese, Klnl't';lll.
whiles,

Japanese, Hawaiian,
Puerto Rican, and
Radio was the medium that could

reach all of them. The promotion: a

ﬁ\'i‘-llu_\' Food Festival

topped by Hawaii’s own Queen for a

Day show over KPOA., Honolulu MBS
affiliate.

International

For five i]il_\.-. llll'llll;_'_- were enler-
tained under a big top, with music,
contests, and fun. The big attraction
was the Queen for a Day contest. For
the first four broadeasts a queen was
chosen daily: the winner got some 20
prizes worth about $400. The hfth
the finale. with a
arand queen chosen from the previous
For the winner of the last
contest, Mrs. Emma Santiazo of Oahu.

broadcast marked

winners,

there were more prizes plus an all-ex-
pense 1l'i[l to Holly wood.

For Everybody’s Market. the spon-
sorship meant an immediate increase

Realtor’'s return is S1,000
on 87.20 WTMA expeunditure

George Hamrick., a Charleston real
estate invested
$7.20 in radio advertising and got hack

a thousand dollars.

and insurance man,

No sleight-of-hand but a one-time
did the trick.
Hamrick sponsored a WTMA newscast
at 8:00 a.m. on Sunday. By Monday

five-minule newscast

morning his air advertising bezan to
pay off.

her
house phoned and asked Hawmrick to
handle it. She said she hadn’t thought
of him until hearing his sponsorship

A woman who wanted to =ell

of the newscast.

while  they
were discussing the deal. the woman's

mother-in-law entered.

He called on her and.
sShe also had a
house to sell. Hamrick was authorized
to sell both their houses and by Wed-
nesday he had completed the two
transaclions,

The final tally, for sale of both
houses: 820,000; Hamrick’s 5'¢ com-
mission: $1,000. His radio expendi-
ture: $7.20 for a quickly resultful 5-
minute sponsorship. * * x
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“"Queen'’ beams after winning Hollywoed trip

tomers. Even at a 310 per person

\\1‘("\1_\ l‘lp(‘llllillil'i ful' food. the store

increase  of
* * k

is realizing a buosiness

S3.000.

Briefly . . .

The role of the cotton industry in
the nation’s economy was the theme of
a recent guest on U. 5. Steel’'s Theatre
Guild on the Air.

coast broadeast of “The Fortune Hunt-

During a coast-to-

starring Jeanne Crain and John

Miss

presented a minia

the “Maid of Cotton™”
Jeannine Holland
ture cotton bale to U, 5. Steel’s J. Car-

lisle MacDonald (see picture abovel.

Lund,

- L ] L

Something new in station identifica.
WDRC, Hartford.

\ metronome starts ticking al

lion 1s UITI‘H'II II\
aboul
0:15 a.m.—15 minutes hefore the sta-
tion officially signs on. Early morning
listeners hearing the tick-tock, know
they re tuned to WDRC.
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M. S. KELLNER of Katz NY
reminds time buyers that
WGBS covers the million-plus
South Florida population at

lowest cost per thousand.

The dollar you spend on the *
2nd-place station, says Kel,
is worth $1.46 on WGBS,
“l've got the proof!"

From the desk
of M. S. KELLNER:

Temperatures are different but
South Florida has this in common
with Minneapolis-St, Paul: well
over a billion $ of retail sales.
To sell the booming Florida mar-
ket, tell the WGBS audience
. the top audience morning,
afternoon, night.

TMIAMI
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(Continued from page 2)

in recent fight history. Early estimate was
that 8 out of 10 TV sets tuned in; sportscasts
were aired over both CBS, CBS-TV; fight was also
carried overseas via Voice of America, and armed

forces network.

HBERTY BROADC@'INCSYS_T_EM SICNING_FAL—
S_TAI_-'F-—Falstaff Brewing Corp., at press time,
was planning to buy 150 stations of Liberty

Broadcasting System for baseball game of the day.
Stations are in area west of Mississippi and
south of Ohio. Falstaff hoped to persuade local
distributors to buy second half of each game;
otherwise stations will sell announcements in
If finally consummated, deal would
be close to record for baseball broadcasting and
big feather in cap for fledgling network.

this time.

PITTEBURCH DEBATE SIH.L HOT—ANPA has fol-
lowed up its newspaper ad assault on radio with

film strips which play down worth of media other
than newspapers, based on Pittsburgh newspaper
strike and department store use of radio. BAB
has countered by urging wider distribution to
advertisers of factual rebuttal prepared by BAB
Director Hugh Higgins. (For story on depart-
ment store use of radio, see page 33.) SPONSOR
published pro and con debate on Pittsburgh strike
effect in 29 January issue.

BAB GETS SOLID BACKING FROM WHOLE RADIO
_INDUSTRY-—BAB Board of Directors (approx. 25
members) will have representatives from all

branches of industry; includes four networks,

representatives, stations, transcription firms,
even talent. Board is just one more indication
that BAB intends to build with active coopera-

tion of all phases of radio.

RECORD AUDIENCE FOR ROBINSON-LAMOTTA FIGHT

—Pabst beer-sponsored middleweight champion-
ship bout between Ray Robinson, Jake LaMotta had

largest audience in recent fight history. Early
estimate was that 8 out of 10 TV sets tuned in;
sportscasts were aired over both CBS, CBS-TV;
fight was also carried overseas via Voice of

America, and armed forces network.

SPONSOR



Al sories makie & fll g

White lies . . . black lies . . . half-tones—

Panhandle Pete tells "em all 1o a tolerant
Jennifer on the television show that charms
1,370,000 kids cach day. And truth is:
Panhandle Pete and Jennifer has just
won the Motion Picture Daily Award as
the most outstanding children’s TV program.
At what cost? An unbeatable four<tenths

of a cent per child viewer . . . lowest in its
time period! That's substantially lower

than a half page in a leading Comic Weekly,

Better throw a rope on it before it

gets away—ask us for full information.

for panhandle pete & jenifer

*ARBR Nanonal, Tuesday and Thursday rating, Januars, 1951

NBC r:.:vision
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1,330,804

tHors nttar

T

Adem J. Young Jr. - New York, Chicogo

4 135 32%

lettars

CB8S Outlet in Montresl
Key Station of the
TRANS-QUEBEC rodic group

CKAC

MONTREAL
730 on the dial ® 10 kilowotrs

Representatives:

Willlem Wright -« Toronto
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MEN, MONEY & MOTIVES

\Continued jmm page 0

lake not

and wariness Blatz the sponsor, W\ ein-

with what intelligent care

trauby the ageney, and Byoir the pub-
lic relations counsel are approaching
the upcoming television version of the
Indy.

with its over-

23-vear-old mstitution. Amos n’
To avoid “blacklace™

tones ol “minstrelsy ™ tthe stereoty pe

of the white man making “good-na-
tured™ sport of the black man . an all-
Negra cost will be used. Actually, most
Imos "n” Andy.
Blatz naturally wants 1o keep it that
way,

\l‘}_' rocs seem o enjoy

W

The Goldbergs is an instance of
great tact and skill in keeping Jewish
characters warm. lovable, and unstere-
ctyped. Anyinsight-seeking  spunsor
can detect in The Goldbergs the kind
of sheer professional finesse and know-
how necessary to l'\p]uil group hack-
ground for humor and pathos without
tummbling into the embarrassments im-
phicit, partly thanks to Hitler. in “dia-
lect.” * * &

23 YEARS WITH SAME SHOW
iContinued from page 27)

There are some who claim the filn
was still wet when it was shoved into
the projector, and the quality wasn’t
exceptional,  But NBC and Firestone
executives watching it over five TV
sets at a Plaza Hotel party that night
thought it miraculous since the whole
job ook only 29 hours,

Television had caprured Firestone's
unagination.  Beginning the very nexi
week. the company initiated a regular
weekly 15-minute film program called
Firestone Tele-l'iews. It ll:-llil”_\ fol-
lowed then [ oice uj' Firestone hroad-
cast al D:00 pom. w ith occasional lasi-
minute shifts to 9:15 pan. if the New
York-Philadelphia network had time
Burton
~i*] nr 35 or "“ \nl'.‘iliﬂllil' ﬁhll.'-_ \\]Iit'll

clearance problems, Holmes
were the show’s staple. eventually ran
out on 20 January 1947 and the com-
pany dropped TV for over a vear.

Then, 22 March 1945, the Firestone
hrass had another impulse. On the

previous night Toscanini had hroadeast
his first program on NBCTV. When
the Firestone crew walked in at 3:30
Maonday afternoon for rehearsal. the
was  completely with
lights left over from the Toscanini pro-
sram.  There were significant glances,

studis rigged

some quick deciding, and at 1:00 pan.
the same dav startled NBC oflicials
were notified that the Poice of Fire-
be simulcast that
Permission

stone show would

evening. through

from the American Federation of Mu-

came

sicians at 7:00 and at £:30 the first
commercial musical simuleast in his-
tory took the air. (Toscanini’s the
night before had been the first sustain-
ing musical simuleast.)

This initial Potee of Firestone simul-
cast was strictly one-shot,  Company
ollicials thought that repeating the TV
verston week after week would become
deadly. So they cast about for other
TY fare and in Aprit 1948 picked up
the NBC package Americana.  This
was a (uiz based on American history,
Ben Graver mee’d a regular panel of
five high school students and visiting
contestants.  Visual appeal came from
having many of the questions acted
out Iy costumed actors. Guest celebri-
ties who were important in «urrent
evenls i!|n|u~ar|-||.

For over a vear. Firestone bank-
rolled the program on NBC-TV. From
April 1948 until December 1948 it
filled the 8:30 to 9:00 p.m. slot—aop-
posite the Foice of Firestone radio
show. This put Firestone in the awk-
ward position of competing with itself
in the two broadeast media. In De-
cember 1948, however, the time was
shifted ta 9:30 to 10:00 pan. Despite
determined doctoring, the show pulled
low ratings. Nothing secmed to help.
August 1949 the
dropped Americana. A company offi-
cial’s analysis of the =ituation: *l

=0 in company

~cemed that pl'u]lh- didn’t want educa-
tion. they wanted entertainment, [l
may he that the trend has changed
since those earlier days: several edu-
cational programs are making a suceess
of things lately. But in 48 and 49
Iu-up]v seemed to want enterlainment
most, and we had tough entertainment
competition.”

Although Firestone was disappointed
in Americana’s reception, that didnt
sour them on television in general.
Board Chairman Harvey S, Firestone,
Jr.. had a personal conviction that TY
was a good medium for the company
to be in. Continued searching for an-
other television vehicle failed 1o un-
cover one that was satisfactory. DBut
NBC had been notified that the com-
pany would resume telecasting on 5
September 1919, whieh led to a simul-
cast of oice of Firestone as a stopgap.
After several weeks of simulcasting the

SPONSOR




- AFTERNOON TV

v KItcHEN, conducted by Jane
Christopher. home economist.
features new, economical dishes,
shows the foods ;ll.'[ll(!“_\' |l|‘i|lf,:
prepared. A “must” for Hous-
ton housewives.

Foley’s Tv snorerer did a ter-
rific job in the bus strike emer-
geney, and is now a daily fea-
ture, *Shopper™ Jane Grey and
store personnel cover the store.

TOP NETWORK SHOWS TOO:

* Kate Smith * Gary Moore

w HOUSTON

MATINEE WITH DICK GOTTLIER
brings one of Houston’s top TV
personalities to afternoon view-
ers. Matinee is relaxed, informal
and entertaining. Paige Thomp-
son  adds color and feminine

charm.
< £
-Q*-'w_,
- _"
)

Stokely's LAUVGH WITH THE
LADIES is an audience participa-
tion program sparked by pop-
ular Bill Bryan. A top local
radio show transplanted to TV.

% First Hundred Years

26 FEBRUARY 1951
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KPRC-TV’s aflternoon
program schedule 1s the
bigeest thing in Houston.

Al 65.000 sets in the

grmlh-r Ilouston market are tuned

to Houston’s only TV station,
KPRC-TV, with a llilil_\' audience
of 318,000 ]mIvnli:tl Clslomers,
A galaxy of top national shows
|a|l1.~ star-studded local shows
assure afternoon TV advertisers

of Lop noteh TY coverage.

Get the Complete Facts
from Your Petry Man

REST FOOT FORWARD, conducted
by gracions and beautiful Mary
Jeth MeDonald. features fa<hion
news and make-up demonstra-
Lins, |I1II- |‘l.|tlil':|.| ideas on
time and worry <avers about the
house.

CHANNEL 2
in Rﬂdio

HOUSTON

FIRST and Television

Jack Harris, General Manager
Represented Nationally by
Edward Petry & Co.
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ceneral reaction was '_'--ml and ']\
vitings climbed steadil Since then
suecr=s of the program on TV has
brought a red flust the cheeks of

had lrnwii'll'll
It has

hudement of l[.'l].'\l’_\

ome nelwork seers wha

failure for a musical simuleast
s vind .Iir'-l 1
<. Firestone, Jr., in keeping the pro-
oram on the air.

Ihere i= no que in about the simul-

vast's specess, Only six months
Firestone hired the
poration for a special survey of 10.000
find well it

speaking of this survey, a com-

ago
Psycholozical Cor-
out how

|-u-|iuia- Lis was

.In]lj_‘

pany oficial says: "It is probably the
most accurate report of a radio and
television program that has ever been
It showed that 19.2°7 of all
radio and television {combined 1 homes

TII(!.tl(‘.

m the country tuned in the Foice o)
Firestone regularly, that is at least
Another 35.6%;
which

onee l'\t'i.\ t\\!l \\I'I'L‘.

tuned in occasionally, means

once every two months.”
The

areas ef tlu- country and was scien-

survey  wis conducted in 206
tifically apportioned among  different
income .'IIIni \u:!'i.l] groups, 'Hll" com-

pany points out that the survey was

d DOMINANT

AFFILIATES:
NBC
ABC

MUTUAL

DON LEE are ﬂ]f!ddy

this year,

MIDNIGHT SUN BROADCASTING CO.

KFAR, FAIRBANKS

10,000 Watts, 660 KC

\ &f\<\/‘4/ R 4

Now available for the first time! . ., . an

authentic, impartial survey of radio listening habits in
Alaska! Any Adam Young or Midnight Sun represent-
ative will show you the facts as reported by Conlan
. offering proof positive of KFAR-KENI's over-
whelming leadership in the vital Fairbanks and

Anchorage market areas.

total population lives . ..
phenomenal population increase during the past
ten years occurred . . .
scraper is nearing completion in Anchorage

. where building activity increased 20007}

last year in Fairbanks . | .
000,000 in permanent defense projects

i ALASKA

Where 78 % of Alaska's
where 94 % of Alaska's

where a ld-story sky-

where $179,-

under way

KENI, ANCHORAGE
5,000 Watts, 550 KC

{Sold separately—or in Combination at 20% Discount)

GILBERY A, WELLINGTON, Nat'l Adv. Mgr.

5544 White-Henry-Stvart Bidg., Seatte

ADAM J, YOUNG, Jr., Inc., Eost. Rep.
New York = Chicage
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made between 28 July and 8 August
1950 when listening takes a dip. They
believe that present listening plus view-
ing tops 25% among regular listener-
viewers. and hits a 307 ocecasional
audience.

The Psyehological Corporation sur-
vey is backed up by a steady climb in
the program’s Nielsen. The TV half of
the Foice has from a modest
9.7 in March 1950 to a substantial 25.0
i November. while its competition
(Arthur Godfrey's Talent Scouts) has
dropped from 40.8 to 37.4 in the same
period.

risen

Firestone observers cite this
as evidence that their show is picking
up more viewers_ partly at the expense
of the Talent Scout program.

On radio. too, the rating has climbed
since TV was added. This is explained,
says the company. by the fact that
non-TY set-owners probably watch the
visual version of the Foice of Fire-
stone at a neighbor’s home and like
it well enough to tune in on radio for
subsequent broadeasts. Firestone's in-
creases in radio audience cut further
into Godfrey’s Talent Scouts, since the
Godfrev show is also a simuleast.

Resultwise the company is well satis-
fied. though it's hard to trace specific
sales to the simulcast. even harder to
separate the impacts of radio and TV.
Firestone does find. however, that re-
sults are “much better™ in cities where
TV has been added to radio. Company
executives have this to say in compar-
“We  feel

that television is a much more direct

mg the broadeast media:

and much more productive selling me-
dinm and the results we have obtained
from it are excellent as compared with
radio.” They add, however, that sepa-
rating radio and TV results derived
from a simulcast are almost impossible
when cities carry both versions,

Besides the added impact of TV,
there are other obvious advantages of
a simulcast. Radio alone now coslts
Firestone close to S1.000,000 a year,
up about $100.000 since 1940, Add-
ing television hoosted the vearly bud-
set another $500.000, with this year's
cost increases expected to make it
=700.000, That brings the Firestone
broadeast bill to il|l|r]’l|§ill’l;!ll'l\ S1.-
700.000 per year.

Firestone estimates that simulcasting
of what they
would have to pay for =eparalte radio
different
appear on

s R
saves them 25 to 337

television shows on at
The artists
both, keeping the talent sost down.

and
times. same
Duplication of rehearsal time and use

SPONSOR
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aUCCESSFUL ADVERTISERS

And more use it all the time, because the evidence
keeps mounting — Providence’s best radio buy is
WHIM. Below are accounts currently running

and/or which ran in 1950.

Adam Hats

Anacin

Autocrat Coffec
Barcolene

Bay State Raceway

Ron Ami

Bond Bread

Borden's

Borden’s Instant Coffee
Roston Herald Traveler
Boston Post

Brocton Fair

Chase & Sanborn Coffee
Chase & Sanborn Instant Coffee
Coca Cola

Colonizl Club Plan
D'Arrigo Brothers Andy Boy Vegetables
Eclipse Foods
Feenamint

Fritos

Garfield Seidlitz
Habitant Soups
Hanley's Ale

Havilamd Ghocolates
Hills' Cold Tablets
Histoplus

Hood's Ice Cream
Hycrest Greeting Cards
Icade Mayonnaise
Inhiston

Ivory Soap

Kirkman's Soap

Kool Cigarettes

Ladies Home Journal

USE

PROVIDENCE

La France Blueing
Life Magazine
Lipton Tea

Lydia Pinkham
MGM Pictures
Modern Coffec
Musterole

Narragansett Racing Associatio

N.E. Pretzel Ca.
Nucoa Margarine
One-Pie Mix
Plymouth Motors
Pinex

Quintone Shoe Polish
RKO Pictures
Raleigh Cigarette

Red Cap Refresher
Reddi-Wip

Rem

Resistab

Rumford Baking Powder

Schacfer Beer

Selznick International Pictures

surl

Sutra Sun Lotion
Swansdown

Tenderleaf Tea

Tide

haver's Throat Lorzenges
Westinghouse Appliances
Wise Potato Chij
Whitings Milk

Willuw Wash

Zarek

RN

WHIM

HEADLEY-REED
REPRESENTED

|
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of studio [acilities is also cul consid-
erably: and production staffs needn’t
be uiullllll'li.
Simuleasting,
an unmixed blessing.

unfortunately. is not
While costs re-
main lower than for sparate programs.
programing for both media is not easy.
pitfall, which Firestone
sidestepped, is 1o

\II -ill\'inu?-
II.:.\ a1 TR r‘r-r-[li”}'
a radio program. This
what skepties had in
said the simuleast of

“photograph™
was prohably
mind when they
a musical show would flop.

The loice of Firestone strikes a
carcful balance, leaving no “dead air™
for the radio audience. no statie video
for the televiewers. As in the earlier
radio-only version, each broadeast is
built largely around a singing guest
star—usually an opera singer. Eleanor
Steber, Bidu Savao, Lauoritz Melchior.
and others have guested i the past
vear, Sinee the simuleast became per-
manent. no star has appeared more
than five times in a vear. The com-
pany feels a variety of faces are neces-
sary for television.

Production numhers and a variety
of camera effects are musts o keep the
action moving for viewers, Three <ets

flank the large stand on the center

theatre stage where Howard Barlow’s
orchestra plays. Two or three produe-
tion numbers fill out cach half-hour
show: as many as 10 actors and ac-
tresses  often appear in each. Two
pedestal and two dolly cameras plus
three boom shuttle
around constantly covering the produe-
tion numbers. interspersing long shots
with close-ups of the orchestra and
“background shots.™  One  pedestal
camera glides between the rows of mu-

microphones

sicians for an oceasional head-on view
of Howard Barlow wielding his baton.

“Background shots™ have become a
I'oice of Firestone specialty. Rear-
projection movie screens are used o
provide moving pictorial hackgrounds,
Sequences of film are also used for the
opening identification. and about half
the time for commercials.  Slides are
projected on another sereen for use as
a background i production numhers,
]’llutu;:t'u}ahs are another h:lntl) intro-
duction to some of these numbers—in
a recent hroadeast a |(m;_- ||hnlngm[_bhir
strip was slowly “panned” to give a
movie-like effect.

With the complex staging necessary
for television. rehearsal time  has
lengthened radically. This is the usual

Filmack Offers You
America’s Lowest Cost

Hade ta Ornder

TV FILM
COMMERCIALS

Here's how FILMACK serves you faster!
Our large staff and extensive facilities are geared
o do fine quality work at top speed.

Here's how FILMACK saves you money!

We do all of our own typesetting, artwork, pho-

tography, special effects, voice recording, music
and laboratory work.
Through 32 years of specialized low cost movie-
making we've learned to deliver high quality
inexpensively and to pass the savings on to you.
Let us quote on your job today!
One minute TV commercial with audio as low
as $150,00,

Send wa your aenipl ox idea

FII.MACI(

1339 5. Wabash Ave. s Chicago
Telephone HA 7-3395

schedule for one  week's  half-hour
5}1(}“'-

(1) Saturday, positioning all the
performers: three hours, (2) Sunday,
dry run of the entire broadeast: five or
six hours. (3) Monday, camera erew
and orchestra rehearsal: about eight
hours.

Take the orchestra rehearsal as an
example. For radio alone, practiee
was limited to about 90 minutes, Simul-
casts require about four and a hall
hours. And musicians’ salaries have
gone up in the past vear. Rehearsal
time for the orchestra runs to $12.00
an hour per musician, while broadcast
lime costs $18.00 for radio and $15.00
for TV. (The new AFM proposals
would add to the TV figure). One
Firestone official estimates that in the
past six months eost of the 47-man
orchestra has doubled. This is exclu-
sive of the other 49 people involved in
the simuleast,

Commercials for the simuleast have
hrought their prohlems, as well. Two
commercials are scheduled during the
half-hour hroadeast, one two minutes
long. the other one minute. The one-
minute period is alwavs done on film
(each film is repcated about a half-
dozen times a vear. costs between 52,
500 and $3.000). Oeccasionally, the
two-minute commercial is also a film.
though usually it's a live presentation
with announcer Hugh James delivering
the piteh.

Simuleasting posed another difhicul-
ty for national advertising manager A.
J. MeGinness. He savs, “Wriling com-
mercials for the Noice of Firestone is
like walking a tight-rope. On radio
alone we did an institutional job
mainly—'a high-grade company with
high-grade products” but on TV we
can put a little more “sell” into the com-
mercial. The problem is to get the
sell” into the TV and not overdo it
for the radio audience, | do it hy writ-
ing the commercial essentially for
radio. then T illustrate the points in
the radio copy with drawings. pictures.
[U's the illus-
for the

film segments and so on.
trations that carry the ‘sell’
television audicnee.”

Most of the Firestone commercials
plug tires, since about two-thirds of the
company’s output is still in that pru(]-
uet. Rubber aerators (they take the
splash out of water faucets). foam
rubber mattresses, “Velon™ plastie fab-
ric. and dozens of prodnets made for
Firestone and sold at their 700 stores
or 70,000 dealers are rotated. Fire-

SPONSOR
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Seventeen
network
originations
a week

must mean
something...

If you want to sell the Central South most effectively and
at the smallest cost, these facts warrant vour careful

consideration:

® WSM is currently originating seventeen network shows in
addition to regular station business.

® These shows range from a delightful children’s fantasy called
Wormwood Forest to a hard hitting folk music show designed
to move men’s work shoes from dealer’s shelves.
They make use of every type of program material from comedy
to serious music.

® They feature talent which is not only network quality but top
network quality . .. talent that comes from WSM’S own staff of
more than 200 people.

No other single station in America can match
this production know-how nor offer talent of
this quality and in this quantity. And this
explains, better than market figures or cold
coverage data, why you cannot adequately
sell the Central South without WSM.

NASHVILLE
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$655,390,000

that ain’t hay, mister

OR IS IT?

When the crops were
laid by, Arkansas farmers
grossed over $655,390,-
000. That represents a
lot of cotton, rice, fruits,
vegetables, dairy products
. . . yes, and hay, too. It
could represent a lot of
sales for you!

Loyal Arkansas farmers
listen to and believe in
KVLC. Your sales mes-
sage, given KVYLC’s sock-
sell will reap big dividends
for you. We can prove it.
Ask our National Repre-
sentative or write us for
factual information about
KVYLC's rich farmer audi-

ence.

National Representatives
RADIO REPRESENTATIVES
INC.
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stone-owned retail stores oel | boost
every March when the commercinl of-
fers free packels of flower seeds Lo
everyone asking for them at a Fire-
stone store. Usually. more than 2.500.-
000 pachets are given away each year.
Although Firestone is already mak-
ing a considerable number of military
weapons and supplies, it does not anti-
cipate a severe shortage which would
justify dropping their broadeast. This
i= how a Company oflicial deseribes the
present siluation :
“At the moment,
that tire rationing
After the synthetic rubber plants gel
into full April,  they
should be able to keep up with the de-
mamd Tor Loth civilian and militan
needs, We feel that by the end of the
vear the Government slnf:k]:ilv will he
large enough 1o permit the release of

it does not appear
will be necessary.

nln'r.'liinn in

more rubber for eivilian use and we
do not anticipate a severe lire shortage
unless we have a third World War and
onh then if it oceurs within the next
few vears.

At present, it would appear that
during the defense period we will stress
the one line of tires which the Govern-
ment restrictions permits us o make.
plus recapping and retreading. plus
whatever howe and auto supplies are
available in suflicient quantity to jus
tifv advertising.
changes materially from the present.

Unless the situation

we are planning to keep on very much
as we have in the past with our com-
mercials. This means keying the selee-
tion of merchandise to products not in
short supply.”

During the last war. Firestone con-
tinued its programm right through. em-
phasizing retreading. recapping. and
the services which their dealers and
retailers could provide to lengthen tire
life.

Comparatively. firms in the tire and
rubber industry are medivme-sized en-
'.l'fll]i-‘l“‘. |'“Il‘l"tllllt' was ."l'!‘l"fll ]i.l!'_-l
year with a profit of S33.207.501. half
ol which was made by overseas sub-
sidiaries. The rubber indusiry ranks
fortieth in earning power per sales
dollar, making an average of 4.1
profit after taxes in 1945,

Ahhough about 75°¢ of the rubber
used in this country goes into vehicle
tires. there are over 30,000 rubber ar-
ticles being manufactured todav. Fire-
stone is still primarily a tire manu-
facturer (two-thirds of its output goes
to tirest, despite several  jumips i
foani-rubber  production facilities  in

o . .=

the past vear. The company retains
ils very lucrative arrangement to sup-
ply the greater share of original tires
Harvey S. Firestone
and Henry Ford became close friends
when both fought vigorously for in.
dustrial independence.

This production pattern is not stand-
ard for the industry. Goodvear Tire
& Rubber Comapny is heavily involved
in industrial applications of rubber:
U. S. Rubber moulds ull]_\' hall of its
raw rubber into lires,

\side from a fondness for musical
programs, the other three of the “big
four™ have not followed any uniform
broadeast advertising policies. Number
one in the industry, Goodyear Tire &
Rubber Company. has set some kind
of record for low-pressure selling with
its radio show The Greatest Story
Ever Told. Since January 1945, this
series of dramatized Bible stories has
carried no commercial. It is merely
introduced with this phrase: The
Goodyear Tire & Rubber Company
presents, Yet this simple an-
nouncement (required by FCC regu-
lations) . plus a similar tag at the end.
persistently pulls heavy listener mail.
out in sponsor-identification
surveys.  Goodyear’s  public - serviee
program has won every radio award,
was recently expanded to the full ABC
radio network.

Recently. Goodyear added a TV
show Lo its broadcast advertising. The
Paul Whiteman Goodyear Revue first
went before the cameras 6 November
1949 on the ABC-TV network. A half-
hour musical (Sundays at 7:00 p.m.).
it features an orchestra under condue-
tor Paul Whiteman. a vocal chorus.
dance group. permanent and guest vo-
calists.

L. S. Rubber. number three present-
Iv. used to pick up the tab for an hour-
and-a-half  Sunday  afternoon  radio
broadeast of the New York Philharmo-
nic Orchestra (from May 1043 to April
19171, More recently. on television.
L. =, Pabher snonsored one-shot news-
recls of events like the Soap Box Der-
by. Cleveland Air Races. Tam-0-Shan-
ter Golf Tournament. and the like on
WABD during 1945 and 1946. From
1946 to 1948, also on WABD. U. 5.
Rubber teamed up with the neyelo-
pedia Brittanica for a half-hour. once-
a-week show called Serving Through
Seience. Its latest TV venture was a
quarter-hour segment of Lucky Pup on
CBS fvom March 1949 until Novem-
her 1919, Lucky Pup. a top-rated kid-

for Ford cars.

lll'l'l\' es
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“CAR" DIOGRAPH

This driver points to something you may
have overlooked. In WGAR’s home county,
52,957 passenger cars with anto radios are
in use between 7:30 and 8:00 AM, and
75.831 between 5:00 and 5:30 PM! In
WGAR's entire coverage area there is an
estimated potential audience of more than
a half million cars with auto radios! Get
these plus factors in the new WGAR car
radio study.

SALUTE TO WGAR

For its splendid services in the interest of the fight-
ing forces, veterans and veterans’ organizations,
Carl George (right), WGAR general manager, ac-
cepts an American Legion citation of the national
organization from DMilton R. Norris (center),
Commander 13th Ohio District. Don Hyde (left)
conducts one of many WGAR service-slanted shows.

B

the SPOT for SPOT RADIO 5 =,

v@“
FREE )7

SPEECH

Y

MIKE <

BLUEPRINT FOR SUCCESS
Marvin Helf, Cleveland builder
with a 200-a-year home building
record, has set a solid foundation in
the real estate business. At 31, he is
a member of the Home Builders
Association and on the Board of
Trustees of the Cleveland Real Estate
Board. His young ideas and modern
planning, appeals to young moderns. He
goes right into the homes of his pros-
pects through WGAR.

TAKES THE CAKE

Dick Grahl, chiefl media
buyer of Wm. Esty Co., Inc.,
New York, takes his cake
from George Backus of
Edward Petry & Company.
By remote control, more
than a thousand persons
throughoutthe nation joined
WGAR’s 20th Anniversary
celebration on December
15. They received specially-
baked birthday cakes sym-
bolizing WGAR's progress
and service.

RADIO . .. AMERICA’S GREATEST ADVERTISING MEDIUM

WGAR...Cleveland... 50,000 watts...CBS .
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sneahers
worn by the younger generation.
since this last sponsorship. B. 5.
Rubber has dropped completely out of
radia and The company
does not rule out Tutare broadeast ac-

die =how. plugged Keds

television.

tivitv. but has no air plans this year.

The B. F. Goodrich Company, small-
est of the “big four.” was first in net-
work radio. That is if the infant
WEAF hookup in 1924 can be termed
a real network. At that time 1 reached
a few cities on the Easterm seaboard.
The Goodrich  Silvertown Orchestra
first went out over WEAF in Decem-
her 1921, continued until August 1928,

Goodrich jumped mto TV only last
\pril with Goodrich Celebrity Time
over CBS-TV. Celebrity Time (Sun-
day. 10:00-10:30 pani pits two well-
hinown guest= against two regulars in
a comedy quiz. M.C. Conrad Nagle
keeps the atmosphere informal as reg-
ulars  Herman  Hickman—300-pound
Yale [ootball coach—and pretty singer
Kyle MacDonnell vie with guests like
llka Chase, Phil Silvers, ete. For live
commercials, a “dealer’s store” is used

On one thing all the major rubber
compantes are agreed: with television
they can put real “sell” into their com-
mercials. Radio will probably continue

LAKE
MICHIGAN

‘ CHICAGO

WSBT .«

® INDIANAPOLIS

=
z

o — — —— — — — — — T —— — —— — — — —

o ¥

N A

O H

BONUS BUY!

You get a big coverage bonus—and a rich one—with WSBT.
In additon 1o the half-million people in the eight-county

Sonth Bend-Mishawaka tradmg arca, there are a nullion
more people in the primary area. This estra million spend
wearly @ billion dollars a year for retail purchases—in ad-
dition to the hali-billion spent in the trading area alone,

That's bonns coverage of bonus spending!

WSIT delivers bonns listenership, oo, Every CIS show
o WSET enjoys a Hooper thats higher than the network
average. For bonns coverage, honus listenership, bonus sales,

ity WSHT  the bouwos buy!

PAUL H. RAYMER COMPANY » NATIONAL REPRESENTATIVE

e T ——
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to do an excellent public relations joh
for them, build up the institutional
story of “quality.” But TV has
opened up new advertising possibilities
for selling their heavier products like
tires. mattresses. and appliances, Shor
of all-out war and consequent scarci-
ties, rubber companies appear 1o be in
television to stay.

This. of course, applies to Firestone
as one of the big four. There is good
reason to believe that Firestone will
also retain its radio broadeast come
what may. No one in the company for-
gets for a moment that the Voice of
Firestone was founder Harvey S. Fire-
stone’s personal choice.  Tis widow,
Mrs. Idabelle Firestone, composed the
program’s closing music in 1932 and
another of her compositions became
the opening soug in 1941, Oldest son.
Harvey S. Firestone, Jr., has frequent-
Iv shown a strong interest in the pro-
gram. and most of the five Firestone
brothers have appeared on it at one
time or another.

With the Firestone family still very
much in active control of the business
Harvey Firestone founded in 1900, a

| program could hardly have a better

guarantee of continued sponsorship.
The truth is, even if there were no sen-
timental ties hetween the Foice of Fire-
stone and the Firestone family, the
broadcast has doue what it set out 1o
do in 1928. The radio show has not
only sold the idea of Firestone as a
synonyni for quality, its TV version
promises to sell very substantial quan-
tities of Firestone products. * k%

TOP COMMERCIALS: SPOT
(Continued from page 24)

in impact. They prove that a spot an-
nouncement needn’t contain a jingle to
make good.

3. Ajax Cleanser

Ajax Cleanser is a comparatively
new product (only four years of age)
which has made a big dent in a highly
competitive field. Backed by the re-
sources  of  Colgate-I"almolive-Peet,
Ajax began its foaming action with a
big splash in radio and newspapers.
Joe Rines. at that time Sherman &
Marquette's radio  director,  knocked
ont a snappy jingle which is still play-
ing a big part in Ajax expansion:
U'se Ajax. the foaming cleanser.
Floats the dirt right down the drain;:
Youll stop paving the elbow tax,

SPONSOR
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W hen you start cleaning with Ajax. |
So use Ajax, the foaming cleanser, [
Floats the dirt right down the drain. ’

This jingle goes out on an average |
of five times a week ou 145 stations in |
120 arkets. When the radio spot |
campaign first took the air, it con-
sumed about 75% of the Ajax budget:
it now takes about half. Addition of
TV has pared down the spot radio por-

tion.

Colgate-Palmolive-Peet felt they had !
a \‘(‘r_\' gf’l!d prl'll!'l]{'l_' d H'l‘ll'l_'l]. [llﬁln'
ing cleanser that didnt lay soggily in
the sink after its work was supposed to
be finished. It was spot radio that
broke the ground for them. The com-
bination of good product and spot ra-
dio advertising has zoomed Ajax into
first place nationally. Ajax estimates =

its sales at about one-third of the total ] ]u oll I {- Be o - L
: R e e R LT p Y] Ly
cleanser business, :.'_-’:_tﬁ,ﬁi RS '1:‘; H ] - ; ey '
frragl=t" = 1nn et L] WAl - r \

Air strategy is to buy daytime spols ol " x - R X
QERtTleE 1 1o buj aapbine spot “Fastest Growing Area in the South */

adjacent to good women's programs.
This snares the housewives, most logi-

cal customer for a cleanser. Although | e 95th MARKET IN
.\jﬂx Now uses comie »lrip.w. some news- | W THE UNITED STATES
papers, and TV, its original missionary | = ® Mighty MONTGOMERY, capital city
work was done almost entirely with ‘ of Alabama, is the hub of cr;e of the na-
announcements.  Half of its half-mil- | tion's top markets; the South’s most pro-
lion-dollar budget stays in spot radio. gressive industrial and agricultural center,

Success of the Ajax strategy has
caused some anguished moments in the
Bab-0 company offices., Bab-0, un- ﬁn TRADING AREA POPULATION
seated by Ajax as number-one cleans- m‘ OF OVER 600,000
er. re-examined its advertising policies ® Mighty MONTGOMERY, whose city
to see what could be done. The changes population alone totals 107,000, dominates
were nothing short of revolutionary. the rich surrounding trading area of 11 ex-
The cleanser company (B, T, Bahbiu) panding counties,
switched their account to William H,
Weintraub, dropped two soap operas p— $133,890,000
costing  $2,000,000 (David Harum. CITY RETAIL SALES
NBC: Nona From Nowhere, CBS). In )

® Mighty MONTGOMERY, had city

a complete turnabout, Bab-O put Sl.- a :
000,000 a year into five-minute news | retail sales in 1950 that were $5,000,000
2 above those of the previous year; proof

reports over 400 MBS stations—The h hi : - :
Bab-O Reporter and Glim Presents the SE t is market is the “fastest growing
area in the South.”

News. They also picked up a half-hour

Saturday daytime drama on ABC.TV Write. Wire or Phone for Availobilities!
called Ruth and FEileen. Observers - :
consider the Bab-O convulsions a trib-
¥ » L N Bc c BS

ute to canny air advertising by Ajax.

4. Bromo-Selizer ws FA wc ov

Represented by MONTGOMERY Represented by

ISl o =al t1ie roal. vehierable
Bromo-Seltzer is the mo=t venerable Headley-Reed Co. The Taylor Co.

of the half-dozen commercials in the NETWORK
top group. Although copy may vary.
: : ' STATIONS

the “talking train” has been a tradi-

tliml ;\'il}l']‘:hi:a h;‘zu:;u"lu- .rm:'u-d) {uli'" a MUTUAL ASSOCIATION ABC
decade. irough the articulation of a -

Sonovox operator, listeners  hear: WJJJ WAPx
“Fight headache three wavs . . . Bro-
mo-Seltzer . . . Bromo-Seltzer .
Bromo-Selizer.”

Represented by Represented by
Weed & Co. | l The Walker Co.
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Batten. Barton. Durstine. & Os<horn
has the 1946, in-
herited it from MeCann-Erickson. who
in turn got it from Ruthraufl & Ryan.
Ruthraufl & Ryvan originated the “talk-
ing train’ about 1911, when they also
introduced the “BO fozhorn™ for Life-
Bronmo-Seltzer’s “talking

had account smoee

Luoy
train” has stuck right through ageney
<hifts.

Emerson Drug Company. makers of

sOafp.

the product. has bankrolled several net-
work programs | lnner Sanctum and
now Hollywood Star Playhouse). It
maintains a three or four per week an-
nouncement schedule on about 15 sta-
tions in 20 markets as well, One min-
ute ated 20-second chamn breaks i the
evenings seek 1o convert adult users of
headache remedies. Sports adjasencies
are especially popular,  Although Em-
erson spends less of its sales dollar for
the three leading
brands put out by drug “empires.” its

advertising  than
sales have gone up about 50°¢ in 15
vears, Bromo-Seltzer is a strong fourth
S120.000.000-a-vear
halting business.
Bromo-Seltzer has capitalized on fa-
miliarity and the long build-up in its
Besides  the

in the headache-

spot raidio illl\'l'l'li&in;_'.

BILL O'NEIL PRESIDENT

5000 W.

WIW BUILDING

CLEVELAND'S 44 STATION + W)W - CLEVELAND'S {5 mpesl SKGNAL - W)W - CLEVELAND'S iz STy

CHIEF SAYS:

“Chief sure mixum heap strong potion
Cotchum plenty sales for you
Merchandising and Promotion—
Cleveland's strongest signal too!”

GOOD MEDICINE
FOR INCREASED SALES

Use W] W—Greater Cleveland's most merchandising-

minded promotion-minded station—for quick sales results!

CLEVELAND'S Gif station

Sonovorn device. the vorce ol Norman
Erokenshire. veteran
Bramo-Seltzer network programs, car-

announcer  on

ries Lhe sales message. The six one-
minute variations are changed on an
average of twice a year.

After making a stir with the Bromo-
Seltzer and Lifebuoy effects o 1941,
Sonovox lapsed into relative silence,
Hollywood used it for a few pictures
and Free & Peters (radio representa-
tives) has licensed it for use on a few
scattered  transeribed  commercials.
Free & Peters was chosen by inventor
Gilbert Wright to handle all Sonovox
radio husiness. In a recent unexplained
resurgence. Sonovos sound effects are
being Silver Star  Blades
(plucked piano stringsi. Super Pyvro
Anti-Freeze  fautomobile
NBC promotion
Bromo-Seltzer train whistle,

UH’I[ for

horn). an

tehimesi. and  the

Sonovox. by the way, might be used
more extensively if there were more
formed into
But a sound has to be contin-

sounds which could bhe
words,
uous. of moderate frequency. and must
I]ii.\l’ ;_'luul "[II‘(‘.'-l'lll'e'“ lll“ll t‘lllll]{.'.l'l
so as wot to require amplification.
These ave the mechanical problems, ar-

tistically  the sound wmust be easily

BASIC ABC

CLEVELAND 15, OHIO
REPRESENTED HNATIONALLY BY H-R REPRESENTATIVES,

INC.

TUNOIS yoo 7055 ONVTINTIO- M TMNOILYLS 777 S.ONVTIATIO-M T TUNDIS 22200 NI (e RO
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wentthable to be elfective.

When Emerson Drug added TV re-
cently. the Sonovox effect became even
In the announcement.
a Bromo-Seltzer bottle flops on its side,

more effective.

sprouts locomotive features. and lets
out the traditional steam whistle mes-
sage. The Free & Peters contact man
for Sonovox, Edward C. Redding, ex-
pects imare business in TV hecause the
picture identifies sounds. clears up am-
biguity.

3. Flamingo Orange Juice

Flamingo Orange Juice is a recently-
introduced product of the Leigh Foods
Company. I's Douglas Leigh’s first
venture into the food field. (He is bet-
ter known for “spectaculars™ and ad-
lighted dirigibles.) Leigh got the idea
for a calypso tune for Flamingo while
honeymooning in Bermuda. The fla-
mingo being a tropical bird. the orange
a tropical  fruit  (semi-tropical.  at
least). and calypso being a Caribbean
song style, they all fited well together.

Practically the whole of each spot
announcement is sung in calypso. One
announcement goes, in part:

GROUP: “Flamingo™

SOLO: “Frozen Orange Juice!”

GROUP: “Flamingo™

SOLO: “Frozen Orange Juice!

If you want the very best.

Remember the woman who
lived in the shoe.

Who squeezed orange juice
‘till her face was blue.

A thing lLike that shouldn’t
happen to you,

For you can always buy.

GROUP: “Flamingo™

SOLO: “Frozen Orange Juice!”

GROUP: “Flamingo™

SOLO: “Frozen Orange luice.

I you want the very best!”

Wendell Adams of William  Esty
Company wrote the music. Barbara
Bender of the same ageney wrote lyvr-
ics.  Viee president Stanley  MacAr-
thur of Leigh Foods has done two or
three other variations since then.

I"l."mlitl,'_.'n Orangv _lui('t* took off IJ}'
blimp last August first —one of Leigh’s
advertising blimps, that is. Then it
hecame immortalized in blinding light
on a Broadway spectacular. finally
wound up on the radio with the calyp-
so jingle. Spectaculars in four or five
cities. some magazines, and radio plus
TV round out the present Flamingo
drive. It's aimed frankly at foreing
distribution. and has done a wonderful
jnll Lo,
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Some 35 distributors now cover 20
states. Leigh's goal is 100 distributors
to blanket the country. His 10 to 20
announcements per week on 50 radio
stations will be intensified. On 1 Jan-
uary the company added television in
New York, Philadelphia, Greenshoro. |
N. C.. Atlanta. and New Orleans. |

Flamingo jingles are directed at |
housewives (who do the buving) and
youngsters ( who presumably do much
of the vrange juice drinking). Good
kid show adjacencies in early evening
are bought on radio and TV, as well
as some evening chain hreaks. The

time periods sought are morning,
around noon, and in early afternoon

hefore the Mrs, goes shopping. Simi-
larly, Wednesday, Thursday, and Fri-
day are preferred, with some Satur-
da_\ and Smulxl) spots 1o catch the |

youngslers,

In a three-month continuing survey
made for Leigh Foods, which ended
in October 1950, Flamingo Orange
Juice showed up number two with
445 recognition in a group of seven |
brands. With so many frozen orange |
juices already on the market, distribu-
tors needed another one as badly as
a mass hunger strike. Yet Leigh sales
inen, armed with the transeribed an-
nouncements and assurance that they
would be broadeast heavily, eracked
one distributor alter another, The TV
film, with the tune accompanied by
animation, is doing even better.

Leigh Foods has done so well with
orange juice, it introduced a grape |
juice mix in December 1950, frozen
coffee in February. Douglas Leigh
took a look at the phenomenal success
of the Chiquita Banana calypso series
before he got serious with his. Leigh
reasoned that his Flamingo jingle
would catch on as effectively—and it |

did.

6. Spud Cigarettes

Spud Cigarettes had a completely
different competitive problem from
Flamingo. Far from being a new-
comer, Spuds has been a junior mem- |
ber of the Philip Morris Company line-
up for some time. Spuds and Kools
(Brown & Williamson Tobacco Corpo-
ration) are the only mentholated cig-
arettes on the market nationally. Kool
-"‘ﬂ.l(".‘" Ilﬂ\'(’ ll'ilp("l l]l'ﬂli‘l' lhf‘ inlpil“' ﬂf
heavy spot radio advertising (see spox-
SOR 6 November 19507,

In April 1950, the Philip Morris
people shook Spuds out of a temporan
advertising lethargy, put some noney
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Get Your Share of Drug Sales
in the Norfolk Metropolitan Sales Area
with WTAR and WTAR-TV

Folks in the Norfolk Metropolitan Sales Area—Norfolk,
Portsmouth and Newport News, Virginio—are big spenders
in drug stores—$14,995,000* to be exact. These same
Nor-folks listen most of the time to WTAR, the station that
delivers you more listeners per dollar than any other sta-
tion, or combination of local stations. Mr. Hoopereports
prove this. And, when Nor-folks look at television, they
must look ot WTAR-TV, the only TV service in Virginia's

First Market.

So, it's just smart for you to let the WTAR and WTAR-TV
Combination sell your drug products in the Norfolk Metro-
politan Market . . . to get your share and more of sales, at

a profit, too. Call us, today, or your Petry man.

*Sales Managemeni—Survey af Buying Pawer, May 10, 1950

NBC Afiliote—5,000 Watts Day ond
Might.

NBC, CBS, ABC, ond Duman! Talevitian
MNetwork Affiliate

WTAR-TV

CHANNEL 4

Nationally Represented by Edward Petry & Co.
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the cost-per-listener

LEADER

WINSTON-SALEM

IS

WAIR

OCT. 29-NOV. 4, 1950 CONLAN
ENTIRE SURVEY

STATION A 6.9
WAIR 30.4
STATION B 345
STATION C 19.0
OTHERS 45

QUARTER HOUR DAYTIME RATES

STATION A $20.00
WAIR 20.00
STATION B 35.00
STATION C 30.00
L
sToN

NORTH CAROLINA

National Rep.: The Walker Co.
Amaerican Broadcasting Company

REPRESENTED BY
THE WALKER COMPANY
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in its pockets, and sent it forth to battle
Kools. The Biow Company took hold
of Spuds and fited it out with a
tricky. attention-getting jingle. It goes:
( Square-Dance, Clap-Hands Rhythm)
Oh. listen to me lady!
Listen to me bud!
1f vou wanna be Mouth Happy,
Then you wanna smoke Spud . . .
Spud ecigarettes are cooler than cool!
Smoke Spud Cigarettes—ithat’s the
Vouth flappy rule!

In this jingle. which forms the intro-
duction to the one-minute announce-
ment. Spud gets inits Mouth Happy
slogan. Tao the careless Listener it also
suggests that Spud cigarettes are cooler
than you know what.

Ray Block wrote the musie for this
jingle, heard in 15, 20-second. and one-
minute lengths. Biow wrote lyries,

Since December 1950, when Spud
went on TV, the spot radio schedule
has been restricted to seven New York
Citv  stations — 122 announcements
weekly. The effect of all this has been.
avcording to agency account man John
Rome. “a sales increase where spots
have been used.”

( As effective as the Spud commercial
is. it has stifl competition from Kools.
The Kool campaign. engineered joint-
v by Brown & Williamson and the
Ted Bates ageney. is proving highly
successful. 1t has Willie the Penguin
as a .~'-up|'mrlil|‘;_ slar. ulll'lnll!nh-i"y has
a heftier ad budget too.)

This. then. is sponsor’s Winter 1950-
51 Hall of Fame for spot radio com-
mercials: Lustre-Creme, Life Savers,
Ajax  Cleanser. Bromo-Seltzer, [Fla-
mingo Orange Juice. and Spud Ciga-
rettes—plus  a  half-dozen  honorable
mentions. Each has a slightly different
pmlr]i*lll. both as a ]-ruthlf'l andd as a
brand within itz own ]lrmlllt’l field. The
success achieved by these products is
a credit 1o alert advertisers, resource-
ful ad men, and to spot radio, * * *

COLUMBIA WORKSHOP

(Continued f[rom page 29)

bringing it to the threshold of the
present television upswing.

In 1939. Douglas Coulter gathered
14 Columbia Workshop seripts into an
anthology. he being by no means the
first editor to remark that radio suf-
fered [rom a leakage of professional
pride due to the impermanence of its
Typically a radio seript
was atred onee. then lost forever, So

materials,

everybody thought it a fine thing that
1+ Workshop seripts were for sale in
the hookshops of the land. Ruth Lech-
litner. reviewing the Coulter volume
for the New York {lerald-Tribune,
considered that the radio plays “read
well in printed form and sheuld inter-
est the general public as well as stu-
dents of radio drama.” She regretted
some absences. thought that the 14
were loo similar despite the Work-
shop’s reputation for versatility and
variety, Curiously. she passed over in
silence  the Norman Corwin  seript,
They Fly Through the Air. Corwin
was not then prominent,

The piece de resistance of the an-
thology  was  Archibald  Macleish's
Fall of the City. This had been the
highwater mark of the Reis regime.
The dust-packet pictured the Seventh
Regiment Armory on the night of the
broadeast. Standing half-in, half-out
of the makeshift control shed was Reis.
Over in one corner by himself, oddly
boyish in earphones was the voice of
doom. Orson Welles.

Lead-off script in the book was A
Trip to Czardis which seven years
earlier had won the 0. Henry Award
Couhter
praised the adaptation of James and
Elizabeth Hart in expanding the Edwin
Cranberry original to twice its length
for radio. Making a short story long
was, to Coulter, “creative work of the
highest order.”

as a magazine short story,

In all this picking and choosing of
“the best,” the historian deteets the
beginnings of myth and legend. “The
best” was not typieal. Indeed the
Workshop hit some all-time lows of
concentrated ineptitude and fatuous
fuss, An honest regard for the full
truth demands this remark. One inci-
dent will hint at the type of clamhake
that did occur.  Still employed at CBS
is an executive who is down in the
Workshop records as having directed
a cerlain effusion, but he flatly denies
having done so and totally disremem-
bers the entire episode.  Well  he
might. The fan mail and critical com-
ments amounted to an angry roar.
Letters poured in signed “Disgusted.”
or equivalent. The Workshop was ac-
eused of unbearable artistie pretension
and lunatic detachment from common
sense.

Of “artsy-craftsy” poseur stufl there
wWis never :"'Il[]"t slllllll'\' i.“ lhl" U](I
Workshop. And worse than that, fa-
tigue set in. CBS got bored at one
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point and turned the series over 1o
stafl apprentices, mere boys literally
just out of college. Thus for a time
the vaunted laboratory for program
“scientists” became a kindergarten for
clumsy beginners. After a few months.
CBS was shamed back to grace and |

restored the series to experienced |
craftsmen. |
From the bezinning, an argument

wrilers and directors
as to which party contributed most.
The writers charged that directors,
lusting for personal glory, dreamed |
up half-baked schemes in their offices |
and brought the Waorkshop a eropper
in consequence. Earle MeGill.
self a director, spoke of the folly of
experimental efforts which “established
nothing but their own fraudulence.”
Writers made capital of the great de-
sire of directors also to be known as
writers.

Quite apart from the Workshop.
American radio never decided be-
tween the writer-director and the di-
rector-writer.
logued as a writer who feels he can
never get his work properly produced
unless he does it himself. His oppo-
site number is the director who lives
in his own sunlight and knows, as he
knows his salary, that nobody else can
possibly write up to his genius as a
director. In passing, the writer-direc-
tor, or director-writer, as vou prefer.
customarily collects two separate fees.

Charles Jackson, then a staff writer
at CBS, later a best-selling novelist
(*Lost Weekend.” “The Fall of Val-
or,” etc.) was one writer who felt
the directors often spoiled good scripts
in the studio. Fariety
Workshop some 15 times through the
vears and divided its scoldings about
equally between director and writer.

The final gesture of the Bill Lewis
administration of the CBS program
department was 26 By Corwin. It
represented Lewis’' determined try to
restore the mildewing reputation of the
Workshop which too often had strayed
from the ideal of adult, big-time radio
and degenerated amateur
bols. Actually the assignment
taxed Corwin’s stamina so that after
some promising early scripts, what be- |
gan to come through Corwin’s
physical exhaustion more than Cor- |
win's great talent. It was jusi
much for any one man—26 complete-
ly new or different shows in uninter- l
rupted sequence, I

raged between

him-

The first may be cata-

reviewed the

into gam-

over-

wias

Lo |
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The final chapter of the Workshop
story begins after the war on 2 Febru-
ary 1916. It begins with an embar-
rassmient. Peter Lyvon. president of the
Radio Writers Guild.
open letters 1o the trade press Colum-
bia’s announced fee of 100 per Work-
shop seript. This. <aid Lyon. was in-
sulting to authors. It attempted to
turn back the ¢loek 1o before the war.
Hadut CBs mflation?
CBS [ace was plenty red at that and
although the seript fee was later in-

denounced  in

heard about

creased this was done quietly. to save
feelings.  The damage aceomplished
by the Lyon outhurst remained all oo
apparent.  The bulk of the scripls sub-
mitted in the mails was forever after-
ward either amateur in tvpe or re-
trieved  from 10-year storage in a
hottom  drawer. The Workshop of
1946 had 1o conunission scripts.

\Ii:.-:-ill;:. too, i 1946 was the old
eagerness of aelors 1o work for scale.
or long hours. One aclox slipped into
producer Landry’s hand the follow-
ing “triolet™:

(In H'tnﬂ'.\hnp'.\ hf_.'.:h tdvllic phrm'.
You work for art -
You do not worlk for earthly gain.
Waorkshop's high tdvilic plane.
Support the sound: do not disdain
To play your unimportant part.
On Workshop's high idyvilic plane.
You work for art.

On

There were subtle dangers in re-
antmating a happily remembered in-
stitution,  Time had dusted the Work-
shap with a patina of nostalgia, s
grand moments were wrapped away
i the lavender and okld lace of myth
and its prattfalls had never been pho-
tographed. Meanwhile, many of the
Warkshop's mmmovations of vestervear
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were now old hat.  Most of all the
Workshop was revived in a world al-
tered beyond recognition and distract-
ed beyond the old attention.  Mobili-
sation, high wages. broken habits. in-
tellectual confusion and now demohili-
zation and painful readjustment had
changed the pieture. In passing. the
indulgent and eloquent erities who had
done so much to make the old Work-
shop’s reputation were now dispersed.

Still, the revived Workshop of 1946
stirred up a respectable quota of con-
troversy. and  dyspeptic
divisions of opinion. The revived se-

discussion.

ries. like the original series, was hand-
somely serviced in the watter of can-
did observations by superiors and col-
leagues. This was all to the good. A
Workshop is supposed to do just that.

It is proof of vitality, One incident

will suffice. Elwood C. Hoffman's The
Surreal Marriage was acted out on
three levels of consciousness, reality,
sub-reality and sur-reality. It in-
cluded. to quote Harriet Van Horne of
the New York World-Telegram. “mo-
ments of rieh. high-blown confusion™
to which she sympathetically added.
“but I'd rather hear a week of this
than five minutes of soap opera.” Not
so sympathetie was CBS’ famed news
analvst, Edward R. Murrow. In a
memorandum on asbestos, he declared
the show had fouled the ozone. dis-
araced the network, mocked art. ridi-
culed science, achieved an immeasur-
able badness of taste. It was foolish,
far-fetched, lame-brained, unconvine-
ing, unwarranted, boyish. bilious, and
stinko. In short, Edward R. Murrow
just didn’t like The Surreal Marriage.

The authentic and by none ques-
tioned artistie peak of the revived se-
ries of 1946 came on lwo successive
Sunday afternoons when the Old Vie
Repertory Company from London did
their stuff for the Workshop. Led hy
Sir Laurence Olivier and Sir Ralph
Richardson. 90-minute versions were
presented of Richard Il and Peer
Gynt. CBS shot the bankroll for these.
around 810.000. Some 22 hours of
actor rehearsal eaeh week, and 11
hours of special orchestral rehearsal
were involved.

,lnlm Burrell. a tlﬂ':'})ti\'l'l_\' l|llil'l
Briton, directed these two programs.
with CBS stall director Richard San-
ville by his side. Sanville was going
privately nuts all the time. Onee Bur-
rell, in a very ehi-chi Tvy Restaurant
manner. pushed the playback and
chided one of the British actors, “1
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sav. David, you are talking frightiully
fast. you know. If I ean’t understand
you. what will these poor Americans
do?”

CBS censorship asked the deletion
from Richard 11l of the opening line.
“Fod God's sake. let us sit upon the
ground and tell sad stories of the
deaths of kings.” but Sir Ralph Rich-
ardson rebelled at this “provincial-
ism.” Behind his back. Sanville bor-
rowed Richardson’s seript and blacked
out the naughty words. It also took
wuch persuasion to get Olivier 1o re-
vise “Cousin, thou wast not want to be
dull: shall T be plain? | wish the
bastards dead.” He finally consented
to say “the princes.”

The fan mail for the Old Vie per-
formances ran to some T00 picces.
many of them telegrams. many from
names famous in the theatre and in
Hollywood. The film colony relied
upon radio for its sole taste of the
famous British players. Some of the
exiles, miserable beside their Beverly
Hills swimming pools, practically wept
on the long-distance telephone.

Well. enough of history.

Let us now attempt to sum up whal
seems the net practical bread-and-
butter facts with regard to the series.
and to project such conclusions into
the present television situation.

1. Granting that the Workshop
must be unmistakably hooked up to
the the economic conditions of its own
era, and of radio. it follows that any
Workshop intended to serve television
must be planned to the dimensions of
TV's day. This then is a first, obvious
conclusion.  One notes that there has
heen talk recently of CBS itself launch-
in a TV workshop (no conerete plans)
and that meanwhile the CBS religious
series. Lamp Unto My Feet conscious-
ly apes the Workshop spirit, using
stereoptican  backdrop eflects, weird
arty “wipes” and strange, arresting
transitional  devices from scene 1o
scene. NBC. too, has experimented in
the Workshop tradition on its sustain-
ing Cameo Theatre. A year or so
back. J. Walter Thompson also ven-
tured into the new and novel with
The Crystal Ball.

2. One organization. CBS. assumed
the burden and collected the honors of
the radio workshop. In the sununer
of 1936. the budget was a mere 8400
a week. making the Workshop the
cheapest publicity milch-cow, all other
considerations apart. on record, By
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the winter of 1946 when the series
was revived, the publicity possibili-
ties were drasticallv  dehvdrated. but

the budget had jumped to around $1.-

900, broken down as follows:

18 musicians, 3 hrs. rehearsal 8550
Conductor 60

L nusie 79
100 actors, O hrs, rehearsal 308
seripl 200
Rights 150
Coordination S0
Contingencies 500

How mueh would a TV |'\|I¢'iillll'll-
7 Twice as much as

tal series stand

SOUTHWEST VIRGINIA’S /Jim RADIO STATION

1946 radio? Four much?
Eight? It is too “iffv™ a question for
suflice that it

matically suggests the possibility that

confident reply. aulo-
a TV workshop would be too expen-
sive for one organization and might
have to be organized co-operatively.
3. It is assuredly true
Columbia Waorkshop enriched radio as
an enlertainment and communication.
and therefore an advertising. medium.
It was valuable in many ways as a foe
of mental The Columbia
Workshop enlivened CBS and other
networks and directly and indirectly

laziness,

W@Lﬂ@@ﬁ' OF THE
PUDDING"

Because Local advertisers know that WDB] excels

in coverage, distribution and RESULTS in Roanoke and

Southwestern Virginia,

27 LOCAL accounts

have

maintained continuous advertising schedules from 5 to 15

vears on WDB].

“Ask Free & Peters for the complete WDB] story.

that the

quickened the imaginations of agen-
Ed Gardner’s
Duffy’s Tavern was, indirectly, a chick
of the Workshop coop. The roster of
Workshop eredits leaps with
famous names like Orson Welles, Bur-
oess Meredith, Fletcher Markle. Came
the war and Norman Corwin stepped
in one stride from the Workshop to
Washington where. more than any one
he set the basic pat-
terns for the wartime morale shows,
William N,
duce under sponsorship the stunning-
ly suecessful wartime series by Ranald
MacDougall, The Man Behind the

Gun.

cies and broadeasters.

now-

marn, program

Rohson went on to pro-

4. An experimental series carries
peculiar  predilections  and
these should be realistically under-
stood. We have alluded to fatigue and
Spotty perform-

s own

lagging enthusiasm,
ances and downright idiocy were by-
produets of a policy of having no pol-

icy. The discipline of ratings being
absent, Workshoppers on occasion

made a virtue of omitling all disci-
pline. Instead of the razzle-dazzle
hucksters  developed in  commercial
radio. the Workshop encouraged the
razzle-dazzle bohemians who returned
from

beards.
jackets with leather elbow patches,
Sobering up 36 hours before air, one
stafl genius would sit all day and
night at a typewriter, fingers flying,
chain smoking, living on coffee, ham-

Caribbean cruises wearing
It was darling to effect tweedy

burgers, and secretaries. Within hours
of rehearsals. the stafl genius would
fall exhausted on a couch ll.‘ii!p‘\' in
true,
that he had ecreated a masterpiece,

the conviction, not necessarily

5. The final question. which spon-
sors themselves must one tl;l_\' answer,
is whether television with its enormous
costs and risks ean indefinitely con-

tinue on the present catch-as-catch-can,
Certainly the methods of these hectic

WDBI'S potential andience is over

days are starkly “experimental” but

a million people who can spend under full-scale. non-cancellable econ-

tract commitment. The word “experi-

billion dollars

almost a

WDBJ

)'FHH')- ment” need not, llh'rr‘fnn-_ have a re-

illll:-i\t' riIJEA .“.|IUII:-'-I-|" }\lln\\ i| \\l'“.
Reis’ original argument that radio

(and for radio. substitute television)

CBS - 5000 WATTS » 960 KC vught to make regular finaneial pro-

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA.
FREE & PETERS, INC., National Representatives

vision for the testing and improving
of program know-how echoes still. Tt
always was an intelligent thesis, * * %
(This 1s the concluding half of a
two-part article, the first half of which

| appeared in the 12 February issue.)
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DEPT. STORES ON RADIO

(Continued [rmn page 33)

tomer of yours has the ability to listen
to a radio,

Other media compete with radio for
& customer's leisure hours: how does
redio stack up?  Generally, we know
from Fortune Magazine’s survey thal
radio was predominantly named the
number-one leisure time activity by
but let’s

both men and women oel
even more specific,
Let’s examine the daily listening and

reading time per adult in America to-

day. We will not use magazine figures |

since only 257 of the population reads
a magazine daily. In the case of both
radio and newspapers, a daily circula-
tion figure of 8577 is altained. News-
paper reading accounts for 58 minutes
the home
listening accounts for four hours and

daily in average radio
30 minutes. Amazing?— that's just the
half of it!

For the radio figures do not include
out-of-home listening or secondary set
listening within the home and the for-
mer alone, according to a recent sur-
vey increased listening figures by 2577,
Point two is established — your cus-
tomer not only has a radio. he spends
more time listening to it than he de-
votes Lo any other activity,

Does radio sell?
: basic puilll at {“:-[lll!v hetween radio
We
will talk specifically about department
stores in a minute but first, let's look
at brand advertising in this country.

often this is the

stations and department stores.

A test market survey conducted by
Dun & Bradstreet proved radio’s sale-

ability bevond a doubt. The question |

asked of dealers was “In your opinion.
which particular kind of national ad-
vertising has done the most to make
your best-selling trademarked brands
sell so well?”

Among grocers, 47
206'¢ said magazines, and newspapers
brought up the rear with 177% .

Among druggists, 4977 stated radio,
b LEs

A

said radio.

answered lIl;l"_'.'lzim'm and :l;_':!.ill
newspapers were last with 149,

Among gas dealers, radio led again
with 357 . this time newspapers were
second with 157 .
with 13%.

And when asked what medium they
would prefer to be used in a national
advertising campaign lo move mer-

and magazines third

[‘hi!.ll(lif-l'. the fu“n\\'ill;_' “l'l'l‘l'!ll;l'r'.l':h re-
sulted: 5879 of the
radio. 677% of the druggists said radio.

grocers named
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To Sell Northwestern Ohio
there's ONE BEST BUY.
It's Radio Stauon WSPD
and here i1s why.

For 28 years WSPD has been
growing I‘lggrr

until now the State Area
BMB shows 20°: s

our ﬁgmc.

So get Rl’SHI[‘& in [his m;lrlct'l‘
if your client 15 needy.
Buy ume that is proven . . .

buy spots on WSP (ee) D.

W TOLEDO,0HIO

A Fort Inclusliy §taTion

S000 WATTE:-M.B.C.

64

CHANNEL - 13

Represented Mationally by KATZ

and 00°¢ of the gas dealers agreed on
radio! Poimt three established —radio
is the greatest “mover™ of brand name
merchandise in the top advertising
classifications!

Why then, today. are many depart-
ment stores not convineced of radio’s
superiority as a sales-promotion  me-
dium?

First. many are! But we're concerned
with those who «till laugh it off as a
toy—a game to be played with some
dollars not  ear-
marked for newspapers. a handout to

CXCOss .Il|\¢'l'tir-ill}_'

a slation salesman a store manager
likes personally. or as a necessity dur-
ing an emergency  when newspapers
don’t print,

We hesitate 1o talk lh!‘nl') at this
point—all of vou have heard the Joske
story too olten |]('|n;|r|m:-nl store labo-
ratory experiments via the hroadeast
tredium will be picked apart for weak-
nesses labeled “not :||o|l|i|-:|]'l(- to my
local store.” So, for a few minutes al-
low me to recount |lul|r'.-l-ll:-;_'nullm'_-:-.
success stories of radio advertising on
usually

period of years by department stores

a consistent  basis, over a
with the same wmerchandising and sell-
ing problems as any in the Pittshurgh
area.

ZCMIL sah Lake l:il'\" sponsors Uiah
Symphony Hour over KSL. $:00-9:00
p-m. Thursdays. No generalities, here
are :-[ll'riﬁr results achieved lhrnll;.'h
radio. Notice the way they use radio
to  sell
radio’s superior dominance as illus-
trated earlier.

brand name merchandise-

Magnavox — Line taken on just be-
fore plugging of same exclusively on
radio. Soon aflterwards Magnavox be-
came, in sales, number one radio and
TV <et line,

Kuppenheimer Suits —ZCMI was ex-
clusive dealer for vears, hut months
alter program comments were devoted
to Kuppenheimer, people canie in say-
g they just heard on KsL that ZCMI
was the place to buy them. Sales ol
Kuppenheimer Suits well ahead of last
vear s, despite fact men’s clothing sales
for district were down.

Lenox China and Giltware—Lenox
tells ZCMI they are one of biggest cus-
tomers in nation
largely
large percentage of Lenox purchases
the  radio

the s ||1||]|un_\ -

maotion Il‘-pnll-”lll' hecause

niention program  when
urdering.

Let's switeh 1o another locale, Bur-
lington, Vi. There Sears-Roebuck nses

WOCAN with a “Man On The Street™

show at 12:45 p.n. Monday through
Friday. The Sears manager said “May-
be we've underestimated radio by just
buying five programs per week in the
past. Recently a newspaper ad on a
new catalog pulled some action, hu
not enough. Announcements the next
day on radio depleted the catalog sup-
ply by mid-afternoon.”

On the same station. Sears increased
its sales of a vacuum cleaner by 28.79
with exclusive radio promotion,
vxamp]e'. Rochester,  New
York. Sibley. Lindsay and Curr, using
WHANM, reports that on one oceasion,
the huyer of daytime dresses reported
45 dresses advertized exclusively on a

Prime

morning broadcast were sold by noon
~— that on the same program a com-
mercial for bemberg sheers sold 120
”f sdme. 3]51) h\ 1oon,

One more lop—llult'h l'xau:;lh'— that
of George Wyman & Company, over
WSBT. South Bend. Ind.. utilizing a
davtime program. Here, we ask vour
indulgence in listening to the exact
wording of a statement released by the
~tore:

“Upon opening the Sunday news.
paper we found no less than seven
downtown stores  advertising spring
shoe clearances and our ads were not
scheduled until the fu”u\\'illg .‘“llll(]ﬂ_\
- - . the entire script for Monday's pro-
gram was changed to Wyman’s Spring
Shoe Because of other
schedules it was impossible for the dis.
play department to put in a window,
or even have signs in the shoe depart-

Clearance,

ment when the store opened at noon.
Mans were to arrange displays and
signs during the afternoon. but the
high volume of customers made this
impossible.  More than 200 women
were wailing when the doors opened,
and at closing time \ln:llln} night,
907 of all the clearance shoes were
<sold. It was the most successful shoe
clearance in the history of the depart-
ment, and the cost was less than one
fourth of the planned expenditure.”

The two best reasons for using radio
were aplly summarized by Jim Ken.
naw. advertising manager of Joske's in
San Antonio. when he said that radio
has two greal .'n]\aml;l;:m that sell mer-
chandise  fnstant  acecessibility  and
complete flexibility.

There is one sample of department
store  radio - television  co-ordination
that has achieved remarkable sales re-
sults through the application of sound.
l'nn'll_‘l'ﬂli\l' illl":l"-. [ !'l‘[l'!' o [hl‘ '\llﬂlll.
Meldrum and Anderson store in Bul-
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falo. radio station WEBR and TV sta-
tion WBEN-TV in that same city. The
management of WEBR kindly con-
senled to supply certain information
for this discussion which | feel to be
of equal importance to both broad-
casters and lll‘}lill"llll‘t)l slore  execu-
tives present—for this game is not one-
sided—the seller’s attitmde is just as
important as the buyer's,

AMEA .-]Hlllhnl:'i;l\il.l'il'l_\ of shows on
WEBR and WBEN-TV—ranging from
news lo leenage appealers: a women's
commentator called Amanda thrown in
lor I.!lll)l‘ measure—ice hockey, too, for
variety. WEBR employs a girl who is
the Amanda on the women's show
she also writes the copy for all others.
Her entire time and energy serves one
purpose—sales results for AMSA,

Yes. the store has institutional pro-
grams but they're the frosting on the
cake. In years of being WEBR s largest
client, their objective has always been
a preference for substantial sales over
nebulous goodwill.

Here’s the clincher though—the real
facts that prove conclusively that a
department store can work with a radio
and/or television station to accom-
plish sales—every month a report to
WEBR's manager is made by Amanda.
It consists of sales reports from buy-

ers and I'im going to read a random |

sample of them, T'll mix them up
different months, different days. sales
days. normal days, ete.—but all are
word for word as written:

5 January—When I talked to Mr,

Ross today he said they were sold out |

of the gabardine storm coats. Mr, Fau-
ln-l had asked me to put them on the
air, as they would not be advertised
i the paper. I did, and they were on
Noonday Revue vesterday —now theyre
sold out!

9 January— George Smith had asked
me to talk about a linen sale. <o 1 did.
and put it on Sunday at 12:30, too.
When I came in Monday, the women
were lined up three deep, the length of
the counter, and llu'l\ were j.'mllnu-d al
that counter all day. Mr, Smith told
me later he was very well satisfied with
the results,

17 January I talked about the
Harriet Hubbard Aver Hand Cremm
this morning and Mickey said she’d
had a lot of phone orders. It was on
Noonday Revue too, hut there was NO
ad.

19 January — I talked about $1.00
scarfs today. and they were piled three
deep around the counter. The ad does
nolt run until tomorrow.
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TOP-RATED or 2vo PLACE

quarter hours hetween 6 A.M.
and 8 P.M. than any other
BALTIMORE RADIO STATION®

Again and again we've proved it—
WFBR is Baltimore's Best Buy for
sales-minded advertisers! The headline
tells its own story. For amplification,
explanation and demonstration, ask your
John Blair man—or in Baltimore, call
for a WFBR salesman!

Naturally, WFBR-built shows like Club
1300, Morning in Maryland, It's Fun
to Cook, Nelson Baker Show and
others have a lot to do with that ARB
report. Ask about them, too!

*Monday thru Friday, Oct.-Nov. 1950 ARB Report

ABC BASIC NETWORK e 5000 WATTS IN BALTIMORE, MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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Modern Pied Piper
Leads Listeners to Action

Over a year ago Fulton Lewis, Jr. was the driving force
behind the spare-time community construction of a pipe
organ for his home-town church,  Guideposts magazine
told the warming story in December, 1950, Copies of
the issue were offered * to listeners of the Fulton Lewis.
Jr. program.  Result:  More than 200,000 requesis lo
date. and more arriving daily.
As Mr. A, H. Warne, president of Bohman-Warne, Inc.
(Lewis sponsor on WIE). Hagerstown. Md.) wrote:
“I've heard you called iany names (complimentary
and otherwise) during vour years on the air, but not
until T read Guideposts did 1 know vou were “The
Modern Pied Piper.”  We were overwhelmed by
requests for the pipe organ story,  We are proud 1o
have the privilege of sponsoring your daily broadeast,
and in so doing. conneet our name with one so highly
regarded by a listening publie,”
The Fulton Lewis. Jr. program. currently sponsored on
more than 300 stations. offers local advertisers a ready-
made andience at local tine cost. Sinee there are more
than 500 MBS stations. there may be an opening in youi
]nr'.'lllll\‘ Check yvour Mutual outlet —or the (:unpr‘l'nli\l'
Program Department. Mutval Broadcasting System,
110 Broadway, NYC 18 (or Tribune Tower, Chicago 11).

* Your local MRS outlet will supply eopica upon request.

25 Januarv—I put Tussy lipsticks on
the air—NO other ads. and the girl
<aid she'd had a marvelous response!

26 Janvary—They 1old me today
they had sold 450 dozen of the Sim-
plicity frocks. reordered them. and the
wail orders are «till coming in.

27 January—This morning [ talked
about Flair. a brand new 50¢ maga-
zine, and in one hour alter | came off
the air. AM&A's Book Shop was com-
pletely sold ot of copies.  No other
ads.,

I February— | talked about the
5399 dresses this moming. Mrs. Fur-
dell had told me o make it “uood.”
and 1 iried to oblige. Guess | did le-
cause they were really rushed. and onee
as | went through the department. one
of the girls said. *Oh. Amanda, what
a rafl of }!hlllll‘ ul'all'[-ln These dresses
were nol advertised,

There will not be amy Nutes for
Feliruary., as 1 wenl to the hospital.
I'he Grand Opening at the Sheridan
think everyone was quite pleased. The
radio broadcast was successful and
there were certainh a lot of people
there. The weather and the coal strike
messed up the rest of the month.

I March—DMickey asked me today if
i put her Navlon lipstick on the air,
andd T caid “*Yes, on Saturday.” She re-
torted—"1 thought so. for I've had a
definite rush on them and I]u‘_\ weren'|
advertised.”

2 March— Mr. Erickson said today
| that they'd sold siv gross of the Hazel
Bishop Lipsticks. and had reordered
the same number again. He asked me
to talk about it two dayvs before an ad
ran—which T did.

15 March—Miss Winter. the Cony
girl, said she'd been kept quite husy
by people buving the “powder and
finger-tint” special. There have been
NO ads on this as ver  just radio.

17 March- Miss Carr. the Perma-
Lift representative. told me that the
Corsel ”r‘liéll'llllvllt went WAY oven
their figures on Thursday, and that
was SUPER hecause the figures they
had to beat were high. She said many
people came in and mentioned having
heard us on the air.

27 March I alked about Calorie
Counters this morning. then stopped in
the Book Shop to get one myself, They
told me they™d had a lot of calls for
them this morning. No other ads

just e on this one.
| 31 March I”N‘_\.Il' <till ‘li‘”ill;_' those
\ Calorie Counters like hot cakes—in

SPONSOR




lact |||1I_\.'ul' moved some of Ihl'lu Lir
the main Hoor so theyre available in
Iwo |||;u‘|'-- now,

10 April—Miss Leonard said as |
llﬂ:“t‘ll the (..lll(l_\ .‘“||u|l Im|;l_\. “Thank
vou. Amanda. you certainly helped 1o
give us a BIG RUSH this Easter!”

12 April Mrs.
lighted with the interview 1 did with
\r. Brown this morning. Right after-
ward a woman ecalled in and ordered
a 817 Ultra-sol treatinent, and they had

Gorman was  de-

tnmumerable calls for hair appoint-
ments.
13 April Mr. Brown, from the

\merican Hair Design Institute. New
York City, who trains the girls in their
<hops all over the country. said to me
this morning. “Amanda, you must have
a terrifie listening audience! As soon
as vou went off the air (Thursday at
111 we started getting calls and they've
been swamping the board ever since.”
Mrs. Gorman said—"1t"s been just the
shot in the arm that we
we couldn’t get an ad.”
18 April—The Photo Studio man.
Mr. Hennessey, said he got the mosl
wonderful results from the radio. He
said people were constantly mention-
ing that they had heard Amanda talk-
ing about o and so. or “they heard it
on the air.” and he felt that newspaper

advertising did not do him as much
1t

III'G‘lit'll. fon

good as radio

25 April- I put the SL19 nylons on
today, no other ads—and the girl at
the switchboard said their phone hines
were l']n;:;,:c'(' l'nrll[lll'll‘h_ \\'il]‘l u|||¢'|'.~u
Later Mrs, Griffin said. *You certainly
helped us out in our uylon sale.
Amanda. Keep it up!”

26 \]'l'il- Mrs, Furdell told me to-
day that they had sold all but a few
of the 105 dozen dresses at $1.88 that
I talked about. They were on Noonda)
Revue, too. She also told me that a
nice hittle old lady came in and bought
two of the ll!’t':-r-l‘.-, hecause “she &Il'.\.l_\-
listened to Amanda and Amanda said
they were such nice dresses, she jusi
had to get them.”

Mr. Flanagan toll me this story.
which I thought vou might enjoy. |
was talking about cameras one morn-
ing. and the radio in a drugstore was
tuned to Amanda. A girl was looking
at cameras in the store when she heard
me talking about them. She made some
excuse. left the drugstore, came down
to AM&A’s Camera Shop and bought
the camera she'd heard me talking
about., SHE told Mr. Flanagan this
slory !
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| \].1\ \!!w |"|ln\\|= -.i|l| -lu Wil
me to put a group of 5588 dresses on
the air for her, that would not he ad-
vertised  elsewhere she =aid. "You
know. Amanda. we get hetter results
from vour 1.11“\“]: about things thas
fr'urn .'1\|.—. .‘;ll IIRELIEY WO cone 1,
and sav they heard abomt it wm
tmanda.”

1 May—1I went into the Men's shap
o eel basehall copy and the -|:.||.

there said. “We almost had a riot over

those S10.95 trousers. They were on
the 1i:_'|1l~, and when the doors ujie nedd
the next Ii[t_\, the customers made one

We fast!™ The

ad didu’t run i1l 2 dayvs alterwards.

dash. sure sold them

12 Mav 1 put fur storag |
ur-— N other ads, and M Mi
told me today that they zol 2K

Cleaning, e |lti|||r_ ald  remodel
1= all additional

12 Mayv - Esther Desenroth

that she’d had a fine response
i talk on the new Lentherie packag
= new NO adsamd she said peo
el canne in and sard—"1 want the one
I heard Amanda talkine about.
Ol there = the one 1 heard about on
the radlio.

“‘l'frlt mber Wlien 1 eame in this

morning, Mrs, Brown said. “Amanda

come and look at what you did!™ Then

<lie took me 1o the center sijuare on the

<vin SALES

PLUS WELD-FM
POWER 5000 - WELD 53,000 - CBS - COLUMBUS, OHIO

Sales power in ¢central Ohioc
means WBNS plus WELD-FM
with 187,980 radio families.
These are the folks who have
the money to buy your product
and their buying guide is WBNS.
Quick results at lower cost...
that has been the record of
WBNS for year after year.

ASK JOHN BLAIR
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Shortest Distance
between buyer

and seller

| on the t"l'll\lll.

floor where the women were
scrambling. three deep all the way
around. She said, “They have three
girls working over there and there isn’l
room for another behind the counter.”
she said even Mr, Adam comnmmented
Mrs. Brown told me
later that they had a 51.000 day. Only
Amanda was used.

1 just saw Mr. Mar-
tin. and he said do you ever put the
boys" wear on the awr? |

main

8 September

answered.
“Sure do! 1 put your bovs” Balbriggan
pajamas on the air just a few days
agn.” His answer— S0 that’s why we
sold out completely the very first day ™
There was an ad on this,

23 September— | talked about RISE.
a new shaving eveam. yesterday. and
Isabel said they'd had a very brisk day
of =ales on it. Only radio on this.

13 December—The Roger & Gallet
girl <aid that they were practically sold
out of the 150 bottles of perfume 1
talked about. No other ads,

14 December—I talked about candy
vesterday — particularly  five - pound
1:1':\1‘5, and ln)l]u}' Miss Leonard. the
|lu}.'|-1 who had asked me to talk about
it. because she had so much, said she
had sold so many boxes she might have
to reorder. No o ads on this — just
Amanda.

20 December
||||I14‘

When I had wy hair
Mrs,  Gorman
“Amanda, you've certainly lll’l]ll‘il the
Beauty Shop! We've had so mam
calls for appointments we've had to
turn them away. And facials! We've
been roshed with them and they all
talk about hearing the wonderful way

vou described them!™ No other adver-

today, said —

tising on facials.

The salesman  for

trains in the Toy Department asked e

to talk about trains on the air, and |

didd vesterday., NO other ads. Today

he was all but completely sold out.
23 December—They completely sold

22 December

out the 325 alligator bags which 1
talked about. There were no ads on
then.

There's one quotation by Cy King.
nemager of WEBR that every radio
and TV representative in this room
I think that
his quotation that follows is perhaps

should listen to carefully

| 1he key Lo a proper seller’s attitude:

“There's one other thought: 1t al-
ways has been our poliey 1o consider
AMEA as a very good friend and. as
such, never iry to sell them
something simply for the sake of a

never,

sale. We are extremely conscientious

in this regard. | think I mentioned to
vou that on some occasions we have
gone Lo the store and recommended
that a certain radio activity be dropped
hecause it was losing. not gaining,
value. That (blavk) program is a
prime example. At first blush, it would
seenl chase  busi-
ness away, but | think the soundness
of the policy has Dbeen proven hy
the record of inereased AMEA billings
For now, when we
recommend they buy something. they
do almost without hesitation—provid-
ing of course, the budget is in shape.”

poor business 1o

over the vears.

To department store execulives pres-
ent. | say this: In this area vou hoast
somne of the finest hroadeast operations
in the country— 1 personally  know
some of Vo station managers, sales
managers and salesmen. and 1 know
that we're on solid ground in offering
Ask them for pro-
gram ideas, for availabilities. for cre-
ative sales thinking. Work out perma-
nent schedules with reasonable long-

this suggestion,

term expenditures just as vou would
with newspapers. and the results will
astound vou. For. being good sound
radio executives, Illu_\ musl ]lm\'ilh‘

selling vehicles that produce conerete
results to maintain your schedules—

and vour suceess in radio is as impor-
tant to them as it is to vou. Many
stores now have programs on the air
in thiz vicinity due to a temporary
emergency—find ways to solidify these
franchises pevmanently. The end ve-
sult of such action will not he mea-
sured by research experts. graphs.
charts or slide rules — vour wisdom
in such decisions will be seen in in-
creased sales figures for the depart-
ments thus advertised. Before sitting
down, 1 want to justify my attendanee
here by stating that all facts and ma-
tevial used in this discussion were
taken from the files and issues of srox-
sor 'ublications, Ine., and I want to
thank sroxsor’s editors for their help.

* & *

RISING TV COSTS

{Continued from page 32)

3. What's responsible for rising TV
talent costs?

Ellis: “Thiz brings us to the 61
million-dollar question—which is:
“Why does TV entertaimment cost
so much?
*1 don’t know for sure
make some guesses,

but | can

SPONSOR
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“Mayhe it is becavse they (the net-
works) haven’t bothered to find out
what prevailing prices are

“Maybe they think like the movie
industry—where the salary of a stm
seems to be considered a publicity
ass=cl.

“Maybe it is because they know they
don’t have to pay the bill--at least
permanently.  Sooner or lwer, their
packages can be sold 1o a sponsor.”

Broadcasters: “The networks are
not responsible for hiking up talent
prices.  The Television Authority’s in-
erease of the prevailing minimum scale
rates this past December certainly can-
not be brushed aside. For big variely
shows alone it has meant a cost in-
crease estimalted at between 30 and
35%.

“The advertiser should also consider

! spiralling inflationary costs that pre-

vail in the economy today. Just as
many of the products which sponsors
advertise on the TV screen have risen
in cost, so i's natural for the wages
of TV talent to rise over the past two
years.

“You must remember. also. that the
talent prices let slip by publicity agents
into the hands of newspaper columnists
are often doubled and tripled. in or-
der to give the impression that CBS.
NBC. and ABC are paying the top
stars more than they really wmie getting
|Klil|. It's an old “n”_\'\\'mu| trick, de-
signed to give the general public—and
pult'nlial
that the stars are

sponsors the illl|l1'1‘.~.-ilm

worth  fabulous

s
sums.

4. How have the networks deliberate-
ly been hidding up talent prices?

Ellis: “A wellknown radio and night
club singer (Tony Martinl originally
appeared on the Texaco program for
S1.000. One weel later a network
paid him $2.500,

“A woman singer and comic | Beal-
rice Lillie) appeared on the Texaco
program for $1.500. When she ap.
peared on the Bob Hope show—a net-
work package—she was paid $4.500,

“Another program which we pio-
neered was the Broadway Revue. On
this show, the two highest-paid indi-
vidual stars (lmogene Coca and Sid
Caesar) were paid $350 and $900. The
total cost of this show was originally

budgeted at $21,000—and when net- |

work production costs hiked the week-
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Should've
Used

WRE

TOPEKA
ABC

5000 WATTS

WEED & CO. NATIONAL REPRESENTATIVES

The Station
With More

Know How

NBC NETWORK
CHANNEL 4
Salt Lake City, Utah

National Representiative: Blair-TV, Inc.

There isn’t any doubt about
the attentiveness of KQV lis-
teners hetween 7 and 8 A,
Reeently, in a two week
period. over 1.000 of them
sent in letters or posteards
with their answers 1o a Mys-
tery Nnmber. Yon ean bny
this large and responsive an-
dience at a bargain price on

RQV. Ask Weed & Co. for

WKQV

Pitisburgh, Pa.
MBS — 5,000 Watts — 1410
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IT’S

FACT...

1. ..that the 12:30 Market Report with
Boh Riley on the KMBC-KFRM Team
is one of the greatest buys in the
Kansas City Primary Trade Area!

2. BECAUSE — Marker Reports on
The Team are a 3 1o | favorite over any
other radio market reporting in the
Kansas City Primary Trade Area...
3. Further, the KMBC-KFRM Market
Report time segment enjoys almost
tuce the rating of its closest compen-
tion regardless of opposing program.
4. 12:30 Market Report™ with Bob
Riley IS AVAILABLE FOR SPON-
SORSHIP.

Call KMBC-KFRM or your nearest
Free & Peters Colonel.

- KIMB C

é6th Oldest CBS Affiliate

KFRM -....

Programmed by KMBC

222 West Eleventh
KANSAS CITY, MO,

& ' 44
x sks
‘-J

Iy |uiu- o S26.000, the spons=or de-
cided it was getting oo steep for him.,

“The same rwalent and essentially the
same show was Jater put on by a net-
work i Your Show of Showsy on Sat-
urdkay  might—and the two stars e-
ceived SLA0O and SLOOO a week, The
total cost of the show had meanwhile
from 320,000 10
=75.000."

o ai estimated

Broadeasters: “Granted the night
club singer and the woman comie did
get higher salaries alter appearing on
the Texaco program. But it may well
he that their appearance on the Tex-
aco show was hought at a low price,
hecanse ol the ||r¢-e-li;;|- \;|||l|' ol -
pearing on the Noo 1TV program.
“The
Shou
First, it is no longer the same show,
\[l'il'npnlil.ln
Opera have been added 1o the perma-

~75.000 estimation ol Your

of Shows i patenthy  absurd.

I'erformers  from  the
nent cost. and the show has been ex-
panded [rom 60 minutes 1o 20 wmin-
es=,

“The cost of this show is S18.000
£55.000 for the full 90

minutes, and no advertiser is payving

el hall hour

for the |llul|||t'lr show.
“The networks are
which appeal to the middle zroup of

building shows

national advertisers as well as the top

few.”

5. Are the networks foolishly huck-
ing each other during choice time
slots?

Elis: “'This traces 1o network com-

petition for ratings.  Each wants the

top-tating shows at any price. Along
with this. they seem 1o want—ifl pos-
sible—10 knock the rrops ot from

under the shows on competitive nel-
works,
*John
colunm 1o the subject. He <aid. “An-
other l|ri:|;_' that has alwavs irritated

Croshy  recenthh devoted a

the howe audience. first in radio, now
e television. s what | call amdience-
stealing. .. . Two programs which ap-
peal substantially 1o the same aundi-
ence, are on al the =ame hour on dif-
ferent networks, . .. hnotelevision, NBC
has pitted the  Robert Monigomery
Show against CBS'< Studdio One, \NBC
has also put the last hall-hoonr of s
imposing Big Show up against Jack
Bemy on CBS —and it Wednesday
frolic ol i Panm

night comedians

Thomas. Jimimy - Durante. elead ap

.I._'_'.'li\l."l \I!'Illl (;IIIIII'I'_\. IIIII' 1lea
secins Lo be to Kill off compeiition.”
“These shows which Croshy men.
tions are all network ]-.'u'ku‘_-:;.- and
therefore reflect network policy. They
pour out money to boild something
that will knock the spots off of com-
petition-—and then offer the packages

Lo :ilu'lllrur_-,"

Broadeasters: “The 1op networks
are virtuwally sold out in the evening,
Most of the open periods have heen
against  unusually strong compeling
programes., quili' n;lllll'.’i]i_\. So. to make
these }rt'l'iln|.- a~ =alable as |uu~9-i|l](‘.
the only effective way is 1o build and
program with the strongest possible
“hows,

“The networks are not alone in this
thinking. Here is a list of big-agency-
|n|‘u(|urm|' shows which have --‘III:_'Itl 1o
huck <tromg compenition. with high-

calibre casting:

“Fred Waring vs. Philco Theatre

“Pulitzer Prize Plays v=, Ford Thea-
Ire

“Prudential Family Playhouse vs.
Tevaco Star Theatre

“Showtime USA vs, Aldrich Family

“From the above, it is elear that the
advertising agencies themselves are as
active in this audience competition as
the networks have been. It would be
wrong. therefore. to hold up the net-
:\l‘ll.f.'l”)'. hath
the agencies and the nets are indulging

works as the villains.

in lree |~n||||u»lilin|1."

6. Are the networks indulging in tal-
ent-stealing and discrimination
against agency-produced pack-
ages?

Ellis: “Theyv tthe networks) do more
than offer packages 1o sponsors. With
the present shortage of time. they ghve
at least a broad hint that i vou want
Loy zel on their networks. _\l!ll.ll hetter
by one of their <hows,

“They go Turther than that,

“H von have an independent show
with a high-rating. they try to sign up
Vour stars. so _\u||'|] have to use their
networks. What they offer. of course,
goes away beyond vour contract price,
| s-laf_‘.lk [l’um |u'|‘t-in|l;l] u'-\]n*ri-‘lll'(', I
our case, the effort failed —we had
arrtight talent contracts,

“I1 the networks want to enter this
('lll]llll‘l“il]ll_ there's no NI)jl't"illn, But
[ do lrliit'tl to their use of a time scar-

SPONSOR
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t'i1l\ to crowd AZCICIes Ol IIIlil'IJ!‘IIill'III
|1;|r|\;|:_---|e- oul of the pture, I'hat. to
me. i= nol a sound op pul-“"vlnfm!u-'l
pohiey. Alter all. we and our clients
are the wetworks’ customers.

“From all indications. we are head-
ing toward network control of what
Illij_'lﬂ be called ceditorial content of
the air,” ™

Broadeasters: “Just [or the ree-
ord. the networks have no record of
discrimination against advertisers who
want to put their own shows on the
In the last few
IIl?l\\u:'L II{I.-i ;leil]l'll, |In| 1‘\.‘I|.I|l|f'. Il:.l‘

network., weeks, one
following ageney-produced  programs
to itz schedule— Victor Borge, Heney
Morsan. and Sheilah Graham,
£ “The nets will always (ry 1o get
their facilities oceupied by high cir-
culation attractions. regardless of who
ill:‘ Iu'nl]lll'l'r ey ]P('. \('\l'ili‘l'l‘ .'||l||
agencies will continue 1o buy  values
regardless of who produces the pro-
grams.

“The lact = that bot A2CNCY - and

network-produced shows are today on

26 FEBRUARY 1951

'V with low wwlem costs
ill_: excellent results. Consider this lisi
ol the 1O 8:00 o 10:00 pam. evelnye

-l||'| 'II!"I'I‘

-GIJ.n\\- llt'“\!'l"llll‘_' audiences at 1I11' low-

est talent vost per familv as compiled

by the CBS research department :
i
1
I
I'r Ir
rger | |
iz Ind 14
tyaldh o
N A A N i1 -
i [T 14
lin f CRS Ind (i
lirenk f1e Ind 1
Nt i Nl |
What's My Line, CBs Nl 3
Lewwve 1 to Girla. XB( N = i
Worwia, "IN -

7. Are the networks seeking monop-
oly control of editorial content?

Ellis: ~A year ago, most of the shows
on the air were produced by independ.
ent paekagers or agencies
"'l.ml.'l_\. S04 of the
hows on NBC are network-controlled
amd the figure for CBS s 7077, All

of which looks a- il the major nel-

works are headed fTor a """"'i"‘l‘ ol
editorial content,

“Now. lo make nn |u--|l[-ru il
let me point ont that there is no rea
son whyv networks should completely
l\l’l'll out of this area

“Some  agencies do not have  the
[acihities for producing shows  and to
their clients. network packages are a
service.

“Some sponsors want to see a shoy
belore lllt'_\ ]lll_\ it —and the network
can pul a show on as a sustainer, and
later sell it to such sponsors,

“But

*ll'lll‘l'.‘.‘ lll llllill!ill\l_' ."-hll\\"-

networks i the
hid i the

when they

\\I'Il'll llll‘

talent costs for evervhody
try to buy up talent on existing <shows
Lo Lm‘p them on their parbicular net
'.\ul'l\.-
time as a lever to sell network pack-

when they use the scarentv of
ages—they do a dissenvice 1o existing
customers—to the future of television

and to their own |-||l||i- relations.

Broadeasters: “Those percentages

507 and 707 —are substantially
correct (though CBS now only con-
trols 63%,

But =0 is the :_'l‘lli‘l.l' |!I"|1|t'i|'fi' ul edr-

ul s lll'|”||ll'|l'i¢|F ‘Ihl\\-'
torvial control. In recognition of their
moral and legal vesponsibilities. net-
works seek to bring 1o the public the
A\« John

was always my

hest }"'.\-ihh- entertainment.
Croshy has said. ‘It

contention that the hroadeaster <hould

TWO TOP
CBS STATIONS

TWO0 Bl

SOUTHWEST
MARKETS

ONE LOW
COMBINATION
- RATE ‘,

KWE

WICHITA FALLS, TEX.

620 KC

5,000 WATTS

KLYN

AMARILLO, TEX.

940 KC

1,000 WATTS

When you're making out that sched-
ule for the Southwest don't over-
look this sales-winning pair of
CBS stations. For availabilities and
rates, write, phone or wire our
representatives.

Natlonal Representatives

JOHN BLAIR & CO.
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We like to be
ON THE
SPOT

® Oun the spot to
Deliver CBS (o one
million people

® On the spot as
Durham’s Number
One Station

HOOPERWISE

BMB-WISE
23

We'd like to be put

ON THE SPOT

SCHEDULE OF CLIENTS
WHO WANT RESULTS

WDNC

Durham, North Carolina
5000 Watts 620 Kc

PAUL H. RAYMER, Rep.
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run his own shop, that the advertiser
should support. but not control. the
editorial content.”

“It has been our recent experience
that the
packagers are anxious lo get oul of

two ol major independent
the business of producing shows in the
full sense.

“They wunt to ;;lli-il- entertaimment
But they
want to avoid the headaches and finan-

;||||| |muL -ll}|||.||'li||j_- acl=,

cial responsibilities that go with full
production of major television shows,

“Likewise, we are increasingly aware
of agencies requesting us to produce
and develop =hows [or their elients,
\pparenthv, the 1577 commission can
ol J.I\\il_\- cover the CxXpense ol 1ele-
vision ||I|'l|ll{ tion,”

8. How does TV compare with other
media?
Ellis: T\

not deliver a nation-wide chain of sta-

||l'l\\ll|'l\.‘, e ;|”l'||, can-

tions comparable to what you get in

radio.

“There are currently 63 TV mar-
kets. Fortyv-seven ol these are on the
cable.  Sixteen must he reached Iy

Of the 47
are nine eities with onlv  two
stations. 29

Lilll"-!'lrllf'. on the cable,
ther
an with only one.  1f
someone else has the cable for these
cities. vou can’t gel in, In other words,
vou have a problem of “elearance.”
“The range of possibilities. when it
comes to awdience size. stretches from
the top program in Niclsen ratings.
which reaches 5,492,000 TV
to No. 178 in the order of popularity
50,000 homes.

Al vl both of these advertisers are

]lllllll‘:"

which reaches onh

(quote—an television.

“Networks do not have “circulations’
in the same sense as magazines. And.
again. getling into television isn't like
_'_'tr'ltl_‘_" o III.II'_'.'ifiII*"-,

“You don’t have to spons=or a story
to get the attention of a magazine an-
i“!'lll LA

“You

what story or wl will |Ill‘il'lll' or [ol-

dont have to worry  about
'n\\' \ Ol

“You don’t have to wonder whether
]u'u}lh' \\il[ T‘ILI‘ the \\l'l’l\]\ 1ssues of
the Post. Life. and Collier’s— lay the
three side In pick up one and
the without
opening theme But this happens evern

.\iill'

throw other two  away

hall-honr on television,
“You can figure that Life delivers

2000000 copies—the Post delivers

L
|

4.000.000 Collier's  deliver
3.000.000 copies. But there’s nothing
comparable in television.

(N lilllt‘.\

There are
10,000,000 sel owners, and every sla
tion on the air in every TV ety battle:
for its share of listeners. in every time
period.

“The number of people vou reach |

|](>||c-||||:- diree I]\ upon what you pul 1
l'l Ih'l[l
good, or vour money is wasted. be

vour time period., hetter b
cause you're in competition with what's
in the same time period on other sta
tions for a fair share of the audience

“This situation— of course- has pre-
But the disturbing
that—within the three
since television really got under way—

vailed on radio.
[act is vears
both time cost and talent cost have [a
outstripped anything in radio experi-

ence.

Broadeasters: “True. vadio with
it 41.000.000 radio homes. has a much
vaster audience than TV. But it's up
1o the spon=or lo deternine whether
the impact provided Iy TV warrants
his use of hoth media.

“With regard to magazines, the im-
plication is made that all ads in a
given magazine are seen by equal num-

SIMPLE ARITHMETIC
IN
MUSIC LICENSING

BMI LICENSEES
Networks 24
2,184
366
101
Short-Wave 4
Canada 150

TOTAL BMI

LICENSEES . .2829*

You are assured of

complete coverage
when you program
BM|-licensed music
*As of February 1951

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

SPONSOR




bers of veaders,  Does not Starch frnd

tremendous differences in ad reader-
ship? The advertiser using a double
spread doesn’t buy all that space be-
cause he has so much more to say than
the little guy

column 1nches.

\\Ilu }lll\r- nII’\ a [l'h

He's sereaming fox
reader attention,

“You don’t have 1o sponsor a maga-
zine story? All advertisers in given
magazines in effeet sponsor the stories
jointly. Editorial material is the iden.
tical audience lure as program content,

“Ad positions in publications don’t
ereate worry? Then why all the hicker-
ing and surveying about preferred po-
sitions?

“Competition between programs is
nol comparable to competition between
magazines . . . it's comparable to com-
petition between ads within a maga-
zine. Our programs are the pages in
our weekly schedule. You can’t read
two pages al the same thine any more
than you can watch two shows simul-
\ laneously,

" “*No advertiser in Life has hic adl
one of those 5.000.000
than 207 of all

readers of Life see the average ad in

seen 1n every

magazines. Fewer

| that magazine. according to Starch

To Cover
the Greater
Wheeling (W.Va.)
Metropolitan
Market
you need. ..

High Hoopers (Avg. 24. 5)
Low Cost
The ECONOMICAL way to
SELL
The Wheeling Market
Check
THE WALKER CO.
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noting data,

“Delivery of Life into the home,

olvioush, means nothing to the ad-

vertiser unless his ad is seen.  lnei-
dentally. last December 20500 of all
[ nited States TV homes saw the aver-
age programs of one major network.

“The principle that what vou prul

into your time lu]"-ll-ll had better b

goml, or vou won'l get any ults,
applies equally to magazines

“It is true that time and talent costs
on TV have ulll-ll'[|-|u-.f anvthing in

the experience in radio. But actually,

while TV rate costs have risen. the
o=l per thousand listeners has  de-
vreased with the fueveased TV audi-

enee. The inerease [-I'm'l'-llnl at both
CBS and NBC has been. with a 1007,
merease of audience. a 5077 inereas
in TV rates.

*It t= true. too, that TV's cast e
thousand homes is higher than that of
radio. \:rnrnlin;_! to the most recent

\Irl-a'll_ the

top 10 radio shows have an average

hgures .‘-llllll“l'll I-_\ I (=)

listenership of 4.982.000 and an aver-
age cost of 23.68 per OO0 homes, In
contparison. the top 10 TV shows have
an average listenership of 2.903.000
SI2.00 per
1.000 homes. But. obviously. the spon-
FV's

visual power warrants the extra cosl

and an averase cost of

sor must alwavs consider whether

per 1.000. and he must be ready 1o pay
for this additional selling impact.”

9. Will multiple sponsorship allevi-
ate soaring cost?

Ellis: ~If time and talent {or a half-
hour show costs 390000, the network
has to get back this monev.

“On a half-hour show. three niinutes
” Vol

~¢ll each of these minutes to a dillerent

can be devoted to commereials,

sponsor that costs each Sponsor =3).-
000 a minute.
“Psyehologically, 330,000 for one

like a lot

more money than 890,000 for 30 mnin-

minute on the air sounds

utes—which would be the cost 1o a

sponsor taking over a whole show
“This leads us into =ome mrp.-lldu'l-

ables, bt from all

sponsor n[ | pu]alll;ll “-Ill'\\ aels some

indieations, the

benefit from the whole 30 minutes or
hour that he's on the air. Apart from
what he says on his commereials. the
fact that he brings the show to the
publie creates good will with a cash
register value.  In other words, peo-

( Please tura to page 75)

HITCH YOUR
PRODUCT TO A

RADIO RANCH
STAR

Webb Hunt

.. and watch your sales soar
as these Webb Hunt adver-
tisers have done:

Alaga Syrup

B. C. Headache Powder
Dentyne Chewing Gum
Fairmaid Bread
Foremost Dairies
Ipona Tooth Paste
Kam Dog Food

Kool Cigarettes

Ladies Home Journal
Lone Star Beer
Musterole

0 J Beauty Lotion

Pic Sweet Frozen Food
Red Arrow Drugs
Robert Hall Clothes
Shompoo Curl

Plus a choice list of local advertisers,

For information call

FORJOE

National Representative

or DAVE MORRIS

General Manager
at KEystone 2581

“RADIO RANCH”
P. O. BOX 2135 =




WHBQ—IN THE SOUTH'S
GREATEST MARKET
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SEE WEED

O
Reader inguiries below ware answered recent-
ly by SPONSOR's Research Dept. Answers
are provided by phone or mail. Call MU.
B-2772; write 510 Madison Ave,, New York 22, N. Y.

(! Can you give me any information on the use of radio and TV by

banks and building and loan associations?  Adrvertiser. Cincinnati

A The 2 January 1950 issue of sroxson carried a ~storv called,
“Louisville’s My, Spon=or.” It told, “how a radio-wise =avings
as=ociation hoosted lil'im-'lh from $235.000 10 S31.000.000,
Bank< on the ave™ appeared in the 6 November 1950 spoNsog.
An carlier picture storv, “Boston hank bhuys TV film.” appeared
in the Octohber 1918 issue.

‘! What did Gillette pay for video vights to the 1948 Workd Series
amd for TY hroadeasts of boxing matehes that vear?

Advertising agency. New Y orl

A+ Reported figare for the World Serie~ in 1918 wa~ $175.000;
|‘-'1l|in_,.-"-|'\ |'i;_'l||- {or the Joe Loms=-Joe Walcott ﬁ;.:lll. S 100000
and right= 10 the weekly boxing contests<. $200.000.

(!. Who produoces the Buddy Baer transeribed program?
Station representative, New Yorl;

A« Producing firm is Kasper-Gordon, 110 Bovlston Street. Bos-
Lon.

‘! Do you lune the 1950 gross radio and television time charge
figures of the networks? Advertising agency. Philadelphia

A+ Publishers Tnformation Burean gives the following figures
for gros~ time charges: Radio: CBS—8§70.711.669: NBC—
861.397.051: ABC—8$35.1214,625. and MBS—S§106.091.977.
Television: NBC—$21.185.812: CBS—§17.797.556: ABC—
S6.170.510: (DuMont ficures nnavailable).

Q- In the 29 Januarvy SPONSOR “p.s.™ to “The ad manager’s hook
shelf™ yon mention the new 1951 *Books for the Advertising
and Marketing V™ Where can we get a eopy?

Broadcast advertiser, .\‘!'{lf'Hl"{'frHIJ

A- The Advertising Federation of Ameriea. 330 West 12nd
Street. New York 18, N. Y.L has the book for $1 a4 copy.
|'.||'h‘

Q- " hat are the latest figures on estimated TV et ownership?
College student. Buffalo

A- Asof T January. there are 10.519.500 et~ installed in the
United States. by estimate of NBC-TV Sales Planning and Re-
~carch. Heve™s the hreakdown by cities: New York. 2,050,000
Chicago. 830.000: Lo~ Angeles. 801.000: Philadelphia. 750,
000: Boston. 6G12.000.

[!- A new brokerage and statistieal corporation opened recently in
Davton. Con vou give us any information on the nse of radio

by businesses of this type? Radio station, Dayton

A- “Broadeasting and the broker™ in the 31 Jamnary 1919
spoxson should prove valuable.

SPONSOR
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RISING TV COSTS
(Continued from page 731

ple buy such things as gasoline o
packaged goods partly hecause of the
commercial—and partly 1o say ‘thank
vou' for sponsoring the show.

“This plus is lost when vou zet into
multiple sponszorship.”

Broadeasters: “How big a “plus’
is the ‘thank you” element in television ?

“The mmpact and persuasiveness of
the commereials upon the andience at-
tracted by the program is the real de-
terminant,

“As evidence, consider results of a
Advertest survey
television owners, ],l'lullll't usage wias

recent among 750
compared hetween those who viewed

‘II!' I]rllgr{llll carry i“:_' |Il.f' !l]'ﬂlllll"
message and those who were not regu-

lar viewers:

% Cing Product

N
Produet Frrogrmn Viewers CIFN TR
Mmunte Mad ‘Kate Smunth’ .G il
Snow Ceop “Show of Shows 140 i
Soap A Soap A program  13.0 1.0
Toothpuste A Toothpaste A
progra 21 5.0

“The first 1wo represent participat-
ing advertisers: the second two had
their themselves.  Yet
sales Ip:'-rfnrnlanlw- was far stronger for

programs o

those advertisers lacking exclusivity.”

10. Conclusion: why not decentralize
network control, give fresh TV
falent a break?

Ellis: “This brings us to the final
fact. which is that the quality of what
goes on the air should be better when
the l'l'.‘-!}l)l'l.'-”li“l\ for
hearsing. and directing the show is
spread around. (The networks have
failed. too. to llt'\'l'lllll fresh TV 1alent.
preferring instead to bid up the prices
for Hollywood. Broadway and radio

selecting,  re-

veterans.) As a matter of plain com-
mon sense. no network can ||upr 1o
assemble enough top-flight talent 10
put on a cood show in every time pe-
riml seven n-lil_\':- i \\t'l'L.

“With individual stars getting as
much as 51,000 for a 3.i||_-_f]|- 1||-rf.,]'||l.
ance (Boly Hopel—and with program
costs runiing to S530.000, 60000, or
375.000 an hour

has heen dane.

a lot of the harm

in this inter-
network battle for supremacy, one fact
That fact ts— 1o

It seems 1o me that
has been forgotten.
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WKN

MNOwW

5,000

WATTS
i MUIEESON

the ypbeo! obl!

. med'lﬂ‘bu‘l"ing team)

CONFERENCE HELP
FOR

SPOT TIME BUYERS

SAys e gEo Vive Presidient When | 2o 1w
clivnt conlercig 1 tahe STANDARD RATE witly
mes I's oot unosual for a clivnt 1w bring up ques
tion= alwit thrs or that station, H there’s a oood aid

i STANDARD KATE, an ad that gives me 8 clear
picture of the facility, 1 the client a better
=W T,

\|.'|l|.\ Isers of spot At el ns I'[]r'_\ find thai the
Service-Mols in RADIO ADN ERTISING RATES &
DATA® and in CONSUMER MARKETS make their
joh of deciding which stations vasier, Service-Ad-
|l1\r \\}\\'\ -ilu\\ll Ill'lr',

Sooowhen you're cheeking RADIO ADNVERTISING
RATES & DATA® for station information and
CONSEMER MARKETS for the market facts, check

the Serviee Ads as well as the listings,

can Eive

Formerls knawn as the Radin Section of SRS,

\,

ADVERTISING RATES AND DATA

Published by Standard Rate & Data Service, Inc
333 North Michigen Avenue, Chicags 1, lilinosn «

“The

ELEANOR
ROOSEVELT

Program”

In New York on WNEC

In Los Angeles on

KFWB

9:30 to 10:15 AM

Monday thru Friday

Participations

available

Represented Nationally In
WILLIAM . RAMBE AL

COMPANA

KFWB

IN HOLLYWDOD
980 on the dial

Walter | Boithol, Publahes
New Tork » Lot Angeles

5,000 Watts Full Time

f FLORIDA GROUP
Columbia
Broadcasting
System

National Representative
JOHN BLAIR AND COMPANY

Southeostern Representative
HARRY E. CUMMINGS

E= Joha B Phings, oo D
L. Herschel Graves, Gen'l Mar.
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SUC CE S SF U L
Transeribed
Shows

Transcribed and ready to broadcast:

RIDERS OF THE PURPLE SAGE
156 135.minute top western musical pro-
grame
DANGER, DOCTOR DANFIELD
26 half-hour exciting mysteries
JOHN CHARLES THOMAS
156 19-minufe shows with the King's Men
singing hymns of all faiths
MOON DREAMS
158 15:minute romantic shusical programs
'BARNYARD JAMBOREE
52 half hours of good hill-billy music
STRANGE ADVENTURE
260 S-minute stories of imteresting adven-
fure
THE FRANK PARKER SHOW
132 delightful 15 -minute musical programs
with the Modernaires, Bea Wain, Kay
Lorrsine, Dolores Gray, and Andre
Baruch as M.C,

OR
Custom-Built
Transcribed Shows

For Free Auditions and Prices Whrite

TELEWAYS rrosicri

PRODUCTIONS,
INC.
8949 Sunset Blvd., Hollywaod 46, Calif.
CRastview 67238 . BRadshaw 21447

paraphrase

ALABAMA'S

BEST
BUY

PROMOTION ﬁw ,

WABB ot your order list repre-

aonts Alabama's Biggest Bonus!
On WADRD vou are assured of con-
slstent, planned promotion
immedinte and continued u,l"»-pl:-
ancve of sponsor identificationt
CHECK THESE FIGURES

FOR A RECENT MONTH

e 32,858 Lincs of
Advertising
[Sponsors
about half)

¢ 8,915 Lines of Newspaper Edi-
torial Mention
(The equal of about 4 full pages)

¢ Regular Air Promotional An-
nouncements
[Supplementing
ups)

* PLUS —Point of Sale Posters

® PLUS —Dealer letters galore

PLUS —Parsonal contact on

the local level
Add WABB to your “MUST" list
now! Join the sponsors who are
now recelving each month their
WABB program promotion kits
through their friendly Branham
man,
AMERICAN BROADCASTING CO.
Owned nnd Oper-
ated by the Mobilie
Press Reglster

Newspaper
identified in

were

build-

network

MNationally Hepre-
sented by The
Branham Company
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a fmmous department store

slogan—the customer has some rights

the

and agencies have been pretty well ig-

f‘.l'l"l}.

At least. halt
ingenuily of mdependent sources

and hest interests of sponsors

we can call a give

the

a chance to find out if there isn't some
way Lo bring in good programs with-
out acting like the movie indnstry on

talent vosts,”
Broadceasters: “lelevision is show

business of the most advaneed Iy e,
the the

hest and most experienced writers, de-

I I'l'lilsik'l'- all know-how of

signers, directors, technictans, and per-

formers. It s a new kind of cinema

industry. and the gzamble involved

1[1‘\|'|i|ili||;_' new talent is ureal. W hen
talents proven in other  fields  are
teamed  together, the  hits-and-misses

risk of show business is greath  re-
llljrl||.
“Networks like NBC—with its « ap-

tal wvestiment of S35.000,000 (o S0,
OO0 i TV
the risks

verlisers,

are seeking to remove
Inl' .ill-

\s it is. TV network opera-

themselves and for

tons are =ill ronning in the red— and
even the new rate increase won't ee
them iuto the black

“In the the
of the highly trained kuow-
hiow \\“1 undoubtedly Prove more eco-

loug run, centralization

networks
|.|rl

nomie and eflective

rncluding

all concerned,

advertisers,” * k &

Quotes on TV Costs
(Continued from page 32)

“It's also poor reasoning to st ppose
that the networks discriminute between
Our only eriterion is: “ls it
a good puckage?” Not: *Who owns the
e?’ ff)‘ course. the

try to decelop its vwn paclages, be-

’nm'f.u:r\.

i .".'u;; network will
cause good packages will keep viewers
taned 1o that wetworl.”

Hal Davis. viee president. Kenyon &
Fekhardt Ageney @ ™
blame of rising talent costs on the net-

Irs not a Wack-and-white -
I0s a matter of supply and -

The history
reveals tha! [ an artist believes he can
he'lll ask for iz if
he can't collecr. he'll rf.‘up his rates.
Welve in a transition period today and
the arlists wre lrying (o ecarn
as mach as they can from TV wlile the
Letthing

You can’t lay the
nwien 11.\.
fair.

. of show husiness

geb o more nroney,

veteran

i .‘_:urm"‘

“Neither can you accuse TV broad.
casters of nol Irving oul new flalen,
On the Toast of the Town. we gave a

start to Sam Levenson. and usually try
al least three new acts on the shou
1] I".I'f' ﬂfsn tried a ’Uf ()_.‘

Toast of

regnlarly.

new talent on Ford Theatre.

the Town. Space Cadet. and the Vie-
lor “ul'f_'r' Show.”
™~ * »
Ben Duflv. president. Batten, Bar-
ton. Durstine & Oshorn. Ine.: “Gross

costs of Tl are rising so high that
sonte sponsors can’'t even test the me-
diun.
,m'r'.-'h't' sponsors put oul ,‘m'i’f'r.\ about
T'l—hut when they've heard
about the costs. thev've deeided 1o 1ry
another wmediun,

It is my opiniou that the FCC has
and the ad-
In freezing
the television setup, as they have done,

I our agency, we've had pros

enlering

done the public. husiness.

vertisers a greal disservice.

they have created a monopoly in the
one-station markets.

J"I'i'
find  themselves.

“You can visualize
which these
They do not have the supply of time to
fill the demand for tume. Therefore. in
the wmind of the station-owner. an arti-

_,llrl.\f.’.;ti!r in
stations

ficial value is placed on television time

Separate
Offices
All
Company
Owned

and

PHILADELPHIA

HEADLEY-REED COMPANY

F

SPONSOR




cost, and. as a result. television time
costs today are out of line.
* L 3 -

Commander Mortimer W. Loewt, di-
rector of DuMont Television Network:
“Costs [or some programs are too high

so high. in fact, that they constitute
a real danger to TV,

sponsors to question the medivm’s val-

T’H'\ are n"t'mh'H;_'

ne and come np with negative deci-
stons.

“Our network has always believed in
Jr't't'fopmg nen
techniques
their start in T'1" alone.
networks and
the audience-building  capacities  of
Broadway-llollywood Jointlhy
bid up costs of imported talent for the
sake of f[ashioning shows that would
be assured at the start of relatively
hf‘gh rrHJ"H{_'.\. I believe we. the broad-
casters, rather than they. the adver-
tisers, should imtiate steps to eliminale

low-cost  production
who got
But soume other
noling

and  entertminers

SOMe  agencies

e s

the mad race for ratings.

“To take only a few examples. Du-
Wont has fashioned Hands of Mystery,
as a whodunit. Broadway 1o Hally-
wood. as @ unique type of news show,
and Captain Video, as the first of the
Tl adventure serials. All these pro-
grams have relatively high ratings. but
a low-cost figure.”

* - w

George H. ".l'l‘_\. director of NBC-TY
network
of the advertiser’s problems, because
they in turn become ours. You fellows
are our lifeblood, and we rise or fall
with you. Because of that, we've sim-
ply got to meet your needs. and if we
don’t. we're in for trouble.

“Actually. you don’t have to get too

:‘illt'!": “."."H f'lf}'n"n‘ﬂf'h auare

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED 1930

HIGHLY RATED

s2.8
AVERAGE WINTER 1831

ABC STATION

WBTM

HOLLINGBERY
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big a rating to get a really bargain-rate
Kate Smith, in her

f'ﬂ.fh un‘fﬂus nf only O.1 was almost 52

cost per thousand.

per Hrmnruu}' 'fu'r:'u'r than Jir‘th!iﬂl'.'

A 0N \}‘;»"\ !{I}{fl’l}t'rfl
that rating and is providing

e H » H'“'J'Lfd I”! Mo

mdvertisers

with a r[fh'r'uf.amh lone cost per thou
\-.lnrf. SO ,\f]:m\ with a rafing ol
only 5.0 can demonstrate a more-than

i'rl.'.*.'l.'u'.".fﬁn' cost pwr thousand.
“While | honestly think we

strip all others in cost per thousand. |

can onl-
do realize there’s w major problem in
the fact that many admen don’t have
the total over-all budget 1o huy full e
work shows. To meet this prolilem,
we've devised top bracket shows lilke
Kate Smith (11 sponsors). Four Stag
Revue (3 ,f'flh”fn'g sponsors ). Saturdu
\i_:lll Revue (9 SPonsors ). the Comedy
Hour (2 sponsors)—shows which give
an advertiser high-cost talent at « very

moderate Jee.

5 # "

\znes Kingslev. TV tinchuyer, Ve

tor van der Linde. lne.: 1 agree that

if TV prices go up any higher. they'll
"Hfll"i' several advertisers out u‘f. the

market. My suggestion is that sponsors

use daytime TV programs. which are

less costly aml give good value. In ons

onwn case. onur chent Farberware has
_'...‘fmrf results with ;mrn’m’;-n.’:’nn m .|l-~
sephine MeCarthy's Cooking Program

(WNBT ) and. You-oll Brand

Salad Dressing on Mrs, Dionne Lueas

hf.‘s

show (W 1Z-T1 With wore adver-
tisers using daytime TV, nighttime

costs may become maore rational.

* * -

Musie

networks

Spokesman.
\merica: “The
blamed for
talent.
bidding up prices of their own talent
In the early davs
show people went in-
They

Hh’n“

t‘lll'lllT'(l”llll ol
cannot  he
bidding up the price of

The show people themselves are

—and why not?
three years ago
to Tl _,I'.l.'.\'{ lo gel their _,‘m-r wet.
wanted to test the new mediwm
,(U.r fl'h.\'ﬂ'frf" }J!J.(‘r'.\.

“But now they expect to get pmid
more. just as the audience has in-
I'f'{‘ﬂ.\f"t “l'.w.(.‘(l‘s- ”.H'\‘I (§ ht‘('n.ﬂ'l!' anare
that TI" in
the novelty value of their talent. An
the same act
But after
ff!' “’l}’ﬂ'ﬂf.\' o 'n'..ll il fll"“ J’J-HH'\'. ."."J-" nHoy-
elty of his act has been lost. The only

people ready to pay to see him next

many cases is decreasing

acrobat artist could unse
”’ Il‘f“l‘fl"l'!‘fq(' I"l‘”' _Jtl YVinIrs.

live dn the hinterlands.  So  why
shouldw’t he demand more for his fen
Tl appearances?” * %k &

do not f(‘d‘r
The Ides of March
Or Alice’s Mad March Hare

But I am afraid

Of the confusion made

By Stalin’s Big Black Bear.

The rnt Mosby Statiens

5000 Warts 250 Watts

Night & Day Night & Day
MISSOULA ANACONDA
BUTTE

MONTANA

NOT ONE, BUT SEVEN MAJOR INDUSTRIES

Helpful techniques
and ideas for
TV programs

This new book
shows you how to
use movies most

effectively

MOVIES FOR TV

by J. H. Battison is a complete, how-to-do-
it guide to the production and transmission
of movies on television. It gives practical
information on all camcras, projectors, re-
cording equipment, etc., shomng how each
piece operates and how to use it most effi-
ciently. It tells how to produce titles and
special effects, newsreels, all types of com-
mercials; how to edit and splice ﬁlm. hOw
to light scenes for best resul?& on TV;

o comblnc I'I\D\Iﬂ W!I"‘I IIYC scones. Hl‘fe IS
a wealth of uscful information rogether
with much experienced advice on what is
good and what bad in movies for televi
sion, and why.

SEE IT ON APPROVAL

I The Macmillon Co., 80 Fifth Ave., New York 11

l Please send me a copy of Movies for TV. | will I
either remit the full price of $4.25 or return the

book in 10 days l

| Signed |
8

Address |

I____________________l
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Cets Results

t D, Willilams and WDIA's many
tars are smashing sales rec-
31 in Memphis in which 449% of
the 394,000 city population is col-
ywwed with 489,000 negroes in WDIA's
BMEBE counties. Admittedly WDIA
ompletely covers this market,

GROCER STATES

Mill Avenue Grocery, Memphis,
writes *“All merchandise WDIA
mentions is moving nicely, particu-
larly Fels Naptha Soap, The public
demands [t." Yes, the negro market
IS responsive, Such advertisers as
Kellogg, Gold Medal Flour, Folger's
Coffee and many others know it.
Write for the facts on WDIA,
America's =1 Negro Station.

WDIA

Memphis, Tenn.

E. Pearson Co., Representatives

John

Without The
Selling Power

of

You can'’t cover
the scattered buying

centers of

The Pacific !lortlmst

MR. SPONSOR ASKS

(Continued from puage 39)

advertizer'= own best judgment ol Ll
soundness of the techniques and the re-
search calibre of the service principals
dre d“ lll' ]I.I- (F] 20 |r\ 1 i |Inn-i|ll:: ]lt"

Ilh'

must know what the base is. the sample

Iween  two  services, advertiser
<ize. the method of -;|n|p];nj_'_ and the
Then. the deci-

stou comes like most other husiness de-

interview e |I||il||lt'--_

Clstons

How much better off he would be if
these all and the
methods experimentally analyzed  and

aller \\ri:llilu; o= wmnd cons,

he lhad answered.
compared  as the Industry Committee
will recommend! We most heartily con-
sratulate spoxsonr for this 1ypical ex-
ample of important pioneering service
to the Industry in bringing this ques-

tion, at thi= time, hefore s distin-
suished readership.
E. L. DECKINGER
Research Director
Biow Ca. Ine
\# n } r’f)"n
The advertiser
llll"\l'?ll!'ll with
.||n}-.11|'||li\ Cone-

flicting reports on
radio .u“l_ or T\
audience  ratings
ask  him-

<hould
sell

tions, the answers

ues-

to which can help

him  to resolve

Mr, Ule

thi= conlusion:
I. Which of these ratings is talking
about  the p:'u;:l"n’ I want to reach?
There are several reasons why two con-
flicting report= might be talking aboul
The

reports nught cover dilTerent :r'n;:l.'q-l:-

different groups of people.  (a)
ic areas, 1t is very possible, Tor exam-
ple. that one rating covers only a cen-
tral city, while the other report covers
an approximately dehined  and n h
larger primary area. Even though the
areas nl\1'||.5|.}_ the difference in the
areas covered tindependent of weasur-
ing methods) may well explain a con-
(i IIlII'

1'l'in||‘l\ wight cover differem families

Iiirl belween ratings Il'llllll‘.

feven in the same arcal. Telephone
comeidental ratings, [t l'\.'l.ll]il!l'. re-
port nnl_\ ol I|’||'|'||u||r i lies, I.l:-l!.il”_\
in larce eities, 'l.l'?ll‘l'.'l”} there is little
teason to expeet that a rating obtained
among this special group of families
will with the rating  obtained

a2t

from a carelully selected satple ot all
families,

2, Do these ratings tell me what |
want o know about the .l)f'd!l!‘f' | reach?
Because of li“fl_‘['t‘?ll't’:- in l"l'hllil]l.lt'.‘n
different raling services answer differ-
ent questions. Thus, telephone coinei-
dental ratings give the percent of tele-
phone families listening to the average
instant of a program. Diary and re
call ratings give the percent of Tamilies
listening to any part of a
Naturally, these would tend 1o be high-
er than a telephone coincidental. Me-
chanical methods tell us the percent of
families with sets tuned in both during
an average instant and for the total

JHrogrann.,

broadeast. Thev measure tune-ins. nol
e l'.-s;!.l'iif.' ]i.‘ilt‘liin;i.

3. Are the conclusions justified by
AL ratings

are based on sampling methods,  Be-

the evidenced !lu':'.\t'.'n‘e'f.’:’

cause of that fact. they are subject to
They should Le

lﬂlll\l'll on nol as exact ﬁ"_'llll"‘. but as

-‘l|u|h|i|1‘_‘ variation,

being plus or minus a few points,
sometimes advertisers will be |I|'!“l‘|ilt'l|
with claims based on one or twa re-

ey ) e iR P T
IN NEW ORLEANS’
GREAT NEGRO MARKET

PN

WMRY GETS
RESULTS

s A large New Orleang
Drug Chain increased
Prescription business
400°% in a one month
test with WMRY. Like
many other accounts, it
'S now using a b

eral
sthedule with good re.
sulls,

Programmed for Negroes by Ne-
zroes, WMRY i~ effectively
directing the buving habits of
this va<t, faithful asdience,

600KC- “THE SEPIA STATION"

WMRY

NEW ORLEANS, LA.
JOHN E. PEARSON CO.
Nat'l. Representative

THE ONE DIRECT APPROACH TO NEW
ORLEANS’ LARGEST MAJOR MARKET

SPONSOR




ports when the station o program just
happened to have high ratings (e
cause of the vanation mentioned
abovel. A more careful ook at the
rating history  mayv show that these
were statistical acovdents and that the
claims therelore are not substantial.
It is our opinion that no rating ser-

viee ean answer all of the questions w
wanl answered, and that m many cases
they auswer our questions only in parl
I'his therefore suggests that we take
that rating which will answer our ques-
tions 1o the best of our specifications,
alter we are clear on our specifications
and on the imheremt mechanies of the
raling methods,

G Maxwern L

I iee President

KNenvon & Eckhardi

\If'n‘l' ‘.-!H'.

510 MADISON

(Continued from page 201

PUBLIC-SERVICE TV

What constitutes public service i
television, or in any field. is. 1o a
degree. a matter of interpretation,
However, it 1 olwvious that there is
constant and growing public serviee
programing by television stations and
networks,  And, in this programing,
there 1= a sizable }Il'lriulllinll of spon-
sored Lime,

Information is always a public ser.
e, and news is |1l'|'|m;:.- the most di-
rect and immediate form of inforna-
tion. WOR-TV. to name the station
with whose operation | am most fa-
miliar, telecasts a daily TV newspaper,

“Telefax News.” for an hour-and-a-
hall. And there are at least three com-

plete live newscasts daily and prompt
hu"l'lin.‘- o1 illl]mll:llll Hews lII'\t'll!'l-

HEADAGHE? oss 1y

film spot problems to TELEFILM Inc.
Hollywood (28) Calif. since 1938

JOE ADAMS

REACHES ALL

NEGROES

IN LOS ANGELES
KOWL i chianne

LOS ANGELES - SANTA MONICA, CALIF,

26 FEBRUARY 1951

ments, We have poerams= dealine witl urse, are paralleled

weather. travel. educational filims pulbs CALUes,

lic issues and a variets of other mate \id | would say there 1= sonme re
rial whiclr serves the public. Our f[a to believe that TV i< [urther ahea
cilities are frequenth used 1o tell th thi= yespeet than radio was at 1l
stories of instititions and cagses. Wi o stage ol development

have explamed current jssues - such v ies F, Sexsaci Ji.
programs as Wobilization Story. T I tee President in Charge of

| believe. are examples ol public sery Programs. WOR & I f’:"\;-ff
if $ ii\ l"ll"l i‘i"l] |'\..||l1i 1' = W Ii]' I' 1l Ill o } “J‘r‘ln

available to sponsors

Here are informational tools that sroNsor [eels can be of use to you.
Requests for material must be made within 30 davs.

A149 “Help Wanted,” Free & Perers A155
Ine., New York—describes seven radie Economy,” ]. Walter Thompson Co.,

<aleswomen and their programs I'hie New Yorl ot interpretation g
- k  wmives ir vtations  ane
16-page prese

“Marketing in a Defense

iation lists  advertis L
ho 1 o il 1] the ad Jon ritical pertaining 1o the na
Is who have ‘used them successlully aml the opportunities 11

Al150 “CGuide 1o Lavout and Re-
production of Art for Television.” A156 “Why Are Listeners and Ad-

KMTY, Omaha is a fourpage guids vertisers so in Love withh Radio?”
that lists “do’s and dont’s” in prepar Pacific  Northwest  Broadeasters, Spo
ing artwork on TV, kane, Washington is a deseriptive and
pictorial report on “the easy, quick
Al151 “Report to Advertisers and productive  way"™ 1o achiey results
Advertising  Agencies,”” WOALTV, through radio,
\J_n_.'\mu!"" i= a summary of ..m‘“...h AYS7 “A Report on Lowrenco Mar-
received from a posteard questionnaire . - :
ques Radio and Its Auwdience in

mailed to 5,080 television set owners . oF e :
South Africa.” Pan American Droad-

casting Co., New York-estimates lis-
A152 “The Pattern of Television tenership that an advertiser may cxpect
Impact in  Lexington, Kentucky, " 1951,

1950, University of Kentucky-is & A158 WKW Reports on  the
#8-page researcl survey on the impaet Characteristics of the Waorking Pop-
of television in areas remote from T wlation  in  Detroit.””  leadlev-Reed

in the San Antonio area

transniitters, Co. breakdowns on induastrial and

noncandustrial  workers show  at what
Al153 “WNAN Fuoet File,” Katz time they ear; dress. o toowork: leave
\gency, Inc. New York—contains all k. and g0 to hed. Valuable aid to
Lhe }'ﬂ:h'rp.i] basic information on the advertiser who wishes 10 know the best
station: history, coverage, market facts, e 10 reach o particular awdience,
results, diary summary. mail response

A159 “krery Day ix Ladies™ Day
with WJBK-TV.” Thi- folder pre-
A154 “Primer for Time Buyers,” pared by the Katz Ageney includes all

CKLW, Windsor contains information pertinent anformation about  the -1a
variely show., Le g

talent, programs, el

on coverage, spol announcements. and  tinn's afterneon
radio homes m markets covered by Dav. Featured is data on program for
CRLW. mat. talent. time and !
O NN S T O e S B S S O RN R D S - . .
SPONSOR
510 Madison Avenue, New York 22, N, Y. — A149 1 A1S5
To obtain any of the tools listed, place check in boxes 1 A150 1 Al156
igRt [ A151 ] A157
_NAME 1 Al152 ] Al58
—COMEANY_ __ [ Al153 A159
__ADDRESS Al54

CITY & STATE
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What about education on TV?

lelevtsion chid more than revive the
stlent movies ad the cowboy heroes of
v bvzone erae I brought to life again
the great debate between educators and
bromdeasters. complete with issues and
arzuments strangely reminiscent of ra-
tios carhiest vears.

sparked by FCC< able Conunission-
er Fricda Hennook, the educators” plea
I--r ' ||.||1m-|- inl | llllllfl' W= |'\u'1't!il]_‘_’-

Applause

Television broadeasters
were at last beginning to show a profit,
They had demonstrated that TV re-
cenvers could be ]JI;[!'N] T ltli“iull:é
of homes and that advertisers could be

v well-timed.

persuaded 1o pay a fm fee for the
"In-a' hul.'tlt‘:u
Where the television broadeaster fell

}-ri\ i]l';:t‘ nf n-.‘ll'lliltz.'

short of the mark, was in programing

cspecially the kind of programing
the educator considers necessary for
the cultural upbringing of the Ameri-
can family.

No }_’!il’ll purpase 1s served lr} dis-
missing the scolding television broad-
casters were subjected 1o at the FCC

|lt‘ilril1;:.- and in the PPress, \:IJIIUII_\
clatms that television is serving the

public best in its present dress that
there is no abuse of good laste.

Nobody can say. however. that greal
strides have not been made in improv-
ing program quality.

Bul no degree of improvement will
fully problem,
Their plea for exclusive TV chaunels

solve the mlllr.‘\lnr-‘
is based on reports sw h as the one
cited by Miss Hennoek: “Adult night
~chool attendance :||n|;|n'1| i o) eires

AFA's objectives for 1951

Welre impressed by the five-point el
ol Hlljt‘lii\l‘!- that the \tl\l‘l'ii:-in;_' Fed-
eration of America has developed for
1951, So far as
they re rizht down the .‘I”t‘_\ for pres-
fulfilivent, We wish the AFA

our best in the achievement of their

we're  concerned.

ent-day

soal. whiclh we hevewith suluuit:

P AFA ) national
campaign. now reaching over 75 il

'. Tll i!lt'll';l-l- il

hons. showing advertising’s vital role
m producing Nmerica’™s wmpatched liv-
g standards.

2. To iwerease war morale and in-

through Ad-
vertising Cluly conperation. to speed the

formational advertising.

iy ol American vietory,

Ao To urge a careful study of each
war advertising claim by media and
sponsors, lest this pation and advertis-
i repeat the mistakes of Waorld War
I,

oo To cuard against the trend of leg-
isbators in this cawergeney o regard ad-
vertising as o ripe plim, ready for the

80

plucking by tax collectors,

5. And to be doubly alert against
those opponents ol advertising  who
¢ for

would use it as an entering wedg
their foreien ceonomic theories,

Point-of-sale

It was a billboard man who told us
today that he is constantly appalled at
how little =ome l‘i;.' advertisers know
about cashing in on their advertising
at point-of-sale.

For example. he pointed ont that
while soft drink companies like Coca-
Cola and Pepsi-Cola are experts at
point-of-sale infighting, smme cigarette
hrands are notoriously remiss,

This ix a subject that we have heen
thinking about with recurring [requen-
ey, The art of knowing how 1o make
an tmpression on the purchaser is only
hall-realized wntil the impression has
Been turned into a <ale,

In the radio fiekl. several men are
domg excellent work translating adver-

|i:~.III;_' illl||l'l‘.-~i|l||r- inta sales. One of

with television, while in eities without
television adult education actually con-
tinued on the upswing.”

The assumption is that those who
staved away [rom night school 1o look
in on commercial television entertain-
ment would just as soon tune in a TV
night school program if it were avail-
able to them.

The educators’ earlier experience
with radio definitely fails to suppor
such an assumption,  And the cost 1o
build, maintain and program a televi-
sion station exclusively for education-
al purposes would he prohibitive.

This much is certain: stations and
sponsors will gladly allocate more of
the available time for educational pur-
poses in the public interest. The WFIL-
TV series of educational programs in
with  the  Philadelphia
Board of Education is a most recent
and high-praised example. Another is
KRSL-TV's series in Salt Lake City un-
der auspices of the University of Utah.
Working with television broadcasters

|-tmi|rrilliull

and sponsors, the educators can accom-
plish much of what they seek. And at
f;lt II'!'"!" cosl,

these s ). E. Murley. whose merchan-
dising techniques have helped make
Iwo New England daytime participa-
tion shows (Yankee Kitchen and the
Marjorie Mills Hour) eminently sue-
cessful examples of their kind, It's
jquite an occasion when a commercial
nln-nin_-_' occurs on one ol these pro-
Lrams,

Stanley Joselofl, whose FM Storecast
svstem in hall a dozen cities has made
a hit with food advertisers, has coupled
his point-of-sale broadeasts with a full-
blown merchandising setup.

What radio mou with a flair for mer-
chandising can do for sponsors is plen-
iv. Radio stations are constantly ex-
panding their activities in this diree-
tion— WLW  alone 8250.000
vearhy i it merchandising  depart-

nvesls

menl.

Air advertising develops a strong
buying urge: bul. 1oo often. the adver-
tiser amisses out on the next step—
pushing across the sale. Point-ol-sale
minded
weight in gokd.

radio men are worth their

SPONSOR




My Diary Isn’t Banned in Boston

but it makes
“Red Hot” Reading!

"* Yes, a diary study recently conducted by Audience Survey,
Inc., makes mighty interesting reading for every time-buyer.

Of the 52 stations receiving mention in the diary study—WNAX received
top rating in 439 (88%) of the 500 quarter-hours studied. This is more
than ten times the number of “wins" granted the second station. Listeners
like WNAX best 899 of all daytime quarter-hours . . . 849, of all eve-
ning quarter-hours.

The purchasing power of WNAX's 267 BMB-counties in Minnesota, the
Dakotas, Nebraska and Jowa is $3.9-billion (after taxes) — greater than
San Francisco, Philadelphia or Washington, D. C.

This area, known as Big Aggie Land, is overwhelmingly dominated by one,
powerful radio station . . . WNAX. BMB
shows that 405,210 families listen to WNAX
—809p of them 3-7 times a week. Also, re-
member, in Big Aggie Land, T. V. means
"Tain’t Visible!

WNAX has a list of sales success stories as
long as your arm. Most likely there is one
for your type of product or service. Ask your
nearby Katz man about the diary study that
proves WINAX alone can sell for you in Big
Aggie Land.

SIOUX CITY - YANKTON AFHHA.TED\ w}r}; THE —mmcau BROADCASTING CO. |




“"What's the
right time to
cut down on

radio?”

“When any :_:

 —y-7-— other major
advertising S 48
medium

reaches more °

people per e
£ o e CrenT)
3 5 o
dollar.”
':‘_ 1 ‘ _,;'1
(o o

CBS reaches 591 people per dollar
Magazines reach 365 people per dollar

Newspapers reach 249 people per dollar b‘,

All data latest
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This file including all text and images are from scans of a private
personal collection and have been scanned for archival and research
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or on any commercial sites, catalogs, booths or kiosks, either as reprints
or by electronic methods. This file may be downloaded without charge
from the Radio Researchers Group website at http://www.otrr.org/

Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
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