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a radio program
and
merchandising service

featuring

Radio’s Ever Magic Touch reaches into

ind onto the shelves of thriving Midwest grocery
thru the services of WLS FEATURE
1FOODS. For more than 16 successful years, FEATURE
FOODS, a daly half-hour participating homemaker
program, has helped leading manufacturers of kitchen
used products to increase sales in this great market ., |

outlets | . .

in which over 1077 of the nation's food sales are made.
The program combines the talents of Martha and Helen
(the Midwest's most popular home maker team) with
an extensive merchandising service that keeps
manufacturers constantly advised of what is happening

in retal outlets . . to theirs and competitive products,

MARTHA CRANE and HELEN JOYCE

the kitchens of thousands of Midwest homes . . .

heres the plan that sells

the midwest market!

RECENT RESPONSE

* Martho aond Helen mentioned once that lis-
teners could receive o copy of a free booklet
on gift wrapping lechniques by dropping them

o card, From this one mention came 3,171 in-
dividual requests!
® During a discussion on moking candy al
home, Marthe aond Helen offered listeners a
booklet containing recipes for making home-

made candy. 1,554 reques!s for the booklet
resulted.

Through its highly personalized mcrchandising service,
FEATURE FOODS offers continuous day-after-day contact with
poim’s (;f sale to:

® Improve distribution

@ Stimulate promotion by dealers

@ Gert greatest possible visibility of
products

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

Further, advertisers receive regular reports

showing exactly what happens from month to month

BP0 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE.

REPRESENTED BY JOHN BLAIR

at the retail level.

The

PRAIRIE
FARMER
STATION

AND COMPANY,



— .~

| I.T.&T. PURCHASE OF ABC COULD PUT NEW LIFE INTO TV OPERATION —International

Telephone & Telegraph Corp. may buy AM and TV networks of ABC. Discussions were
underway in recent weeks, with top officials alerted to give "no comment" answers
when pressed for details. I.T.&T. money could put new life into ABC TV set-up
currently far behind NBC and CBS in number of top programs which can clear long
skeins of stations. Coincidentally, Life Saver Corp., whose board chairman Edward
Noble also heads board of ABC, announces new high in profits for 1950, running
31.4% ahead of previous year. Life Savers (through Young & Rubicam) uses 75 cute,
dialogue-type announcements weekly in 5 major markets (SPONSOR, 26 February).

PHILIP MORRIS GIVES ”LONESQM_E_GAL" THE BRUSH—By time you read this, Philip

Morris will have dropped its 15-minute "Lonesome Gal" show transcribed on 7 sta-

tions. Erotic mood established by program's passion-octaved lady d.j. probably
|| went against grain of tobacco firm which dotes on programing with folksy, family
appeal (story page 56). PM is probably now hunting a network program for its Bond

Street Pipe tobacco which squired "Lonesome Gal."

| STATION PROMOTION HELPING TO LICK SUMMER-SLUMP PSYCHOLOGY—Stations all
over U.S. are readying audience promotion campaigus_to help keep ratings up dur-
I, ing hot weather, and help convince advertisers that summer isn't good time to for-
; get about selling via radio (story page 52). Washington, for example, will again
{l help promote Miss Washington Contest," with its sponsors putting up $5,000 in

L prizes. Contest and sponsors are plugged on air for two months (July and August).
" Second WWDC summer pitch is for increased use of portable radios. Slogan goes

I this way: "You can't make love to a girl in a canoe and watch television at the
!

' same time."

‘ _N_ARTB UNVEILS NEW PRESIDENT AT CHICAGO CONVENTION—Surprise appointment of
veteran broadcaster, H-s;r_';_lc-i_E_.- Fel']..c;\u_s-.- hig.l;'_;é_s_p_eai general manager of WEEI,
Boston, and director of New England operations for CBS, may presage return of CBS
to recently reorganized association. Combining good, hard business sense and long

SPONSOR headquartiers at NARTE Convention

Five representatives of SPONSOR will be on hand to welcome guests in room 560
at the Stevens Hotel in Chicago, 15-18 April. Norm Glenn, Norm Knight, Bernie
| Platt, George Weiss, Ed Cooper will be there. All are invited. (Attention of
those who will attend the convention is called to the special article in this
‘ issue of SPONSOR, covering the newly revitalized BAB, page 17.)
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experience in broadcast management issues, popular new president is likely to
spothe industry irritation in all quarters.

APPLIANCE MAKERS TO USE AIR THIS SUMMER—Despite some cutbacks in supply,
manufacturers of electrical appliances W{Il make good use of radio advertising
this summer. Typieal of satisfied sponsors is Southern Appliances, Inec. (through
Boettiger & Summers, Charlotte, N. C.). Last summer, as result of two shows on
WBT, Charlotte, sales of company's Leonard refrigerators and Speed Queen washing
machines "kept up and are still gaining throughout the entire territory," company
s5ays. (For roundup of products, both seasonal and non-seasonal which have been
sold successfully via summer radio, see page 49.)

ABC’S LATEST OFFER TO NBC SOAP OPERA SPONSORS: MILLION-DOLLAR PROMOTION
CAMPAIGN —In letter following up its initial offer to NBC's é;yvt.ime sodap t;pera
sponsors, ABC announced it would spend million dollars in first year's promotion—
if advertisers made switch to ABC. All standard gimmicks were promised, with
additional prospects of all-out drive for newspaper space among ABC's newspaper-
owned outlets. Net has more newspaper-owned stations than any other. At press
time, ABC could report no takers as yet.

_BRIT!SH WILL STEP UP AUTO ADVERTISING HERE, STARTIN_(_I_T!-HS SgMMER—Big spurt
of radio/TV advertising is due this summer and through 1952 for British automo-
biles. Austin Motor Co. (through J. M. Mathes) will spend about $20,000 for radio/
TV campaign this summer and fall with others to follow. Said Read Wight, radio/TV
director at Mathes, "The hard-pressed British economy is increasing its flow of
autos here in order to build up its supply of the Yankee dollar." British aren't
overlooking opportunities for free promotion, either. Recent stanza of "Stop the
Music" had numerous made-in-Britain prizes plugging products including woolens
and Morris cars; also trip to British industries fair.

TRENDEX SURVEY SHOWS RADIO COMES BACK AFTER THREE YEARS OF TV OWNERSHIP—
Recent Trendex study found that eveniﬁg_;;dio set use is "20% higher in homes
which have been equipped with TV for three years or more than in homes having TV
less than one year." TV set use is 11% lower in homes which have had television
for three or more years than in year-or-less TV homes, Trendex found. Research

firm speculated that its figures may indicate radio is already "on road back to a
new normalcy of set usage." Study, based on telephone coincidental method of in-
terviewing, involved contacts with 5,000 TV set owners. BBDO survey, also com-
pleted recently found that listening to radio was still 130 minutes daily in TV
homes sampled, despite listening drop due to TV.

NO DANGER OF TV SET SHORTAGE—If new areas are opened to TV soon, manufacturers
should be able to supply sets, in spite of threatened materials shortages. Phil-
co's new austerity set, for example, eliminates cobalt entirely, cuts aluminum by
687, copper by 26%, nickel by 15%. By reducing size of component parts and re=-
taining parts that would normally be rejected, industry hopes to continue produc-
tion at high level.
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"GIMME THE ONE

" WITH THE .9 LENS !”
e T

Rvgm'llh-ss of what consumer index von use.
vou know that our Red River Valley havseeds are
one of the most prosperous “markets™ in America,

And WDAY covers them like a tent.

(1) For the period Dec. *19—Apr.'50, WDAY got
a Share of Audience more than three tines as
great as Station B, Mornings. Afternoons and
Evenings—actaally got the highest Hoopers
amonyg all NBC stations in the nation for the

Si?l"ﬂl'ld year l""l‘l"iﬂg.’

(2) BMB Report No. 2 credits WDAY with a Day-
tinte Audience of 201.550 families. 77.77
are average daily listeners!

(3) According to a recent 22-connty snrvey by
students of North Dakota Agricultural Col-
lege. WDAY leaves all competition far behind

—ygels a 78.69 family preference against a FARGO N D
7 ' - -

mere 1.4 for the next best station!

Complete, fabulous facts, from us or Free & NBC « 970 KILOCYCLES « 5000 WATTS

Peters!

FREE & PETERS, INC,

Exclnsive National Representatives

9 APRIL 1951 3
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ARTICLES

A preview of the new BAR

Helping advertisers to understand and use radic is aim of revitalized BAB

Why you'll cash in with radio this summer

MNational income is record-high, sales opportunities will be unparalleled

Tartan's summer strategy: beauty and radio

Anncuncements in June and July made suntan lotion No. | in its field

The saturation boys are back again
Wrigley returns to CBS with $700,000 summer buy. Other deals pendina

To an advertiser who likes (o hibernate
Why taking a broadcast siesta is an over-simplified alibi for inertia

Baseball: 1951
On the air, big in advertising and rhubarbs

Radio morves furs. fans, amd furnaces in July

Products suitable for summer sale have no limits

Hot weather radio helps Canada Dry sell
With spot radio all year, TV in winter, Canada Dry is second only to Coke

They're licking the summer shuonp locally

Stations everywhere are showing advertisers how to cash in during dog days

Out-of-home listening goes commercial
Advertisers are basing decisions on facts about car, beach listening

Little Johnny works all summer
Philip Morris believes in year ‘round radio/TV advertising

TV is a good summertime buy
Ratings needn't fall if program quality remains high

Why soap eperas stay put 52 weeks

Why break listener habit in summer—is attitude of soap sponsors

COMING

Beer on the air
A SPONSOR roundup bringing to light how brewers use the air

Today's top commercials: spot TV

Last article of series describes a few of most resultful local TV commercials
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COVER shows one of 50 beauties who help
McKesson & Robbins sell its Tartan suntan
lotion. Tartan's other big sales ally is spot
radio/TY. The Tartan girl is shown listening
to a portable—a reminder that M&R behleves
out-of-town listening is big factor to consider
in buying summer radio (see story, page 40).
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IT’S EASY,
[WHEN YOU

KNOW HOW!

BULOVA WRIST WATCHES WITH
SPEIDEL BANDS, at $37.95 each

TOTAL ORDERS . . . . . . . . . . 589
TOTAL SALES . . . . . . . .$22,352.55

TOTAL COST OF STATION TIME . $145.00
COST PER ORDER . . . . $.247

o \
P D 8 3
-

The chart shows the amazing results 5 five-minute
programs on KWKH recently scored for a St. Louis
jewelry store. 25 minutes of early-morning Class C
time produced over $22,000 of orders, at a sales cost
of less than 7/10 cf 19!

Hoopers and BMB figures tell you why KWKH can
come up with sales stories like this. Year after year
KWKH consistently gets top Shreveport Hoopers—
far out-running the nearest competition, Morning,
Afternoon and Night! And for every one radio family
in Shreveport, KWKH gets nine BMB families in 87
Louisiana, Arkansas and Texas counties. 75% of these
303,230 families are ‘‘average daily Ilisteners” to

KWKH!

What other facts and figures would you like? Write
direct or ask The Branham Company.

SHREVEPORT

50 ) 000 W atts = BN - ‘l-hekli;"r';ls‘:;’t‘aS\?;‘Pan.v _

Henry Clay, General Manager




The lead has neve

Advertisers are investing much more in CBS than in any other network
—15°C more today than on the second-place network—more, in fact, than
has ever been invested on any network in all radio history.

They do this because on CBS they get more of what they want. ..
which is to have as many people as possible hear what they have to say.

On CBS, they go on getting bigger audiences than on any other network.



No need to labor the point further: CBS has won and kept its lead

by a continuing effort to increase service to audiences and advertisers
... by ceaselessly applying its unmatched program skills toward

making better, more successful radio.

The network to put your money on is the one that stays in there

trying—even when it's 'way out front.

COLUMBIA BROADCASTING SYSTEM




that’s what
you like about

the South

dominates the important
Baton Rouge market

Every 3rd radio in use
in America’s fastest
growing market is
tuned to WJBO. (Con-
lan Survey conducted
during week of Now.
27, 1949.)

ots Now 88th in the na-
"Ction'a leading 200
eitica in total retail salea
and in per family ¢ffec-
tive buying income,

NBC's [« 5,000 walt affiliate in Baton Rouge, La.

ALHILIATED wiTh THE STATE TIMES AND MORNING ADVOCATE

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO.
8

by
Robert J. Landry

I, lome
Wotive

NBC, boy and man. is pretty embarrassed, discouraged and hal-
fled by the f(atlure of The Big Show with Tallulah Bankhead to at-
tract (1) Ratings and (2) Sponsors. Surely the most expensive sus-
taining show in all radio history, its target for the night (Sunday)
was lo blow up and demolish the Jack Benny sequence of high-raters
on CBS. This assignment has not been accomplished and deep is the
resultant gloou. Like a girl who suspects her slip is showing, NBC
has been looking in every trade mirror, trying for reassurance.

# £ *

All this is admittedly depressing for it is unfortunate that NBC,
which came alive program-wise under the repeated raids of CBS.
chould be [rustrated in its major gesture of showmanship. Beyond
NBC. it is a sadness for all radio il The Big Show goes into the ree-
ord as a flop. Tt has not been. Quite otherwise. This show ripened.
its crafllsmanship was superlative, the wit gleamed with creativity.
It was radio doing something for radio, the great need of the present
tinie as the sage of Atlanta, John Outler. has rightly poiunted oul.

et SRR

Time and accumulated listener habit, Benny's 20-year head start.
favored CBS in this battle. NBC being human couldn’t wait years—
not al these prices. In any event, this department suggests it will he
bad manners, and lousy. too, for sideline kibitzers to snicker at the
NBC disappointment.

L N

Whoopdedo over the Kefauver hearings on TV has heen treated
in the lay not to mention the trade press as il nothing like it ever
happened hefore. Forgotten are the Morro Castle radio hearings
ol 1931, They were, if anything, more dramatic. Then as now there
were all-day sessions and then as now movie exhibitors and business-
men complained that trade and trafic came to a standstll. The
Morro Castle aroused public opinion. for the spotlight was on mutual
connivance between shoddy shipping and sloppy supervision. Govern-
ment and Business both came out badly. Significantly, at the peak
of the icky disclosures a recess was called and when the hearings
were resumed radio was exeluded. Watceh if pattern repeats in TV!

R TR

There is an angry buzz rising along Ad Row against the prevail-
ing cost-plus auditing of production charges on TV shows, and it is
altogether likely that agencies under spur from their chients will force
the networks to desist from making every sandwich a dinner, every
brush-stroke a can of paint, every union hour a net profit. Look for
the networks to come out soon with an apelogia for their bookkeep-
ili:_' of studio costs.

oo gy ok

League of Advertising Agencies, as they call themselves, is a new
trade association of little shops, many of them one-man agencies,
With one flat fee. 825, instead of graduated dues, League professes

(Please turn to page 116)

SPONSOR
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HIT THE JACKPO
With ONE OPERATION!

% The BILLION-DOLLAR MARKET of
EASTERN OKLAHOMA'’S MAGIC EMPIRE —
Plus THE RICH FORT SMITH TRADE AREA —
SHOPPING CENTER of WESTERN ARKANSAS.

&9 KTUL-KFPW

'I'EAM

SN * Tulsa : * * Fort Smith

JOHN ESAU—Vice Presideni, General Manager

AVERY-KNODEL, Inc., Nat'l Representative
AFFILIATED WITH KOMA, OKLAHOMA CITY
9 APRIL 1951 9
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ABC Affiliates Represented by THE KATZ AGENCY




First broadecasting

ung organization twice selecred for the covered
blic service award of the Alfred I. duPont

v

3 unique adult education series, WFIL-TV's
ﬁanusm of the Air,” won the 1950 duPont
Jelevision Award—first regular television prize
given by the foundation . .. for loyal, devoted ser-
to the nation and to [Iu communities served."”
similar honor was conferred upon WFIL in 1947.

y

re in America’s Third Marker, people know and
e The Philadelphia Inquirer stations. For
WFIL (AM, FM and TV) has received more major
public service and promotion awards than any
other Philadelphia station.

It takes extra effort, extra ingenuity in program-
ming to win awards, This same effort and ingenuity
Jin aggressive merchandising promotion win extra
sales for advertisers on WFIL and WFIL-TV.

fAnd in this highly competitive market, advertisers
tappreciate plus facrors that add selling power to

\pudling power.

‘That's what you get when you advertise on WFIL

The Philadelphia

wize .
WFIL and WFIL-TV

organization Lo receive
two awards from the

ALFRED L. dualPONT AWARDS FOUNDATION

or WFIL-TV ...
lions of loyal listeners
it possible for the Inquirer stations to win some of
the most cherished honors in the industry.

every resource to influence mil-
. resources that have made

Awardsto the W FIL Organization

1950: Alfred L duPont Awirds Foundation » Freedoms Foun-
dation = Philadelphis Highway Trafhic Boapd » \1| nal
Foundation for [nl;nnh Patalysis » Loyal Or h of Moose »
Community Chest
1949-50: Hillboard
1949 Alfred P. Sloan Radio Awards « Natonal Safety Council
« Boy Scourts of America = Veterans of Foreign Wars » Ohio
| State Institute for Educanon by Television = Ohio State
Institute for Educanion by Radio = Pluladelplua Are Directoes
Club « Philadelphia Fellowship Comimssion « Allied Jewish
Appeal » Beth Sholom Congreganon o Temple Sinai » TV
Digest » Radio and Television Best « National Association
of Radio News Directors & Reading Faie » New J('r-z\ State
Fair » American Legion « Veterans Administration
* National Guard
1948: Hillboard ¢ Philadelphia Fellowship (mmlu:--—l:m .
12th American Exhibinon of Educatonal Radio Programs
o Philadelphia Junior Chamber of Commerce » Philadelphia
Club of Prntag House Craftsmen
1947: Nauonal Headliners Club » Alired 1 duPont Awards
Foundation ¢ Billboard » Amencan Broadcasting Company
« U, 8. Navy Citation
1946: National Conlerenceof Christians and Jews « American
Broadcasung l\ﬂ\pam « Billboard « Ciry (l|ll( of New
York » United States Manne Corps

1945: City Business Club of Pluladelphia

1944: City Buliness Club » € nru la Dry Promooon Award
» Blue Network Award o Billboard

19431 Hillboard
1938: United Businessmen’s Associaton |

Inquirer Stations



There must be plenty of

suds in Quebec these days. Ina
47 week period last year, a
nationally-known soapsuds

manufacturer—co-sponsoring
“Le Cafmo de la Chanson”—
drew 810,247 letters, almost all
containing a proof of purchase!

The cost to the client was
only 1.4c per letter.

Day by day, our mail bag
offers additional proof that
“"Cafino” is Canada's biggest
mail-puller. Tf you wish to dis-
cover how you, too, can

cash in with “Cafino,” just
drop us a line.

€85 Outler in Montreal
Key Station of the
TRANS-QUEBEC rodie group

1 CRAC

MONTREAL

730 on the dlol ® 10 kilowatts
Representatives:

Adom J. Young Jr. - New York, Chicago
Willlam Wright = Toronta

12
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SPONSOR A KNOWING BOOK

1 would lke to congratulate you on
the way sroxsor has found its place
in this frantic business,

The book is a “knowing book.” Per-
haps it's Bob Landry., Perhaps it's
your new way of handling features,
The Columbia Workshop story is Lypi-
cal. Parenthetically, Columbia Work-
shop marks the period of a strong team
spirit at CBS. It was the time when
all hands worked feverishly to cul
down the giant at Rockefeller Center.
Perhaps a story could be done on the
changing of institution. It would be
most provocative.

Har Davis

Viee President
Kenyon & Eckhard:
Vew Yark

MR. PROFESSOR ASKS

Rl' "_\Tr. 5|m|l:-.ur .\:n]v:." 12 |'1c'||ru-
ary SPONSOR,

What evasive evewash! D. Maleohn
Cox asks. “Are TV broadeasters FUL-
FILLING their public service responsi-
hilities?” In essence and unity Mickel-
clson. Witting. and Weaver roar reply:
YES.

But yes what? Yes, we are aware of
our responsibilities,  They  should
squirm in their sleep!

K. C. BEIGHLEY
Assistant Professor
“c'pun‘ma'ﬂf ﬂf Sp(‘f't'fl'
College of the Pacific
.\.a‘r-.';afull'_ Cal.

MacMANUS, JOHN & ADAMS

Here is the story concerning our new
oflice in New York.

We have taken the entire 25th floor
of the 4F Madison Avenue building
which we have redesigned, redecorated.
and furnished to accommodate a com-
plete, self-functioning advertising agen-
cv.

We are making this move for two
reasons,

[n the first place, our clients have
such substantial interests in the Fast
that we need “on-the-spot”™ representi-
tion here. We feel the move will also
strengthen our service by putting us

in closer contact with Eastern sources
of the graphic arts, and with radio and
television production,

And in the second place, we have
had inquiries from Eastern advertisers
who like the work we are doing for
our present clients but who hesitate to
be serviced from a point as distant as
Detroit. It is our hnpv that, ll_\' hridh-
ing the geographical gap, we shall be
able to add some fine Eastern advertis-
ers to our present distinguished client
list,

I have been a member of the agency
for 12 vears and am now in charge of
the New York office.

ERNEsT A, Jones

Fice President

MacManus, lohn & Adams
New York

GIVE ME PHONEVISION

Time is a-<wast'n. I'm anxious to know,

How long will it be afore the next show.

The picture | heard was supposed to
he good.

For an hour-and-a-half in the lobby we
stood.

Then finally it happened—we got us
a seal,

We sat and we sat thinking we're in for
a treal.

The slage show was bad, the pi’(‘mn’
was worse,

| was restless and bored and thought
l’ "'ﬂ”'f! curse,

At the people behind us who just talked
and just talked,

() the things they would do, and the
things that they bought.

No attention to the show nor the pic-
ture did they pay,

Hallelujah. hallelujah, they are now
on their way.

At times | thought what I wouldn’t
have given,

To rest on the couch and watch tele-
vision!

BerniceE WALDMAN
WPIX

New York

THE COLUMBIA WORKSHOP
The point which your two-part series
on the Columbia Workshop, 12 and 26
February sroxsor, makes is good. We
dn need a more l_'.X]Il-rilllt'lll.'l] .l]l]irtm("h
to radio and TV, but that experimental
approach is one that stations and net-
works should have. It does not fall

( Please turn to page 21)
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IN WORCESTER. MASS. ... All winter long. from 8 AM.
to 6 P.M., in competition with four network stations serving

this important market, independent WNEB has delivered

MORE LISTENERS #3555

(Hooper Index, Oct. 1950-Feb. 1951)

And now. to make a good buy even better.

independent WNEB is scheduling

MORE BASEBALL THIS SUMMER

WNEB WILL CARRY
ALL BOSTON RED SOX GAMES
... HOME AND AWAY!

Direct From Every American League City

What a combination! Worcester’s favorite sports station
and New England’s favorite ball c¢lub . . . the colorinl
Boston Red Sox. Yes., summertime—
wintertime—anytime—consistently hetter programming

makes WNERB consistently a better buy!

YEAR 'ROUND YOU’RE IN
GOOD COMPANY ON WNEB

WORCESTER
MASSACHUSETTS

NEW ENGLAND'S LEADING INDEPENDENT IN NEW ENGLAND’'S THIRD LARGEST MARKET

Represented by: The Bolling Company, Inc. and Kettell-Carter, Inc.

9 APRIL 1951
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Ten million?. .. Forty million?

Take your cue from the advertisers who cleaned up last summer
with an average rating of 24.5 on NBC summer television.

This year the opportunity is even greater:

40,000,000 individual viewers — and their predominant
summer pastime will be television (research proves it) . ..

a record fourteen million TV sets — clouble last summer’s total —
and almost three times the circulation of the nation’s
largest magazine . . .

lusty ratings — in television, sets in use

stay just about as high during summer as in other seasons.
(Straw hat advertisers on NBC-TV reached seven households
in the summer months for every six they had

reached in the previous quarter of 1950).

Where else in advertising can you find a mass medium
that delivers more in summer? And for less money.

These are facts. Just off the press is an NBC presentation
which shows in a dozen different ways why vou stand to
clean up with an NBC straw hat program. Send for it today — start
covering two-thirds of the national market by the Fourth of July!

NBC Summer Television

i SUMMER SALE Ben Blue's Barn Theatre Stadium Concerts
? The Doodles Weaver Show The Ernie Kovacs Show
| O The Clock An NBC Television salesman will
Cameo Theatre give you a complete list, with pro-
Here's just a sample of the won- Dorothy Kilgallen and Dick Kollmar gram descriptions, prices and de-
derful summer buys from which John Cameron Swayze's Scrapbook tails of the brand new Straw Hat
you can take your pick—shows that Bill Stern’s Sport Show Ineentive Plan, Call NBC-TV sales
will be second to none in audience Vacation Wonderlands offices in New York, Chicago, De-

and dollar-for-dollar cconomy: NBC Summer Theatre troit and Hollywood.
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- In Charleston, West Virginia, it's the same old story

maore

than

» WUHS hasthe Lion’s share

of the audience!

four

W l'}'l s

The Hooper survey shows that WCHS has 43.4 percent of the lis-

teners for the total rated time periods!

Here are the details:

WCHS ... ... ... 43.49,
Station' B o senms o ST
Station C ... 147
Station D e 102
Statiaw B s v o s 150

And in the vast hinterland served almost exclusively by WCHS,
the latest BMB figures show that WCIIS gives you more than ALL

the other four!

This is convincing proof that now, more than ever,

WCHS IS WEST VIRGINIA'S
NUMBER ONE STATION!

280 KC 5000 W FuLL TIME CBS

REPRESENTED BY THE BRANIAM COMPANY



Preview of the new BAB

Radio’s expanded promotion bureau gets full industry support

at time when need is greatest

Sponsor’s Impression of the BAB Setup

EXECUTIVE
COMMITTEE

—_

FINANCE COMMITTEE

RESEARCH-
PROMOTION
COMMITTEE

BOARD OF DIRECTORS

MEMBERSHIP
COMMITTEE

BY-LAWS COMMITTEE

NATIONAL ADVERTISING
DIVISION

RETAIL ADVERTISING
DIVISION

RESEARCH DIVISION

PROMOTION-PRODUCTION
DIVISION

PRESIDENT

ASSISTANT TO PRESIDENT

EASTERN FIELD OFFICE
New York

MIDWEST FIELD OFFICE

Chicago

WESTERN FIELD OFFICE
Los Angeles or
San Francisco

Il The new Broadcast Adver-
tising Bureau’s chart of or-
ganization, as visuahlized by sronsor
isee left), is the tip-off to what’s to
come.

Unlike BAB No. |, whose shont
tenure under the vigorous leadership
of Maurice Mitchell was plagued by
teck of funds, lack of persounel, tack
of wherewithal for long range plan-
ning. BAB No. 2 is a full-blown projeci
|r|l!{'p|'11ilr':] to do a full-Llown ju!) of
selling radio.

BAB No. 1, limited as il was. aper-
ated mainly on the local level; aimed

its potent promotion and sales pitches
mostly at the local station salesman
and merchant. BAB No. 2 will do it
differently. Its sights are set point-
blank at the advertiser—national,
regional, and local.  Its pitches will
beam his way toward the end that he
understand radio: evaluate it in terms
of his problems: use it profitably.

At the first meeting of the Broadeast
\dvertising Bureau Board held in New
York on 1 March 1951 this resolution
explanatory of BAD objectives was
passed:

“The purpose of BAD, Ine. being to
assisl its members— stations. networks,
sales representatives, and allied or-
vanizations—in promoting the wider
use of radio as an advertising medinm,
IBAB. Inc. ;lllnl}lﬁ these as immediate
lllijl‘i'li\'l'r- llllll ]lI'iHl'ilIl('-' for the :.'Llli'r{-
of the Bureau’s management:

“1. To encourage wider use of radio
for all advertizers. emphasizing
its eminent position as an adver-
tising medium and its wide ac-
ceptance in American homes.

WAl To :Il_‘i'rrlllili‘thh l.hi‘- purpose nol
only by headqguarters activity, bul
to eslablish a field organization
whiech will devote its full atten-
tion to selling the medium.



Bill Rysrn new BAB president, was formerly NAB general manager, has top broadcast record

3. To expaud and develop the pres-
ent service activities of BAB.”
Edear Kobak, elected Chairman of
the Board at 1t 1 March session, em-
phasized that BAB must not only cell
radio advertising. but mnst help sell
advertising per se as an American in-
stitntion,  He told sroxsor that the
new BAR will build soundly. if not in

a dav vou don’t ereet a skvscrape:

l-\l'll'li:_’hl not one that will stand.
The rough task that faces William B.
Ryan. who recently resigned as Gen-
cral Manager of the NARTB 1at that
time NAB) to become president of the
Bureau, i~ to reconcile the need to
tome o l’;lr]i('l‘.- TeSCUHEe nowe \\'ilh thl‘
time-consuming process of building a
solid foundation. To some ohservers
radio inlerests are tearing themeelyves

down with breakneck speed. Add to
that ANA insistence on lower night-
time radio rates in TV areas, the radio
rating confusion, probable lifting of
the TV freeze late this year and you've
got a situation that screams for im-
mediate attention.

The Bureau of Advertising of the
ANPA, which also arose in a crisis
period, never faced anything like this.
1t was able to grow as the BAB would
like to, and today gives its newspaper
members a munificent return for the
§1.000,000 they contribute annually.
Its well-grooved staff of about 100,
aided and abetted by thousands of vol-
nnteer indnstry workers, renders yeo-
man service to advertisers of all de-
scriptions. (See listing of Bureau of
Advertising services, page 132.)

How fast the BAB will grow is
linked to the support it hopes to get
from some 1.200 AM stations (and
some FMers) not presently members
of NARTB. By previous arrangement
with  NARTB-member stations who
agreed to a plan to allocate 307 of
their 1951 dues to BAB the first year.
some $200.000 has been acquired. Ad-
ditional amounts will be obtained via
the networks. transeription firms, rep-
resentative firms, and other industry
categories. But BAB’s financial re-
cources (intended eventually to equal
that of ite Bureau of Advertising
counterpart] depend on its ability to

(Please turn to page 131)

Ouotes from advertising managers on services BAR should provide

“We don't depend on the Borean of Advertising for any-
thing except standardized statisties on circulation. A< for
the BAB. 1 thiuk their fuuction also should be to provide
~tandard media research figures. We wonld like 10 know
what <mtion coverage i-. but sales and marketing matters
are left 1o our advertising agenes—where they belong.™

Advertising Manager
Large home products manufocturer

“The readership of sarions 1vpes of ads. =upplied by
the Burean of Advertising, interest ns a great deal. There’s
o reason why BAR conldn™ do the same sort (bf ﬂ!in{_’ for

annonecement=—I{find ot how dilferent kinds of radio an-

nonneements nuihe onl,

*Thew. 100, the Burean pul- onl a \(‘:ll'l_‘ Blue Book of
the 100 best advertisiug campaizns. Thes
views alter a partienlar eampaign 1o find ont what sche-
mles were nsed and what sales resnlts were,

o reason why BAR conliln®t get radio sneeess stories.

SHAR should also seize on any vunsual “accidents.” like
the reeent Mittshnrgh newspaper sirike. when they chow
how a medinm doe~. 117s impos<ible to set ap tests of one
medinm against another, bnt when they happen by aeci-
dent the results <honld he made available.

18

send out inter-

Again, there is

“There are a number of supplementary aids which we
n~¢ from the Burean of Advertising, snch as the brand
preference report from their 5,000-person eonsumer panel.
Few firmis in the drug trade could afford 1o keep track of
more than a few brands by themselves. 1 dont say BAB
<honld provide the same services as the Bureau of Adver-
tising, but whatever they do to help will make advertisers
look kindly on radio.

George Abrams, Advertising Manager
Block Drug Company, Inc.

- = ']

“What conld BAB do for me? In the first place they
conld eonvinee me that TV isn't rapidly replacing radio
where both exist side by side. What role does radio actually
play in today’s media picture? Tt's obvions that radio has
a4 wonderful story to tell where it operates alone, and the
BAR shonld certainly tell that story. Bnt where TV com-
petes directly with radio I want to know how many radio/TV
hames are using their radios and at what time. Audience
aud cost are, of course. other important factors. Finally,
1'd like to ~ce some justification for the present AM rate
arnenre in the face of radio’s losing andience to TV."

Abe Rosenfeld, Advertising Dircctor
Welch Grape Juice Company

SPONSOR



/" DONT FORGET TO STAY ON WCCO ALL i
/ SUMMER LONG. HOOPER SHOWS SUMMER [
LISTENING 1S BIGGER THAN EVER...AND JUST AS \ .. bl
BIG AS IN ANY OTHER SEASON. SO ARE RETAIL ,I /
; MER! _ ; .-
A SALES- $ 720,000,000 LAST SUMME b !
\\\ /'—- i — . 7 ' | J/
. . ‘ 5
BT S =il \ | ]

EXTRA ‘LGIEiPIIPI’ Diary | e

Conducted by 5, / and Benson, Inc. in WCCO's 50-100% BEMB Day-Night Area, Fall 1950

WCG ﬂEI.IVERS SIX TIMES
MORE  LISTENERS THAN ANY
OTHER. NORTHWEST STATION

..at a cost' ~\of only 43 cents per thousand!

bhigger than it was just two years ago,) s first in every one of the total we k's

>

Throughout 112 Northwest coun-

ties where 916,720 radio families Sevendaysa week, WCCO gets anaver- 552 quarter-hours. The average cost-por
live, WCCO delivers an ove - -all age 47,207 share-of-audience—more thousand of a WCCO station break is only
average quarter-hour rating o 14.11 than 6 times more listeners than any 43 cents—delivering 2,525 radio families

(During Class A nighttime ;n iods

of the 189 stations heard in the per dollar. That's 15 the average cost of
alone, WCCO's rating is 20.5...18.57%

— WCCO arvea.What's more, WCCO break on the next station.

—

-_—



KGW THE ONLY STATION-

WHICH GIVES THE ADVERTISER
COMPREHENSIVE COVERAGE

McMinnville, county seat and largest city of Oregon's Yamhill County,
lies directly in line with KGW's powerful north-south “beamed broad-
casting signal.” Dairying, lumbering and agriculture stabilize McMinnville's
economy, making 11 valuable to KGW's advertiscrs because of KGW's
COMPREHENSIVE COVERAGE of this important market. A recent
KGW Tour-Test conducted with the cooperation of the Oregon State
Motor Association, was witnessed by Glenn Macy, president of McMinn-
ville's Chamber of Commerce, shown above with "Miss KGW". This
Tour-Test rcifectively proved KGW's COMPREHENSIVE COVER-
AGE of McMinnville...a premium market delivered completely ONLY
hy radio =tation KGW,

western Washington,

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

BROADCAST MEASUREMENT
BUREAU SURVEYS PROVE
KGW’s LEADERSHIP

Actual engineering tests have proved that KGW's efficient
620 frequency provides a greater coverage area and
reaches more radio families
radio station regardless of power. BMB surveys bear
out this fact. KGW is beamed to cover the population
concentration of Oregon's Willamette Valley and South-

than any other Portland

DAYTIME

KGwW 350,030
Statuion B 337,330
Station C 295,470
Station D 192,630

NIGHTTIME

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

This chart, compiled from offi-
cial, hall-milivolt contour maps
filed with the FCC wn Washing-
tan, D C, or from fheld intensity
surveys, tells the story of KGW 'y
COMFPREHENSIVE COVER.
AGE of the listest growing mar-
ket in the nation,

PORTLAND,

ON THE

OREGON
EFFICIENT 620 FREQUENCY

REPRESENTED NATIONALLY BY EDWARD PETRY & CO,

SPONSOR



New and renew

New on Radio Networks

Y

9 APRIL
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SPONSOR

AGENCY

NO. OF NET STATIONS

PROGRAM, time, start, duration

American  Dairy  Associas  Camphell-Mithun it Tty David Laweenee: Sun S0l0.05 pmy 1 Apry 52
tiun wh=
Awmerivan Safety WHazor VMetCunn-Frivkwon Chs s Newsy Son 5:5340 gt 3 Juon: 52 wk.
Corp
Kelloge Co Lo et NS  2av Wikd Bl Thekoks Sun T-7T025 pmg 1 Apr; 32
- whe
Manhattan Soap Co hiane Jones N I35 The Woaman i Vs Howset MaF 101532 ot 26
Mars "
Pepsl Cala o Miow CESs 7 Phil Regan Showi Son 5000655 pms 8 Jang 32
whs
Badio Carporation of 1. Waulter Thomp- b H S T Phil lareis=Alice Faves Soan 70008 pang 25
Americn w0 Mary 10 wh-
Toni Co Foute, Cone & oBs 1S5S Alias Jane Does Sar Te80-2 ot 7 Apr: 32 whe
Telding
= T
2. Renewed on Radio Networks
SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration
Ameriean Tobares Co (LTS NI 165 Your 11t Parade; Sat 9930 gy 21 Apr; 52
whe
Bell Telephune System N. W. Aver ARC 168 Telephowe Monr: M 9000 pm: 16 Apry 52
whs
Colgate-Palmolis e<Peet William Faty s 182 Strike 1t Rirhs MoF 00:30 pm: 2 Apr: 52 whs
Co
Grueral Foods Corp Bentan & Bowles ALl Az When A Giel Marciest Mol 5.5:005 pung 26 Mar:
a2 wks
General Vowds Corp Young & Hubicam NBC 92 Partin Faces Lifeg Mb 3005030 pms: 26 Mar:
Z wks
General Foods Corp Yourg & Hubicam i~ e pil Mes, Purtang M-F 2.2:15 pwm: 26 Mar:
2 wh=<
Lever Brothers Ca Young & Hubicam CeEs 156 Arthar Godires's Talent Scont=: M 8:30.9
Py 2 Apr: 52 whe
Miles Laboratories Ine Greolfrey Waile Nt 153 News of the Warkly M-F T:80-15 ping 2 Ap
52 whs
Miles Labaratories Ine Geolfres Wale s 146 Hilltop Honsety M-F 33015 pm: 2
Miles Laboratories IToe Geoffrey Wade chs 1146 Curt Massey Thne; M-F S:0546 pm
whs
Procter & Camble Co Benton & Houles CBS 119 Perry Wasoni M-F 201530 pmt 2 Aprs 32 whe

3. New National Spot Radio Business

SPONSOR

PRODUCT

AGENCY STAT

IONS-MARKET

CAMPAIGN, start, duration

General Fools Corp

Genreral Foods Corp

National Bisenit Co
Procter & Gemble Co

Servel Ine

Stamlard Bravd< loe
Terre Mante Nrewing
Co

Jell-0y

FPast Toasties

Grahom erackers

Camay soap

tens refrigeratars

Cha-e & Sanborn
instaunt voller

Champazne Velvet
hicer

Young & Rubicam 12 =tns: 1 Eastern Annemta: 1 Apr: 13 wks
(N. ¥.) mkis

Young & Rubicam Cine,. T # AT vhainbreaks: 1
(N YD) Charleston, Apri 13 wks

ville

MeCann-Frick-an 11 mhkis
iNY)

Peallar & Ryan 72 ks Annewmits, i
(. X whe

BLINO (N, Y,) 30 stpsy 18 mhkis Annemit=3 2 Apri 13 whkes

Compton (N, Y.) 30 mkis Anncmis: Apri varied dates:

13 whe
Biew (N, Y.) 6% mkis Annemits: | Ape; 13 whs

4. National Broadeast Sales Executives

NAME

TORMER AFFILIATION

NEW AFFILIATION

Clarenve G, A'evander
Rabiert Halfour
Lambert 15, Beeuwhes
Gustay Frandhorg
Lywan Clardy

DuMont, N, ¥,

WDhAS, PPhila..
KRVOO, Tulsa,

WOBs, N Y.

Pavifie Neet, spee ssslzument

mer
comml mgr
Dir

Same, dir of network aperations
Forjur & Co, Chi, ols prom sp
WHMS, Bocton, gen ngr

Samne, asst pen mgr

Same, operations mgr

Numbers after names
refer to category in

Mew and Renow:

In next issue: New and Renewed on Television (Network and Spot) ;

Station Representation Changes; Advertising Agency Personnel Changes

Eugene C, Litt
C. Alexander
G. Brandborg
Lloyd Griffin
Daniel Schmidt

(4)
(4)
(4)
(4]
(4)



Numbers after names
refer to category in
New and Renew:

David Thurston [5}
Mat Kalech

Earl J. Brubaker
David C. Ketner ‘5}
Harold Storm 4)

Yew and venew 9 April 1951

1. National Broadceast Sales Executives (countinued)

NAME FORMER AFFILIATION NEW AFFILIATION

tuhin A, Cory Froe & Peters, Chi., ap Sane. alio mzr Midwest office
Pilward Ao Thaly Paramonnt Televidion Produetions Ine. NY . George I Tlollinglery Co, N, Y., sl
Charles Y, Dresser Thivsat Rediiehl & Johnctone, S Y., aeet WOV, NoY, acet eaee
I rank a agarine spare sls Kate Apeney Ine, S Y. radie =ls stafl
Llosd Grithn Freo & Peters, Chi,, pariner =amiv, N Y., everall company <ls i
Prederie L. Tlortoun Muetrapolitan liron arcl exee ABEC, N Y, wember radio network sls <qafl
Wichard E. Kaiser Frogi experience W OHll, Ea=t Liverpool, (., gen mer
Portlaml Or Partlamd, <« I, Portland, acel cxer
henvon & Eckhardt, Y Yo tinwe Indie Sales Tue. N Yoo ols exve (new offices ar 60

1204 St

Wiltiam F. MaeCrystall KMGM, L. A, gen mizr Metra-Goldwy wlio  Attractions. WMGH,
L TN .
Chsrles MeAhee Jr NIC Spor Sales, N Y, sls Azeuey Ine, N. Y., radio sls staff
A i RMBC-WERM, Kk, €., Mo, prom ir Same. local sls rep
Merealie RTTV, L. A, asst tn sle sy dinatar Same, ~le sve coordinator
icl E. Selimide 111 ; 1 3 ehers, N, Y, 1 e WOR., N. Y. aecct exee
ruld Starm KFALL (rmaha, pub dir RMBO.RFRM. h, €., Mo., pre alir
Gearse L, Tarter KORC, . Oklae comml mer KREHLL Lubbock, Tes., comml mer
William R, Wyan Farjor & Co, Chi, gen mzr Same, =l vp

3. Spousor Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION

Alhert € Allen Allen B, DudMaomt Laboratories, Chin asa sl Sa contral states regional <l= mzr
nmigr siral states terrilory

Benuent Bares Charles Dallas Bearh, Newark, sp Anahist Co. Yankers. N Y. dir of adv

Haurey W, Brown 1. Hallantine & Sons. Newark, spee sls Suaine, mssl gen sl mze

Farl J. Brubaker Burden Cu. N Yo, alie of procureimient spee Sane, mer soy, feed supplements dept of spee
prod alis pre

W w. Ite, Pepper Co, Dallas, gen <l mer Same,

irhaist Harvison Produets Tue, . gen sls mgr

Trirnes Grael Demaeratic National Commitier, Wash., exee

: viceschairman
Mar 10 Wedrick Hedrick & Towner. Houston, partner Lelllane Corp, Lafayeite. La. vp
a1t Ralich Hymarr, 10 Wty rogional =ls mgz Rame, N. Yoo gen <l mge

vt Moy

David 11, Ketner Leser birothers Co, 0 Same, mly ap
Sorf, Lifcbuoy and Sws
Ralbwrr W, Nadal Forill Motor Co, Dearborn. bir dealer sdevel- Same, gen =l asst o sls adv wvp
wpment oll
1. D, Nedlson Stohelv-Van Camp  Toe, Indiauapolis, mgr Hunt Fowds Toe, Arlanta, Southea-teen  Atlantie
in=titutional foowd div states =ls rep
Clark M, Peitin Graham Miz Co. Newark, Cal., ady Golden State Ca Lud, S, F,, adv, sls prom mgre
Bavidl W, Thurston Foods Corp (Minunte dliv). N, Y, Same, (JellAd div), as<r prod mer
assoe ady mgr
I, E. Vincent Clinton Foods Ine (Sunaw Crop amarketers Same, dir of sls
v 1o natl sl- mzr
Frank E. Wynn I". Ballm & ewark, spee sls Same, ass1 gen sle ngr

6. New Ageuncey Appointments

SPONSOR PRODUCT (or service AGENCY

Virmaid Mosiery Mills, Dallas Hosiery ma winrer 1. B, Taslor Ine, Itallas

Amtomatic Washer Co, Newton, la, Washer mannfacturer W, W. Garrison & Co.. Chi.

Fl ng-1lall Taboves Co, N, Y. Sana rcizoreftes Welss & Geller. N Y.

Florida Citens Canners Conperative, Lake Wales, Dosabd Duck jnives Grithih-MeCarthy, St. Peteeshure

Fla,

Frastie Co. alta, Frostiv ald fashion root heer vo Balta. (el 1 Max)

Gaold Medal Cansly Corp, MY Bonomo's turki=h taffy ane Jones, N, Y,

Lerellvn b 185 v hrashe preparations kenneth Rader Co, N Y

Interi, al Latex Corpy N Y, Mastes i Charle~ Dallas Reach, N Y.

Kave-Halbert Corp. Cnlver City, Cal. TV =er miannfacturer Calkine & Holden, Carlock, MeCline
ton & Smith, L. A\,

Risgan & Co, Dhulianapelis Meat packer Warwichk & Legler, N Y,

Lanrel Bave Course, Laneel, M, Race 1rack Heory ). Kauliman & Assoe., Wash.

Maortensen Ttng Co. Orakland annfaeturer small & Gavtreanx, Oakland

Mortan o, Lonisville 1 foosd tGriswald-Fshlen Cay, Louisyille

Neighhorhoad Cleaners & Dyers Dostitoge, Lo AL re” institute Taylor Host Ine, Lo AL
m & Television Imeo NoY, oty mannfacturer Hicks & Greist, N, Y.
Radiamt  Haseboard  Panels Ine, New  Britaio, ant-lay basehoard heating R. 1 Young & Ascociates. West

Conmn. lartford, ©

i Canfowld Co Toe, S, F. Sunny Dawn tomate juice Bnchanau & Co, S0 F,

& Horemann Brewine Co, Staten 1se i’ & I heer sSCB, N. Y,
k, P
Sterling Paime & Varnish Co, Malden, Mar=, Faints K. Neily  Assoes, Boothibay  Harhor,
Mo
T-Tup Ca bue, Sulem, Mass, Table tops Reilly, Grown & Willard, Boston
Union Labur Life Insueance Co, N Y. Fanee Willinm Von Zehle & Co, N Y.
Verfty Mills Toe, Hoffale F feeils Elfis, Hnffale

Vitomin Corp of Aoeriea, Newark Harry . Coben, N Y.




L I s.r E N E Rs (NOT SEASONS)

MAKE THE AUDIENCE!

7 y now, almost everyone agrees that Summertime
radio provides as many (if not more) listeners

than any other season.

This fact has been proven by many surveys and just
plain common sense. Less than 7 percent of the
nation’s people are on vacation at any oue time. And
when they go, today’s vacationers take their radios
with them. Iowa Radio Andience Surveys show that
even during the past two years there has been a
tremendous increase in sets nsed during the summer.
Families owning portable sets has inereased by 66,019
— families owning radio-equipped mutos has increased
145,462 since 1948.

In Summer, radios [lock to the beaches, mountains
and lakes; on family picnics: they take weekend trips
and week-night drives, they're practically “standard
equipment” in automobiles and snmmer cottages.
(The 1949 Iowa Radio Audience Survey fonnd that
80.5% of the men and 63% of the women listened to

9 APRIL 1951

their auto radios when traveling more than 100 miles. |
Radios are as wmnch a part of the snmmertime
American seene as bathing snits, pienics and “two-
weeks-with-pay”™. Aetually, people are more depend-
ent on radio when vacationing than when at home.

If you want further facts, ask ns or Free & Peters!

Winl ©

+ for lowa PLUS *

Des Moines . . . 50,000 Watts

Col. I}, J. Palmer, President

. A. Loyet, Resident Manager

£3)

FREE & PETERS, INC,

National l!r'!rrt'-l'nl:lli\l--a

23



Another WFBR home-grown show is bursting into
bloom! "“Melody Ballroom,” featuring the young,
amazingly ghib and quietly mad disc jockey, Bob
Landers—is well on its way in the tradition of WFBR
built sensations like “Club 1300,"" *“Morning in
Maryland,” "It's Fun to Cook,"” *'Nelson Baker
Show'' and others

“Melody Ballroom' is getting to be the late after-
noon show of Baltimore, using the classic pattern of

music for housewives and 1eenagers.

This show 1s ripe for plucking by sponsors who are

looking for a profitahle participation show.

If you twist the arm of the nearest John Blair man,

he'll tell you all about availabilities.

ABC BASIC NETWORK e 5000 WATTS IN BALTIMORE, MD.
REPRESENTED NATIOMNALLY BY JOHN BLAIR & COMPANY

MELODY BEALLROOM

4:00to6:00 P.M., Monday through
Friday has just about TRIPLED

its October ARB Rating in the
~7
December- January ARB Report.

510 MADISON

(Continued from page 12)

within the province of a sponsor whose
_fn!i i= lo ]:rm{li"f' <ale= for his |\ruflll' L.

It makes no sense for advertisers to
spend money to build a medium. The
larzest advertizers can earmark a cer-
tain part of their bodgets for public
service but there 1= a difference bhe-
tween public service and experimenta-
Lion.

Programing for “fractional audi-
ences.” something that Ted Cott did
o well at WNEW. is the job of the
hroadcaster. Ted never expected to sell
those fractional or fringe audience pro-
orams.

The real reason for this note i= Lo
call attention to the fact that the Co-
lumbia Workshop was nothing new at
CB= when it was handed to lrving
Reis. It was the outzrowth of the ex-
perimentation which. under various
names including Laboratory Theatre,
did experimental presentations for a
number of vears al Columbia. under
the able direction of Georgia Backus
and Don Clark. Ining Reis was con-
trol man iengineer| for many of these
shows and it was while he was riding
sain that he sold Georgia and Don on
presenting his “Spring 7-1212.7 one of
two  experimnental  seripts which he
wrote. This program focussed atten-
tion on Rei= a= something more than a
dial watcher.

[t was also during this period that
William Palev received the idea that
CB= would ask the great writers of the
world to write special material 1one-
shotz) for CB= for a 21.000 ||l'i/l'. It
was an idea that never came ofl since
the “names’ laughed at the £1,000
Iilillilll\\ |ml :'f ;:u]d.

Experimentation at CBS was a mat-
ter of expediency. When vou re the un-
derdog, it pavs vou not lo take it easy
in the doghouse. NBC being. during
thi= period. the big profit-making net-
work. was conservative. It couldn’ al-
furd Welles. Corwin. or any other
“thinker.” CB= could afford nothing
else bul.

Recently when the wind changed.
and NBC had to shake itself it proved
that it too could i'\pt'rilt;i'nl hoth com-
mercially and with red ink.

Credit belonzs, most of the time, to
the great industrialist that experiments
when the balance sheet shows no need
for it

Back to my opening thesis “hiread-

i Please turn to page 27)
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Perhaps you once thought you could wait and levision was
going anywhere before you took the plunge.

find the boat had already sailed....Today many advertisers who might two
years ago have established priceless franchises with a "Studio One'

or "Toast of the Town! find themselves literally shut out of night-

time television,

Already the time is getting short. Most reliable professional opinion is

that daytime too will be a complete sell-out within a year. As

put it, "the advertiser hoping to enter television now...had better star
looking at daytime TV while it is still here to look at."...So let's 1

it. How good is it ? How far does it go 7?7 What's in it for me ?...First of

all, it's good...and getting better all the time. There are more big shows and

- o Vo IR e, WY iy b g - P e

bi g names (have you caught Garry Moore, and Steve

’ » -y -} e o - [P -~ 2 o e e madl b St s - 1 M B [ - - *
of such shows, daytime listening has shot up 101% in 4 months (sets-in-use

September-January)....And the advertiser can go just about anywhere

he wants to in daytime television. 90% of the television stations

countiry are now on the air before 2 pm...and all of them are on before

6 pm. By next year. it's reliably predicted. almost all TV stations will



broadcast . ef re noon. So it's elear you can—right now=hit your

mar-e1 whu r-ver, vhenever you want to, through daytime television....

Bes re-t 1 itll that daytime television's really arrived is the list of
its —rear national sponsors. Right now. six of the country's top seven

acver-isers ! low-unit-cost products are in daytime television. Biggest of

nll. Provter & Gamble, is already sponsoring 13 gquarter-hours of

networs daytime a week, starting with television's first serial. "The First

are now muking substantial daytime investments...,

You add to that some other factors: flexibility in format, the chance to
experiment with program material and commercial approach at just half the
cost of nighttime television: the chance to hit a specific audience with
your message...in other words. all the things that have always made daytime
radioco a good buy., with the prodigious plus of television's impact...and you
will know you'd better take another look—quick!—at daytime television....
And while you're looking. you'll of course discover your best chance of
seeing a qulck pay-off in daytime television is with CBS...with the
programming brains and creative ability that have put CBS radio programs so
far out in front of competition. both day and night. Today's & good duy to

look at daytime television...so look at the best. on CBS.
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(Continned [rom page 2}

casters have no right 10 expect that
their customers will build the air for
them. In very few eases are magazines
read for their advertising contents
i Mademoiselle, ete. are the exceplion).
John Outler. that batthneg Georgia
broadeaster. has put the problem very
clearly. He has stated that it's the sta-
tion owners generally who “louse up™
the air. Said John, “They're hungry.”
Let’s put the burden of experimenta-
tion where it belongs—at media level.
Josernt M. KoENLER

New York

® Roberrt J. Landry, author of the Colnmbia
Worksbop articles, eommented on the above let-
ter as followst “Joo Roehler's statements  are
provocative, They always are, However his point
about “experimentation” being the exelnsive res
sponsibility of the media seems narrower  than
the attitude of sponsors spending millions of dol-
lars. They ta lrave
to the Inderd
that Iy around
1932 as regards radio, Curremtly PEG, Lever and
Colgate (with tly TV daytime serbals) are ob-
visusly “‘expe enthng,” not for the medinm’s
wike, hut 1o increase their own wisdom as ad-
sertlsers,

“As for the poimt that Irving Rels was in-
spired by experiments st CBS  pre-dating  the
Waorkshop: that was set forth in the 12 Feliruary
article, pp. 60.61-62, in seattered reflerences to
Juling Sechach, Georgia Backus, Yolamda Lang-

waorthy, Charley Tazewell aml 3 sor (10
the Workshop) Calw d. “In
this atmosphers of . nd horwplay, '=—

quoting—"Rris bereame ssed with  program

tevhnigues.*

Hallelujah for vour hard-hitting ar-
ticle. “The fabulous Columbia Work-
shop.” What other industry doesn’t
have testing laboratories or lesting
techuiques for their product?  When
incredible amounts of money are being
thrown into medivere shows, as is the
undeniable case in TV these days. it's
gralifving to see that SPONSOR is voic-
ing the need for experimentation.

It is especially gratifying to we few
in the hinterlands of TV who are at-
It‘|n||I]||_'.: the best we can lo re-n:ml_\
the sitnation. Let it be known that
some of us in the Graduate Television
sequence al Svracuse University have
begun program experimentation in a
project called Television Unlimited.

Our purposes are similar to the Co-
lumbia Workshop’s in that we are at-
templing lo uncover new writers, di-
rectors, ete, Our ]u'inn- “I'i""“"' 1= lo
make a start al new techniques whiech
might contribute toward an art form
for TV. if any. rather than merely a
transferring of stage and cinema tech-
niques.

Lovis MeyER

Producer. Television Unlintited
Syracuse University

.\'_\'rm'n.w

( Please turn to page 141)
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WSAZ

CHANNEL 5

TV

West Virginia’s ONLY television
station delivers EXCLUSIVE
coverage of the rich

HUNTINGTON - CHARLESTON

market

OHIO

o PORTSMOUTH

TRONTON
O

ASHLAND O

¢ €y,
d
HUNTINGTON
CHARLESTON
KY.

LOGAN
o

ABC—CBS—DTN—NBC

Represented Nationally by THE KATZ AGENCY
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ON THE SPOT INFLUENCE MAKES
THE SALE IN PACIFIC COAST
NETWORK RADIO, TOO! - -

& B

llrl' pox LEE NETwonRk has powertul on the \[llll mthience in

45 important Paeifie Coast markets—and in 24 of these markets, Don Lee is the only“hometown” network station.
This, above all else, explains why Don Lee is the hardest selling netwaork on the Pacific Coast; it's designed to sell
Pacific Coast people on the spot locally, where they live and where they spend their 15% billion dollars annually.
With Don Lee, there is consistently good reception by Paeific Coast listeners beeause Don Lee —and only Don
Lee—was built to meet the special Pacifie Coast reception problems. Great distances between markets, mountain

ranges (3,000 to 14,495 Teet high) and low ground conduetivity made it advisable to locate network stations

within eaeh ol the many vital marketing areas. That's why the best, most complete and wost economiecal coverage

for the Pacific Coast is obtained with Don Lee’s 45 local network radio outlets.

Ouly Don Lee, therefore, ofters advertisers the persunasive power of loeal influenee, local prestige and on the
spot selling, That's important in selling and it’s an exclusive Don Lee network selling advantage,
e Charge of Sales

Pressdlent « WARD D, INGRIM, 1Tree- Precdent

; NORTH VINE STREET, HOLLYWOOD 258, CALIFORNIA

WILLET H. BROWN,

151

Of 45 Major Pacific Coast Cities
ONLY 10 3 8 24

have Don Lee

have stations

have Don Lee

have Don Lee |

Lt w - = of all 4 and 2 other and 1 other and NO other
nelworks network stations network station | network station
e 1100y ﬂ_‘}&* x| !_'\ rr,'- [ el
o KA K ’IS:“ | .L:- 5
- F t"‘ m?‘._wp‘_ K ﬂl‘q‘ﬁ"' -~ k'..' ,’““.‘J }o.» ::_:. f _._- E_-. r é_i
r/"l NV PN N ¥ N




With Don Lee, your product gets local "hometown” acceptance where you want it—to meet your specialized
marketing problems. You buy coverage to fit your distribution. No waste. You buy only what you need.
Only Don Lee can direct your sales message to all Pacific Coast radio families from a network station located
within these 45 important marketing areas. It's the most logical, the most economical, the most influential cover-
|' age you can get for the Pacific Coast. That's why Don Lee consistently broadeasts more regionally sponsored
I programs than any other Pacific Coast network.

Don Lee Stations on Parade: KWLK—-LONGVIEW, WASHINGTON

No other network has a station within 40 miles of Longricw, whose home county (Cowlitz) and adjoining Columbia County
have a combined population of 75,857 and retail sales (1949) close to $50,000,000. Agriculture, lumber and fishing are the
primary contributors to the wealth of this thriving market. To sell this market —on-the-spot —you nced KWLK—and you
need the Don Lce Network to sell the Pacific Coast through 45 stations located where the people live and spend their money.

The Natiow’s Greatest Regional Network

- o — 3 ¥ L
e =

¥ DON LEE
e : BROADCASTING SYSTEM

matlly by JOHN BLAIR & COMPANY
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* Listenership gain of 59.5%,
® Every Top CBS Program
* Audience compelling local
programming

"l am a Belle of Old Mabile

They say that I'm Old Fashioned.
‘While other girls

Win their pearls
In shows like South Pacific
| go my way,
Busy every day,

Making the South Terrific!®

*Since 1940

New Homes 30,221

New Commercial
Buildings 1216

National
Representative,

, F. E. Busby,
; | General Manager

dam J. Young, Jr.‘

W. W. Wade

Advertising Manager
Eskimo Pie Corporation, Bleomfield, N. J.

M. Sponsor

In the recent Senate Crime Committee testimony. counsel Rudolph
Halley referred to Frank Costello as an associate of a firm that made
Eskimo Ples.  The statement was untrue and a retraction was pub-
licized.  Actually. Costello has an interest in a firm other than
Eskimo Pie. But the incident did show the tremendous consumer ac-
ceptance of Eskima Pie as a generic term rather than a trade name,

Credit for the widespread brand familiaritv is given to radio by
the company. As dl-vear-old Bill Wade puts it: “Radio has always
represented by far the bulk of our ad budget . . . we consider the
medinm an ellicient. quick means of getting our story over to the con-
suter, particularlv in the case of new markets and introductory
campaigns,”

How successful radio could he was evidenced in the company’s
carly history.  Introduced in the early 1920%s, Eskimo Pie was first
sold in the winter and the Eskimo Pie campaign was credited with
putting the ice eream manulacturer in the black for the first time in
his winter manulacturing history,

Today. the company maintains its unusual ot effective winter
campaigning for Eskinio Pie. But. in addition. energetie Bill Wade.
who joined the firm in 1939, and hecame ad manager two months
ago. keeps the summertime selling at fever piteh,  His all-season
radio T\ campaigu accounts for more than 707 of Eskimo Pie’s
media advertising budgel.

\inouncements (one minute or less) are used nationally in 50-60
radio- TV markets. And. sinee the firm operates on a franchise hasis,
the amount of advertising used is determined by sales to that
particular franchise,

The importance of the local station stafl is stressed by Wade.
“The aggressive station will just not let radio fail when backed up
by the proper merchandising field organization.  It's virtually im-
|Ill.-'-i]1h" for radio not 1o |l¢'|'|‘t|r'lli its sales job with such »up]mrl.”

When Wade i=0't busy with fotare advertising plans which inelude
increased TV activity. he likes to indulge in Lis hobbies: goll. gar-
dening: photography : and spending as much time as possible with
Mrs. Wade and three-and-a-half-ycar-old Bill Jr.— whose favorite des-
serl I':'llnl'll'lll} i= Eskimo Pie.

SPONSOR



MR. SPONSOR:
Detroit Women Love “Ladies Day”

% \ \»\. ,\ JRE
and SALES Proveits = ...

/ *

WJBK-TV, Detroit’s best television buy, has scored
again. Their brilliant new show, "'Ladies Day'', is
capruring the hearts of women in the nation’s fourth
market. The ladies go for this mid-afternoon TV par-
ticipation program, and more than that, they go for
“Ladies Day'" adverused products. Response and sales
arc terrific! Just look at chese resultes:

Detroit’s leading department store

received more than 1000 phone
orders from only two hair curler
commercials—sold §2,400 of 25c¢
cards of curlers in one week. After
just two weeks on “Ladies’ Day,”

with three spots a week, every

Detroit branch of the country's two
Six spot announcements for a rug biggest “five-and-ten”
cleaner resulted in reorders by
ervery department and chain store
in Detroit which stocked the prod-
uct. The Sponsor has contracted
for a full year.

sStores re-
ordered from three to five times.

30-piece sets of stainless steel cut-
lery, reumiling for $6.95 apiece,
sold 41 sets from the first com-
mercial, 45 from the second. Re-
sults were so tremendous the firse
week that the store ran out of

stock. We had 1o stop the com-
mercials until their supply could
be replenished. Ner resule: three-
spot-a-week contract for a year.

Resules like these can be yours, if you take advantage of the alert
programming and steady progressive leadership that has made WJBK-
TV tops in audience-response and sales results in the wealthy Detroit
markce. WJBK-TV consistently leads in giving che audience the finest
in entertainment and the advertiser the best television buy in town.
Check vour local KATZ man for all information. You'll find that
WJBK-TV really delivers the goods—your goods.

WIBK = DETRO

NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455

Represented Nationally by THE KATZ AGENCY, INC.
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happened

after we said

This advertisement appeared last November.

To broadcasters all over the country, it outlined Asscciated’s new policy

of sales service.. .. of giving station operators what they want to help them realize
maximum profits from their APS libraries. In it we promised many

innovations planned expressly to aid APS subscribers in building more business.

Those gpromises, one by one, came true. Six months have now gone by.
Let's check off the resuits and see what APS is today doing to give broadcasters

WHAT THEY WANT!

| TRANSCRIBED SALES MEETINGS

These 30-minute, infarmal sales
meetings an discs (three of them
already in use! have been prepared
far presentation direct ta the statian’s
sales staff Each is canducted by
Maurice B, Mirchell, APS vice president and general
monager The series alsa feotures well-known guest
speakers discussing variaus phoses of more productive
radio selling

2 IN-PERSON SALES AND PROGRAM CLINICS

Regional canferences, held through-
out the cauntry far APS subscribers,
now praovide on-the-spat aid ond

caunsel an pragramming and selling.
The first successful session has already been staged
ot Greensboro, N C , and others ore scheduled soon
far every regian, Besides this, APS representatives
regularly visit sukscriber statians and aften accampany
station salesman on th=r lzcal selling calls

3 "THE NEEDLE"”

‘FV;:‘" This timely newsletter goes ta APS
=" h;:w subscribers each manth, bringing
\ them up-ta-the-minute infarmation
e and suggestians which statian man-
L agers, pragramming and sales
persannel can use productively in
building more business Written by a sales expert, it
cffers a wealth of ideos and facts unabtainable
elsewhere,

4 SHOW PROMOTION KITS

These complete kits, prepared ex-

e pressly far APS subscribers, cantain

a wide variety of material essential

‘ ta proper pramotian and merchan-

dising of Assaciated’s pre-produced shows. This is an

extra plus for both statian and the advertisers who

sponsar such programs. New kits are being issued reg-

ularly and (like all APS extra service' are supplied
withaut additional charge.

~ ¥
A 4 sociated Program

']
f
3
A E N -

151 West 46th Streer, New York 19, N. Y.




. we're going to give them WHAT THEY WANTI

)1 Ouily & few slays age, Asaciuted 1% ~ervhe seut the fullowing

annonneement (o all of s saberi ont the ralin
| Normally, this =ould bise Ieen o confidential o o "
= yrt wliat i reprorts is of sncl mpmrianee that we think the facis

sliwuld be shared with eversone in the whubk Gebld of beombeasiing.

W i rtapt oy @ L 8 84 g
bl doiing i g po W s

Service

“abe Library that pays for siel]™

5 “HOW-TO"” MANUALS

To help moke the Associoted librory
os useful ond profitoble os possible,
o new series of “"how-to" monuols

R —

YES...Associated has made a fast start in
supplying the valuable, needed and practical

hove been issued ond two of them

ore olreody in circulotion, These sales service that was predicted last
monuols cover oll significont focts November. Already APS subscribers are
on the core ond use of APS tronscriptions, ond outline benefiting widely from it. And remember, all
policies ond speciol services in effect. this coordinated sales service is yours
6 MERCHANDISING CALENDAR without extra cost when you're an APS subscriber.
S This hondy, month-by-month mer- And —this is important—even though you may
-s,,.,_, chondising colendor lists oll impor- already have another library, there is a
== 6 tont dotes ond speciol weeks thot vacedent:breakin | that k it ibl
X d _ P - g plan that makes it possible
R ove progromming or merchondising .
| EBRALVE  posbilities, Also included is o help- for you to use the APS EXTRA SERVICES right
| ful cross-reference orrongement away! Write for details!

which ollows APS subscribers to determine controct
expirotion dotes in 13-week cycles ot o glonce.

Maurice B. Mitchell, General Manager
Associatad Program Service
151 West 46th Stroet, New York 19, N. Y.

7 BIGGER SERVICE STAFF

- #ssoc’'oted Progrom Service hos in-
e Ihe R ; b s ; ; : :
creased its stoff of field represento- I'm interested in knowing more about Associated Program Service for

tves ond their octivities. This me=ons my stat on, W Il you se=d thz facts right away?

- ized, on-the-scene service with more
reoter personolized, on-the-sce th

effective help to subscribers’ soles stoffs in selling Name M
APS shows. Title
Station x ~—
Street
City Zone Ctate

Service

“the library that pays for itself”

VISIT THE APS DISPLAY AT THE NAB CONVENTION
ROOM 532-533-534A, STEVENS HOTEL



¥ COVERAGE

Sure...We've Got It

8UT...

l.lho the Gamecock's

purs...It's the

PE/var/of/

ln This
Prosperous at
garoling P‘EGEO envile)

BMB Report No. 2 Shows
WSPA With The Largest
Audience Of Any Station
In The Area!

AND...This Hooper
Report Shows How WSPA
Dominates This Area!

HOOPER RATING -- Winter 1949

800AM - 12200 N ., ... ..632

1200 N - 6:00PM . . ... .. 53.6
(Monday thru Friday)

6:00 PM -- 10:00 PM . . 67.6

(Sunday thru Salurday)

GIVE YOUR SALES
A POTENT PERMANENT HYPO

AIR YOUR WARES OVER

Represented By
John Blair & Co.
Harry E. Cummings
Southeastern Representative

Roger A. Shaffer

Managing Director

Guy Vaughan,_]r., Sales Manager

The No. 1 CBS Station For

The Spartanburg-Green wllo
Morket .. ..........]

5,000 Watts --
950 On Your Dial
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New developments on SPONSOR stories

See: “The Negro d.j. strikes it rich™

S Essue: 14 August, 1950, p. 28
0 o] !';uhjo:_-i: Negro  talent  around  the country

cashes in on a newly-tapped marken

The Negro disk jockey interweaves sales magic with his records
and chatter. Aud it's these d.j.s. beamed to the nation’s 15.000.000
Negroes, who keep advertisers” cash registers ringing.

Juseph L. Woolton of Interstate United Newspapers. Ine. (radio
division). in a reporl 10 SPONSOR. highlizhted some recent d.j, sales
SUCCesSes,

WHOD, Homestead. Pa., ran 18 announcements daily for three
weeks 1o plug an 38.95 doll. Included were participations on the
Wary Dee Show. Despile a severe blizzard in the area, causing mails
to be held ap, the firm received 225 orders for a $2.013.75 gross.
Thirty additional orders came in too late 1o he filled.

D.J. Joe Adams on Santa Monica’s KOWL keeps the sales graph
moving upward with his music and chatter. Sponsor highlights on his
program include: Grayburn Clothes with a 6077 increase in new ac-
counts* Gold Furniture Company participating for 11 consecutive
years: Super Liquor Stores on for three years. Other national and
regional accounts include Old Gold cigarettes. Kellogg's. Manische-
witz Wine. Yellow Cab and Folger's coffee.

On WINY. Jacksonville, Bottom Dollar Stores say 75¢% of their
business depends on the Negro trade and Kiersey's Afternoon Session
is bringing them in. In Philadelphia. Muntz TV, Ine.. lauds WHAT's

tattle of the Crooners with Lee Stewart,

Seo: “The TV writer: key to program
easts™
Issne: 18 Deeember 1950, p. 32

Subject: TV writer’s imporiance

Problems in writing for TV presented by sroxsor in “The TV
writer: key to program costs.” 18 December 1950. are being tackled
head-on Dy at least one professional writing firm.

The Elston-Nichols Company in Chicago handles writing exelu-
sively. and does not get into producing, directing. or other phases of
TV past the final script stage. [t uses specialized writing teams on a
contract basis. whose jobs are to eut production costs and reduce
overhead for TV shows,

When the company contraets to write a show, it puts seven people
to work on it. mcluding specialists in research, story lines and ideas,
visual treatment. oral music, TV techuique, and merchandising. In
addition to a full time staff, the company employs more than 30 part-
time writers. and is prepared to handle any type of TV production.
Principal thonght behind the project is that no single person can
know as much about TV requirements as a team nf individual ex-
perts working together.

AL Griffin. Elston-Nichols account executive, says of the technique:

“We do not call ourselves producers. we don’t advertize ourselves
as artists, and have no delusions of grandeur. We are simply pro-
fessional crafltsmen specializing in one phase of television. Our ap-
proach is the same as that of a team of architects turning out a
blueprinl.”

Most of the Elston-Nichols accounts are in Chicago and the Mid-
west, The company plans to open a New York office in May, and a
Hollvwood oflice in the fall.

SPONSOR



T;/jk?r W he Sur
L “ Under the St
Almost Everyone f%;»

'ISTENS TO WHDH

Away
Out Front
in Boston
N F~Out-of-Home
S8l Summer
Listening

Follow it...on WHDH!

1 \ 2 There's no summer hiatus on
3 R

What to do when

your market

WHIN . . . no summer
walks out slump in selling power.
on )-0“ 7 Because WHDH gives you a
brp corner on the (re
spending, Boston out-al-home
s audicoce. Don’t let your
summer market melt away . ..,

put it on ice . .. with WHDH

BOSTON Out-of-Home LISTENING s,y - s

JULY - AUGUST 1950 Reach
MONDAY

thru FRIDAY WHDH 1st \ 602,496 -~ e
(ar hedi:ar first) more f__j 5 df'a,
i ts r spof on
The WHOH, oul Tojiedy ottest SPOT. %% g sto
of all rated of?home avdience ey m'gﬁ /j per day The h el se{hng m

in the WHDH  for Summ

0.5 m_-’v
contour area
during the
July-August
period thon
during the
other ten

pom et BOSTON - 50,000 WATTS

often exceeds the
+a at-home audience g
48 of two Boston net- ¢ &
Q@ . ork stations: R
gl Sometimes it eX- g

14 hours

WHDH ]St ceeds the at-home
in audience of three s o)
730’ and occasionally | :
O || il four Boston net- \

work stations.

SUNDAY
thru SATURDAY

of all rated

of oll rated
14 hours

V4 hours

the year.

xd Naticnally by John Blair & Compony
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THOUGH THERE'S AN APPARENT DROP IN SUMMER RATINGS, OUT-OF-HOME LISTENING HELPS BALANCE OFF THE DECLINE

Why vou'll cash m with
radio this summer

There's money aronnd (o be converted
into sales, as employvment level. national
income head toward record heights

9 APRIL 1951

m The biggest husiness sum-
11 o, . :
@ mer in American history is

coming up. Employment, personal in-

come, sales will be record high. Even
advertisers who have already decided
to take a program hiatus or soft-
pedal their spot radio efforts must now
ask themselves this question: “Can we
afford to miss out on lI|||ill"'t'iii'|lll‘l|
1951 sunumer-selling opportunities?”

These are the economice [acts:

1. Total emplovment this August
will reach the 621. millien mark, la
hor authorities estimate,  This s 21
million over last summey and an all-
time record,

2. Personal income is keeping pace.
Where the annual income rate in De
cember 1919 was uudar 2210-hillion.

37




i December 1950000 was up to a shade
under S211-hilhion,

¥ |Jn|mrlmmll store =ales in mid-
March 1950 index number
253: in the same period 19510 they
_-'-|||n'|(-{] to 304 1193339 = 100). ac-
rlll'l]il'l;.' to the I’I‘[JL of Commerce.

were al

Radio. meanwhile. has a stronger-
than-ever story to tell national adver-
tisers, Out-of-home listening has heen

researched and documented better than
in any previous vear ipage 541, The
networks have stepped up their pro-
graming activity to insure peak audi-
ences. can already report major sum-
mer sales made or in the offing (page
121, Report from local stations indi-
cate that “summer slump™ thinking is
on the way oul (page 521,

Why. then. are advertisers still tak-

Turning crags into plains

The steep valleys iu the chart at the
bottom of this page wonld seem 1o
indicate that radio listening falls off
<harply in summer. But the WCCO,
Minneapolis. pieture on the first page
of this artiele and the one at left are
reminders that there’s more listening
zoing on than the Nielsen and Hooper
services report. I Nielsen reported
listening on more 1than two radio <ets
per home, and ont-of-home as well,
the ehart below would probably look
like

more rolling Khan=a=

New

econntry

than Eungland  hills.

eTagEy

ing a summer hiatus? Why, in fact,
should sroxsor devote an entire issue
to the advantages of using radio to
sell in summer? The answer is that
thinking about summertime advertis-
ing has not yet caught up with the
facts.  Traditional negativism, habits
built up ever since high-priced talent
first demanded a full-season vacation,
still stand in the way of progress to-

Year ‘round Nielsen sets-in-nse figures show an apparent summer decline in listening

L
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ward full use of the air medium during
hot weather months,

Many an advertising manager still
believes that the available audience in
summer declines sharply.  The act is
that even in  pre-mobilization  days
(1948) only 4.37 of the population
was on vacation during an average
week  Detween May
With more people working (a million
and a half morer. and with the pres.
]n‘tltiuw" for
mounting. even fewer people will be on

and :‘"-l-inlu"lnln-l‘

sure  lo maobilization
vacation each week this summer,
Many an advertising manager still
believes, also. that ratings must in-
evitably weaken in summertime. The
fact is that ratings as measured by
Neilsen, Hooper, et al do decline. But
this drop-oll is by no means inevitable,
Soap opera, for example. maintains its
hold on the housewife all summer
long (page 601, and many shows of
other types which have staved on for
52 weeks have carried over all or most
of their audience.
further on in this article. the apparent
summertime decline in ratings is ex-
aggerated by Nielsen and Hooper.,

And, as is shown

More detrimental than either the
misconceptions about ratings or avail-
able audience. is the notion prevalent
in some advertising circles that sum-
mer is just a bad time for sales. Cold
ﬁgurv:‘- prove that it's never too hot to
sell. Cigarette sales reach their peak
in August. June is the high point for
sale of men’s clothing. Women buy
more dresses in early summer than al
any other time of the year. Water

heaters hit a yearly high i June.
Products of every description. ranging
from coal to peanut brittle, have heen
sold successfully over the air during
the dog days. And with more money
around than ever hefore. Mr. and Mrs,
Consumer will be spending in new pat-
terns. Traditional notions about what
vou can’t sell when are going out th
window as fast as personal incomes
are rising.

Not to be overlooked. too, is the -
portance of ereating demand over tly
long haul. Money which mobilization
workers won't be putling into vaca-
tions this summer. will pile up to be
spent later on high-cost items like auto-
mobiles. TV sets. major apphiances.
The brand theyll ¢hoose iz the one
which has told its story most often
and most convineingly.

What has been =aid here. incident-
Iv. to demonstrate that advertisers are
still not fully aware of summertime
radio opportunities.  should not he
taken as an indication that some prog-
ress has not been made. Actually, as
a resull of stepped-up network and lo-
cal sales activity (and spoNsoR’s own
summer-selling  campaign),
national advertisers have come lo take
more interest in the summer.

Radio Sales (CBS) reports that for
the 14 stations it represents. billing
from June to September last summer
was up 187

Lwo-year

This sales hoost ran
ahead of the increase for these stations
during the other three seasons that
vear,

Several other mnational represenla-

tives lold spoxsor about similar gains
One top rep reported an increase in
summer 1950 of 2577 over 1949,

AL of  those questioned  credited
stepped-up  promotional activity with
having sold more advertisers on sumn-
ner.

still. the hard core ol resistance Lo
tl-out =elling efforts in the summer re-
mains, As much as anvthing else, the
cause is rooted in printed media ad-
vertising. which had =et the pace lye-
lore radio ever zol oul ol the curi-
osity slatse.

Magazines are oll about 25°¢  be-
low the average month in their July
and Auvgust billings. The newspaper
seasonal decline was estimated at 15
and 20'7  respectively for July and
\ugust 1919,
hot-weather
tures. advertisers have taken the tack

Conditioned 1o paring
printed  media  expendi-
that similar (or greater) cuts for ra-
dio were only “natural.”™

What's unnatural about this reason-
ing is that where newspapers and mag-
azines may pile up ou the porch un-
read while regular readers are away on
vacation. listeners. on the other hand,
take radio with them wherever they
oo, Radio rides with vacationers to
the summer resort in the family car;
is installed in bungalows. tents, and
hotel rooms: goes oul in canoes and
is set down on beaches. Radio listen-
ing is less fatiguing than newspaper or
reading.  Printed media
spokesmen can make no comparable

magazine

claims,
( Please turn to page 122)
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11-12 Midnight

Radio sets-in-use by hours—Nielsen,
July and December 1950

July 1950 Dec. 1950 Difference
2.7 3.6 0.9
T 10.0 [ 2.8

1.4 [ 17.0 5.6
14.5 20.5 6.0
17.1 23.0 5.9
18.6 24.7 6.1
20.6 25.9 5.3
22.5 26.5 4.0
20.8 234 2.6
20.4 228 2.4
18.9 22.2 3.3
18.0 23.4 5.4
18.4 27.1 8.7
18.3 30.8 12.5
18.8 32.1 13.3
19.3 31.5 12.2
18.0 25.5 ° 7.5
12.0 15.7 3.7

~ For chart covering monthly ratings L

by program types, see page 126




\

. - :
¢ fL R Y =
‘ -, Sy \‘- ko .

-} o

o

Tartany

Number one lotip!

Nothing could be simpler.
Ynll.[l' r-l'[lill;_' a scasonal

-~ product namely. a suntan
lotion called Tartan. So, naturally. vou
build your summer campaign around
beautiful girls lounging in the sun
while clad in plaid. fig leaf-sized hath-
ing suits.  That visual symbol has
proved sure-fire since the dayvs of
Florenz Ziegfield. and it ought to be an
eve-catcher for suntan lotion,

But how to draw attention to the
chemieal |r|ni||'['li{':~ in the lotion that
protects the legs of these pin-up girls?
The answer to that one is equally sim-
ple: hammer the sales message home
again and again over national spot ra-
dio and television.

That. in essence. has been the form-
ila responsible for the broadeasting
sueeess slory of McKesson & Robbins.
Ine.. of Bridgeport, Conn., makers of
Tartan. This summer—June and Juh

i owill -'-]lt-ull about 8300,000 of ns
estimated 600,000 adyertising budget
for announcements over 100 stations.
lis radio announcements will be heard
in 45 cities and 1ts TV announcements
in about 12 cities. In the New York
area alone. it will use over 1.800 an-
nouncements during the two-month pe-
ril-:[.

The success of its sununer cam-
paigns s reflected in Tartan’s phe-
namenal sales erowth since it first went
on the market five years ago, Leon A,
Danco. Tartan  product  manager  al
MeKesson & Robbins. says that Tar-
tan has heen the No. 1 seller among
suntan lotions for the past two vears.
according to a study made by AL C.
Nielsen Companyv, Thanks 1o "a very

“ large part™ plaved by radio, Tartan's
. - u%_ 'y
‘ ' K
LY
' . & ‘ ‘ Girlie TV commercials sell Tartan in 12 citios

-




mmer strategy:
beauty and radio

10.000 spender for spot radio/TV

sales have increased seven times over

five years. Il does an estimated an-
nnal gross of over $3.000.000, and
dizstributed to 8377 ol the nation’s
1|l’tl“__':'-‘1ul'l‘b.

l‘:.\:ll'ih how much of this suceess
can be attributed 1o broadeast adver-
tising? The answer is neatly summed
up by Robert (Bob) Kane. 31-vear-
old Tartan account executive at J. D.
Tarcher & Company. Inc.. New York.
who served his apprenticeship writing
radio news broadeasts [or the New
York News. “The clearest |ll‘|mf of
radio’s sn‘}lin;_' |)n\\l'l}" he Say s, “is the
fact that Tartan has increased s
broadeast  advertising  appropriation
every sunmner, For wide Iu‘lu’lra:lirm.
vou can’t beat radio.”

Kane notes thal summer spot radio

gets  considerable added  impact  be-
cause of the out-of-home-listening au-

Tartan's 50 models stimulate announcers over 100 stations (like WCBS' Jack Sterling,
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all of it in June. July

dience il reaches, “No doubt about

" he says. “that we get a big bonus
with  our radio ecampaign.  People
listening 1o radio in cars or on the
heach are more 2pt o hear of us and
ask 1o buy our product.”

Another indication of radio’s poten-
ey is the effect Tartan’s broadeast cam-
paign has exerled on its biggest com-
petitor. Skol suntan lotion. manufac-
tured by the J. B, Williams Company .
For vears. Skol restricted itself to ad-
vertising in the printed media.  Bul
this summer. according 1o Ted Wilkon,
Skol account executive at J. Walte
Thompson, New York. “We'll wet our
feel in broadeast -'il|\'l'|'l1.~'~ili_: for the
first time—largely television announce-
ments on the West Coast.”

Like the economists who can’t see
the woods for the trees. observers are
hard put tryving to examine Tartan’s

for three years straight
1948 | 1949 - 1950

Tarvian's
Leon
Danco

Radic as a summer-selling medium
"tops" with Leon Danco, 52, product
manager of Tartan. He has home in
Fairfield, Conn., spends spare time
reading biographies, "listening to radio
—especially to Tartan's commercials”

advertising strategy because of the sur-
feit of givls. ( Ahogether. Tarvtan hires
a banalion of about 50 busty models
CVETY  SUmer but more of that
later. ) Keeping a stern eye to business,
an outsider can distinguish these major
facels in Tartan’s summer-selling phi-
i(i."ilil]_\ :

. Lse magazine advertising (half
of the annual ad appropriation) 1o
take advantage of color illustrations ol
hathing beauties.

2. Use TV announcements hecause
of their visual impact,

3. Use radio announcements  be-
cause ol the medium’s wide coverage.,

L. Use an assortment of promo-
tional tie-ins in order to trumpet the
Tartan brand name 1o dealers as well
d=s COonsunmers.

Promaotional hoopla—used in con-

(Please turn to page 62)

your cuslomers
will see

the Tartan girl- =
an rlievisi;m

they'll hear hcr ‘
on radio \
N T

left); decorate retail merchandising (right)
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NBC'S HARRIS, BENSON, BARRY GO OVER SUMMER LINEUP. PROGRAMING AIM ON ALL NETS IS TO KEEP RATINGS HIGH

The saturation hoys are back

Wrigley returns to CBS with S700.000 snommer buy. Other multi-

program deals pending as net sales get early start

o Mid-July is already here
r so far as network pro-
eram and sales  depart-

ments are concerned. Program execu-
tives are working over their summer
lineups with all the care of a Casey
Stengel  putting anotlhier
championship team for a hot pennant
race. AL one or two of the networks,
plans are a little Tarther aliead than

ln;:f'l]n‘r

others. Lot throughout all four the

42

atmosphere is the same — more original
program ideas than heretofore and in-
tense efforts on the sales side.

sPONSOR analysis of the season com-
ing up indicates these trends:

1. “Saturation™ use ol the air will
be important again. with Wrigley
again buying heavy schedule of hall-
hour shows from CBS and other spon-
sors likely to follow suit,

2. More varied ereative effort in

programing are due. Mystery and
comedy shows will continue strong.
but program heads are aiming for di-
versifieation this year.,

3. More incentives for
deals, ie., program discounts and tan-

summer

dem arrangements.

4. Greater advertiser interest in the
current  summer -selling — campaign,
which got off to an earlier start than
in previous vears. There’s more pre-

SPONSOR

¥




;CBS' "Dr. Christian" (Chesebrough], ABC's "Amateur Hour" (Old Gold) to stay on through summer Probable trend: shows will tour army camps in Hope tradition 1

sentations and more research by net-
works designed to help advertisers ap-
preciate what they stand 1o gain by
summer use of radio.

5. Daytime blocks will remain the
same except for ABC. This network
is making drastic changes immediate-
ly in its daytime schedule: if its raid
on NBC serials succeeds. even bigger
revamping will be seen,

6. Reflecting the defense program.
Si!()“'s }!I]ih i‘rﬂllﬂd &lrln_\' Or I\Ell]’i('}[it'
themes will get on the air. There is a
possibility that more shows will be fol-
towing the lead set by Bob Hope in
traveling to army camps for broad-
casls,

Radio is moving into this sunimer-
seling campaign with one arm tied
behind its back. Everyone knows that
out-of-honme hstening is a big factor.
but ouly a few figures hint at the size
ol the audience. The data: some 19
million radio sets in U, S. automobiles
and nearly 14 million portable sets in
the nation. One situation that throws
any hot weather audience rating at-
tempt off is the large number of people
not at home during the summer as the
n’.‘St.‘til‘f‘h(‘rs fl(l l]ll.‘ir n]"ﬂ.‘*ll[‘i‘l]g. Yt‘l.
these people are listening to radios
somewhere.

Many an advertiser is becoming
aware of this ripe out-of-honie mar-
ket. It's no secret over at Batten. Bar-
ton, Durstine & Osborn where such
a client as Fmerson Drug Company
continues right through the summer
with Hollywood Star Playhouse. Bob
Buechner, BBDO account executive on
the Emerson account. puts it this way':
“The Hollywood Star Playhouse has
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a strong impact on radio listeners suni-
mer and winter. Our agency believes
the huge amount of out-of-home lis.
tening i car radios and other secon-
dary sets makes radio an excellent huy
during the warm weather season.”
Aunother traditional vear-round show
is Mr. Distriet Attorney. Ask Roger
Whitman, the Bristol-Myers
pany’s advertising manager who is re-

Com-

sponsible for this show. for the reason-
ing behind such strategy. and he ex-
plains. “This program does a good
job of making sales through the sum-
mer. and its rating drop is relatively
smalh.”

The most important evidence so far
that sunmuer is not the season of sales
doldrums is the return of the Win.
Wrigley. Jr.. Company to saturation
CBS.  Last
Wrigley purchased 36 half hours of

programing o season
siX programs at a cost of some 8500.-
000. After an advertiser spends money
Wrigley
got the sales it aimed for and now il
is coming back for more of the same.

like that, he wants resulis.

CB> offered the Chicago firm a num-
ber of programs to choose from and
this is what they selected: Broadway [s
Wy Beat; Romance: Pursuit: Johnny
Liollar: The Line-Up: and Rate Your
Wate. The fArst four were used last
season.  This season’s schedule calls
for 36 half hours between 3 July and
21 August at the price of roughly
3700.000  for time.
sign this sponsor again. since CB> was
able to show a Nielsen of 6.0. for the
average of the Wrigley programs as

Ratings helped

compared with a 5.3 average of all
four network sponsored programs dur-
ing this time. The averaze of the Gen-
eral Mills shows ou NBC last summer,
also bought on a saturation hasis, was
a.0.

The signing of Wrigley suggests that
other large adverlisers may be signing
up for these mass CBS package buys
that carry discounts |-qui\'nlnrnl to that
on a single show bought for the whole
vear. One of the large soap companies
is reported to be among those dicker-

( Please turn to page 110)

CBS—Clicns

Show™ and *Dufly’s Tavern.”

\"I'l'k.

ABC—pyramid pl
shows that inclnde
“Stop the Musie,™
abilities remain.

inclnding rebates,

Imcentives nets offer summer sponsors

s difference between snstaining cost and commer-
cial asking price of shows, No change in time rates,

NBC— Winter 1andem incentive plan continues withont “The Big
Clients offered five honrs of
programing five nights a week: participation cost, 320,000 per
Speeial disconnts given 1o

offered 1o three sponsors on group of three

Ihe Fat Man.” “The Sherifl.”” and one-half of
P & G <igned as first participant. Two avail-

Mutual—Siresses substantinl 32-week discount benefit—1712 4

varied

saturation™ boyers,
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Who likes (§

Why taking a broadeast siesta is an

oversimplified alibi for inertia. a state of mind

= Manulactorers  don’t

Daanulaciuring.

=lop
|'|.

. merehants
don’t stop merchandising. people don’y
stop wanling and needing iy the sum-
mertime. but all oo often advertisers
stop advertising. Why ? For a variety
uf veasons which. over-siniply. amount
tooa =tate of mind, a habit. an ahibi.
Can this state of mind be cured. 1his
habii

alibi

of reaction broken, this lardy
husted ?
limits, the answer can he allirmative.

Within comnnon sense

Ladio. vemember, already has a bel-
ter than average track record agains
summer. “Sammer s higeer than Tex-
as.” was a scarchead brag of network
comy back in the 1930°s, Lots of brains
meentity - attacked  smmmer  the
way Saturday and Sundav, also sales

anl

prohlems 15 years azo. were altackedl,
Radio got further faster against <um-
dolidrmms
Jolinny -Come-Lately,

mertme because 11 was a
IMexible in s
thinking. highly mancaverable as to
trequency disconnt=. vadio artfully (de-
-i_'_fm'f| the latter 1o CHEOUrage cons
sisteney in advertising. Unfortunately.
in the words of a network president.
“Radio got out of the hehting mood
during the soft war vears when year
ok husiness poured o omoking
salesmen look good without any real
elfort,”™  He calls summer selling “a
batthe that must be re-foueht and re-
wort with new ammunition every year,”

Plainhy this i trues I takes special

effort. fresh ingenuity, fichting hean

44

that can cheat sponsors of extra prnid

to dent the inertia, and 1the tradition of
inertia, These qualities are sulliciently
elusive after 10 June, More than that.
many companies appear o give the
problem (one-fourth the business cal-
endar | remarkably Little thought, Ear-
nest questioning of advertising mana-
cers and their agencies discloses linle
conscious poliey excepl a |-u|ir'\' of no
policy. One extreme group comprises
frankly that
~utnmer 1= an act of God and an inter-
ruption in profit taking aliowr which
it is futile 10 }:lnl truly full-seale coun-
ter-measures, The opposite extreme is
represented by the hot weather “nat-
urals”™ which' view June. July. and Au-

companies  that decide

gust as their Christmas, Between these
opposites of Tatalism and optimism lie
the mfinity of produects which are nei-
ther “hmpossible™ o sell in summer
nor yel seasonal hoomlets like sunburn
lotion. swimsuits, and baseball bats,
One sales viee president theorizes
that to buek the
human inertia, “Maybe it would he a
lot easier if we could fnrtough the reg-
ular sales stafl with their alibi habits
and take on a summer stall without job

fierce resistance ol

Lenure complaceney A salesman who
works for this excemtive, informed of
the erack, cracked hack. “That’s the
kind of glib remark a hig shot who
Palm Beach soit in an
comditioned corner oflice would make.

woedars «ir-

Like 1o see lim go out and try 1o ve-
peal human natuie around the middle

of July with a hot sun beating down.”

Nonetheless the sales executive’s erit-
icism of stall rationalizations is typical
of a major strain of comment. Knowl-
edgeable businessmen sav again and
again that the first and greal obstacle
to summier =elling is selling the sellers
the idea that it is possible. That doubt
is as venerable as it is deep-rooted,
Comes June and literally thousands of
.\-ll
question about that. Manv broadeast-
er= in turn tend 1o float through in a
canoe.  No question about thal either.
\lready the current alibi. special and
particular 10 1951, is bruited abou. Tt
amounts to this:

aceounts hecome absence-prone,

there are too many
new uncertaintios imcident to our new
carrison stale economy. therelore it
i=n’l wise or expedient to do anything
thi= stmmer. Here is unadulterated ra-
tionahization of inaction. The facts are
almost the reverse of the interpretation.
Congress has appropriated extra bil-
lions which guarauniee plenty of spend-
able income i the hands of the public
not only throughont 1951 bhut through-
out 1952, 1953. and probably 1951
Far  from these
times. they are the most certain times

being  “uncertain™
anvbody™s likely 1o see for a genera-
tion. As an alibi for sitting out the
summer, the new uncertainties  just
won't wash,

Not only is the unational rate of
spending bullish and likely to remain
that way hecause of military appropri-

SPONSOR
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ations, but the people are cashing in
bonds. withdrawing savings, behaving

as if hypnotized by a compulsion to
buy. buy, buy. This may or may not
be a healthy thing. That is not the sub-
ject before us. The moral as regards
sununer selling in 1951 is that a [ree-
spending public is worth cultivating.
that advertising is a sensible way to
divert loose cash into specific colfers.

Of course summer is diflicult. and
different. and dislocated. Nobody would
dream of denying the realities. But as
a swimsuit  manufacturer puts it
"Where does the lorce of logic end
and the force of
over?” He sees a luu-rt.‘;lll_\' ;ll‘('l'|llallil‘|'

wycholooy  take
Ps; )

of adverse circumstances paralyzing all
up!ln‘iilillll to trends. Nature-made let-
downs are aggravaled into preventable.
man-made let-downs. The swimsunit
manufacturer must grah his profits in
the summertime. Hence he is peculiar-
ly sensitive to the Kind of sales and ad-
vertising slack he observes all around
hini. He wants none of that. For him
the third quarter carries the whole
year, not the other way round,

Oddly enough, there is no unifori-
ity of practice or philosophy even
among the so-called summer “natu-
rals.”” Take brassieres as a case m
point. excusing the pun, Brassieres are
especially necessary to feminine engi-
neering in the summertime and have to
be changed and laundered more often.
But as far as inquiry can establish
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there 1s little agreement between one
brassiere company and another. A few
brands will suffice. Bali and Exquisite
Form are active in July and August.
Delineator  and
Again, take .‘“\u.-lmnlr, another warm

Bestform are not.

weather engineering eonvenience for
lightly clad gals. Suspants pressures
the market in June and July but skips
August and September. Then there's
osquire Shoe Polish which comes in
strong ahead of summer while Kiwi
Shoe Polish spreads through the heat
spell itsell,

An experience of last summer throws
a small hight from an unexpected direc-
tion. Pleasant Valley Wine dreaded the
usual “summer business slump™ and
centered a test on the Negro market in
Harlemn. .\|1huu;_‘|l Harlem ]-uy.- a lot
of wine in regular season, summer in-
variably fell away to a dribble. Work-
ing through the Negro ageney, Ludlow
Werner Pleasant  Valley
went alter additional retail outlets and

Associates.

a build-up reason-why campaign. Some
11 additional dealers were lined up in
July. 20 more in August.
neighborhood. Pushing “wine voolers™

m the one

as a hot weather quencher paid ofl in
orders and even re-orders. all against
a previous history of dead demand.
The beers, of course. have long wal-
loped summer hard and it is significant
that Blatz. via Weintraub, has no hesi-
lation whatever in launching an expen-

Indy.

sive new TV show, Amos ‘n’

1!:“' v orect \il'\\l'r.‘: eyes Illi’:- Jlllll'.
To study the time and space data of
summertime is to be struck 1-_\ the om-
nipresence of the Bell System, Metro-
politan, Mutual, and Prudential among
the insurance companies, the big con-
sumer symbols_in soaps. toothpastes,
laxatives, cigaretles. drv cereals. Sum-
mer stimulates the dairy and ice cream
industries. is ideal for mayonnaises.
salad oils. insecticides. sprays, mosqui-
to repellents, and note this—real es.
tate. But above all. it comes lhlnug]‘r
.~|1:1|‘1= and clear that the most astute
advertisers, and the biggest advertisers,
do not shan summer but .u|.l|rl to il.

Television, of course. 15 a new influ-
ence i New York and several dozen
other markets and nobody 1= sure how
imuch TV itsell will suffer. or cauvse
radio to sulfer. But this is true of ra-
dio and not of TV: radio can follow
the vacationing public anywhere. No
l';lhi!l i.- oo remole. no ]1!';11'|I loo re-
laxed. no mountain trail o high for
radio to come in.

The network strategy apparent last
vear will be more marked in 1951,
They are out to sell “hasket deals™ (a
lot of i!.’ll'L,ll‘_'l"- thrown ln:_'vlih‘ll Iy
which fri;.' sponsors can dot the sched-
ules with network-built programs. It
started when Frank Stanton of CBS of-
fered Sam Gale of General Mills a rib-
honed basket if the Mills would con-
tract for 52 hall-hours to be used up

( Please turn to page 102)
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BASEBALL RADIO/TY BUDGETS ARE GOING

BASHBALL 1931; =~

Baszeball will have its greal-
"_'I......____._.J: s esl season on lhe airwavs
You wont lu to travel

this vear. able

far in any direction without bheing able
Over a thou-

will be

==l

to switch on a ball game.
radio and TN

~and =Lalions
contests onee 1
el uderway o next Monday M0
more than last year

From an advertising standpoint, the
preture is as rosy as the pennant hopes
ol a Wed Sox fan \}-lil. Ihe Atlan
te Refiming Company is increasing ils

i Liudeel 1o S LT LD Iillu]il!‘l"‘“ of hve

major league clubs and one mimo
league team, Falstall Brewing Corp.
bas stened Tor 150 stations on the
Libwert network Liroadeast ol the

.
(9

UP THIS YEAR LIKE THE HIGH POP-U? THIS WFIL-TV SPORTSCASTER IS WATCHING

most important games ecach day. in ad-
tion 1o the St. Louis DBrowns
over KWK, >t I". Ballantine &
Sons 1= adding a third major leasu

Mutual =ta-

gann

Louis

city to its radio schedale,

Lions are active sicuing local and re-
sional SPONsOrs for the Game ol th
Day.

than

which will Le carried on maore

350 statims. 1o addition, hun-
dreds of advertisers, particularly hrew-
eries. will e putting down big dongh
Lo =ponso hasehall on almost every
one of the stations I‘HI\.IIJI! e aane
\Iii-lillll sporl features and evenine
sporlscasls  are  gelting  sponsors  in
troves.

Mutual has siened the R, ) Revnolds

Fobaceo I‘nm]:.m\ avain for its Camel

¥ig in time allotment.

advertising and rhubarbs

T tut'f:llur!!], a l'nr-mimm- .~|1n\\ FII”II\\-
ing each Game of the Day. Another ad-
vertiser. Curtiss Candy. is expanding
‘.t“.l"l'lll basehall fea-
kids. the Anothole
f;{”.’_;.‘. Last vear il was seen Hlli_\ 0l
WOR-TV. This season the idea is be-
ing extended 1o |'J|”.ui"i[l|li.‘t. Boston.

\tlanta. Fort Waorth, 1%

Cago,

coveragze ol ils

lure on I\ lor

vas. and Chi-

bird's-eye

Irlii'l

view of the commercial im[mllalnrt' ol

I'hese constilule a

haseball hroadeasts in 1951, (See hox.
right. Tor other commercial highlights.)

\dvertisers are showing this tremen-
dous interest hecause year alter vear
radio and now TV have been a power-
ful stimulus to national interest i the

SPONSOR




] WWDC carried pre-game interviews with

game. But some club owners are nol : j
Senators, a Christian Heurich Co. feature

happy about the broadeasting situation.
“What ;.{um] are fans who stay al home 2 Beer sponsors predominate on local spori
scene. Here firm signs for KPRC-TV time

3 KWAT, Watertown, 5. D., airs recrealed
games, promotes them by pre-radic car

d Liberty's Gordon Meclendon will broadcast
live this year to meet Mutual competition

to follow the games?™ one disgruntled
official asks. And here you get into as
tricky a rhubarh as auy that ever in-
volved Leo Durocher,

Last year paid admissions were ofl
10.500.000. In major league areas, TV
was labeled the culprit. Radio was also

blamed by the minor league clubs for public. bul

radio-baseball service to the

hurting their attendance through the
numerous major league broadeasts that

comvince club owners that a medium
which lias proved its ability to sell all

blanket minor league territory. An ex-  Kinds of products ‘"_f'l services can also
planation of the controversy. with all sell the _l'“” EaINEEs | i
its legal and socio-cconomic aspecis, Brescia, who managed the radio

makes a discussion with your wife on
the whys and wherefores of the infield
fly rule seem painless by comparison.

The bright. clear spot in the picture
is the cooperation hetween the basehall
clubs and the broadcasters this year.
Last year the major leagues received
some 83,000,000 for
rights and this year the figure is sub-
stantially higher.  Any curtailing of
broadecasting \\1][ hurt the major league
clubs financially. The potent promo-
tional power ol broadcasting for the
clubs is no insignificant factor either.
That’s why the clubs and broadcasting
are getting their heads together this
year. One of the first specific steps
was the hiring of a radio/TV consuh-
ant by the minor leagues, They chose
Matity Brescia. a Memphis public rela-
tions man, on the recommendation of
the NARTB (then NAB). Bill Ryan.
BAB president who had a lot to do
with bringing the 1wo groups together
when he was NAB general manager.
says, “A proper working arrangement
between baseball executives and broad-
casters will not only insure continued

broadcasting

lstes Kefauver in
1048, is preparing a real saturation
campaign for baseball. The drive got
underway during the exhibition game
Louis Cardinal fans
“Fuolks,
remember that broadeasts are present-
ed for your pleasure by the
dieck DBros. Brewing Company of St

campaign of Sen.

broadeasts. St
heard such announcements as:

Griese-

Louis and that you hear them lhl'i}l]f_’]l
the cooperation of your local baseball
club.
('il_\' who make up the management of
that local club want you to continue
to enjoy these major league games,
and they
and support 1o assure your club-in-
your-city a successful year. So boost
your team, flolks.”

*We're after the new fans— the wom-
en who made up 27% of the 35.000.-
000 pm-]:l(r who paid to watch minor
league hall last year,” Brescia savs.
Wonen commentators like Ruth Crane
at WMAL.

ing in the

The group of citizens in your

also need your cooperation

lu{'zll

Washington. are cooperat-
campaign,

More detailed plans for the coopera-

tion will come oul of the panel on bhase-

American League: stations and spounsors National League: stations and spounsors

5 Key AM  Add'l o v T m Key AN = Add'l | LT v o7 Ty
City | Sr.—;!'.cl &-’io:‘.ﬁ Sporlis 3 S*-]'inf:s _5pr:n_-\. City Station | Statinn Sponsors Stations o
Atlantic Refining Co. = WBZ-TV ' WCPO- 1V
. Narragansett Brewing WNAC-TVY Atlantic Cincinnati WCPC 20 Burger Brewing Co. WHIO-TV,
Bosfon \WHDH 30 Co, WJAR-TV, Dayton
< - P"°‘”d9““‘ ———— Ailantic Refining Co. WCAU Atlantic
Atlantic Refining Co. WCAU-TV  Atlantic Fhilzdelphia WPEN 17 P. Ballentine & Sans WFIL-TV Ballantine
Philadelphia \¥IBG 17 P. Ballantine & Sons WFIL-TV Ballantine Supplee-Wills-Jones  WPTZ
e =] Supplee-Wills-Jones WP‘IZ Atlantic Refining Co.
E!Eveland -WFﬂE_: 40 Standard Brewing Co. WXEI. Leisy Fittsburgh MIWSW 19 Riecke-MedJunkin
W.JJD-d | Goebel Brewing Co.  WGN-.TV  Amer. Vita- Dairy Co.
Chicago WCFL-n Sinclair dealers min Assoc, 7 Lagt Wil 30 Griesedieck Brewing  KSD-TV Griesedieck
e o vl N — i = fprol_:ableil_
Detroit WJBK | 45 G_;geb_e_l Brewing Co. \WWJ-iV  Goebsl . Liggeti & Myers WGN-TV  Amer. Vita-
e g g : s Chicago WINE 35 (Chesterfield) WBKBS min Assoc.
Washington WWDCl 10 Ché:::?:;‘é:rmh WITG Heurich VCA Lab‘-_
= ~ General Cigaf Co. WABD-d Ballantine F. Ballantine & Sons | WNAC-TV  Ballantine
P. Ballantine & Sons WPIX-n Bosten WHNAC 32 \xﬂbé\"?v
MNew York WINS none WNHC-TV, JAR-TV,
Providence
| New Haven = S
= - e i : =5 F. and M. Schaefer WOR-TV  Echaefer
Ne N.Y.| 18 Atlantic Refining Co. Brooklyn WMGM Brewing Co. | WNHC-TV
 Station | P. Ballantine & Sons .. | K Havas
5t Louis iKWK | 30 | Falstaff Brewina Co.  KSD-TV.  Falstaff New York  {WMCA 20 Chesterficld WX Chest'f'ld
¥For sponsors at right only. tNetwork partly available to local sponsors d—Day. n—Niaht
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Gus Mancuse signs with KATL for minor league broadcasts

hall  broadeasts {]ut’;ll;.' the NARTB
comvention in Chicago. 10-19 April,
One factor which is helping the pub-
licity for baseball is the celebration of

National Baschall Week, 15-21 April.

Salutes 1o the game will be heard on

I'he Big Show and other network pro-
grams. This vear marks the 50th auni-
versary of the minor leagues and the
oth, amniversary  of the National
| cague.

The campaign 16 hoost haseball's
gate is also getting an assist from the
Radio-Television Manufacturers Asso-
ciation.  The set manufacturers know
that they. too. have a stake in hase-
hall’s staying healthy at the box office.
\ flourishing sport makes for sood
programing which in turn moves sets
ofl show-room floors. “Sell hasehall
and television—not one at the expense
of the other™ —is the RTMA theme, A
special RTMA sub-committee has sel
down 31 ways in which members can
cooperate with baseball organizations,
The Allen B, DuMont Laboratories.
e, led off the campaign by urging it=
distributors 1o sell basehall along with
television. Receivers are no longer 1o
be sold as “a box seat at the minne,”
Fo put foree hehind these suggestions,
BDuMont threatens o withhold cooper-
alive ,|t|\r'r!i.~ai|i;1 funds Irom dealers
who undertake what is ealled “nega-
thve” advertising. The DuMomt et

wiark 1= oul [n[‘ _-_Luuc] !-]ml'!- coverage.
I does nor want tha type of Prograiin-

ine jeapardized by overzealous dealers,
\vother leader in the field, the RCA

How baseball broadcasting
pays off for spousors

The article at left tells about major
problems and developments that make
up baseball. 1951, But what about the
commercial side of baseball on the air?
Boes it pay off lor advertisers. or is the
sponsor’s identity lost amid the fervor
over the heroes and the bums ol each
day’s game? Here are a few sponsors
who know the answers, followed Dby
accounts of several trends which are
particularly important o sponsors,

Goebel beer

One of the most extensive elforts in
the country i= the network set up for
the Gocbel Brewing Company. Detroit,
with its sportscasts carried on some 45
stations  (through  Brooke.  Smith,
French and Dorrance). WJBK. De-
troit. is the key station. Those are the
hasic facts. And this is how Goebel's
top man, Edwin J. Anderson. presi-
dent, ;1|1]lr;1i.-={'.~= the results;

“The Goebel Basehall Network was
begun  with o comparatively  small
group of radio stations in Miehigan.
but results of each successive vear's
sponsorship have warranted the growth
and expansion which today make it the
largest such network in the country,
The inereased sales of Goebel beer in
each new market added to the network
have proven heyond a doubt that this
portion of our advertising hudget has
had a grcat deal to do with the rising
popularity of our heer. And. in turn,
the Goebel broadeasts have been of
areat vahlue to haseball, making Michi-
gan the most baseball-conscions state

i the union.”

This is one sponsor who knows how
to do a thorough merchandising job.
Promotion last season included distri-
bution of framed. autographed pictures
of announcer Harry Heilmann to prac-
tically every bar, tavern, and retail out-
let in Michigan which was covered by
their baseball network. Counter cards
containing printed cards of the com-
plete playing schedule were also placed
in these outlets. One hundred car cards
were (Ii.‘]l];’l’\l‘ll on Detroit busses and
streetears by WIBK, and there was ex-
tensive newspaper advertising and pub-
licity on the part of both WJBK and
the sponsor.

Goebel is using WWJ-TV for the
telecast of the games. as it did last
vear. It is moving into the Chicago
area by co-sponsoring the White Sox
canes with Sinelair dealers over WJJID
(daytime) and WCFL (night).

Atlantic gas and oil

A club owner in an unhappy mo-
ment once observed., “Baseball is too
much of a business to be a sport. and
too much of a sport to be a business,”
But advertisers are in no such quan-
dary. They can enjoy the zame both as
a sport and as a powerful promotional
tool. That's what the Atlantic Refining
Company finds after 15 vears of spon-
soring vames, This vear it is coming
hack with the biggest haseball budget
in its history. It will be airing the
zames of five major league teams and
one minor league club.

One big reason for this is explained
by N. W. Ayer. the Atlantic agency.
*Baschall rcaches a commaon denomina-
tor that canuot be found anywhere
(Please turn to page 135)

& R IR V.4 IS o

(Please turn to page 127) Goebel Brewing uses 45-station sports network, Chesterfield covers three major markets with sportscas!
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VARIETY OF PRODUCTS RADIO CAN SELL IN SUMMER IS SHOWN BY SONDRA

LEE,

CBS-TV STARLET IN "REAL MCKAY"

Furs, fans, furnaces & Fritos:
radio moves them i July

Though it mizht seem like
carrving coals 1o a swelter-

7  ing Newcastle. lur coats are
heavily advertised over the air during
the steamy summer months, For that
matter, fantastic as it appears. coal it-
sell—as well as furmaces and appli-
ances—gel a big broadeast advertising
play via spol radio and TV in July
and August. And, to top all these
ofl, an ad ageney is even now consider-
ing a big radio campaign this summer
to sell a cold remedy,

.r\{lmillw“}'. these are extreme cases.
Yet there is no doubt that a wide va-
riety of products can be sold hand-
somely via radio and TV in the sum-

9 APRIL 1951

mertime, and a goodly number of <pon-
sors in the past have proved it,
Apart from the seemingly bizarre
listed
found  happy
over the air numerous -qt‘;lr-'\ll.'l“_\ neu-

;El)l}({!: ﬂ]lil\ €, Sponsors have

result= by advertising

tral” products. These run the gamut
from pencils. razors. phonograph al-
bums. floor coverings. telephone sery-
we. real estate. headache  powders,
bread. chicken feed. farm tools to kitch-
enware. hardware. and antomobiles,
Not to be fnrf_'nllt’ll. ol course, are
the hardy summer perennials. This
listing covers a vast range. [rom ice
refrigerators,
brassieres. |}8ill[. to wall paper. cilrus

cream.  beer.  airlines.

fruits and sumner togs.

What induces them to advertise dur-
ing the alleged summer slump season?
An extensive SPONSOR survey.
ing over lwo dozen advertising agen-
l'he
most commonly repeated reply was:
“They buy in the summer: so let’s scll
them.”

Consider. first of all, the reasoning

CONer-

cies, reveals a \'ﬂril‘l) of reasons.

behind the radio promotion of coal
sales in the summer time. One case in
point is the M. A. Hanma Company of
Philadelphia. which will spend aboul
818.000 this summer to advertise Glen
Burn coal over 10 Pennsvlvania radio
(Please turn to page 1161
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Canada Dry's TV "Super Circus” takes hiatus, leaving $260,000 spot radio to boost sales: see chart, right 1939 1940 1

ot weather radio helps
(amada Dry zoom mto second

Using spot radio yvear ‘round. TV in winter. company’s

sales are record high and second only to Coke

Roy W. Moore

Roy W. Moore, Canada Dry
president (seated center,
with TV's Mary Hartline,
vice president W, M. Col-
lins) has one ambition: “To
make CD General Motors
of beverage industry.” Born
Macon, Ga., 60 years ago,
he is Harvard Law grad-
uate, prosecuted Ga.'s Ku
Klux Klan cases in '20's,
In his leisure, he plays golf
(70's), and some baseball.

This summer the top brass
of Canada Drv Ginger Ale.
. Ine. 1'.\!1:1'[1'11 to be soothed
by three continuous. duleet sounds—
an  orchestration  resulting  from  its
switch in strategy from class 1o mass
selling.

The first strain will be Canada Dry
sales messages broadeast from basehall
games and women’s programs over 100
radio stations in 75 cilies.

The second will be the symphonic
popping of hottletops as the populace
in both fow- and high-brow calegories
downs Canada Dry’s expanded family
of 16 soft drink beverages,

The third will be the cheerful ring
of cash registers toting up sales that

SPONSOR
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Canada Dry hopes will top its record
1950 aruss of S-‘)-LU‘H’.“”“.

All this is a far ery from 1938, when
Canada Dryv became the first sponsor
of Information Please on the old Blue
Network. Tu those days. it will be re-
called. a surprised and delighted in-
telligentsia gathered around their radio
sets 1o hear the ripostes and witticisms
of the Messrs, Clifton Fadiman, Oscar
Levant. John Kieran. and other as
sorted ﬁt]]}lli’.“-[ii'ﬂll'.\'-. Pearls of wisdom
were lossed around like confetti. and
Milton Cross. fresh from his operatic
labors, discrectly announced the com-
mercials in the apologetic manner of a
music critic discoursing on the fiekd
of commerce. Al of which pleased
Canada Dry, because it was primarily
selling its “champagne of ginger ales™
and Sparkling Water as mixers to the
bon ton Scotch and bourbon audience,
It enhanced the national prestige of
Canada Dry. and helped bring in 815.-
000,000 annual net sales.

Canada Dry’s sales strategy veered
sharply in April. 1947, It was then,
manager William S,
Brown phrases it that Canada Dry
“jumped into the cat and dog fight at
the local level.” Or. as Canada Dry
president Roy W, Moore states it more
formally. the company was “hroaden-

as advertising

ing its licensing program.”

What hoth phrases added up to was
simply this: Canada Dry was attempt-
ing to muscle into the soft drink strong-
holds ruled by the colossus. Coca-Cola.
and the titan. Pepsi-Cola. This called
for two illl]mrlznll sleps, The first was

9 APRIL 1951

¥

to license local bottlers for its full-
line of 16 carbonated Iu‘\u'l.‘t;.’t‘.-n -
cluding Spur Cola. Ru-to root beer,
Velvo eream soda. Trop-o orange soda.
Hi-grape grape soda. and o on.  The
second was to shift s advertising am-
munition, aimimg it not so much at the
upper-bracket income audience, as al
what George Bernard Shaw once loose-
by termed “the great  unwashed
nasses,

The result of this thinking is plain-
Iy reflected in Canada Dry's eurrent
broadeast advertising — a total of
about $650.000 annually.  Up 1o the
end of June. Canada’s Dryvs 38 com-
prar -owned ulwl':llitlllh and IRTIRY ol ils
101 licensed  bottlers  spend  about
£390.000. on a 50-50 basis. (o sponsor
ABC-TV’s Super Circus in 43 cilies,
This ball-hour, Sunday afternoon pro-

gram is designed for the whole fam-
ily, and specially the kiddies, 11 takes
an eight-week hiatus, however, during
July and August: and it is then thai
Canada’s Dry’s spot radio campaign
carries the brunt of the advertising
load alone. Year round Canada Dry
uses spot radio as a supplement 1o ils
TV coverage, but in summer the spol
radhio effort is stepped up.

With spot radio advertising Canada
Dry contends that it veally reaches the
local awdiences.  In the words of Read
Wight. radio, T director for Canada
Dry at J. M. Mathes. Inc.. New York.
“Summer spol radio gels consumers
when they're thirsty and when theyre
hot”

The reason Canada Dry lakes an
eight-week hiatus from TV in summer

( Please turn to page 106)

“=All business is local™

“lemon soda.”
%%
soda,

Why a spot radio timebnyer shonld examine cach loecal sitnation
earefully was learned by Canada Drey when bnyving annonueements
in 73 eities over 100 stations. Here are problems it solved:

I. Language Barrier: In St Lonis, CIVs lemon soda didn’t sell
because it wasn’t idemtified as “white soda™—Iloeal 1erm for
Sales boomed when ads plugged it as “white

2. Regional Cnstom: CD learned in Sonth, bartenders give eream
soda when eustomers usk for “Seoteh and soda.”™ CD pushed
its eream sodag also Sparkling Water as nuigne mixer.

3. Size Taste: CD found Sontherners insist on T-onnee bottles:
New Englanders, 28-.0onneers, Ench size was plngged aecordingly,

4. Flavor Taste: New Englanders demanded ginger ale: Sounth,
cola. So CD sold North on its ginger ale brand:; Sonth, on
beverage, I yon've forgonten the taste of gingerale,”
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They're hicking the
summer stump locally

From California (o Maine. stations are

making plans to give advertisers more for their money this summer

WCCQ's McPherson and Gov. Younadahl leok over poster slated for resorts WSAI's summer proaraming at Ohio parks includes performance by Lenay
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In the summer of 1950, 14
CBS stations represented by
Radio Sales increased their
billings by 189
year. This spurt was actuatly ahead of

over the Im'\inm-

the average increase experienced by
CBS stations last year for the other
seasons. Said Carl Burkland. general
sales manager: “As a resull of pro-
motional and educational efforts by the
industry, advertisers are learning that
they can profit by staying on the air
in summer.”

To find out what is happening dur-
ing summer on the local scene, spoxsor
queried some 400 stations. asking for
examnples of successful use of the <imi-
nmertime air: for the ways in which
they help advertisers by special sum-
mer audience promotions: for signs. in
general. of what advertisers were think-
ing and doing about summer. The re-
phies hear out Carl Burkland’s statistics.

Station-by-station reports which fol-
low indicate that aml
vear round products are getting heavy
promotion during the dog days. But,

both seasonal

as you read these capsuled reports,
bear in mind that conditions vary from
market to market. Where a station like
KNX. Los Angeles, can point to the
extra money flowing into its area along
with vacationers, in other markets the
summer story is one of sales opportuni-
ties with the existing year ‘round audi-
ence which remains basically the same.
summer and winter,

WJIW, Cleveland

Tello-Test is a year 'round show on
this station. Last summer, Realemon
{ Puritan Company of America) hought
the 8:30 to 8:45 a.m. edition of Tello-
Test for 26 weeks. The resullts were
successful enough to warrant another
26-week renewal,

The product’s principal use is in pre-
paring lemonade and the summer cam-
paign emphasizes that fact. But the
product’s also recommended for all
recipes which require lemon juice and

Popularity of Allen “A" Resort was built by skillful WLAW shows

~ P

new buildings that radic helped build.

early quariers prior to spot purchases on WHNES. AHE“
Blondin's uses the air the year ‘round

Radio repair business used air medium only

Before:

Blondin’s Radio Sales and Service Compuny eredits its air sneesss o “eonsistent year
*round air advertising featnring scasonalized selling.” Blondin started his radio repair husiness
in the eellar of his home, Withio a vear, he moved into a residentinl garages later into a small
store. In the winter of 1916, he yentured into radio with a program ealled For You. Ladies,

Today, Blondin is WNER's largest single spot uscv in his business category. No other
are nsed. And, sinee first buying time. Blondin has moved into the spacious and

quarters pictured above and has built o complete repair shop.

this usage is advertised 52 weeks via
L )

announdcements.

WIW is preparinz special on-the-anr

paring

promotions for the four seasons, and a
special eflort is being made 1o key focal
programing. particularly music. 1o the

=tason.

WCCO, Minneapolis

WCCO advertisers aren’t conscious
Sinly nation-
al. regional, and local advertisers main-

of “summer doklrums.”

tain a 52-week air schedule with no ap-
parent shump the year ‘round. The re-
sult stories that follow hear this out,
Russell Miller Milling Company of-
fered a cake and pie server for 60¢
plus a box top from their Occident
Cake Mix. Their campaign for this
product ran from June to August on
the early morning Breakfast With Beb
stanza m.c.'d by Bob de Haven. In 12
days, de Haven pulled 1.050 orders.
from July to September 1919, In the
Talent Parade. launched in July
1948, pulled down a 13.7 Hooperating

ALLENA RESORT

first vear that this program was on for
Phillips  Petroleum. 51 new  dealers
were added to the Northwest division's
sales orgamezation. Awmd the sales -
crease in the division was 1007, greal-
er than the territory average for com-
peting companies,

Peter Paul ran a contest on their
news programs. Rolf Hertsgaard News
and George Grim News. Fach entry
had to be accompanied by a candy
wrapper. Mail count from May to June
amounted to 24.586 letters—and Peter
Paul wrappers.

To insure the continued success ol
summer listener response. WCCO airs
shows from summer extravaganzas like
the city’s 10-day festival and aquaten-
nial - with sponsors like Ford dealers.
Atwood’s coffee. and Peters meat prod-
ucts hankrolling top events. The sta-
tion also promotes summer listening
by tying in with more than 2.600 sea-
sonal resorts and hotels.

Hale Byers. radio director of Batlen,

i Please turn to page 133)

WNAX Radio Plyahouse features free outdoor programs in summer
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Out-0/-home listening
00es Commercial

Advertisers are basing decisions on mounting

evidencee about ear. beach listening

N I Rachio does nat Iiroadeast
E Lo crowd. \ program mas
be heard Iy millions of Ill'lllllt‘. Lt
that audience is composed of individu-
als and small groups listening in difTer-
ent places, These include homes. cars,
restaurants,

sjores,  ullpees,

collages,

]u it Iu'-. ;ill (11 {1 L:IIIIIIII]P. ;“!ll Ullll'f

places.  lnasmuch as the whole is the
sum of ils parts. the total number of
persons listening— regardless of where
they are—is the audience.

But until recently only those whao

were in their own |ll|||:|'~ were connted,
'l'ul\'l_\ the trend anong d;:i'll"it'.\ 1s

1o lake out-of-home Listeners into con-

sideration.

just  academic.

Sinee mdverlisers have I'_'unl' reason 1o

The change  isul

be interested o how many potential

customers hear their sales message, 1=

= =

P L .

Dr. Sydney Roslow, WNEW's Claire Himmel as client, pioneered in counting plus audience

3

application has a practical value. For
example:

e The out-of-home I'illilig was a slirong
contributing factor in selling WOR's
G opam. news,

o One of the top three agencies used il
to advantage i selling a client on a
summer settes by proving that out-of-
home hsteners offset the mpact of 1ele-
vision on the at-home audience,

o There will be no hiatus for the Eme-
erson Drug Compamy’s Hollywood Star
Why? Bar-

Oshorn  ac-

Plavhouse this summer.
Barton. Durstine &
count executive Bob Buechner s answes
i=: O
amount of out-of-home listening in cu
radios other
makes radio an excellent huy  during

agency  believes the huge

and secondary  se's

the warm weather season.”
The out-of-home audience, an impor-

"The bitterness will pass in time, Gregory,

leaving our love unconguered. . .”

tant vlement in evaluating 1otal listen-
ers al any lime. rates special consid-
eration in the summer. As the weather
zets hotter it gets bigger. The increaser|
19.100.000 auwtomobile radios
and 13,600,000 portable sets can’t be
slirugged off. And that's only part of

use of

the away-from-home listening.
\genetes aren’t overlooking
nificance,

il .‘-i'.:‘

The Biow Company’s research diree-
tor Dr. E. L. Deckinger puts it this
way : “We are wholly aware that radio
for vears has short-changed itself by
nol counting vast numbers of its listen-
e1s. I the comparison of effectiveness
Letween radio and other media. radio
could afford to be spendthrift. Now
that TV is curtailing the size of some
andiences, radio must take credil for
all its histeners. We at Biow consider
the out-of-home audience very impor-
tant.”

This line of thinking can be found at
. W. Aver: BBDO: J. Walter Thomp-
sun: amd other standout agencies.

In its summer 1951 presentation to
prospective clients CBS stresses the im-
portance of these listeners. So do NBC
and other networks and stations.

But prior to 1949 there wasn't any
anthoritative data available on the sub-
jeet. and the consensus was that the
atmount of listening outside the home
was negligible. In Apiil of that yvear
D, Syvidney Roslow. director of Pulse,
Ine.. New York. made some experimen-
tal out-of-home studies for WNEW.

As a result of his findings, WNEW
created and sold Norge ils Summer
Service, a series of reports to motor-
ists about roads. weather, traflic, ete.

In May 1949 a special automobile
listening survey was made for WOR.
It revealed that Stan Lomax was heard

SPONSOR

WY




in car= by an average of 18,000 people
a day. The makers of Rialto cigars. in-
terested in :-'.|m|l.-'~nl'i:|g a sporls pro-
aran that summer. had rumpzzrw] the
ratings of all such shows in New York,
There wasn't any appreciable differ-
ence between the WOR program and
several others—that is, not till the fig-
ures of the SUrvey showed that there
was. The client hought Lomax.

WNEW commissioned Dr. Roslow to
conduct the first full-scale measure-
ment in August 1949. The facts he
uncovered rank among the most im-
portant in radio advertising,

They revealed that. given the kind of
programing they like. people listen to
the radio whenever and wherever thes

Weekday average honrvly out-of-home *‘ratings’’—sununer

“C'mon outta there, Dawson, you low-down hoss-thievin' varmint. . .

con: that out-of-home listening is a
daily habitual activity: that at some
periods of the day this heretolore un-
recognized segment ran as high as 217
of New York listeners; that radio. the
most economical advertising medium.
offered sponsors an even greater value
than had been elaimed for it

The significance, as expressed by
WANEW commercial manager Ira Her-
bert. was: “It means that. on the aver-
age. radio’s cost-per-thousand listeners
i New York is from 20-257%
than we've been figuring it.”

Today WNEW uses out-of-home data
as an integral part of its commercial

lower

eperation.
In November 1949 more than 2.400.-

. . f(x;:/
/ CARTVRIGATS

Tweprinted by specinl permpsion of The

copyright 1031 by Curtd

"Latest news reports from overseas indicate, . ."

000 New Yorkers five years of age and
older. or 237% of the 1|u}=l||zl|it=|1. li=-
tened 1o the radio away from home on
an average weekday; in February 1950
almost 2.000.000. or 18,29, were in
that category: and in May 1950 the
fizcure was over 2.600.000, or 25.37¢.

There 1= a growing lendency among
sponsors Lo take such figures into ae-
count when buying time. It has been
particularly effective in helping WOR
sell 7:00 to 9:00 a.am. and 5:00 to 7:00
p.ni. station breaks, Reflecting the sta-
tion’s experience. Bob Hoffmau, its re-
search director, says. “The investment
out-ol-home  research
has more than paid for itsell.”

weve made in

( Please turn to page 143)

I1950%

TIME New York | Boston

Philadelphia,

{July-Aug.) i

Washington | Cincinnati

Chicago Los Angeles San Fra'isco

[Aua,) {July-Aug.) ‘ (July-Aug.) [July-Aug.) [July-Aug.) [July) {July)
67 am, | 7 b 9 ' 1.8 8 b 8 b
7-8 35 2.6 2.3 3.3 2.1 2.6 3.1 4.4
8-9 4.6 4.2 34 4,1 3.6 4.1 3.4 5.2
9-10 43 39 3.0 3.7 2.9 3.8 3.2 43
10-11 45 39 3.8 4.0 2.9 3.2 3.8 45
11-12 noon 4,0 3.4 4.2 4.2 3.2 3.0 4.7 43
12-1 p.m. 4.2 3.4 4.0 4.0 3.6 2.6 5.4 5.2
1-2 4,1 4.0 3.8 4.4 2.9 337 4.8 4.2
2-3 45 27 4.4 3.6 3.4 4.1 53 3.9
3-4 4.6 4.4 45 3.7 3.3 45 4.8 4.0
4.5 4.6 4.2 4.9 4.0 3.6 4.0 5.5 4.2
5-6 4.4 4.1 4.4 4.0 3.7 3.8 5.2 4.8
67 3.7 45 4.3 4.2 3.2 2.7 4.0 4.1
7-8 2.8 3.6 4.2 4,1 3.0 2.9 3.6 35
8.9 4.1 4.0 39 4.1 3.3 33 4.0 4.0
9-10 4.4 3.5 3.8 3.7 2.8 3.2 4.4 3.6
10-11 3.1 32 4.0 2.9 23 2.8 3.8 35
11-12 | 2.2 1.7 | 2.8 1.8 1.1 1.3 1.8 2.5

TOTAL RADIO !
FAMILIES IN = 3,129,690 839,110 964,220 282,910 1,481,870 1,291,580 706,830

EACH MARKET|

371,890 |

*Some surveys August only, othars both July and August, two are July only because of market-by-market variations in p
t-of-home listening by a memb

conducts surveys. Rating here means 7 of homes during indicated hour which report some
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Dizzy Dean, WPIX and DTN, sells PM at Yankee games

4

Million-dollar "Philip Morris Playhouse™ delivers prestige

56

Little Johmny work

857.000.000 annual broadeast budget campaign i“clllFﬁm

spot on 30 stations. continues in summer: l%,,p

The veice of Johnny. the
Lilliputian page boyv. will

ring lond and clear over the airwaves
this summer. with his “Call for Philip
Maww-rees!" The little fellow will be
heard as he broadeasts from country
fairs and from baseball games  and
those few souls not beside their radio
and television sets will glimpse him
rl;lllllill,'.‘ il \\I'il[lll'l‘[:rllli[ posters  al
summer resorls. heaches, and  road
stands,  But. mostly. the ubiquitous
bell hop will spread the zood cigar-
ctle word over the air,

Jolmny's boss, Philip Morris & Com-
pany. Lid.. is doggedly opposed to tak-
ing a broadeast hiatus during the sum-
mer dog days. The hig tobaceo firm
spends about 87.000.000 of its 310.-
S00.000 annual advertising  expendi-
and it definite-
Iy will continue 10 sponsor its full

ture on radio and TV

broadeast schedule this summer, Ask
PMs exceutives why they take this
stand. and their answer is snapped
hack short and sweel:

First of all. they say. America’s cig-
arette consumption is very high in the
summertime.  In fact  according to
1950 fizures of the Tobhaceo Merchants
Association. it rises from a vearly low
of 218 billion cigarettes in December
to a peak of 32.8 billion in June and
3901 i \ll:.’.llr-l. '|I|ll']'f“fl|1'1'_ I).\I‘:'- I'Iﬂi'
cials say. in the highly competitive
cigarelte husiness, snmmer’s the time
to push your brand.

Secomndly, why try 1o kill in the sum-
mer the goose thal has heen laving
volden eogs for vou the rest of the
vear?  UHere welve been spending
gootdl money  on programs for 39
weeks" PVMs ollicials =y “with the
hope of huilding audienee response to
our talent, our time =lot. and our |mu|—
uet, 10 we Kill our programs in the

summer. we'll have to begin all over
again in September developing that
audience.  Surely a time franchise is
more valuable than that.”

As of spoxsoRr’s press time, Philip
Morris has an imposing array of six
radio programs and three TV shows
ined up for its summer-selling cam-
paign.  The only program scheduled
for a summer siesta is Ralph Edwards
Truth Or Consequences (on CBS radio
Tuesday  nights,  CBSTV - Thursday
nights). But even then, a replacement
will fill Edwards”™ AM and TV time
slots,  (1n the past. Philip Morris has
used such shows as Allen Funt's Can-
did Wike CBS. amd Candid Camera.
CBS-TV.)

The rest of PN's broadeast stable in-
cludes Horace NHeidtU's Original Youth
Opportunity shows (CBS radio Sun-
day nights. CBSTV Monday nights)
the Philip Morris Playhouse (CBS
radio Thursday nights): Modern Ro-
arances (11 to 11:15 a.m.. Monday
through Friday. ABC radio network) ;
Johnny Olsen’s Luncheon Club (12
noon to 12:15 pam.. Monday through
Friday. ABC radio) : Walter Kiernan's
One Man's Opinion (5:55 to Y a.m..
Monday through Friday, ABC radio| :
Dizzy Dean’s Baseball Commentary
C10-minute interviews before and af-
ter the Yuankee Games. DTN and
WI'IN) 2 Lonesome Gal transeribed
iisk jockey show aimed at the erotical-
Iv undernourished bachelor. a program
reportedly about 1o be dropped (15
minutes, WTOP, Washington: WFIL.
Philadelplia: WHDIL Boston: WMAQ.
Chicago: CKLW. Detroit: KCBS. San
Francisco: WOR. New Yorki: and
additional spot radio and TV cover-
age over GO slations in 60 cities,

During the sutmmer, I'Ms radio and
TY commereials are not chaneed mark-

SPONSOR




SUlmer

l
it network shows, plus

ke Philip Morris No. 4

edly to slant the message toward the

season. The copy is handled by Phil
Thompson. copy chief at Cecil & Pres
brey. New York, which looks after the
daytime shows: and Howard Connell,
copy chief at the Biow Company,
which looks after the other programs.
“In winter and summer,” says Con-
nell. “the sales pitch is the same—
Philip Morris is less irritating.”

Of the 100 cigarette brands that
have tried to crash into the charmed
Bi;.: Six circle over the last 10 years,
only two have succeeded. One is less
irritating Philip Morris. The other is
Pall Mall (which, at that, is but an-
other offshoot of the American Tobae-
co Company, manufacturers of Lucky
Strike).

How did Philip Morris reach its
present eminence as No, 4 among the
Big S8ix?  (The other members of the
coteric are R, J. Reynolds’ Camels,
first. American Tobacco's Lucky Strike.
second, Liggett & \ll\u'l':a' Chesterfields,
third, Pall Mall. fifth, and P. Loril-
lard’s Old Gold, sixth.) And how did
Philip Morris arrive at its peak sales

9 APRIL 1951

aross last year of over 5255.750.0007
An ;mul}.-‘is of PM’s |1i.‘-lnr}' sugeests
these major determinants in its chang.

manship, it adopted a human symbol
for its product—the bantam-sized page
bov, Johuny. with his familiar cry,

ing strategy:

product, it directed its advertising from

“Call for Philip Maww-rees!™

Assured that it had a quality 3. Following in the path of dishpan

a class to a

through the use of radio broadeasting.

e

Through a bold stroke of show-

mass audience, laroely

(Please turn to page 90)

hands. five o'clock shadow. and B.O.,
it exploited modern man’s fear of still
another malady. “cizarette hangover™

Alfred E. Lyon

Alfred E. Lyon, 65, PM board chairman, won't
invite to his home friends who don't smoke PM.
Born London, England, he sold Melachrino cigar-
ettes on N. Y.'s East Side, became PM v.p. in 1933,

Patrick N, Gorman

A super-salesman, Patrick H. Gorman, 35, PM's ad
manager, even gives casual bystanders "nose test."”
Born on a Puerto Rico tobaceo plantation, he is
graduate of Dartmouth, American Tobacco Co.
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1V i good Summertime huy

Ratings needn’t slip when program quality stays high

Right now advertising agen-

cle= il adyertisers nalion-

TV

\{'ill‘]\ ]il'l_',.'-ll AL

wide are wrestling with thai
Shall we stay on the

air this <ununer ?

This vear s devision from a TV
standdpoint i< a real toughie. There's
little useable precedent on which to
hase decisinns: TV is 1“”#‘1'-’”] niow

from what 11 was a rear ago, and will
Increases in set
of lht'

extension

e a vear from now,
lifting
stations,
cahle.
curbs a host of factors will undoubt-
cdhy paint a radivally different pictuve
m 1952,

\s Tor summer 1951, all indications

building
ol ll'lt’
production

-1\\I11'r~|lif‘.
freeze on

coaxial civilian

poiit 1o record hillings from television
advertisers.  With  set u\\lll‘r:-hill al-
mast doubled over swmmer 1950, with
andl
from

nelworks, an adver-

precions tHime slots 1o protect.

budget-stretehing  inducements

nl the I\

tiser has many incentives for pushing

nsl

his stmmer TV campaign 1o the limit,

During Juhv., August. and Septem-
her of 1950 a total of 32 network
shows stayed on when others took a
hiatus. Bankrolling them were adver-

tisers selling such diverse items as
cigarettes,  drug  products.  candy,
bread. tires, and auto accessories. {loor
coverings, beer. automobiles.  hreak-

fast cereals. cheese. home permanents,
sasoline, TV se1s, razor blades, canned
fnm]_ r;ul]m-. |||’;u'.u]|r |lu\\n|u'lm de-

\Ine-‘ .llf

these advertisers have substantial ad

odorants, and cosmeties,
budgets to work with: they also have
reputations for using the air so as to
cet maximum sales per dollar spent.

Here are some typical comments
from firms with 52-week TV contracts:

Says Bristol-Myers” advertising man-
ager Wallace T. Drew: “We plan to
continue Break the Bank and Mr. Dis-
trict Antorney on network radio and
also Brealk the Bank ( NBCTY 1 oon net-
Most of

our produets sell evenly  throughout

work television this summer,

the year. while several that have high

AVERAGE YETWORK RATINGS BY PROGRAM TYPES™

Nielsen 1950—March to December

Quiz, Aud. ' Al
Month™®  Kid Shows Drama Musical part. Sports Variety programs
March  28.5(7) 35.9(19)(30.3(12) 26.9(9) 23.9(6) 35.50(14) ["All pee
April 28.3(8) 34.9(17) 29.6 (15) 25.0(13) 22.6(5) 368014 '™
May 16.8(7) 29.6(23) 10.7(3) 20.7 (10) 21.6(5) 28.4(24) lud,
June 15.4(7) 25.9(23) 12.2(2) 17.9(10) 17.3(5) 25.9 (24) |
July 14.1(6) 22.4(9) 158(1) 19.6(6) 16.4(3) 22,6 (13) d
August  15.1(4) 17.6(12) 15.5(1) 17.8(6) 15.0(5) 21.0(9) r' e ad
Sept. / 1, 15.8(19) 24.7(23) 16.1(2) 17.3(9) 14.6(9) 25.9(22) Sop1
Sept. # 2 18.0(9) 30.0(28) 15.7 (4) 19.8 (10) 16.4 (8) 26.6 (26) 23.7 (94)
Oct. # 1 18.7(11) 28.0(38) 17.2(6) 20.3(17) 15.5(22) 24.9 (36) 21.9(143)
Oct. / 2 18.2(11) 25.6(44) 19.0(5) 19.4(17) 13.1(15) 23.5 {391|20.st|461
Nov. / 1 17.2(13) 26.8 (43) 18.8(5) 18.5(17) 13.2 (16) 22.1(41) 20.2 (157)
Nov. # 2 18.7 (13) 26.6 (45) 19.5(6) 20.7 (17) 14,5 (15) 23.0 (41) 21.1 (155)
Dec. # 1 16.9 (14) 24.9 (47) 21.0(5) 18.9 (17) 20.1 (10) 22.7 (41)|20.8 (152)
Dee. # 2 17.1(15)23.6 (46) 20.2(5) 19.4(16) 18.3 (10) 20.6 (41) 19.8 (149)

ures n parentt ¢ indicate number of proarame of each type.

ralt Z=1

-

eplember

stmmer seasonal peaks (Vitalis and
Mum ) will be given extra promotion
on these radio and TV programs,

“Since TV time schedules are tight.
it doesn’t appear to he particularly
good business to withdraw television
network programs. We have alwavs
comsidered that both radio and TV,
even though they gzo through somewhat
of a summer slump. still are good nie-
dia bhuys.”

The Firestone Tire & Rubber Com-
pany. sponsor of the musical simuleast
Foice of Firestone i1 NBC-TV) has sev-
rral reasons for staying on both last
summer and this. Explains one official ;

“Summer is the higgest selling sea-
son on tires and auto accessories; it
\\nnltllll[ make sense to go ofl. See-
ondly, both the AM and TV versions
of the Foice gained in audience—prob-
abhy because its continued high qual-
ity gives it a competitive advantage.
Thirdly. much of the audience gained
through the summer months is kept

into the fall. for several months al

TV SETS IN USE—SUMMER

Aungust 1950

Cincin-

TIME MNew Phila-

P.M. York | delphia Chicago | nati
5:00 19.0 | 168 9.7 203
:30 197 | 194 120 197
5:00 22.8 37.0 19.3 | 17.3
30, 235 | 290  21.2  18.4 |
7:00 25.7 | 14.8 40.6 24.2
:30, 27.9 189 | 421 222
8:00 50.6 \ 43.6 ‘ 48.4 349
:30' 51.6 | 442 | 48.2 36.7
9:00 60.1 ‘ 55.3 | 49.2 a7
130 62.1 | 60.3 | 47.6  36.5

10:00 52.5  64.8 ‘ 48.7 53.0
:30 40.6 37.0 353 51.8

11:00; 35.8 367  32.4 | 50.5 33

*Source: Videoder,




least, It look Godfrey (Godfrey’s
Talent Scouts, CB>-TV') quite a while
last fall to build up his rating again.”

[1°s common knowledge thal. in gen-
eral. program ratings dip during the
sunmer.  But how much does the dip
really amount to?  spoxsok chose al
random 15 of the 32 programs which
stayed on television 52 weeks last year,
It then compared the Videodex ratings
of these shows during one week in
August 1950 and another week in De-
cember 1950, Tncluded were all types
of TV fare—Stop the Musie. Howdy
Doody. 1oice of Firestone. Olay
Mother. CBS-TV News. Lone Ranger.
Toast of the Town. and eight others,

The August average of these 15
shows came to 16.5, while the Decem-
her average of the same 15 was 18.5—
a difference of only 1.7!

Using Nielsen ratines. NBC made a
similar comparison for eight of its TV
shows (Kraft TV Theatre. Big Story.
Amateur Hour, Break the Banl:. Cantel
News. We the People. 'a'ce of Fire-
stone. Ford Star Revuwe). A three-
month 1950 rvating average for April.
May. and June was compared with the
three-month average during the follow-
ing July. August. and September,  The
spring average for all eight programs
came lo 27.4: the summer average to
24.5—a difference of only 2.9,

The smallness of these differences
between summer ratings and ralings
at other times of the year proves one
important thing about summer view-
ing: the audience is there.

( Please turn to page 72}

NTER*

=

rember 1950

Videodex Ratings show seasonal viewing shifts

AE New Phila- Il Cincin-

H York delphia Chicago| nati Boston
00 242 263 344 267 | 19.0
30 364 340 207 262 | 319
00 29.4 379 365 | 31.0 | 263
:30 26.0 365 31.8 | 267 | 109
60 379 199 63.0 | 44.1 9.1
30 354 324 635 | 448 235
00 68.7 605 595 653 707
B30 70.7 |:60i6 | B1T5 1 639 | T
:00 67.7 61.8 57.4 626 662
:30 64.1 630 53.3 595 | 61.9
{00 58.7 | 550 45.5 | 53.3 | 83.6
:30 45.2 456 285 40.6 50.4
:00 427 431 20.1  39.4 . 50.4

-

sanc 4§ ONY

AUGUST 1950
FROGRAM RATING
& NET & CITIES| COMPETITION

Break the 949
Bank

ABC Wrestling

DECEMBER 1950
RATING
& CITIES COMPETITION
[Break the
Bank)

ABC Wrestling
CBS Blue Ribbox

23.6

’ DuM Broadway to Potits
NBG -;2' Hollywood 49 DuM Broadway 1o
ities Cities Hollywoed
(CBS-TV
News)
ABC Vari
ABC Lone Range: dTFlf::nf}s
CBS-TV 359 (Thurs.) 13.8
1 ' DuM Most | .
NEWS CuM Manhattan ! +d?15i P:olg‘llfr-
Spotlight Fri
|2 2 I? { rl,}
BBS Cittas (Wed.-Fri.) Citi
e | 4 e NBC Mohawk
NBC Little Show | Showroom
[Captain
Video)

Captain 9,5

Video
DuMont

I4
Cities

—— e )

Lone 93.9
Ranger |
A Bc Cisﬁe 5

CBS Garry Moore
Show

NBC Ransom Sher-
man Show

—— .

CBS CBS-TV News,
Three's
Company

DuM Manhattan
Spotlight,
Joan Ed-
wards

NBC Little Show,
Reynolds
News

ABC Lone Ranger
(Thurs.)

CBS CBS-TV News

DuM Manhattan
Spotlight

12 2 ABC Club Seven
'

CBS Stork Club
19 NBC Kukla, Fran,

Cities Ollie
(Lone
Ranger)
CBS CBS-TY News,
27 9 Faye Emer-
. son
44 lNBC Little Show
Citi Reynolds
ities Rlss
( Little
Show)

10IB ABC Lone Ranger
(Thurs.)

56 CBS CBS-TV News
Cities

Okay
Mother

DuMont

4.8

4
Cities

MNe daytime nel
competition

Kraft TV 975
Theatre

NBC

| 34
Cities

ABC Your Witness

CBS Toni Time,
What's My
Line?

DuM Famous Jury
Trials, Plain-

clothesman

(Okay
Mother)
< No daytime net
competition
4
Cities
{l-lfl::?r:r ABC Don McNeill
TV Club
CBS Teller of
30:0 Tales, The
Web

42 DuM Famous Jury
Cities Trials, Plain-

| clothesman
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~ Work goes on in July for scap opera talent

‘-;“-;h

MARCH APRIL

MAY

JUNE

!

\Why soap opera sponsors stay p

Basis of serial success is day-to-day habit. “Why sacerifice that }

“It"s not America that

5 soes o vacalion. it's Mad-
5= ison Avenne.” is the way

Phil Frank, publicity director of A, C.
Nielsen Company. phrased it recently

when discussing the summer success of
one important segment of programing
throughout all 52
the s04ap opera.

which  continues
“f‘l']’\""

Confromted with the ||III.'.\liu!l. “What
|'1.'||\}u-n.- to =oap opera in stmnwer 7
sponsors. advertising agencies. and net-
works alike replied: “Nothing.™ (They
also sanl. “Nol soup opeta :L‘I}lillll'
serial!™)

Wlien and  other
sponsored programs hibernate, daviime

SHITNET  CONes,
serials go right on explorivg the pos-
<ihilities of a griel from a little mining
town i the West. And, come hell or
Ingh

matntaining

teimperature, they go right on
their handsome  ratings.
their sponsars  and selling their spou-
sors’ |1[m{1tl'1-.

The daytime dramas nol only con-
tinne  throngle the  sununer months
wliile other <hows, hoth day and nieht.
fall v the wavside, hut they proceed

l:||i|:|¢-|rr||-lm|l'. down the vears, Va

60

Perkins and The Romance of IHelen
Trent. for instance. both date back to
1933, In fact, practically all of 10-
dayv’s favorite daytime dramas stem
hack to the |1|-|1rl':-.-=iu|l era. Sl‘ll.‘i‘tillg a
group at random, we find old timers
like Aunt Jenny (1937). Road of Life
(1937).  Pepper Young's Family
(19361, Onr Gal Sunday (1937)., Big
Sister (1930), Stella Dallas (1938).
Lorenzo Jones (1937). Awd. signifi-
r;ulli_\. il appears the older the show.
the greater its audience, In a recent
report. two of the aldest. Ma and lelen,
fed the ratings, with other airwave vet-
erans Onr Gal and Big Sister also
among the first five,

These findings  definitely  establish
davtime drama  listening as “habit,”
To interrupt this histening habit by al-
lowing a radio program o take a sum-
mer leave of ili':‘-l'li"{', n” =oap opera
impresarios agre - wonld he foollardy.
None of the sudsy serials are ('\]ll'i’h'll
to leave the air this summer.

Spokesmen Tor daytime serials are
anick to point ont that something more
than holding a habit-ridden audience
lies helind their smmmer programing,

Ma Perkins. Our Gal Sunday. Young
Dr. Malone, and the others. they main-
tain, are good summer salesmen.
Nielsen ratings for 1950 bear them
oul. S(');!p operas. contrary Lo Implllalr
belief, maintain a fairly constant au-
dience from May throngh November.
Examination of the figcures shows no
marked fall-offs for the soapers at any
any time during the year (see chart).
However. from December through the
first half of April there /s a rise in au-
dience response. with the peak period
i Janvary and Februoary,
Over-all daytime programing. it will
be noticed—while on a lower rating
follows exactly the same pat-
In fact. over-all davtime radio

coming

seale—
tern.
in 1950 won a bigger audience in the
“taboo™ months of June and Septem-
ber than in “good™ Octoher.

Nielsen’s daytime serial figures indi-
cale positively that the serial-salesman
reaches his audience during the hot
weather, Tt is only fair. however, to
note that the (‘mnp;mil‘- most closely
identified with daytime dramas peddle
produets that are all-scason sellers, The
hig names in this hosiness — Proeter &

SPONSOR




TINGS VS ALL DAYTIME PROGRAMS*
*AVERAGE AUDIENCE, NIELSEN 1950
s Scaf] Opera s | Daytime Prodrams
JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER

) weeks

attitude of soap sponsors

Gamble. Lever Brothers, Colgate-"alm-
olive-Peet. Sterling Drug, Miles Lab-
oratories, American Home Products—
deal in soaps. drugs. and toiletries.
There is no closed season on cleanli-
ness, health, and charn.

Sponsors of daytime serials have
proven themselves amazingly loyal to
their programs. With few exceptions,
vou will find that the soaps have held
the same bankrollers from eight to 18
vears. Of course, there has been some
intra-mural trading of brand names, in
order that each of the sponsor’s prod-
ucts might move into new time slots.
Year-round programing obviously af-
fords the strongest type of product-
identification radio can offer.

In 1950, over-all daytime radio—
possibly feeling the effects of TV, plus
the inadequacies of the Nielsen system
in fully telling what happens in every
room of the home—experienced a rat-
ing drop of approximately 8/10ths of
one percent for the months of July,
r\ugusl. and Soplumbl‘r, t‘umpzlrm] Lo
1949 figures. (Without the bolstering
effect of daytime dramas, which were

( Please turn to page 96)
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Consistency marks soap opera sponsorship. P&G’s "Ma Perkins' has been on air for I8 years
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DISINFECTANT PAINT

SPONSOR: Cuibids 1 1 (WY VGENGY : Ao, Weill
CAPSULE TRy [hsinfectant farm  painl 1s
a product witle Tmited appeal whola. however. teted
AUROUNCeHrals on N ci ol moTning  prograi,
Phee Crankee Bari ring the sommer.  Surprisingly.
the annatpeenicnis hrought forth somte 73 fngniries. An-
i I reredd broneld a tequest _frrl.-n a State
Forir vafign o 1< o position to buy this product by

= PROGI AN The Cracker Barrel

RADIO
RESULTS

CHILDREN'S ITEMS

SPONSOR: ZOCNME Department Store AGENCY : D. W, Evans

CAPSLLE CASE HISTORY : Chilidren’s  record  albums
dow’t ordinarily move Jast in the swmmer. But on The
Stary Prineess (eost 8050 ZOCMI sold 40 record albwms
jor 8165 in one weel. Other program-induced sales in-
cludvd a sell-out of three types of party Javors and 81,034
waorth of children’s wear. Increased floor traffic. spurred
Ly the program. helped ZCMI sell hundreds of additional

dollars worth of non-advertised items.

K=l. salt Lake City PROGRANM: The Story Princess

RADIO SETS

SPON=OR: King Jewelry Co. AGENCY : Direit
CAPSULE CASE INSTORY:  King Jewelry ventured in-
to radio for the first time with partial sponsorship of
the Cleveland Indians” haseball games. After two years
of this summer sports sponsarship. the firm reports set
sales of 1.250 traceable to radio for a gross (}l al least
862437500 Sumner radio started King's venture into
radio; now the firme has inereased its air expenditure to
inetude local football and basketball games.

WTRE. Bellyire. O, PROGRAM: Cleveland Indians”
haszehall sames

BRITISH AUTOMOBILES

SPONSOR: British Maotor Car Co, AGENCY : Anderson &
Cairns
CAPSULE CASE WISTORY: Last June this anto firm en-

tered radio with a series of early-morning. one-minute
ennouncements. Monday through Fridlay ieost: 5631,
ifter three months. the general manager of the company
teported that. while gross sales attributable to radio ad-
vertising couldn’t be revealed. there was a definite re-
sponse in sales volume as a result of their summertime
advertising: moreover the company renewed [or a fourth
[ 3-week eyele.
WCOP, Boston PROGRAM: Nelson Brage's Morning
Wateh

CAR POLISH

SPONSOR: Plasii-Kote Ine. AGENCY : Ohio

CAPSULE CASE HISTORY 0 The firm started with dis-
tribution in only nwo filling stations. Two daily announce-
ments for S14, starting in Iuly. introduced the product
on the atr. Before air advertising. Plasti-KNote was selling
two cases weekly. Within two months. the sponsor ex-
panded product distribution to 92 outlets and increased
sales to some 8,000 cases weekly, Announcements were
slotted around summer sports events.

WORZ, Orlando PROGRAM: Announcements

HOMES

SPONSOR: 11 1, Lavine VGENCY : Diree

CAPSULE CASE THSTORY Home  building  is  done
maosthy i the spring. sunmer. and carly fall. That's why
I, B Lane. contractor and agent [or National Thrift
Haonres. sponsored Singin® Sam as a warm weather pro-
maotion. The show was tled-tn ar first with just the idea
af Toltming your onn home™: later \',t;:'f‘i'fl;t' honmes awere
pstred . The program was the only advertising used and
soun the entire howsing development was sold out.

WIZE, <prineheld. 1 PROGRAN: Remini=cin™ With

Singin® Sam

POTATO CHIPS

SPONSOR: FritoeN. Y., Ine. AGENCY : Nlichel-Cather

CAPSULE CASE HISTORY: Frito deeided on the lack
Sterling program to ifntroduce a new product, lupiter
Poiuto Chips. Campaign started in May and. after siv
weeks of participations at S600 weekly. distribution and
sales skyrocketed. Product disteibution increased all swm-
mer awith stores like Safewav. Gristede’s. Packard-Bani-
berger. King's Supermarkets. and other chains and inde-
pendents stoeking the product and sales heeping pace.

WEBS, New Yk PROGRAM: Tap O The Morning
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year of service

Tw old know-how still is the final factor of suc-

cess in this era of tight competition. After almost

30 years of broadcasting, there's plenty of savvy

around Station WMAQ on what makes radio suc-
ceed as an entertainment and sales medium. If you
want to get your product before one-tenth of the
nation’s population, carning and spending one-
tenth of the nation’s wealth, WMAQ belongs in
your advertising plans.
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The Most Amazing Success Ever to Hit the Indushy!

WOW (MBC) Omaho, MNeb, baught KVOL [NBC) Lafayette, Lo baught
BOLD VENTURE . . . ond then sold BOLD VENTURE . ., . ond then sold
it to o Crasley Dealer, it to Troppey Beverage Co.

WDSU [ABC) Mew Orleans, Louisi-
ona baught BOLD VENTURE . .

and then sald it 1o McKenzie Bok-

WBCK (MBS) Bettle Creek, Michi-
gon bought BOLD VENTURE
ond then sald it 1o Pleifler’s Beer,

ing Co

WSJS (MBC) Winston-Salem, N, ¢,  WERC [NBC) Erie, Po, bough! BOLD
bought BOLD VEMNTURE . . . ond YENTURE . . . ond then sold it 1o
then sold it to 4 Sovings ond Loon  Mintglo Products.

Assn.

WAFB (MBS] Baten Rauge, Llo.
WECI [ABC) Providence, R. | bought BOLD VENTURE . . . ond

bought BOLD VEMTURE . and then sold it 1o Regol Beer

then sold it 1o James Hanley Brew-

ing Ca. WJIHL [ABC) Johnsan City, Tennes-
e vght BOLD VENTURE . ang

KTBS [NBC) Shreveport, Lo. bought  ¢¢ bovght BOL u and

then sold o ta City Ol (

BOLD VENTURE . . . ond then sold

it to Jordan and Boath Men’s Store

Jain this growing list of fine slo-
tions who find BOLD VENTURE
the "‘easiest-to-sell” show in the
irade today.

COMPARY

i

D1-A, HOTEL STEVENS ‘
F AR A A




The

picked panel
ANSWErS

Mr., Kenna

\= lar as | know.
there has been no
oficial  summer
hiatus in nag:
sine  advertising
for 10 vears or
more. There are

dead spaces here
and there. but it
seems Lo us that
these are caused
neither by the
hieat nor the humidity but by a lack of
ingenuity and inertia on the part of ad-

Miss Eyerly

vertisers and advertising media.

\merican petailers have been dem.
onstrating  for decades that vou can
sell anvthing at any time and inoany
place il yon make the proposition and
the presentation exciting enough.  In
suniier when the heat’s on retailers
everywhere doa magnificent joh of
selling Tur coats, This now has hecome
a convention tn the business, In win-
ter when the blizzavds blow, ]m:;,: bie-
fore the market [or winter merchandise
has been exhausted. the retailers hegin
to =cll Howerv-trimmed hats and |ij_'|1l-
weisht spring coats to climinate a be-
tween-season tull, The tmminence of
the Mareh 15th pay-off this year did
not inhibit eetailers Trom the promo-
tion of Faster gilt merchandise nor in-
terfere scrionsly with the consumer re-
sponse, The petailer has created arti-
ficiallv o wice healtln zift business in
Mav il June, and iUs 1o be experted
that amy day now some zenins may
cook up a”loveahyneighbor-week™ in
Vugust to keep cift biving moving all
summer,

66

. Spomser asks...

Does the radio summer hiatus have its counterpart

in national newspaper and magazine advertising:

National advertisers in the fashion
field have no fault to find with the re-
sponse Lo national magazine and out-
door advertising in Junc. Tuly and Au-
sust. It is possible that the radio ad-
vertisers and the hroadea-ting compa-
nies themselves have created the <um-
mer hiatus and that 1t is not really
necessary. The consumer. strange bird
though he is. does not eraw! into a hole
the wnoment Jack Benny coes ofl the
air for his summer vacation. The 2on-
sumer found a way to watch the tele-
\'i!‘i‘(] Kl.‘{;IU\ er I]r(ll'l"‘f“n:.'.':" i]l th!" (Iﬂ)"
time . . . there’s a gzood chance that
he'll be glad to take the cotton out of
his cars in the sunmmer il somebody
makes the lstening worthwhile,

Evizaperie Eyeney

Viee President

Botsford. Constantine & Gardner
New York

'I‘IH' AN=WwWerT, nf
course, s ves

in magazines
more so thau in
newspapers. s
i« the case with
maosl  statisties,
there are various
means ol inter-
pretation, and
definite conclu-

Mr, Cullinan

stons cannol be
drawn without due consideration of the
base used.  Furthermore, there has
hesn <o much written on this subject
that it is difficult to add a great deal
without confusing the reader further.

It is trae that July wnd August line-
age figures in newspapers were off in
1949 and 1950 albout 127 [rom the
monthly average and in magazines
25% . During World War 11 adver-
tisers were lucky to get copy published

9

President
Marlin Firearms Company

Roger Kenna
New Haven, Conn.

in any month, so there was a great
leveling off. But prior to World War
Il the decline was roughly the same as
today.  So it appears that we have re-
turned to the old rut and, despite the
fact that magazine and newspaper eir-
culations do not fall off in July and
August to any appreciable extent.
many  advertisers continue to helieve
that everyone goes on vacalion al one
time and just aren’t inclined to buy
excepl perhaps ice cream and
Lathing suits. The encouraging pari
of the story is that, forced by greater
competition and armed with larger ap-
propriations, many industries have
“pioneered” with summer promotions
and. wonder of wonders, numerous
success stories have resulled,

Who can say what the future will
hold in the way of paper shortages. but
looking ahead to normal times, [ would
say that advertisers will in the future
be more inclined to aceept the perfect-
Iy reasonable fact that consumers live.
vead, listen. look. and BLY in the
sumeer months jost as they do any
other time.  If we helieve that adver-
tising can influence buying habits at
all. then we <hould be able to influence
them in July and August.  The coal
industry. turkey growers, chick pro-
dueers. resort owners and toy manu-
facturers found that they neednt he
auided by seasonal patterns and made
sales in ofl seasons, Let's look al our
wares and unless we have a produet or
service which is just out of the ques-
tion for summer use (and | can think
of very fewl) find a way 1o make those

anyway

wares as attractive in July as we do in

October. 1t's as simple as that.
Riciianp A, CULLINAN,
Executive | ice President
Albert Frank-Guenther Law, Inc.
New York.

SPONSOR




I would sav that
there 15 a news-
paper and maga-
sine  counterpart
Lo radio’s 13-
week summmer hi-
atus, but percent-
age-wise il 1= nol
as~ areal i the

publication  field
1= it is in radio.

Mr. Freeman

There are excep-
tions 1o this generality, of course.
One reason we can assume that
there is less advertising in all media
radio. newspapers and magazines—in
the summer months is because adver-
tisers are well aware that people have
less time to read. Lo listen, or to view.
They are active outdoors or vacalion-
ing away from their normal markets
or traveling abroad. At any rate. il is
diflicult 1o cateh their attention with
any media for anything but the brief-
est of moments,  This is confirmed Iy
the fact that for years the general cir-
culation curve of magazines reached
its low point sonie time during the lat-
ter part of Auvgust. the circulation
trend then starting upward toward its
annual February peak.  Advertisers
and their agencies are naturally aware
of this trend. and use il to determine
to what degrec they should commil
their budgets toward space and time
purchases at different times during the
year, It follows as a matter of course
that the advertising dollar is better
spent during peak ecirculation months
for both newspapers and radio unless
the product to be advertised is a sea-
sonal one and it is here that we have
our exceptions mentioned above. One
example might be soft drink advertis-
ing. A second ice cream advertising.
A third resort and travel advertising.
Thus, with these exceptions in mind it
is reasonable 1o say that advertisers as
a rule restrict their purchase of space
in newspapers and magazines during
the summer as much as they do on
radio.
Janies | FrEeaas
Wedia Director
St. Georges & Keves [ne.
New York .

Any questions?
sroNsor weleomes l[ul‘aiimlh for
discussion from its readers.  Sug-
gested questions should be aceom-
panied by photograph of the asker.
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autumn! winter! spring! summer!

“PROMOTION PLYS
is an all-season job

=
;“ﬁzso

(T e

® “Summer Selling” ot WDSU includes all the

powerful impact of our famous Promotion Plus
/ packages. Every day, every week, every month all
year ‘round . . . sponsors get results from this well-
planned, continuing compaign.

NO OTHER NEW ORLEANS STATION
OFFERS PROMOTION "PLUS"

® Write, Wire
or Phone Your
JOHN BLAIR Man!
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dCOLLECT?

You can net a real fortune in kxtox-land. For Summertime in

KMOX's 79-county territory is a wondertul time o collect!

COLLECT SALES. Spending soars to more than $800,000,000

i the Summer. .. just as high as it does every other season! Because
business keeps humming along. with 700.000 employed. (St. Louis

8th in population, ranks 6th in industry!) What's more, every Summen
3,000,000 visitors swarm into Luned Ozark vacation spots (imost of

then in Kyox's ]n'iln;u'}' area) and spmul S200,000.000,

COLLECT LISTENERS, TOO. Because the air is full of listeners.
Kymox's average Monday-Friday dayume rating during the Summer is

just as high as the average for other months...a whopping 7.5!

In short, your customers in katox-land listen just as much and
by just as much during the Summer as they do the rest of the year,

To catch them and collect, stay on 50,000-watt KanOX.

“The Voice of St. Louis™

KHOX

h‘;'l,‘uf'_\r'l.l!t'!f by Radio Sales

For the complete Summer story, call or write. ..

s0.000 watls « CBS




=2 Are you
| upas
w6 2 early as
| o i
| prospects?

IN RICHMOND, VA,
YOU CAN CET THEM
UP IN THAT HAPPY
BUYING MOOD WITH

WARNL

Fred Hazelline
with his

"Haseltunes from

dees it

Hazeltine' on
the “Alarm Clock
Club,"” Here's an
early AM
... 5:35 to 8:00
. . that Richmonders are really ravin'

show

unseolicited

has been That
morning listening's swell on WRNL.
The Ready-to-Buy Richmond Audience
has the "Alarm Clock Club" listening
habit! Start your ad day off right with
spots on the greafest show to get up

about. In fact response

phenamenal, means

to in years.

Remember...
there’s more SELL

L

-

et e g
Rt
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.\\h\&m!,_ I

4P %
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5000 WATTS 910 KC

Day & Night
NON-DIRECTIOMNAL

- <]
(daytime) 1 oo
ABC AFFILIATE \ s
RICHMOND, VIRGINIA \

EOWARD PETRY B CO. INC,
NATIONAL REPRESENTATIVES
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This SPONSOR department features capsuled reparts o
broadcast advertising significance culled from all seg

ments of the industry. Contributions are

welcomed

New method makes stady of TV commercials easier

The =twdy of printed media has heen
relatively casv over the veurs becanse
cach ad is a permanent record. Bt the
study of o TY commercial after it has
lieen nl'l'litl;_‘l_\ viewed is -nnu-lllitl_'_' else
again, But a new method devised Iy
Daniel Starch and Stafl now gives re-

AUDID

Ztarch board helps analyze TV commercials

search and creative people o complete
In'!'ll!illll‘ll[ red Ul'l‘ nf v illl'll |'nl|l||1|'l"'i.’l1:~
for analysis and study.

Prior to development of the Starch
method, TV commercials could he ana-
lyzed by filming the commercial and.
as in radio. transeribing the andio por-
But the Starch system offers a
:’11]1]||]t‘lf']}' lr:lII:-l'l'Ilu‘d -Illl'_\ hoard

L.

with an accompanying analysis of pic-
ture and dialogue.

The idea grew om ol Starch’s Kine-
seope recordings made in connection
with then
scarch program. The new package fea-

conlinuing television  re-
tures an analysis of over 35 major ele-
ments in the commercial and the inter-
relation of these elements — including
the extent to which the commercial he-
comes an integral part of the program.

The analysis includes these factors:
manuer or approach used 1o deliver
commercial (hy on-sereen person. off-
sereen person, or by delivery nat di-
rected 1o the viewing andience) s ap-
pearance of sales points: nnmber of
Lrand name mentions: special effects:
nimsic: number, length of scenes, ete.

These elements are detailed on a

time line chart. Story board transerip-
tions are set up in the usual style with
video on the left and audio on the right
of an 814 x 11 sheet.

The video consists of stills from the
commercial, along with a running com-
mentary so that an exaet understand-
inz and interpretation is possible.

Jack Boyle. starch TV dirvector, says:
“Writer-producers usnally don’t even
know what's in the commercials li'm_\'
themselves produce. muoch less know-
ing what makes up other commercials
they may or may not have seen on TV,

“With the transcribed story board
and analy<is. buvers of the service can
even arrange fnl‘ actual ii'l‘l"l‘ning al
their own ollice of the complete com-

mercial recording.” * %k

KEKE wins Oregon
Advertising Club award

Radio advertising needn’t be expen-
KBKR in Baker.
Oregon. proved that recently by win-
ning the highest merit centificate in the
MacWilkine  Memorial — Advertising
Award competition.  The award. given

sive to be effective.

annually by the Oregon Advertizsing
Club. marked the first won by a 10077
radio campaign.

Entered in the SLO0O to 85.000 hud-
cel elassification. the air campaign
conducted for Levinger’s Rexall drug
store in Baker included The Rexall
[louse Party (two hall hour giveway
showsi: Let's isit Revall (a 15-min-
ute vemaote from the store featnring a
discussion by proprietor Levinger on
the latest drng products): Lerters 1o
Santa (programing prior to Christmas,
featnring letters written by children) :
announcements all vear “round 1o fea-
ture special daily sales (Mother’s Day.,
IZaster. one-cent and anniversary ). The
pav-off: sales gross for Levinger's Rex-
all exceeds the gross of all eight other

drug stores in the area. * & %

SPONSOR



No sales hiatus for peanut brittle after air cunmpaign

Peanut brittle is generally not eaten
in the summertime; it's not stocked by
retailers. and never advertised during
the ot weather months, But last sum-
mer a new-lype hermetically sealed
package, and Kate Smith Sings on
WOR Wednesday and Friday radieally

altered this situation for the Sophie

Kate Smith stars as confectionery saleswoman

Mae Candy Corporation.

On the strength of this new-type
package, the firm obtained samiple or-
ders from the A & P and Acme Food
chains. The Kate Smith show was in-
tended to move small stocks of peanut
brittle and lay the groundwork for
larger fall orders. The sponsor also
helieved that promotion of his not-too-

Restaurant’s radio messages
whet listener appetites

It was Christmas Day in Washing-
ton and the Water Gate Inn faced a
serious problem. Operating on a reser-
vations-only bhasis that day. the inn had
received only 70 customer calls by
10:00 a.am.

Owner-manager Marjory Hendricks.
knowing many Washingtonians would
be having dinner away from home, de-
cided on a single one-minute announce-
ment on WTOP. CBS affiliate in the
capital.

A 840 commercial was aired at 1:45
p.m. Within half an hour, the inn re-
ceived 13 calls from people who men-
tioned the znnouncement while making
their dinner reservations. Before the
day was over. the restaurant served
350 peaple and. with space permitting.
would have catered to more,

Now Marjory Hendricks uses Satur-
day night announcements on WTOP
regularly. Recently. when a Valentine's
Day party was advertised, resulls again
were outstanding. Many of the inn’s
cuests that day were strangers in Wash-
ington lured by the air ads, * ¥k

well known candy brand by a nation-
ally known personality like Viss Smith
would stimulate husiness,

The inunediate results were start-
lingly successful. Within two wecks al-
ter the air campaign began (50680
weekly  expenditure).  superinarkel
shelves in the chains carrying the pack-
age had been almost emptied. By 10
May. more orders had been received
than during the entire month of April,
And sales continued at a high level
through May. June. and July.

To meel this unanticipated denand.
plant facilities in Irvington, N. J.. have
been tripled. and a new plant in Atlan-
ta. Ga.. is in operation. Retail dis-
tribution for Sophie Mae Peanut Brii-
tle is keeping pace, with Safeway
Stores and First National Stores stock-
ing the product, in addition to mamny
independent grocers who hadn’t han-
dled the 1'||llft’l‘liu||¢‘l'}' hefore. * * *

Briefly . . .

An actual $25.000 house is heing
built before TV cameras in a new Lype
of video <how on KLAC-TV. Holly-
wood. Sponsored by the Conerete Ma-
sonry Manufacturing Association. con-
struction on the house was started with
the cameras televiewing the scene. The
26-week sponsorship now in progress
will feature the comments of program
cuesls while the house is being con-
structed on oa 100 il_\' 300 Lot

* #* *
WCAOs billboard pasters in choice
Baltimore locations will aid in promot-

ing 20 outstanding CBS nighttime
shows.  Posters  will promote  Gene

HAVE YOU HEAnD
LUX RADIO THEATRE
LATELY ~

o, NGRS

i ot el — e

Billboards help to intensify WCAOQ listencrship

Autry, Suspense and My Friend Irma
among others, and iU's estimated an
average ol more than 1,000.000 impres-
sions daily will be made by the bill-
board displays,

Dave

Dave (:iillllll‘l‘“.r‘ ".“;]1{111-[1-“1! =T
enade™ on “\]’[ is the most lis-
tened-to sports show in Birmingham
cewith a 3570 share of the audicnee
1 s lime |n'liul|A according to the

most recent Pulse”

Campbell’s

Campbell’s had more than eleven
years of all-sports experience be-
hind him. including major league
play-by-play annonncing. So it’s nol
al all surprising he's Birmingham’s

tnp-mlr:] sportscaster,

Leading

Leading off each show with five
minutes of sports lieadlines. Dave
spins a record or two. gives last-
minute scores. interviews local and
visiting sports celebrities in a fast-

moving quarter-hour.

the

The show goes on each night. Mon-
day through Saturday. fram 10:15
to 10:30 p.m.—oue of the choice
evening time periods in Birming-
ham, following ffteen minutes of
CBS and local news.

League

League-leader Dave Campbell on
WAPIL is a hot availability right
now. with baseball in the air again.
If you'd like him to go to hat for
your product, just call the nearest

l:{ll'““ s{lll'!‘- lll]il't’ 0.

* Jan -Feh 1951

WAPI

“The Voice of Alabama”
CBS in Birmingham
Represented by Radio Sales




TV GOOD SUMMER BUY

(Continued from page 59|

The averages just mentioned, how-
ever. tend to mask another ilr:]u-rlaml
fact about warm-weather televiewing.
Despite an over-all stability in ratings
{I’ll[]'. season lo season, some irll“\iitll.‘ll
shows fluctuate  sharply.  Program

quality and competition are no respect- SETS IN USE!

ers of the calendar. For v\.‘unplr. a

AT S

program whose appeal didn’t build a
sizable audience of steadv viewers last
year dropped from a summertime high
of 20.7 to a mid-winter low of 8.2, A

_L'"“t] musical show \II'U}IIH'[' several
points from its summmer rating when
tough fall competition returned.

CHANNEL MIAMI Only one marked rating change ap- CH&NNEI. MIAMI
pears to have been seasonal: a top

kids” show whose modest 9.8 August
rating jumped 1o 22.1 by the following

F““ cﬁverﬂge Of December.  Presumably. its small-fry FI.I" CO\'erage Of

:llh“l'lln' ]l.‘ul sone ]I.'i-l'\. lo =4 iuml-ul,i\
SOUTH FLORIDA e o B 11 LB L1
from a study of ratings is that “good™
Ind“des programs will maintain their audience Includes

practically undiminished. The other

S. Palm Beach County shows, whose main virtue is their low S. Palm Beach County

talent cost, cannot expect to do as well.
Ft, I_autlerdale True, if the general quality of summer- Ft. |.3I.Id8l'dale
time TV programs is lower, no indi-
HOIIWOOd vidual show 1s al a rl-tu[rf'li'li\l‘ dis- HO"YWOOd

advantage. But no experienced adver-

aIId Gl'eater Miﬂﬂli tiser believes in the “something for a"d Greater Miami

nothing”™ illusion. The better vour

program, the larger your audience and

the more likely you are to keep it for
2 weeks.

)A
CH“NNEL MIAMI !l.- llll' }J[t"nnlﬂll‘ﬂlill!' ol small- CHANNEL MIAMI

!llli]j_-tft summer ]d'mhll'liullr that |-l'ﬂil-
ably acco s fo ch of the drop i
' BY A :1(}1;:1 ;|-I(|I|1|Irlrt|;_' dlrlrl;rlrl; }ull-‘.l Ilul\l. i.'u::; BY A
\‘_‘.-, “- VIS he 4|.‘| e "._’
FUL'— TIME | [I':f;llllj lflll’ \illljiul:-‘llulul:‘ll- ::|‘|'\'_I='l‘_”;1lt- FULL TIME

TELEVISION | & =ooece IREITAIS0L

| ]
]
Aug

mhber 4.34 hours per home per day

STATION . The mid-sunimer drop in total view- STATION
ing is undoubtedly explained. in part.

' by the greater attraction of other

9A-M-'T|L l A.M. \\<II'[I]~_\\!'&I[1II‘]"illil\lllt'h. But '[inl- fact 9A.M.IT|lIA.M.

that high-quality shows keep their au-
dience almost without loss indicates

CHANNEL4 MAMI that TV ecan compete successfully if

programing is good enough. | ven the
lowest point, 1n August, shows 3.57
hours of viewing per day hardly a

REPRESENTED BY negligible amount. . REPRESENTED BY
FREE & PETERS \n Hm_n %{“ll’"’ survey  made in FREE & PETERS

\ugust 1950 indicates clearly what a

CHANNEI. MIAMI

SPONSOR



"There's no summer hiatus on WCAU!

Summer daytime ratings on WCAU are just

as high as they are all during the rest of the year
because 90% of the people who live within
WCAU’s 53 BMB counties never leave the WCAU

coverage area when they go on vacation.*®

For your ticket fo new
summer sales, watch for
the WCAU campaign:
At Home or Away

they never leave "WCAUSA”

WCAU

The Philadelphia Bulletin Station

CBS affiliate, 50,000 watts
Represented by Radio Sales

*®KNew Jersey, Delaware and Maryland shores; Poconos; Upper Chesapeake; New Jersey and Pennsylvania lake resorts.
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SHEP FIELDS
ippling Rhythm in o
ffany setting—eo glori-
cation of donce music.

CLUSIVELY LANG-WORTH

= A F St

| THE 4 KNIGHTS
adio’s most versotile
'egro group — pops,
sirituals, rock-rhythm.

CLUSIVELY LANG-WORTH

=

RED NICHOLS
\uthentic Dixie inter-
reted by “Red Nichols
nd His Five Pennies.”

SLUSIVELY LANG-WORTH

LENNY HERMAN
he Mightiest Little Band
the land” — home-
uns, novelties, pops.

‘LUSIVELY LANG-WORTH

HCMRY JEROME
) y instrumentals
als toilored for

leasont listening.

| CLUSIVELY LANG-WORTH

EXCLUSIVELY LANG-WORTH

TITO GUIZAR
Celorful interpretations
of his native songs from
South of the Border.

EXCLUSIVELY LANG-WORTH

EVALYN TYNER
“The First Lady of the
Piono.” Classics in
jozz and jorz clossics.

EXCLUSIVELY LANG-WORTH

TONY PASTOR
Tony, with Resemary
Clooney and a solid band
— music that satisfies,

EXCLUSIVELY LANG-WORTH

DICK BROWN
Good looks and o way
with o song—romantic
portraits in melody.

EXCLUSIVELY LANG-WORTH

TEDDY POWELL
« sound and concep-
the current vogue

1g-listening music.

EXCLUSIVELY LANG-WORTH

N

EXCLUSIVELY LANG-WORTH

CONNIE HAINES
Songsin the inimitable
Haines’ maonner. Backed
by Russ Case Orchestra.

CARLOS RAMIREZ
Internationally popular
baritone —MGM, Lo
Scalo, radio, television.

EXCLUSIVELY LANG-WORTH EXCLUSIVELY LANG-WORTH

-
N

RAY ANTHONY
Dancing America hoils
new star — full-throated
melody and o solid beat.

JACK LAWRENCE
One of America’s lead-
ing songwriters in an
infermal wvecal recital.

EXCLUSIVELY LANG-WORTH
i

!

EXCLUSIVELY LANG-WORTH

e

THE AIRLANE TRIO
Hommend, accordion,
guitor — memory funes,
novelties, standard pops.

-

EUGENIE BAIRD
Paul Whiteman's protege
presented in popular
song hits with D’Artego.

EXCLUSIVELY LANG-WORTH EXCLUSIVELY LANG-WORTH

THE RIDERS OF THE PURPLE SAG
Foy Willing and his singing Riders occupy
the top rung of Western popularity ladder
— motion pictures, rodio and television.

EXCLUSIVELY LANG-WORTH

Q
S

."

<

HENRY BUSSE
The OI' Master of muted
horn and shufile rhythm
leods his greatest band.

EXCLUSIVELY LANG-WORTH

BLUE BARRON
Buoyant, rhythmic pre-
sentations of "Music of
Yesterdoy and Today.”

EXCLUSIVELY LANG-WORT

FRANKIE CARLE
““The Golden Touch
deftly applied to pop deni
tunes and piano solo

PATTI PAGE
"Thot Singing Rage, Miss
Patti Page” — song styl-
ist in the modern mode.

EXCLUSIVELY LANG-WORTH

RUSS CASE
Conductor: The Russ Case
Orchestra. Pop stand-
ards in concert dance.

EXCLUSIVELY LANG-WORTH

JACK SHAINDLIN
Director, The Silver
Strings—March of Time
ond motion pictures.

EXCLUSIVELY LANG-WORTH

/!

CHUCK FOSTER

““Music in the Foster
Fashion is synonymous
with rhythm that pleases.

T




EXCLUSIVELY LANG-WORTH

EXCLUSIVELY LANG-WORTH

g e

ALLAN JONES
Internonanal singing star
af Braadway, Hollywood
ond Concert Stoge.

THE EMILE COTE GLEE CLUB
Raodia’s leading male singing graup — 300
sangs. Emile Cote olsa directs The Covalcade
Charus, Chapel Chair ond L-W Charisters.

Thanks for spinning our Lang-Worth transcriptions.

We try to make them sound like live broadcasts because we

believe you want them that way. We consider radio

!
the world’s most potent exploitation medium and we want

you to use our Lang-Worth transcriptions more and

more and more — that's good for you and good for us!

o g i
Sorry, we can’t come to the Convention . . . gotta make that

buck! We asked Lang-Worth to do the honors for us.
So drop in at their suite and receive our appreciation
for your cooperation in spinning our
Lang-Worth platters,

THE LANG-WORTH ARTISTS

SUITE 512A-513A EXCLUSIVELY LANG-WORTH
HOTEL STEVENS, CHICAGO, ILL, - EY

LANG-WORTH

FEATURE PROGRAMS, Ine.

113 WESY 37¢p STREET, NIW vORK 19, N. Y

Network Calibre Programs at Local Station Cost

- ‘

JUANITA HALL
“Bloody Mary of South

Pacific”—dynamic per-
sonality projected in song.

EXCLUSIVELY LANG-WORTH

COUNT BASIE
The “One O'Clack Jump"
man with Thelma Carpenter
and all the Basie bays.

THE SUNSHINE BOYS
World's leading exponents af revival hymns and
rhythm spirituals. Known thraughaut America via
motion pictures, radio and personal eppearances.

EXCLUSIVELY LANG-WORTH

D'ARTEGA
Conductar: "Cavalcade of
Music” and Long-Warth's
Symphany Orchestro.

EXCLUSIVELY LANG-WORTH
aF
o i

e
& ,_J 5

ALAN DALE
America's favorite
heartthrob amang this
seasan’s singing stars.

EXCLUSIVELY LANG-WORTH

EXCLUSIVELY LANG-WOI

YAUGHN MONRC
America’s Na. 1 dan
band — storred in pi
tures, radio, televisia

EXCLUSIVELY LANG-WOI

TONI ARDEN
From cradle ta stard:
“aur Toni,” a Lang-We
exclusive all the w

EXCLUSIVELY LANG-WOI

THE GAY BLAZERS
Clase-harmany “bathas beallads” and Gay
Nineties navelties—songs, fram Yesterday’'s Hit
Parade, sung with tears ar baisterous gusto,

EXCLUSIVELY LANG-WORTH

JOHNNY THOMPSON
Romantic baritane — un-
usval stylings of pop bal-
leds and standard songs.

EXCLUSIVELY LANG-WORTH

DEAN HUDSON
Down South they say
“Dean’s music is refresh-
in"as a mint julep!””

EXCLUSIVELY LANG-WOI

ey T ——

- ol
- rlﬂ.‘:h_
ELTON BRITT
Tap favarite with hi
billy fans—motion p
tures, radio, televisic

EXCLUSIVELY LANG-WOI

LA
“)

4 &

AL TRACE
Toe-tapping rhythi
rib-tickling melady or
corn—in one packeg



strong hold the televiewine habit has
'\ =el ers. 1 r asked: *On

1 Ly things

uldd 1 ] u mosl olten do in

Ve T g |l'I|'v

O 58S ‘thI'l:_-_
hers™ ) were ecach less than
1007

entioned =everal ac-

5 during an eveniag.

cxpernendce wis n-

couraging for TV advertisers, the com- |

ing season promises 1o be even better. |

climb
steadiby: each month adds hundreds

Set  ownership econlinues to
of thousands of new viewers inlrigued
by the novelty of TV. Last summer’s
7.000.000 television homes has becone
12.000.000. This is what NBC’s Sales
PMlanning & Research Department pre-
diets for the enming months:

June 185k
| M5

|:,‘ the end of next summer, an ad-
vertiser’s polential audience will he
twice what 1t was last summer!

Star-Studded Setting

For Your TV Spo!

x *

4
SNADER TELEscription

22

“SPOTL
e

e 3

¥ o#
*x

and WBNS-AM
76

IGHT 7 2
* l:lll-

REVUE” ‘/ £

Pl X 2

WBNS-TV Columbus

Participation program 6:00 to 6:30 p. m.

3 Lione] -‘\ - * x x
K
Cole Hampton Yaagy LA
Trio Mel  {
« ' Torme «x

u

Peggy X *
Lee \

Here's top show talent . . . a variety half-hour of
big name acts from the Snader Telescription Li-
brary. Patricia Morison, Peggy Lee, King Cole
Trio, Lionel Hampton and dozens of other stars
are featured in 3% minute movies of singing,
dancing, musical novelty acts for TV production.

Put the spotlight on your sales message with
this outstanding WBNS-TV participation program.
Or, let us custom build your own show from the
Snader Telescription Library of top-quality acts
offered exclusively in Columbus over WBNS-TV.

WBNS-T

(BS-TV Network—Affiliated with Columbus Dispatch
Sales Office: 33 North High Street

COLUMBUS, OHIO
Channel 10

Not ouly does a vaeationing sponsor
lose out on this mounting audience
“bonus.” he risks losing a prime time
slot, a good share of his loval audi-
ence. and possibly some of the single-
station markets in his network tne-up.
I's hardly necessary to point out that
time on television is at a premium. As
for building a steady audience, even
g.m(l shows take several months to re-
capture their ratings — the
money saved by taking a hiatus is thus
partly imaginary. Obyviously. if a pro-
agram loses part of its audienee, the
advertiser’s eost-per-thousand mounts
—he's getting fewer people for the
same outlay. Therefore. by taking a
summer hiatus, a sponsor saves on his
ad budget during those months. but
takes a cul in efleetiveness during the
following [all months uutil his show
builds baek to its pre-summer level.

spring

Then. too. network stations are only

I too happy 1o take loeal business if no

network shows are offered; local busi-
ness pays more. In single-station mar-
kets such loeal sponsorship is especial-
ly plentiful. Come fall the old prob-
lem of clearing time would again be-
come a probleni, especially in eertain
periods which are not part of network
n])liull time.

The networks poiut out that slots
left by vacationing sponsors will he
ideal testing grounds for the new ad-
vertiser with a low-cost produetion.
Some of these slots have been heavily
built up by top-rated shows like Mil-
ton Berle (Tuesday 8:00 to 9:00
p.nd ;s the habit should persist for a
while. sav the nets,

Recognizing the finaneial roots of
many hiatuses. the networks custo-
marily work out some kind of hudget-
stretching inducement 1o keep adver-
tisers on through summer. Here's a
brief rundown of what each TV net is
offering:

CBS-TV : Besides the standard 109
discount against time eharges which
all 52-week CBS-TV clients get. they
will be given another 107 time dis-
count for the eight summer weeks. Ac-
cording to the network, this means that
a summer advertiser gets eight weeks
of telecasting for the usual cost of less
than three weeks.

In addition to the time diseount.
which will be absorbed by CBS-TV.
the net is offering a reduction in pro-
duction costs amounting 1o one-third.
[Migh-budget shows will thereby get a
Letter hreak than lower-eost ones. Pre-

SPONSOR
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———SuUnner Virginia

This summer will be an especially
good time to cultivate the enthusiastic
| Richmond television audience. For one thing,
| you will have established your niche
" in the WTVR fall schedule (last September
76 advertisers were disappointed
because the schedule couldn’t accommodate them).
For another, WT'VR, the South’s first
television station, covers its market alone.

BLAIR-TV will give you some more

common-sense facts and figures.

Havens & Martin Stations are the only
complete broadcasting institutions in Virginia,

Pioneer NBC outlets for Virginia's first market.
Represented nationally by John Blair & Company.



) /
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—

In 188+ Paul Niplkow in-
vented the television scan-
ning dise and thus began
the history of television.
*
Blair-T1" Ine. was the first
oxelusive representative of
television stations. The first
company to recognize and
act on the television sta-
tions” real need for hard
litting, single minded, ex-
clusive representation,

a=rr
BLAIR  INC.

|
J
REPRESENTING

Birminzham WBRC-TV
Calumbus WBNS-TV
Hallywood KTTV
Now Orloans WDsU-TV
Omaha Wow-Tv
Richmond WTVR
Salt Lake City KDYL-TV
Seattle KING-TV

78

sumably this move is aimed at keeping
qualin. up on CBSTYV summer pro-
orams, A network execulive |mill|:- oul
that a high-budget advertiser can make
oul better with the pereentage redue-
tion offered by CB= than he can with
the flat allowance given by NBC,
\NBC-TI Last vear NBC

took a time charge cut as an induce-

~lations

ment to summer advertisers, This sum-
mer's incentive plan calls Tor the net-
work o make “comributions™ 1o a
Class A
time users will gel varving amounts,
depending on the length of their show,
While :-|'l.'i'iﬂl' contributions are =il

sponsor’= production costs,

considered confidential. relialile sources

pee the contribotions at SLOOO for an

hour show. S2.000 for a  hall-howor
show, and £1LO00 Tor a 15-minute one.

NBC-TV's Iatus plan is intended 1o
give veteran sponsors a chance to 1ake

a summer break, vet retain hard-won

time slots.  This is how it works:

. A sponsor wsing Class A time
way take a masimum of eight
weeks hiatus without charge
provided he signs for a 13-week
resumption schedule in the fall.

2. The Class A sponsor oy take
up to five more weeks il he jraavs

the 1'(';:u]:|l’ station  Lime rales |

If the net
sells these five weeks 1o another

during these weeks,

advertiser (which it intends to

do. if possible . the yegular cli- |

et need not Jray for them. In
other words, the network will not
colleet twice for the same time,

3. Class B and C time weers get no

free intervals. Vo take an cight-
week hiatus, they give the net-
work a written cancellation 60
days hefore the last program.
At the same time, the class B oor
C advertiser must enter o hirm
order for 13 weeks, to start when
the hiatus ends,

DuMont: Accovding to DulMont ex-
cemtives, the network is offering its
advertisers no financial inducements
to stay on through the snmmer.
reports firm conmuittments from all its
with the exeep-
tion of Madizon Square Garden sports
sponsors on Saturdav night. These
include Eversharp, Cheschrongh Man-
nfacturing, UL S, Ariny & Air Foree,

ABC: Lower-priced than the other
nets 1o start. ABCSTV will also offer a
special  summer vate to discourage
hiatuses, The network expects o keep
most of its advertisers through sum-

present advertisers

mer: eight are set to slay on, only two
will go off.

It's «till too early to sayv for sure
what this summer’s program picture
will be like. In general, high-budget
=hows will take a hiatus, as in past sca-
sons. o save money and give stars a
much-neaded rest. Indications are that
the Tollowing programs will 1ake five.
cight. or 13-week breaks: Your Hit
Parade, Lucky Strike Theatre (Robert
Montgomery ), Arthur Godfrey's Tal-
ent Scouts, Billy Rose Show, Lux 1i-
deo Theatre, Saturday Night at the
(Carden.

The following shows. on the other
hand, are expected to remain on: Kl
lery Queen. Twenty Questions, 1 oice
of Firestone. Hollywood Star Play-
house, Armstrong Cirele Theatre, Stop
the Musie, Super Circus. Paul White-
man  Revue. Arthur Murray Show,
Blind Date, Captain 1ideo, Showtime
U' 5. Cavaleade of Bands. Space
Cader. The Plainclothesman, Breal: the
Banl:.

Replacements for the programs go-
ing ofl are still in the planning stage
at this writing. NBC-TV is the only
one of the four television networks so
far. 1o offer advertisers conerete sum-

that “extra touch”

As producers of TV flm spots, we
feel that part of our job is to pro-
vide that "extra touch™,

In a recent spot for Brisacher
+ Wheeler & Staff, the script called
« for a "still” of the product. Feeling
. thar this might be static, production

and agency heads worked out the
«  above effect of suds in motion.

That “extra touch' was worth our
effort . .
We'll please you, too .

. the client was pleased.
. o try us!

R

3839 Wilshire Boulevard,
Les Angeles

DUnkick 81323

A Daoria Balli Enterprise

.
R R R I e B N T A

DR TR N I T I T U NI R I

SPONSOR
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PULSE reports

San Francisco
Bay area tele-
viewing “steady
as she goes"—

LIRS

LR TR TR

FLASH! Rorabaugh report,
Feb, issue, shows KRON-TY
leads the other two San
Francisco TV stations in num-
ber of local, national, net-
work and total sponsors!

“steady as she goes in San Francisco”

.

5 MONTHS IN-A-ROW

(OCT., NOV., DEC.,'50 —JAN., FEB.,'51)

KRON-TV carried more once-a-week and
multi-weekly programs with largest
share of audience than the other two

San Francisco stations combined . . .

HOW'S THAT FOR PRUUF

PUTS MORE
EYES ON

SPOTS

Represented nationally by FREE & PETERS, INC. . .. New Yark, Chicago,
Detroit, Atlanta, Fort Worth, Hollywood. KRON-TV offices and studios
in the San Francisco Chronicle Bldg., 5th and Mission Sts., San Francisco

79
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. DRAMA Sow/!
« VARIETY

Musical direction

DAVID ROSE

i3 Audition this great show
A at the N. A. B. Convention
p‘% Room 501, Hotel Stevens!

2 WORLD

PROGRAM SERVICE

WORLD BROADCASTING SYSTEM, INC.
488 Madison Avenue, New York 22, New York
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There are some indications from
the othier nets oo, though none as con-
crete as the folder given NBC-TV sales-
DuMont. for

example. dramatic
arams planned. one a unique on-loca-

nmen to ﬁ}ll)\\ (II'IIIIIIII.

has several pro-

tion telecast done live. Two musicals
slated 1o originate in Chicago are also
lil.'ullll‘ll li} DuMont.

CBS-TV has released no information
on program plans for summer. but has
<aid it does not intend repeating any

It's

"TELEWAYS™

for

SUCCESSFUL

Transcribed
Shows

Transcribed and ready to broadcast:
RIDERS OF THE PURPLE SAGE
156 15-minute top western musical programs

DANGER, DOCTOR DANFIELD

half-hour exciting mysteries

THE FRANK PARKER SHOW
delightful 15-minute musical programs with the Modern-
aires, Bea Wain, Kay Lorraine, Dolores Gray, and Andre

26

Baruch as M.C.

MOON DREAMS

15-minute romantic musical programs
BARNYARD JAMBOREE
52 half hours of good hill-billy music

STRANGE ADVENTURE

5-minute stories of interesting adventure

JOHN CHARLES THOMAS

15-minute shows with the King’s Men singing hymns of

158

260

156
all faiths

(1] 14
Custom=-Build
Transervibed Shows

For Free Auditions and Prices Write

TELEWAYS

8949 Sunset Boulevard, Hollywood 46, Calif.

CRestview 67238

RADIO
PRODUCTIONS,
INC.

BRadshaw 21417 |
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e

packages showeased last summer which
did not get into the sponsored column.
ABC-TY. off to a slow start this spring.
has nothing to report on program
plans. sees little need to worry about
replacements when it expects most of
it= advertisers 1o stay.

Sponsors of this summer’s shows
promise lo be as diverse as last—in
fact many will be the same companies.
\utos, tires, cigarelles, drug products,
cereals, home [urnishings, food and
the like sell just as well in summertime
as any other time. Some. like de-
odorants, ice cream. beer, cold soft

| drinks. and other warm-weather prod-

ucts, sell even better. * K Kk

TARTAN

(Continued [rom page 11)

junction with adverlising—has played

| o small role in building Tartan’s

dominance in the suman lotion field.
It is no aceident. therefore. that Kane
—who was ageney publicity manager
when Tartan was= first handled by Ben-
ton & Bowles. New York, in 1947—
moved with the account when it was=
chifted 10 Tarcher in late 1949, Ay
Tarcher. dynamic Kane now serves a
unique double Tunction: both as Tar-
tan’s publicity manager and account
execulive,

“A suntan lotion is a natural for
strong promotion.” sayvs Kane. “And
my policy is to use girls. girls. and
more girls.”

Kane is aware. though. of the dan-
aer that the overpowering presence of
luscious wenches may detract from the
selling virtues of the product iisell.
\nd that’s where radio comes in.

The buxom Tartan Girls to be fea-
tured this summer in full-page ads in
Look. Collier's, Cosmopolitan, Seven-
teen., Wodern Screen. and Today’s
Woman may furnish the visual win-
dow trimmings, so to speak. DBut it’s
radio. with its audial power. that does
the bulk of the hard nuts-and-holts
selling,

This thinking is reflected in the ra-
dio commercials, written by Charles
Rabkin, Tarcher’s copy director. le
has prepared two kinds of announce-
ments for the forthcoming June-Inly
campaizn. One kind is but eight sec-
onds long. 1o be related 1o the daily
weather jeport: il's a practical  re-
winder for those setting out for the
heach:

9 ., Temperature 53, Enjoy

SPONSOR




TAPPAHANNOCK®

i Represented
by Raymer

@RICHMOND

WCAO AND WCAO'FM

e Yoice of Baltimore”

Greater penetration than ever in America's 6th market!

600kc.-5000 wdtts * BASIC CBS * 102.7mc¢.-20,000 watts

_@HARRISBURG ®
"~ PHILADELPHIA

CAPE CHARLES

YORKTOWN

— AM COVERAGE
NORFOLK‘.\- — — FM COVERAGE
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At RQV. it’s a

Carelnlly

are consistently high,

21-hour-a-day joh
promoling in the right places for i1s advertisers.
planued promotion — newspaper. dealer
ontests and special theater tie-ins—is one reason
why onr rating and onr local and national billing
Spol revenune=wise. KQV s
among the top five Mutual stations of the nation.

azgressively

PITTSBURGH’'S AGGRESdSIVE
RADIO STATION
Basic Mutual Network - Natl. Reps. WEED & CO.

ask

onxBram & Co.

about the

Havexs & MarTia

STATIONS
IN
RICHMOND

WHD G-am
RS
WTVR-vv

First Stations in Virginia

_On Town, and W@

CBS

. radio listeners eagerly await such
programs as Jack Benny - Lux Theater-
Arthur Godfrey - Edgar Bergen - Amos
& Andy - Bing Crosby and scores of
other big-name CBS Productions . . .
This is a potent reason why KROD is
your best radio buy in the El Paso
Southwest.

Affiliate
600 on Your Dial

5000 WATTS
Southwest Network

RODERICK BROADCASTING CORP.
Dorrance 1. Roderick Val Lawrence
Pres. Vice-Pres. & Gen. Mgr.

REPRESENTED NATIONALLY BY
THE O. L. TAYLOR COMPANY

[ plaid label . .

the sun with Tartan—America’s favor-
tle suntan lotion. Greaseless, economi-
cal. T-A-R-T-A-N. Tartan!™

The other variety of sales message is
one minute long: il gives a point-hy-
point listing of Tartan’s manifold hene-
fils:

“Now . stay in the sun, play in
the sun, be gay in the sun . . . withoul
fear of dangerous sunburn. painful
blisters or ugly. peeling skin. Simply
apply amazing Tartan Suntan Lotion

. the wanderlul. tested [!]’f’]'lalrellinll
that filters out almost 9077 of the sun’s
burning ravs. vet admits about 907
of the tanning rays. No wonder Tartan
favorite lotion. Tartan
has heen accepted by the Commiltee
on Cosmetics of the American Medical
\ssocialion.

is America’s

“It contains no tannie acid or iodine
to stain yvour skin . . . no messy oil or
srease to make sand and dirt cling. It
forms an invisible film on vour skin
that dries almost al once. gives vou
greater. longer-lasting protection. Don’t
depend on ineflective oils or greasy.
unpleasant lotions. Look for the red-
Tartan . . .
T-A-R-T-A-N . . . the suntan lotion that
lets you tan. never hurn. Just use as
directed. Tartan is sold at all drug

. Insist on

| stores. Buy a bottle roday.”

The timebuving presented several
|.|r|||r|¢*|u- to Rolert (Bol) f\i‘”_\. the
radio/ T\ The maost
iniportant is, and has been, getting the

agenecy director.

Uright availabilities during the short

span of Tartan’s campaign. Tarlan’s
advertising manager, Donald Berry.
has found it wisest to restrict the
hroadcasting to June and July for two
reasolls: ".1.! |l]||!“l ]Fl'llll](' I]llllll ]‘[';_'i“
flocking en masse to beaches until the
Mav. and (b) by August,
they've already bought their supply of
suntan lotion and hoard what they
have left of it. Keeping this two-month
restriction in mind, timebuver Kelly
cenerally with
these major points:

end  of

has  heen concerned

1. Time slottine—finding a program
break or program adjacency adequate
to  the
within those two months.

needs of the aunouncement.

2. Daytime selections

sinee moslt
people go bathing in the morning or
carlv  alternoon. davtime

ments are preferable to nighttime ones.

annonnee-

3. Coverage stalions in  areas
where there are plenty of heaches (like
Florida) are preferable to those in ve-

sions devoid of heaches (like some

SPONSOR




Chicago Radio Strong Man

. w"ano's BAKERY
FRESH FRle.I,T ) 6000DS

Blll Evans, long-time

morning* favorite of Chicago’s
tremendous army of music-and-

chatter listeners, builds pulse for his
program and sales for products in varied
fields over WCFL, Chicago.

He can support another product or so—with
sales messages delivered to tuned-in homes at
rates as low as 48¢ per thousand. The Bill Evans
show will really give vou strong sales support.
Check availabilities today! Contact George
Isaac, WCFL—or your Bolling Company

Representative.

*The night spotlight is on WCFL in 1951, too, with its

exclusive broadcasts of Chicago While Sox night baseball.
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The Voice of Labor
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Summer is only colossal?




Take a long look at Southern California
in the Summertime.

In this land of superlatives nearly 's of all retail
sales (24.4%) are made in June, July, August.
Summer food store sales of $1,473,577,000 are
higher than they are during the Winter.

Vacation figures? Colossal, too. More than
2,500,000 tourists visited Southern California
last year...and 40% during the Summertime.

One more colossal fact. Winter and Summer
Southern California radios attract the same big
audience. Sets-in-use reveal only a slight differ-
ence. 21.1 in Nov.-Dec. and 20.2 in July-Aug.
And, of course, 50,000 watt KNX commands the
largest share of this audience in Summer just
as it does every other season.

To make your Summer sales colossal just ask
Radio Sales about the most-listened-to station
in Southern California .

KNX Los Angeles

-L\ ﬂfﬁ‘ /

/l' f'}f“f;z

Source material on reque




Rocky Mountain districts ).
I, Retail outlets
ferred in thos=e ¢ities

the ereales! nuomber of b

slalions are
currounded by
ues=tores thai

pre-

wweney 1= reloclant o release a
will use this

can be sained.
ol the hroad-

witlivge v= u=cdl iu the past:

11] \lant Ll \\ ”““ “llr--

VIR and WO, Chicago: KNX.

1] and KECA, 1 Vneeles: KIB>.
, San Franeisco: WANBT, WCBS,
VINS, WALCA. WOR. New York City:

WLW. Cigcinnati: and the ABC Pa-
cific Network.

The product is especially adept in
the canny use of stunts and promotion-
al tie-ins. Wherever |m,-:'-i|l|l‘._ one of
the eye-popping Tartan Girls is worked
in. Like Rheingold Beer. Tartan se-
leets its girl of the vear. (In the past.
airls lihe Karen Lewis have given thei
all for the product: in 1951, the Tartan
Girl is a stunning blonde, Bettina Fid-
wards, a Conover model and showgirl
in Mike Todd’s Broadwayv revue for
jaded businessmen, Peep Show.)

Other models are also used, and in a

7 N
ORI/ ECAROLINA

W SJ S ozuzzs

A 15-COUNTY MARKET
With
$3,090 Average Family Buying

Income

‘Sales Management 1950 Survey of Buying Power

AM-FM

NBC Affiliate

WINSTON-SALEM

Represented by:
HEADLEY-REED Co0.

variety of ways, Some of them appear
on radio shows in order to stimulate
the announcers to add a bit more zing
to their Tartan sales messages. A
couple of them, togged out in plaid
playsuits. usually stroll about 43rd and
Madison in New York, during July,
handing out some 1,000 samples of
Tartan. Others hop into a Hillman
Minx convertible and traverse the
heach areas. giving sample bottles to
some 20000 vacationists,

The Tartan Girls award Benrus Sea
watches (another Tarcher ac-
count) to life guards who have saved
bathers lives: they have handsd oul

Lord

samples at conventions of the Ameri-
can Association of Advertising Agen-
cies; and they have submitted samples
to Miami-hound passengers of the Na-
tional Airlines,

One of the neatest sales promotion
stunts. though. has been 1o send the
mirls along with the Tartan salesmen
on calls to drugstores. The cutie takes
a picture of the pleased druggist with
a Polaroud camera. and it is developed
on the spot. These unfortunate drug-
aists who don’t meet the girls get a
iheesecake-packed booklet which, inci-
dentally, informs them: “Your custoni-
ers will hear the Tartan girl on radio
—they’ll see her on television.” Inevi-
tably. the hooklet’s last page reveals a
bathing beauty a la  Dagmar-Faye
Emerson, and the caption a la Earl
Wilson puns: “In 1951, we'll bust all
Tartan sales records.”

Another device has been to promote
Tartan over broadeasts of department
store fashion shows. For example. al
one Arnold Constable fashion display
in New York, Naney Craig, women's
commentator, opened an ABC broad-
cast with the words: “In the mood of
the occasion. at each place is a botile
of the new Tartan suntan lotion . . .”

“The sales response was =o terrific,”
savs Kane. “that a similar operation
was used at Arnold Constable’s New
Rochelle.  Newark, and Hempstead
stores.  And the product was also
plugged over the air al an Ames &
Brownley Store fashion show in Nor-
folk.”

Still another device has consisted of
sending free samples to radio commen-
tators. and getting their air endorse-
ments. A few station women’s aflairs
directors who have obliged include:

Claire  Gibson. WONS. Hartford:
Marion Bescli, WFMJ. Youngstown:
Betty Wells. KRN'T. Des Moines: Jean
Sargent, WIP. Philadelphia: Kayve Wit-

SPONSOR




SUMMERS ARE HUMMERS
IN BIG AGGIE LAND !

Blg Aggle Land-the world’s richest agricultural area — is the 267-

BMB-county market in Minnesota, the Dakotas, Nebraska and lowa that booms all summer
long.
Summertime in Big Aggie Land is WORKtime. Our folks stay home to make hay while the sun

shines. And produce 199% of the nation’s total cash farm income ... 31% of America’s farm
income from meat animals.

Summertime in Big Aggie Land is PLAYtime. Our lakes and hills and national shrines attract
thousands of pleasure-seeking vacationers each summer. Together with our 3.4-million home-
folks they make a teeming, free-spending audiznce for your WNAX sales message. No wonder
78 of the nation’s biggest, shrewdest, non-network advertisers stay on WNAX all summer
long.

Summertime in Big Aggie Land is BUYtime. The tall
corn and the golden grain—the dairy herds, the beef
cattle and the hogs — bring to our people a bulging
bundle of ready cash. Last year, retail sales ran to
$2.9-billion . . . more than Los Angeles, Detroit or
St. Louis.

Sow your advertising dollars in Big Aggie Land. Watch
them grow under our summer sun. You’ll reap a boun-
tiful harvest of soaring sales and increased goodwill.
(Your nearest Katz man will show you how to plant
for best results.)

-

...;-um

YANKTON S|0UX (lTY Amsmﬂ?}“?ﬁoﬁgfn?rms co.
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This lassie is classy . . . she's liked

quite a lot.
But the
being "pul on the spot"

problem you have is

When clients get fussy—want
more for their dough

Here are Tolede statistics—you |
should know.

In Toledo are people—300,000 we
find

987 have a radio plus retail buy-
ing in mind.

So, if your client wants action, for
results he is greedy

Give him the best—with his

dough buy WSPD [ee)D

wp TOLEDO,OHID
tiy

200 WATTE-H.B.C,

CHANNEL =13

Represented Mationally by KATZ

%0

mer. WKRBO. Harrishurg: and Alice
Friberg, WIHL. Johnson City.

Tartan’s advertising success has had
a zreat effect on other products. 1L
has. first of all. stimulated MeKesson
& Robbins to push the sales of a new
companion  ilen. Tartan |i|| [mmmlr‘.
This palliative for dry. chapped, and
sore lips is displayed on drug counters
along with the four-ounce 70 plu.-
tax’ and 1% ounee (39¢ plus tax]
hottles of Tartan suntan lotion.

It ha= also fostered a Tartan -ales
tie-in with Bates Fabries 2nd Cole of
California Bathing Suils,
dutves the textile material and Cole the
\dver-
tising featuring a girl in a Caole plaid
bathing suit contains a Tartan suntan

[ Bates pro-

<ty ling of a plaid bathing =uit.)

lotion insertion, and depariment stores
also display the products side by side.

What of Tartan’s future? The out-
look is that MeKesson & Robbins will
continue Lo increase its radio and tels-
vision appropriations, just as its sales
continue to soar. Mready. it has be-
zun Lo direct some of its broadeast
advertising ammunition toward moth-
ers. urging Lhem to lacquery Tartan on
children’s  tender skin.” But
whatever advertising  policy  changes

“your

are made. two elements will continue
to loom brightly in the Tartan summer-
story — radio /TV

selling aAnnounee-

wments and beautiful. beautitul girls.
* k ok

PHILIP MORRIS

I Continued [rom page 57)

—and introduced the “nose test”™ as
proof of its nen-irritant  superiority
over other cigarettes,

4. By sledge-hammer  divect sales
tacties and aggressive merchandising.
it converted non-smokers and  other-
brand smokers to try Philip Morris,

Now let's examine 'M's history to
see how and when these principles
I'Illl'r;__'"d.

From the very first. Philip Maorris
was a prestige product starting as the
private hrand of an English 1obae-
The Morris

conist, reputation  of

cigarettes in their brown.  stolidly
British-looking  packages  eventnally

spread o Ameriea and in May. 1902,
a company was formed to manufacture
them in the lower part of Manhattan.
They became so well established here
as a quality eigareite that in 1919 a
group of American businessmen bought
ontright the entire interest of the Brit-
ish company in the United States. (In

1937, the American company houghi
out the British company . 1o, and now
Philip Morris & Company, Lid.. also
produces English Ovals, Player’s Navy
Cut. and also Marlboro. and Spuds
cigarcttes. besides such pipe tobaccos
as Bond Street. Revelation, and Wake-
fieldl English Mixture. )

Philip Morris didn’t hegin pushing
i~ 15¢ English Blend cigarettes on a
\merica until 1933,

But m that year two dynamie ele-
ments introduced which trans-
ferred PN into a definite comer among
mass-inarket cigaretfes,

mass seale in

were

One element began as an unusual
inspiration. Milton Biow. president of
the Biow Company. which had just ac-
quired the PM aceount in 1933, was
waiting for a friend in the lobby of the
Hotel New |
tracted by the clear, ringing voice of a
bell hop. Tt was just a hunch on his
part. but he slipped the boy a hill and
had him page “Mr, Philip Morris.”
The audition of unsuspecting Johnny

Yorker when he was at-

Roventini. a midget 47 inches 1all,
lasted 10 minutes— and thus the only
living human commerical trademark
in American industry was born,

The other potent clenient that PM
adopted in 1933 was the use of radio
as its  major  advertising  mediun.
When Ferde Grofe began playing his
“On the Trail”™ from his Grand Canyon
Swite over NBC on 17 April. 1933, for
],:\!. I.hl' announeer l“l({ “.‘;lﬂn(’l's oven
then to “Play safe with Philip Morris.™
It was in that vear that an audience of
willions. rather than a luxury class.
hegan accepting the quality-packaged
Philip Morris as their eigarette.

Since those days. PAI has sponsored
over 20 radio  programs — ranging
from Leo Reisman’s half-hour Wausical
Show on NBC for four years through
1937, 1w It Pavs To Be lgnorant f{or
two years through January, 1946, Iis
hroadeast programing strategy, zen-
erally, has adhered 1o two major
|-ni:1h-:

1. It has tried to Fe llexible. secur-
ing programs that reach the largest
possible mass audicnce. In the phrase
of 0. Parker McComas, an ex-Wall
Street banker. now  PMs president.
“No program is segmentized 1o appcal
to just a particular group.”™ (It may
well be that Tor this reason. PM will
drop its sponsorship of Lonesome Gal.
a masked girl who purrs sensuously.
“Big Boy. do you feel like 1 do to-
night — kind of lazv, hmmmmm?™ and
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Why don’t YOU grab off i
this Lush Market

while your competition is “‘vacationing’’ ?

One vear ago. “Sponsor”™ magazine killed off a sacred cow by adducing facts
to prove that the sales opportunity in summertime radio is tremendously higger
than some people think,

Here are a few of Sponsor’s” findings:

1. Only 4.3 pereent of people are on vacation in any average
week from May 1o September.

2. While at-home listening drops off somewhat (189, aver.

age). a 79 inecrease in awav-from:-home listening helps
narrow the gap.

3. In summer, as in winter, radio is a habit that ecan he
indulged (and i<!) while people are doing other things,

So here we are again on the threshold of another summer season. Why don’t
you take a practical advantage of some advertisers’ prejudices and be here
with your product while your competitor isu’t! For information on good avail-
abilities. call the nearest HOLLINCBERY representative,

Incidentally:

No other station in Rochester comes within miles of WHAM s cover-
age of the rich city-and-rural Western New York market.

WHAM -z

ROCHESTER 3, N. Y.

GEORGE P. HOLLINGBERY COMPANY, NATIONAL REPRESENTATIVE
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who wvirtvally pants seduction when
Her ' lisleners Qs

el 1 he-man.™
think
i to |r111't'i|~'.
helieved
I replace the show with

4 nel-

i 1yl has -] i.--'i'l'<| { J'I-H.H_'
i { ne Doctor hoth
1"\ el da-good”™ pro-

hat devel irdial <ponsor

baceo firm's ex-
heve that lsteners do not

ILth a myslery pro-

Lo '-.w.[-il'. thev for so
iy vears  [oudly  identified  Jel-0
vith the Jack Benny Show. Rather. they
on=ider o melodrama as “just
aother crime show™ and s sponsor
| product.”

1'M's von el of

ntification  show Is

Original  Youth Opportunity
When PM first began bank-

Hewdt in \ln\l'll.l]u']. 1947, Ill'

lad heen out of the public spotlight Tor

a Iu|r-]]nl|'h spon-
<or 1 Horace
| Teiedt =

Provram

rolling

FIRST in

Geargia’s 3rd morket is a
buying market. 1950 retail
sales exceeded $110 millian,
1951 will be greater because
af the new $600 million AEC
Hydragen Bomb  Facilities
Plant, the Clark’s Hill Dam
and Camp Gardan aperoting
at full capacity.

FIRST in selling
power...

FIRST Hoope

Accarding to the latest Haoper Survey [Dec.
‘50-Jan. ‘51), WRDW is First in the marn-
ing with 34.9%; First in the ofterncan with
36.5%; First ot night with 37.3%. WRDW
has a 35.5% in taotal roted periads.

r-Wise

several vears, Dt PM saw in his pro-
gram [}{l.‘{“lli= that were |r|'-l suited
to ils needs,

These qualities were a mass. some-
\\|mI corny. n.'nn-ijun;ll ;l[)ll!‘.‘l]_ .1|11] llll'
competitive “opportunity ™ appeal. With
a perfectly genuine sincerity, Heidt is
able to conclude a program by sighing.

Mother
He is also able to override

“Good-night, wherever vou
may he!™
the objections of prudes in the iso-
bated hinterlands who never touch the
weed by murmuring  sonorously,
“Whether vou simoke l'i;.".l!'l‘[[t'- or nol.
Philip Morris is a mark of distinction
i vour home,”

Salesmen in areas Heidt veaches are
briefed in advance. and window dis-
plays blossom forth trumpeting his ar-
rival.

Ralph Edwards. who has heen un-
der the aesis of PM since November.
1916, uses some of the same prinei-
ples in his “give away with a purpose”
shows, A Korean veteran is reunited
with his mother. wives are given prizes

if they compel their husbands to un-

FIRST (power) 5000 W

derezo l‘lllil.‘ll'l;l-.‘ill::’ stunts, and listen-
'r= are ur;_u.':l to =olve a “Grandma
Hush™ contest, with contributions go-
ing to an Arthritis Foundation.

Edwards especially  prides himself
on having raised over 26.000.000 for
charity on his T'ruth Or Consequences
show, And he lets the populace know
about it,

What isn’t so generally known is
that Edwards—and his sponsor— have
not been too |I(l|:|:_\ with the T\ Ver-
sion of his show. His first mistake was
rushing into TV too hastily
UsIg

merely
a simalecast of his radio show.
The eritics lambasted Edwards round-
bv, and he appeared in Manhattan a
{'uulrh' of months ago, l.‘nilll'ih‘]} dis-
plaving what he considered an im-
proved film version of the program.
It was produced by his own Hollywood
camera unil.

I'M. however., is reportedly still dis-
satisfied with Edwards™ T\
several

.-llll\\. (114
counts.  For one thing, the
tost muech of its

showmanship appeal. While on radio, |

video version has

Georgia's third market... |

|
WRDW'’s powerful 5kw sig- t
nal daminates the Augusta ~
market, day and night We
have figures to prove it
Or osk Headley-Reed for
complete informatian, |
1
|
!

CBS for Augusta, Ga.
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The Best Package Deal in the Midwest...

999% of the Population
64.5% of the Buying Power*

WE'VE DISTORTED OUR MAP

This is oboul how Nebraska oppears by the
buying dellar, (Potential sales.! With no other
medium in this area can you ge! the LION'S
SHARE of the buying power ot such a low cosl.
It's a Billion Dollar Market available to you,
for less, with the Inland Stations, KBON-Omaha
and KOLN-Lincoln,

CONCENTRATED /

B I
0 O e

React Over a Billcon Dallar Manter
wert ONE LOW RATE

Buy coverage in terms of potential sales

. . not square miles. The best package
salesman in Nebraska is KBON, Omaha,
and KOLN, Lincoln . . . two "Mutual”
stations available at ONE LOW package
rate. When you sell with KBON-KOLN
)'Oil concentrate ’\'Our (.IT()I‘T.S in 4an area
where the population and the buying
dollars are concentrated.

The 25 county area reached by this sell-
ing combination delivers your message to
over a billion dollar market. Reaches an
area with the equivalent of 599 of the
population, and 64.5G5 of the buying
power of the entire state of Nebraska.
* Sales Management Survey of Buying
Power, May, 1950,

KBOMN o< ROLI <ot

(BASIC MUTUAL)
INLAND BROADCASTING COMPANY
WORLD INSURANCE BLDG., OMAHA, NEBRASKA

Paul R. Fry, Pres. and Gen’'l Sales Mgr. John E. Pearson, National Repr.
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Here's another sample of KTLN's

success farmula of music, personalities
ond news. This one wropped up

in one 'hot’ personolity pockoge..
PACO SANCHEZ! Doing o music, chatter
and newscost turn in Sponish that
delivers not only the Sponish speaking
populotion but *100,000 romance
longuage listeners, loa.

Paco Sanchez, exclusively on KTLN.

The ONLY foreign lognuoge program in
this rich market,

Poco’s layol listeners buy and buy

and buy...his odvertisers’ praducts.

for availabilities wire, phone or write

Rodio Representatives, Inc. ar
New York, Chicoga, John Buchanon
Las Angeles, Park Lane Hotel
Son Francisco Denver

KTLN .=

1000 WATTS

DENVER'S

only independent!
MNon-directional station

V)

listeners enjoy imagining the embar-
"[ l]ll.‘ \ie-
tims. on T\ this element of imagina-

rassimenlt “ronsequences’

tion i~ lost.  For another, almost even
local TV station has established a car-
hon copy of Edwards, vsing the same
sinnnicks, on their davtime audience
participation programs. Consequently,
Edwards as o nighttime TV performer.
has lost his draw a< a unique, hig-time
Whether P will continue
o use Edwards” video show after its

atlraction,

sununer hiatus is anyone’s guess,

Pl is happier with the recent vadio
debut. on 15 March, of what it ealls
it “million-dollar™ Phalip Worris Play-
houwse. Because of the dazzling lineup
of authors who'll sevipt the show's
plavs (Hemingway, Steinbeck. Faulk-
ner, Ben Heeln) and itz stars (Kath-
erine. Cornell,  Katherine  Hepburn.
Bette Davis, John Garfield ). it expects
the prestige will enhance the produet.
“We except the Playhouse will eveale
in the dramatie field the same 1y pe of
impact The Big Show made on the
comedy-variety  level.”™ says a PM
spohesman,

Johnny, a slick use of radio, and
merchandising savvy combined to give
PM a weteoric rise in the cigarctie
field.  From total sales of 22.590.000
in 1933, PM soared steadily. passing
Old Golds in 1938, and reaching 8185.-
200000 in 1915, Then. abraptly. sales
dropped—1to 8178.000.000 in 1946 and
to S170.000.000 in 1947,

What had happened (see sroxsor,
24 October, 19491 was that the war’s
end had caught Philip Morris with its
cellophane wrappers down, After V-]
”il_\'- before it could veconven 1o foil
for its cigarette packages. M accept-
ed too many orders from retailers (who
were buying far beyond consumer de-
mand in anticipation of an OPA in-
erease in manufacturers” prices.) Con-
sequently. PM's paper-wrapped  pack-
ages prmrl'l] on the domestic market,
Devoid  of cellophane  for  retaining
moisture, the eigarettes aged on the
dealers”™ shelves 1o the point where
nearly any sioker detect il
PAs reputation fur a quality product
zot the drubbing of its life.

1‘{Ill|l|

To improve PM's post-war status.
\ired Lyon. then president of PM. did
three things: (11 He sacrificed expense
i the interest of quality. and put in a
whopping bid of S1L.000.000 for the
only available supply of old cured 10-
bacco: 121 He rejuvenated his lagging
sales foree by expanding it to 500 men:

and (3) He infused fresh blood in the
veins of the top brass by hiring young
exceutives, including advertising nan-
ager Pat Gorman. who had served his
apprenticeship under the hands of that
master huckster. George Washington
Hhll of American Tobacco: and mer-
chandising director Zenn Kaufman. co-
author of Profitable Showmanship.

It was Gorman who recognized a
need to add zip 1o the firm's advertis-
ing messages. He sought a slogan that
would Gl the principle he had learned
from huckster Hill: “Find one theme
that  makes the consumer.
Stick with it Repeat it vepeat it. re-
peal it

sense o

M then found the answer in the
"nose lest” —an extension of the “no
cigarette hangover theme™ which had
already been suggested by the Biow
Company. The gimmick was developed
scientifically. by Dr. Willard Green-
wald, dircctor of a research company.
and it was based on the moisture-re-
taining agemt used in PN cigarettes.
Where other cigarettes use glycerin.
Experi-
ments were made at Columbia Univer-
sity on rabbit’s eyves and later with hu-
man smokers which showed that di-
ethylene glycol was less irritating than
glyeerin,

PM uses diethylene  glycol.

The resultant “nose test” was pro-
moted to the hilt. Every PM salesman
was ordered to give the test 1o every
joblher and retailer.  On TV commer-
cials. the test is administered by an-
nouncer Bud  Collyer. who asks a
smoker to try a PM. and. without in-
haling. to exhale the smoke through
his nose. He then asks the smoker 1o
try the stunt with any other
cigarette. According to ' execulives.
the test works 297 of the time.

Certainly. the stunt has affected
sales. M claims that it caused 2.000.-
000 smokers to switch to its brand.
It has also stimulated a whole rash of
offered by other cigarettes,
Chesterfield has burgeoned forth with
a “suifl test”: Camels with a “30-day
test”;
furging smokers to eve the Raleigh
coupon. |,

PM officials conclude by saying the
test has successfully fulfilled the ulti-
mate eriterion it helped PN arouse
itzelf from its sales lethargy. In 1948,
PMs net sales jutted up 1o S17L.256.-
0003 in 1949 they skyrocketed to
K220.5372.000: and in 1950 10 $255.-
752,000,

sdme

Mests™

Raleighs with an “eve test”
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E FOR

| better
. coverage
| in the

GREAT LAKES AREA

there’s nothing like

....there are
3,263,000 U.S. radio homes
within the WIR 2MV/M | 2

daytime primary area....
Team up with
WIR for Leadership

and Listenership

> WIR e

GOODWILL STATION

FISHER BUILDING
DETROIT 2, MICHIGAN
CBS 50,000 WATTS

esented nationolly by
Edwaord Petry & Company

N
Y

2~ F O
T
FREE SPEECH
MIKE
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CLEVELAND'S 224 STATION = W]W « CLEVELAND'S, (smesl SIGNAL+ W)W « CLEVELAND'S Acf STy

2

(R c CHIEF SAYS:

Big Chief spells Summer with dollor sign;
Will get more sales in hot months, too.
Has strongesl! signal . . . promolion fine,
To keep soles growing whole yeor through.”

SOLID SUMMER
SALES STORY

Use W] W-—Greater Cleveland’s most merchandising-
minded, promotion-minded station to increase your
summertime sales. Year ‘round promotion pays off—

on WJW. | :
CLEVELAND’S STATION

LONVTIATTOM (N O

5000 W. BASIC ABC

W|W BUILDING CLEVELAND 15, OHIO
REPRESENTED NATIONALLY BY H-R REPRESEMTATIVES, INC.

mmszoowﬁfs.ummm-m [MNOLLVLS 7777 5.ONVIIATIO M e TuNals 2703 ’s

WMRY REACHES
NEW ORLEANS’ GREAT
NEGRO MARKET

| With specialized programming* to
more than ' million Colored peo-
ple throughout Southern Louisiana,

| Mississippi, Alabama and North-

| west Florida, WMRY is effec-
tively directing the buying habits
of this vast, faithful audience.

*100% Negro Programming Personnel

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

In terms of the rest of the tobacco
industry. PM never had it so good.
The only other cigarette exceeding its
swift pace ahead is Pall Mall. 'The
other members of the Big Six are
either holding their own. or, in a
couple of cases. (Lucky Strike and
Chesterfield) losing ground. A study
made by the tobacco expert, Harry M.
Waootten. for Printer’s Ink. reveals this
interesting story in the domestic con-
sumption picture:

Rrtnids Doniestic Consumption in Billions

1650 1949 % Change
Camel N e N30 980 + 0.5
Lucky Strike e BELD 01.4 - 8.7
Chesterfield s B0 67.5 - 3.2
Philip Morris 10,4 338 +19.5
Eall AMall..e. 2385 17.0 g2
Old Gold .oveeenn 20.0 17.9 +11.7

’M’s future seems as bright as its
immediate past. In the fiscal year end-
ing 31 March. 1951, it expects to sell
over 11.000.000.000 cigarettes and to
do a net sales gross of 5300.000,000.
The cards also show expanded radio
and TV advertising added to its al-
ready handsome broadeast hudget.

PM believes that Philip Morris will
forge ahead on the hasis of its own
kind of “do a favor, get a favor™ show-
manship on radio and TV,

Even despite the forthcoming 3%
Federal excise tax that will up the price
of cigarettes to 30c a pack in some
arcas, PM feels it will continue to grow.

There's only one small, modest re-
sult PM expeets to achieve. and that is
“to make Philip Morris the No. 1 eig-
arctte bramdd in America.” L

SOAP OPERAS STAY PUT

(Continued from page 61)

included in the rating, the drop would
have been much greater.)

In the same period, daytime serials
showed  a drop  of approximately
2/10ths of one percent, t-:llll:-%i(ll‘l'illg
the increase in radio homes during the
intering, an NBC spokesman noted, this
actually meant an audience increase for
the serials.

Kay Lane. producer of The Road of
Life and The Right to ilappiness for
Compton  Advertising. says, “There
need be vothing wrong with summer
radio if standavds of programing are
maintained.” She explained. *Natural-
ly. if stars arve dropped and high-bnd-
sot shows are replaced with low-bud-
oot substitutes, there’s a drop in aundi-
CHEC TESPONSe, (.-.nlll'rl.UH 1|-‘l)'ti.l111_‘ seri-
als waintain the same high standards
in summer as any other time of vear.”

SPONSOR
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TAILS

Of course not! Buying today is done

on a basis of good, sound reasoning—that's why spon-
sors on WIP have bought again and again to prove WIP

by creating an

average volume increase for 7 years of ,'%

and

a total volume increase for 10 years of 88%
and

a 4 year mail increase of 70%

Why gamble when you can gambol in the green

Produces!?

fields of profit2 It's no "toss-up” that scores of smart
advertisers use WIP to sell their merchandise year
after year. Pocket that coin—just "flip” your directory
open to our

National Representatives
EDWARD PETRY AND CO., INC.

WI S000 WATTS ¢ 610 KC
PHILADELPHIA, PENNA.




Miss Lane’s obsernnativns reflect the
opinions of most executives working in
davtime drama. \ seteran remarked.

“Only one thine kiocks 1= out the win-

dow the Waorld Serjes. Aud  that
comes in the fall!™ (And. of course, it
was generalh observed that the sensa-
tional Kefauver lmvestieation had a

temporarily deleterions effect.

Despite the boost given soap u|l|'|'a'_-a
standine by ratings, mam industry ex-
perts think the figures ar

}_\ low. For tho=e listeners who dn L]

unrealistical-

on vacalion. Iris e more o the

0r even

summer. there is the unrated ear radio.
the unrated cottage and hotel radio.
and the unrated portable.  \lso. where
TV is having it effect. the Kids mayv be
in the living room watching a Western
movie (with the rated front room ra-
dio turned off 1. while Mom i= warking
in and listening on the kitchen radio
to Brighter Day or Lije Can Be Beauti-
Jul. A survey recently completed by
Radio Reports, Ine.. on rural radio
ownership throughout the country re-
vealed that there was an average of 2.3
etz per familv. Not only can listening

NOT ONE

LOCAL SPONSOR

LEFT WGH LAsT sumMMER

ar g mmer

98

advertising result firet-

well as winter dollars with

5,000 WATTS — BASIC ABC

NORFOLK - PORTSMOUTH - NEWPORT NEWS

THE DAILY PRESS - TIMES HERALD STATION

FREE avo PETERS, iwc. NATIONAL REPRESENTATIVES

in the home be split between TV and
radio. but between living room radio
and Kitchen radio. This is especially
true in swmmer. when the kids are
illlllltﬁ’ fi'ulu school.

Note the vesults of one “box-topper™
worked up v Lever Brothers and
Ruthrauff & Ryvan in September, 1949
{for many advertisers a month of hi-

atusl. The gimmick was to dream up
a name for Aunt Jenny's new-horn
grandchild. the winner to receive 810.-
000, Supported by the side-promaotion
of one Life agazine and two Sunday
coics ads, the 30-day contest drew a
handsome total of 554503 name sug-
westions,

The study of soap opera over the
past two decades 1-h'ar|_\ establishes the
desirability of summer programing—at
least for soap opera. Davtime serial’s
workmen don’t make a point of adver-
tising it —the “Maey’s doesn’t tell Gin-
bel's™ idea prevailing—but privately
they state that other daytime programs
would give them much more competi-
tion if they, too, carried their big guns
into the summer airlanes,

Davtime serials experience hittle dif-
ficulty skirting the vacation bugaboo
which appears to render other types of
shows helpless. The writer arranges
his vacation simply by writing further
ahead than is his usual wont. In many
cases he also arranges for the drama

I'leads” holidays by writing them out of

a series of hroadeasts, or, in some
cases. “writing down™ their parts so
that someone else can play them.
When a role is written down, most
producers make a great effort to find a
replacement with a similar voice, The
public must not he disillusioned or re-
minded that their “friends”™ are just
actors plaving parts. How seriously
voice identification is taken in some
quarters is best demonstrated by the
sponsor’s  dealings  with the actress
playing the title vole of Ma Perkins.
“Ma™ is the same woman who created
the role 18 vears ago. Her contraet
won't allow her to work for any other
sponsor. And. even in the trade. every
effort is made to coneeal her real name,
But Kay Lane. of Compton, express-
es little concern over voice identifica-
tiou. Fora vacation replacement and
in the world of s0dap opera, a vacation
rarelv i« more than two weeks - she
chooses an actor or actress almost en-
tirely for acting ability. In facl. some
vears ago she permanently replaced the
leading actor in Road of Life with Don
MeLaughlin, who also plays in night

SPONSOR




In Northern California

MORE PEOPLE LISTEN -

than to any other radio station

more often —=to KNBC

It’s a fact! In all the rich. fast growing markets of
Northern California. MORE PEOPLE LISTEN — more
often—to KNBU. Week after week. KRNBC reaches
30% or more of the radio families in every county
but one in Northern California.

And now. a lot more people—a lot more potential
customers— live in Northern California. The =an
Francisco-Oakland Metropolitan Market. for ex-
ample. is now the seventh largest market and the
fastest-growing major market in America. In this
big market. the biggest and most loval audience
belongs to KABC!

In addition. KNBU's 30,000 watt Non-Directional
transmitter makes ANBU the only station that can
deliver important pLUs-maRRETS like Sacramento.
Ukizh-Mendocino. Napa-Santa Rosa. Santa Criez-
Monterey. the San Joagnin Valley. San Jose-Santa
Clara. Eureka-Humboldt County —all in one big
economical package!

KNBC

9 APRIL 1951

PLUS-Market Case History
San Joaquin Valley
* Population: — 327,300, an increase of 30.5%
from 1940-1950

» Effective Buving Income:—3479.821.0000, an in-
crease of 17046,

* KNBC Audience:—Week atter week. over 4/35
of the radio families listen regularly to KNBC!

What's more KNBU zives vou more tor less. RNBC
not only zives you the bigzesr andience in Northemn
California. At the same time. RNBU actually costs
vou less per person reached. KNBU sales reps will
gladly show yon how —

RNBC delivers MORE PEOPLE (in one pack-

age.)—al LEsS COST per thonsand — than any

other advertising mediun in Northern California.

Northern California's NO. 1 Advertising Medium

50,000 Wotts —

&30 K.C. San Francisce Represented by NEC Soof Soles
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- radio’s Counterspy, MeLaughlin's voiee |

| 1= t':l1in'|_\ differem from that of his I
| predecessor. but no hitches were en- |
ow. o0 ll!llhll’ll'll in l'”"l |ill'_’ IIII' [ II.HI:_’l'.

L]
Some players, through choice, have It's an

MORE POWER omitled vacations entirely for as long I'H(I’Z..\‘PIH‘{I[)]{‘ /r}{‘f — '

as three and four vears.

on In recemt vears. however. there has
leen an ine reasing tendeney for day-
WG I ‘ time ~erials 10 transcribe several shiows

in advance, allowing the entire cast
and production stafl 1o 1ake their vaea- -
’
5000 W Day is KLICKIN

i Transeribing  ahead s something . ’ "
1000 W Night jilig - alisad d in Idaho's Fabulous i

Divectionol other Kinds of <hows secking program
|-||I1|i|l”‘l|_\ 1IIII'.'|'r| Illﬂl\ i[llll. J-,er?‘(‘!’!{!!ri‘ ll:,}!,)!-r('.‘
> Other types of programs wounld also

o Pl e oo s MAGIC VALLEY
MORE LlSTENERs Experts agree that there are three (The 9 “..,_‘,’,.';[_..,f;””._,‘,f‘;). ok

major elements which lead 1o <oap op- onties suirvoundine Tzvin
. Lo o o ’ - Ay
era suecess o summer as well as wine- o

on o
ter. They are Habit, Hook (serializa- Falls)
WG I ‘ tron ), and Newod (the Bstener's desire )-['_\'. 2ol 8
for voice companionshipi. It is these
- three elemients which make it particu.
New, clear signal tremendously
farly important for soap aperas (o slay
increases coverage, attracts iv fa59 ool
grc‘]'cr JUdIcnce and more Ils_ I III' lI“I\ one IIJ flll"\v * 1 Il‘”l‘ = \\Iii' II - ,
teners, sells more buyers. belongs solely to soap opera is the is IKLICI‘IIN
* “hook.” This. however, canuot be dis- and George fff."l’.”f:‘-’g!?c’ry
missedd lightlv. Dating hack at least
to the time Charles Thekens” Pickwiel

SAME LOW RETES | s e e e e

zelles n 4-1-i-4ul|- form. the written seri-

al has been a prime factor in building ONE OF T“E

and marntaining magazine cireulation,

WGTC | s srish oo o cone o' HIGHEST PER-CAPITA

end. Radio serials, on the ather hand.

Greater power, broader cover- will take from nine mouths to a vear. 'NCOME MARKETS

and-a-hall 1o conclude a sequence,

age, more sales, at practically Moreover, o smart program ever con- IN AMERICA

same low rates for former local cludes one sequence without heginning
coverage.

*2 1
an prove i,

a new one, ‘lln- Hew =equenee In'-_'ill.-

* huilding long in advance of completion |
of the current one. So the housewife-

listener once again hecomes uu:illnivlr- | Vol ('(H'I.f cover (.f
M E | i I{:'n--l'l. - '
OR MFUGNREYYUUR : .‘"-::h:rl\ .":Jnu, supervisor of davtime /?'HHJ the outside

radio and TV and head of < lilr[ four

Ruthrauff & Ryan, has proved bevond ””d I\ [‘]*‘

on l!i!‘l‘llll' the efficacy of the hook, When d " 75 ,j - . !

he joined B & R oin 1918, he was con- 0es 1€ rea

WGTC fronted with the cutious up-and-down HIIIJ‘!'({(’ j”b"
rating history of the Aunt fenny <how
GREENVILLE, N. C. (whieh dsa't steictly o davtime =erial,

bt a series of storiesi. Spot checks K L I x
Full Time—1590 Kec revealed thmt one dav Aunt Jenm

Boisin: Bl

would be on top of the rating heap, a KLIA

L e
» Adahs 1

Mutual Affiliate

few dayvs later, far downe The show tmetiyan Rrvaduasting Company I

Bl Rebrsaiin then, as vow. had o ful'u.mI wherein Frank €. MoTwiveg '

\unt Jenny narrated stories of from : ' : !

lohn E. Pearson Company one o two weeks duration  (radio I, 1 & Gen. ,"-I‘;‘J'. |
[ timed, Slon found that each storv, by |
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Chicago’s BEST
50,000 Watt BUY

A MARSHALL FIELD STATION
REPRESENTED

NATIONALLY BY
AVERY-KNODEL




the time it reached it= ¢limax. had huilt

an enviable auwdience. But then the
next one had to start from =eratch. So
he added the hook. Following the last

episode ol each star introduced a
a <short dramatic seene “with
whet the
e drama to fol-

exeeed

"lllli]rl.”
enovzh emotional fmpact 1o
= interest in
\nl:-' of thi

two-and-a-hall minutes

amlien
low.” ratlers
vl =inee thei
.'l:lu|'|1ﬁ]|. funt feun las
rated within the fis

il

consistenthy
LB tme pro-
-

arams, with ver fluctation.

troduetion of the “hook™ has stabihized
thi< ane program.

The second element. “habit.” s
-n:]u‘ihin‘. Lo which .'t“ prograins

strive.  The serial-makers have discov-
ered that program continuity— next Lo

a good show—does the most to pro-
molte constant 1'Ir-l|'llill'_‘A ”I.I‘- ]l[i'l'llll'li'.-
HIIRY ‘!’il“'lllli!i Ili-'llll‘\,

The third

tinte serial success is “need.

element leading to dav-
It wsed
to be thought that the lonely hovsewife
sought in soap opera vicarions fulfill-
ment of her need for romance and ad-
venture. This need coubd be met more
fully. and certainly more quickly, by
magazine-reading  and  movie-going.
Most current thought is that the real
I'om MeDer-
mott. director of television and former-
Benton &

need is companionship.

by director of radio for

BATON

321%

LCS

ASTEST GROWING

MARKET IN AMERICA IS

WITH A
257% INCREASE IN POPULATION, 1950 OVER 1940
INCREASE IN RETAIL SALES, 1949 OVER 1940
(1949 SALES $154,000,000)

Every survey made in the last 4
vears shows WLCS as the NO. 1
STATION 8 A.M. to 6 P.M.

BATON ROUGE

REPRESENTED BY RAMBEAU

ROUGE

--ABC --
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Bowles with over 10 years’ experience
producing, directing. and writing day-
time drama to this credit says. “Wom-
en at home alone find in our stories a
whole series of friends.” He added.
hearing on the subject of summer hi-
atus, “For most listeriers it wouldn’t
seem right if their friends just dropped
out of their lives for three months,”

While it is true that probably mil-
lions of women take their serial stories
quite seripusly—as is amply hrought
out by the large number of gifts, pray-
ers, messages of encouragement and
admonishment received by daytime se-
rial’'s  fictional  characters—primarih
they tune in to hear grown-up voices
around the hounse. It is worth noting
that most davtime serials boast an.
nouncer-narrators with warm. pleasing
masculine voices. And the companion-
ship motivation is even further hrought
out by a look at the strongest competi-
tion soap opera has ever encountered

—Arthur  Godfrey.  Godfrey's deep.
amiable croak. more than any other
voice in the history of broadeasting.
represents Ya man around the house.”

The people who make soap opera are
not an apologetic group.

Soap opera succeeds in summer be-
cause its  producers assiduously go
about ('I'l'alliuf_- *friends™ [or the house-
wife and—via daily and year-round
programing—instill her with strong lis-
tening habits.

A rise or fall in temperature is not
going to change these habits, * %k %

HIBERNATING ADVERTISERS

(Continued from page 15)

52-time  discount)  within the
span, NBC outtraded CBS
on that one, but William Wrigley then
stepped in at CBS. What General Mills
and Wrigley bought in 1950, and what
is now now being peddled by all the
networks to a variety of advertisers for

fon a
=uniner

1951, is actually something “new”™ in
summer selling— the “saturation™ deal
that hits the public every time it turns
around, with another show (see article,
12).

Radio webs are, admittedly. a touch
panicky at the moment with TV dis-
radio
<hows with excellent records. Raiding

jrize

tractions. sponsors ll;l-ﬂ:-ill,‘.' ]a'\

i< in full operation. llere. again. the
logical and the psychological seen side
by side point up the mischief implicit
in emotional attitudes and accumulated
inertia.

SPONSOR




For your SELLING job in this top U. S. market use WTIC . . .

| W&(gg WTIC vovmares

THE PROSPEROUS SOUTHERN
NEW ENGLAND MARKET

WTIC's 50,000 Watts represented nationally by Weed & Co. =  Paul W. Morency, Vice-Pres.—Gen. Mgr., Walter Johnson, Asst. Gen. Mgr.— Sales Mgr.
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Radio sold summer brilliantly i the
I{I'!I!’I"‘-l".’-‘ vedars Lo L -u-_'|_~i||r'r':1|||r
consternatiom of the magazines. The
tlifl'{i the
Ble Dreak in ad-

\\-:Iul 1"-

1= a1

L0nt-
Kesten, then

CDs who says

|

' toreally sure |
hiatus™ bur |

Ridded at the thme for

uch a high brow term.”

(s the star-less daviime serials
b the zospel that nothing as hard
buikd npand as precious as Hstener
\s 1o the hiat-

== ol the big star-<tudded nightiime

bril J_"llx_!'}.ll L |J||}Ll'l|,

procgrams. here dre some  conmments
leaned in this artele;

leeney  pariner: “Well,  listening
coes down in the summer. but pro-

gram eosts don’t not if you Keep vour
like to have 1o
justify paving oul the same money for

stars. Agencies don’i
one-third less cireulation.”

Research executive: "FVve always sus-
pected the stars are sensitive  aboul
their big salaries and realize that the
<tiimer fall-off in ratings would make
those salaries look awlully swollen.”

Gag writer: “Hey, by June, the cow-
i is already grogev, and so are we.
We gotta have oul 1o get our sanity
ack.”

This [atigue factor in creative talent
i= real,

II] i u||li'f l'!lll‘l']dillll]l'!ll mec-

dia (except maybe TV) is the perform-
er drammed as dry al scason’s end as in
radio, Then, too. stars don’t work just
They

Interestinglv, Roy Rogers will continue

for money. want thme to frolic.
throueh on Matual  via recordings,
Way back in the 1920°s and 1930's
summer on the air was funereal in its
calm and breadeast hours were cur-
tailed 1o the degree stations dared in
the frame of their “public interest. cou-
venience and necessinn” obligations. 11
was then that a radio editor coined the
phrase “sustaining but wot nourish-
ing,” By the Fourth of July radio then
holiby - than  industry.

Baschall, to be sure, was an early hless.

.‘-f'i'llil'll mare
ing. as stll today. and the sale of ad-
j.’llt‘lll'il‘-. l‘.—|n'i'i.'l“_\ Lo beer aceounts,
was a happy exception 1o the rule of
commercial neeleet. There was, how-
ever, very definitely an over-supply of
plav-by-play. In the summer of 1932,
for example. the same one basehall
game every day was broadeast in full
simultancously on seven different Chi-
cago slations.

from the outset. the
time for experimenting with new pro-
sram formats, The Tabulous Columbia

Snner  was,

‘i\-nl'k:—hnp whaose |L1.-In1‘_\ was detailed
here in the two Febrouary issues origi-
nated as a filley™ that went
on for five and a half vears hefore the
war intervened. While the ereat ma-

“Sumen

jority of filler programs were as light-

Serving these
national

advertisers

» AJAX = ARRID

» BIRDS-EYE""

» BLONDEX

» BLUE BONNET
MARGARINE

« BLUE GOOSE FROZEN
FOODS

Anniversary Year

KFEL’S
“RAY PERKINS

» BLU-WHITE SOAP

« BORDEN'S STARLAC

« BUICK

* BUTAY PRODUCTS

« BUTTERNUT COFEEE

« CHASE & SANBORN
COFFEE

« CHESTERFIELDS

« CHEVROLET

+ CINCH MIXES

» CROSLEY » DRAS-TIC

« DUFF'S MIX

= DUPONT

« EDWARDS COFFEE

« EINOT HOME
PERMANENT

« ENCHANTMENT
MAGAZINE

« FORD « FOUR-WAY
COLD TABLETS

+ GENERAL MILLS
CAKE MIXES

« GRIFFIN SHOE
POLISH » ROBERT
HALL CLOTHES

11:00 a.m. to
12:00 noon and
2:30 to 4:30
p.m. daily

MANAGED BY GENE O'FALLON
REPRESENTED BY JOHN BLAIR
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* HAZEL BISHOP
LIPSTICK » HILLS
BROS, COFFEE

s IVORY SOAP = JOY

« KELLOGG VARIETY
PACK * KOOLS

= LADIES HOME
JOURNAL

» LA FRANCE » LIPTON
TEA & S0UP

« LYNDEN FOODS

+ MRS. McDONALD'S
CHOCOLATES

« MUSTEROLE

» NUCOA » NUTRENA
DOG FOOD

« PERTUSSIN » POLL
PARROT SHOES

« PREMIUM CRACKERS

+ RANCHO $0UPS

« REAL GOLD CITRUS
PRODUCTS

« REDDI-WIP

* RESISTAB

+* ROYAL DESSERTS

» SATURDAY EVENING
POST = SPIC & SPAN

< SUN VISTA CANNED
FOODS = SURF

* SWANSDOWN

» SWIFT ICE CREAM

« TEN.B-LOW DESSERT

« TENDERLEAF TEA

* TONI » ZOOM

. -'ﬂnd Mﬂny

Fine Local

Accounts, Too!

Iv met and as easily forgotten as sum-
mer buttereups, the medium of radio
was surely enriched by this showeas-
ing. In recent years the spirited riv-
alry of NBC and CBS has made some
of the warm weather replacements as
resplendent and impressive as in-sea-
son favorites. This, in turn. buoys up
nelwork listening,

However, local stations have shown
the greatest adaptability of late. An
outright independent like WNEW, New
York. has the advantage of yvear-round
programing under its own eontrol. It
is just as. or relatively just as, popular
in summer as winter. Add to this
WANEWs wily exploitation of automo-
bile traffic. weather. and resort infor-
mation and the outline of a conseious
plan to make something of sunmer is
evident.  Newscasts, like dayviime seri-
als. are customarily not interrupted but
go round the calendar. Hence, local
stations with news every hour on the
Mutual
sehedule, have summer advantages, In-

hour. or with a news-loaded
cidentally. because Mutual has less to-
tal network volume and fewer “stars,”
it suffers among the networks
from economy, and/or temperament.

least

summer hialuses,

Radio by virtue of its instantaneous
dispersal of the spoken word escapes
the delays of summer scattering of
population. A home town newspaper
may follow a vacationing citizen. bul
be three or four dayvs late at the Jeast.
Meantime, all over the land magazines
in their wrappers pile up on fromt
porches waiting the later return of fam-
ilies, The same Tamilies have taken the
instruments  of radio reception with
then.

Stageering allerations in the market
facts of summertime have taken place
in the past generation. The automobhile
was the first great revelution. The shorl
run, the easy-does-it weekend. the new
stay-at-home-and-take-sidetrips vacation
came into vogue through the vears. In
1010 most of the hotel space and cot-
tages at Atlantic City were leased for
the full summer and [olks arrived by
train laden with everything but the
paclor furniture. By 1921 this whole
svstem of booking had been rendered
ohsolete.  Alr-conditioning.
dueed the discomfort of the big cities
(along with more sensible fashiong in

which re-

attire for both sexes). revolutionized
theatves. hotels. restaurvants and other

public places. But the greatest relaxa-

Never for-

tion item of all was radio.

| wet that, never take that for granted.

SPONSOR




w8 erateiwl to the

AMERICA

of

BR-OADCAST ERS

for a year of OUTSTANDING SUCCESSES

Dril iHcee e/ GOODNIGHT IRENE

Published by Spencer Musie, Ine.
Recorded by Gordon Jenkins & The Weavers (Decea)

BMI LICENSED
SONG HITS Moesl Tedd A v e/ CHATTANOOGIE SHOE SHINE BOY

made a :
Published by Acuff-Rose Publications

~7 /5 )
Céé’/{// .///’/’% Recorded by Red Foley (Decea)
in the
19350 Lostl DU caterse Hvevre/ BONAPARTE'S RETREAT

TRADE PAPER

Published by Acuff-Rose Publications

POLLS Recorded by Pee Wee King (RCA Victor)
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DETROIT TELEPULSE
JOINSPULSE ROSTER
Available in March, and
monthly thereafter, the
Detroit Telepulse re-
port became the 17th

individual market re-
port published regular-
!'ly by Pulse for the
( benefit of its subscrib- !
( ers and interested |
| parties. )

( TelePulse reports are |
( now issued monthly in )
( the following markets: |

New York
Chicago
( Philadelphia

( Cincinnati
Los Angeles

[ Boston

1 Cleveland
Dayton

| St. Louis

( Columbus

San Francisco

( Washington, D. C.
| Birmingham

Buffalo
and . . . Syracuse, bi-
monthly, and three
[ times a year in New
[ Haven.

| For information about any
( of these TelePulse reports
and other data . . .

Ask The Pulse.

{ e
( THE PULSE Incorporated

t 15 West 46th Street
{ New York 19, N. Y.
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It is worth recalling, too, that the
supposedly inactive period of summer
is. in many lines, the very peak of
busy-hee scurrying,  \dvertising agen-
cies are sometimes lerrifically
with the production of fall ads. August
i= traditionally a fon
while helind scenes in many o cathe-

Lhusy

L fur sales
dral of commerce preparatious are in
full swing for Christias, Such houses
as Wallace Kendex. Heider-

kamp are advertising in July for

Brown.

Christmas card agents,

Coffee and tea and wine. even whis.
kev. form a seasonal partnership with
ice cubes and mixers and go to town,
Razors step up pressure. telling the
lads that if they would make time with
the <ummer lassics they'd hest he
Ditto tor the hair-
goos, As for the girls, Mum'’s the woril
for under the arms. Typical of the
product selectivity of summer is Eliza-

smooth of cheek,

beth Arden’s continuing emphasis on
creams and lotions while passing by
eye make-np. the fenune fatale heing.
for the nonce. girlish in peasant cot-
tons.

Radio follows people wherever they
go in smmmertime but often enough
trademarked goods du not. The organ-
ization of distribution into the thou-
sands of resort villages all over the
United States still leaves something to
be desired although enorimons improve-
ments have been perfected.  Suppliers
in Boston are very keen on vacation-
tand service and a telephone call can
produce action by the next day or day
alter in most eases, Distribution exec-
utives acknowledge losses running to
millions of dollars as city folk ask by
name and either take something else
instead. or don’t IJU} at all. Some
houses are liberal in allowing tempo-
rary stores to return unsold goods at

summer’s end. Drug wholesalers are

perhaps the most qui vive as regards
hearing down in the mountainside.

lakeside,
lets which suddenly swell five and <ix

seaside and eountryside ham-

times their winter population. By Feb-
ruary and March. warehouses. joblhers,
druggists are forewarned to order up.
are propagandized as to the advertis-
ing support varions products will get.

Many a product manufacturer has
been notoriously negligent about ar-
ranging distribution to take advantage
of the summer clustering of popula-
tion. Again. the indictment of inertia
and do-nothingism.  Book publishers,
except for the 25¢ poeket books which
come inowith the magazines. are very

Last summer the millionaires’
play ground ar Southampton, Long Is-
land. was litevally without a single
outlet for the sale of the best sellers
which continued o Le advertized and
reviewesl in the Sunday Herald Trib-

renlss,

une and Times. Magazines and news-
papers do. of course. make every el-
fort to truck in supplies.

Always the psvehological
loom up. Check them off:

Sponsor fear of “uncertainty” in the
most certain time of all. Psychology.
pure and simple.

Radio fear of television.
part phobia.

Agency fear of fewer-families-per-
thousand. As much contrivance as con-

factors

Part fact.

viction when you remember that agen-
cies usually don’t agonize their con-
sciences about where the 157 comes
from.

Some distributors” fear of fuss and
bother dealing with and handling cred-
it of temporary outlets.  Again. the
element of mental attitude as much as
business facl.

Finally. everybody's consuming fear
of not being a wise guy. ol expending
l'llt‘l‘;__'_\ ﬂl]ll t_']llln.l.-&iil,-r!ll [-'Iéli\'(’-l_\' “l]i](f
scoffers stand by and seofl. This is the
very essence of negativism.

And so the thesis is made, Summer
selling, for all the practieal difficulties
involved. is bevond logic alone: is. in
short. a state of mind. * ok x

CANADA DRY

i Continued from page 51)

and expands its spol radio campaign
is rooted in the matter of cosls.
Again. in the words of radio/TV di-
rector Wight: “Even though we'd get
a special discount for staying on TV
net 52 weeks of the year. the licensed
bottlers. who share the broadeast cost.
feel it's oo expensive for their pocket-
hooks, In any case. they feel spot
radio will do the selling job for them
i the summer,  In the future, it may
he they will want to keep up their TV
advertising the vear round.”

As with Super Circus. the approxi-
mate $260.000 annual cost for spot
radio is shared equally by Canada Dry
and its licensed bottlers,  But all the
conunereial copy cmanales from one
source—lthe collective brains of Merre
Northrup and Ruth “Penny™ Embury.
chief copy writers at the Mathes Agen-
ey, The 15second to one-minute sales
messages they prepare are sharply di-

SPONSOR
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Today’s news tonight! =
KTTV Staff Uses B&H Equipment To Make Deadlines |

Station KTTV is attracting Los Angeles viewers with a daily “live"”
news reel. The popularity of this feature depends on getting
on-the-spot movies of local events . . . editing and preparing them
for showing the same evening . . . and making that showing

a finished production,

To do this successfully, day in and day out, requires highly
competent stall teamwork, plus the finest equipment. The stall at
KTTV who work with Bell & Howell camera, projector and editing
equipment have found it perfect for the job!

||

SAVERERY ‘

KTTVY News Unil ol work in the Film Editing Room. Mon in center splices film ot BEH Film Editer

/i
Single-Case Filmosound Projector, First chioice of TV ex ’
perts for previewing film before broadeasting . , . and for
showing film to clients. Projects 16min film — sound or s
lent. Complete film protection permilts running original 1
or work prints without fear of damage. Change from for
ward to reverse or vice versa al flick of a switch - no re
threading necessary. Light. co icl. easy o operale.

<—— Matched For Your TV Needs ————

16mm 70-DL Camera. This newest member of the fimous
B&H 70 series is built with precision . . . versatile « ]
for most any TV job. The 70.DL operates at 7 precis \

ernor-controlled film speeds—the 204° open segment shut
ter giving 1/40 of o second exposure at exacl sound speed
(24 frames). Can be adapled to take film to which sound
is to be added. Three-lens turret assures you of the right
lens for any shot . . . instantly. Also has positive viewfinder
wilh matching objectives and parallax correction, critical
focuser, and hand crank.

BELL & HOWELL COMPANY
7112 McCormick Rd., Chicago 45, Illinois

'
I
I
I
L}
|
I °
1 Please send me your booklet on TV equipment and
Guaranteed forllffe. During life of the product, any defects I how to use it to improve my TV services
in workmanship or materials will be remedied free (except |
transportation). :

I

I

I

I

)

et Bell & Howell
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\--r:‘u-l[ from the =otew hat loli Pacdans
that Milion Cross wseill o uller on
Informaiion Pleas now more
bouney, flip. vet do (1l

Instead of pro nada Dy
] 1 "["l.r he chiefl em-
1 s 1= on A L=l ‘._:1||iH} ol
Lievera ! = listing 1 a
cheerful jingl

Canada ey mual s non,

(Jranee. Ceril)a Fiy

Canada Dry mu ICOrs o

Root H-'- . Lareg gl 'mr-"-'!rl.

Each flavo /

Ind the tog quirlity :

I flmor mn Jor every laste,

Just drind ull agree,

When Canada Dy ginger ale is ad-
vertised. the mhasis tends 10 be o-
ward selline it as a beverage on ils
ceesl TIZRL LI BIOW Cnjoys better than
ot of all LS, eineer ale sales). Bul.

while use of Canada Dry beverages as
mixers is nol the major selling point it
used 1o beo the company continues o
plug that theme. oo — espe ially on
dations like WHUC, Huodson, N, Y.
which reach a Seoteheand-soda drink-
ing audience. A Ivpical message for
Canada Dry >parkling Water (it now
leads all other brands with abouat 35
of all cluly soda business) i wrapped
up in this lilting jingle:

Wiv vour drinks with Canada Dry.

Best cluly soda vou can buy:

Twill keep your drinks sparkling.

Twill keep your drinks sparkling

'”flt'i‘_ ,-“H't’ ”.'

Because ils adverlising campaign is
<o far-llung. vet pinpointed to the needs
of each local bottler. Canada Dry’s
over-all strategy. of necessity. calls for
varying approaches. The factors in-
volved range from geographical pref-
erences in flavor and  boule  sizes,
through local terminology,  Recogniz-
ing these demands keeps thiee agency
execulives on the |IU|>.' T [ I
M. Mathes

and senior Canada Dry account execu-

Okie, vice president of J.

tive; Carl G, Suber, account exccutive
on company-owned plants: and Wil
liam Brayton, account executive on the
franchise operations,

For example. in the South., the seven-
ounce bottle (selling al 5¢ o Te) is
casily the biggest seller, resardless of
what the beverage is. But in New
Fngland. sales of sinall-size hottles are
a fizzle. and the 28-0unce. 15¢ hotile
are the big favorites.  Consequently.
tie family~ize bottles gl the advertis-
ing play over WKNL, Concord. New

Hampshire, while the seven-ouncer is
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plugged over WDAR, Savannah, Ga.

Preferences for llavors. according 1o
regions, also influence advertising. |n
New England, ginger ale is preferred
over the other flavors, while in Georgia
=ofl drinkers like cola beverages. Thu-.
in Concord the problem is 1o advertize
the brand: in Savannah to sell the bev-
erage, In Concord. listeners are urged
to try Canada Dry =if you think all
ginger ales are alihe™: in Grorgia the
message s altered o il _\Hu.\r' for-
golten: how  delicious ginger ale can
hesa:

Faen subtler diffTerences must be pee-
ognized when il comes 1o regional se-
mantics.  In some parts of the South.
illruﬂiil‘l;.' to radio TV director “Ii;lllt.
when vou ask a bartender for “a
Scolch and soda.” he automatically

aives vou Scolch with cream soda as
a nnxer. Only when you demand
“selizer waler.” does he give vou club
soda as  Northerners  recognize il
Therefore. according 1o the market
conditions. Canada Dry’s radio sales
message in Lhose areas will sell Canada
Drys eream soda. as opposed to other
cream sodas: or will try 1o awaken
consumers to the need 1o ask for Can-
ada Dry Sparkling Water as a unique
mixer.

Another lingual problem that Can-
ada Dry ran into involved the defini-
tion of lemon soda in S Louis. The
local bottler and the ageney discovered
that Canada Dry’s lemon soda wasn't
selling well merely hecause it wasn’i
identificd as “white soda”™—the re-
gional terminology for “lemon soda.”

*AND YOU'LL HAVE A RICH MARKET
RIGHT IN YOUR LAP T0O....
WHEN YOU BUY THE

TREMENDOUS PURCHASING
POWER OF KEYSTONE'S
SMALL TOWN & RURAL MARKETS!

SPONSOR
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['rmnpﬂ}. Canada “l_\ redesigned its
Hi-Spot bottle labels to play down both
the Hi-Spot trade mark and the lemon
soda identification, and, al
time. highlighted the product as a
“white soda.”

the same

Too, the agency pre-
}l{lr(‘(l a .-|u‘('i;|| Ilf(!!llll'i!)!l deal [or the
St. Louis distributors. It tied in the
with
an offer of two large 15¢ bottles for
25¢—and the dealers thus were back
in the competitive race,

The agency’s timebuyer, Edna Cath-
carl, must be aware of these regional

new “white soda” identification

problems. along with numecrous others,
When she buvs radio announcements
or program |:;ll'Ii|’ip:lIiun.~'-. she 1= aon-
crally guided by these major consul-
erations:

1. Size ol audience

I the local

Canada Dry bottler distributes the bey
erages over a wide area, a larser radi
station is preferred.

)

2. Time availability Canada I

splits its radio announcements aliou
A 1o d".‘li““' prograns and S0
to nightime programs and time is s

lected ﬂ!'l'l!l'l;ill_:_‘.l_\.

3. Metropolitan vs. Rural markes
ing— Programs are selected on  thy

basis of the markel *‘lrflll'l-— wish 1
stress for a particular beverage, Thus
the Fitzgeralds (who interview Broad
way guests on WJZ-TV in New York)
are used to sell mixers to the suburban
listeners.

An of the 1y
blankets the country on a local level

idea way Canada
can be seen by examining some of tly

radio stations 1t has used for its spol

RIGHT IN YOUR LAP!"

Leading National, blue chip advertisers are discovering every
day that KEYSTONE'S affiliated stations produce results when
you want to reach the high purchasing power of the small town
and rural markets! And, according to BMB studies, these small
home town stations produce the highest listener-loyalty.

The Keystone Broadcasting System has more than 400 Stations
ready to take you into this tremendous market . . . RIGHT NOW!
And there's not a single KBS station located in a TV-station city

... KBS is beyond effective TV!

Write today for information on the only established
and growing Transcription Network . . .
order only buys an attractive and productive package!

where one

KEYSTONE BRrROADCASTING SYSTEM, INC.

580 Fifth Ave,, New York, N. Y. .

134 N. LaSalle St., Chicago
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| a circuilous answer.

campatgn. Here 1= a lng handlul

W KRC, Cincinnali: WEOK Poueh
keepsic: KGW, KEN, and KOIN. Port-
land; KREM. Spokane: WINS, Ne

rk: WKRNE. Keene, N, 11: WHL
Hudson: WCAL Philadelphia; KTMS
santa Barbara: WFRP. Savannah
VKNI Concord; WLNH. Laconia

th: WFOX. Milwaukee: WBAX
Wilkes-Barre. Pa.: KRCBC. Des Maoines:
NATY K. Denver.

\lso WOLF. Syracuse: WIIM.
v ;|-!-|1.t-‘. “1\ 'l ] y Htl lllillrnli'. \\ ]\l \
Charleston; KIST, Santa Barbara:
WDAR, Savannah: WWSC.  Glens
Falls N. Y. WRNL, Richmond:
WTAL. Tallahassee, Fla,

In o few instances. Canada Dry also
uses =pot TV. as on KOTV. Tulsa.

Okla.: WSB-TV.
I'V. Davton.

\lanta: and WHIO-

Canada Dryv is a great believer in
promotion, CRpIe 1ally point-of-sale dis.
plavs., This is easzily achieved. since

Canada Dry men remove the empties
from retail stores just aboul every day
Most of the 1H-|-l.l\ cards feature Manr
Hartline. the gorgeous blonde who ap-
pears on Super Circus.  The parent
company also cooperales with 1ts |-
censees in offering tovs to the kiddies
for iy

sales; and posters displaying six-bottle

( ‘Illililu coupons: one-cent
handi-pak cartons of beverazes.
When offictals of Canada Dry (first
to sponsor the Jack Benny Show. Duj-
Jy's Tavern. and the Meredith Willson:
regular-season showl are asked why
the company left network radio for
spot radio and network TV, they have
They talk of the
“high cost” of network radio and the
visual value of TV directed to the fam-
ily.  Bul mostly, they feel, spot radia
ful their
because it can hit home sales messages

1= most valuable purposes
with greater impact in the local mar-
ket. Besides, they say. their changed
policy has worked.

A glance at the rest of the soft drink
|m|u-lr_\ seems to bear out that con-
tention.

In 1948, for the first time in nearly
10 years. Canada lh"\'.- total dollar
sales by-passed Pepsi-Cola’s,  Pepsi's
total sales dropped from around 356,
500,000 in 1947 to 346,000,000 in
1948, But Canada Dry’s spiralled from
845,100,000 in 1947 to more than
550,000,000 in 1948, While Pepsi's
sales reportedly have continued 1o slip.
Canada Dry s continucd 1o zoons, from
SHLA00000 in 1919 to a record high
last year of exactly 551403983,
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This puts Canada Dry up in second
place behind that Goliath of the bev-
erage world. Coca-Cola. While Coke
does not release figures pertaining to
its annual gross, insiders estimate ils
tolal dollar sales are aboul 3250.000),
O, Coca-Cola does reveal 1ts annual
uet proht figures. however. and, sur-
rill'-llh!l\. lill'—l “Il'l\\ a recenl ||r||||
from S35.000.000 in 1919 10 831.600.-

. = LD F 000 in 1950,
RIEND
_‘_:1,.;‘._,.._”“ 0 Canada Drv has come a long way

from the day in 1890 when a Cana-
( Istent renewing Is uht.'tjllfm R
vear alter year, this fine Woestern
bakery proves its loyalty to KJR's offi- o e PRLNRTLM M.

| L COVerage ol Western  Wash. A Maridatt Toodid \fimtion
ngron ~THE HALUF-FULL STATION

REPRESENTED NATIONALLY BY AVERY-KNODEL, INC when it was the rage of the luxun
New York « Chicogo Los Angeles = :

dian chemist named |. ). MeLaughlin
first hegan to market his ginger ale

a decided |I|‘|':II'|III'I‘ from the too sweel
3 and too pungent Belfast type of ginger
3\ ale  then  traditional. It has since
passed through eras when it was only
bottled in a plant in Hudson, N, Y.,
when it was the ehief mixer for speak-

casies ill“i“:_.' the Prohibition ]M'rinll.

F i . i 1
San Frencisco Atlenta -|_-{-.‘. u]]l\ ol ||=|Ilu!' 1|II!|LI‘!.‘. up Loy l|11'

present. when it distributes 55,000,000
cases of varied beverages o a univer-
sal hoi polloi. [rom New Zealand 1o
|'.i'i'lt~ Il “r-run 0,

i It's interesting to note that. since Pro-
hibition. Canada Dry has also served as
\inerican distributor of some 14 brands
of liquor. including  Johnnie Walker
Scotch and Cinzano vermouths.)

In the coming vear. according to
‘ Canada Dry president Rov W, Moore,
“We expect Lo re-open solicitation for

:t Of a Mﬂl"rke' [ additional bottlers in certain selected

markets.”  And. with restrained satis-
g - [ faction. he adds that Canada Dryv's

continuous success is based on “The
*0["\[’

CLEVELAND

+v++ 'The Family Station™
serving Clevelanders -and
all the local nationalities
in the 3rd most densely
populated metropolitan
district in the U.S. A.

covering 336 square miles.

\\i”ilr_'_'lrt-.-‘- to accepl a modest acere.
tion in the whole structure vear by
vear. rather than .-|||='|u|-li||_l.' speclacu-
lar flourishes.” Tf Canada Drs radio
summer-selling campaign is any eri-
terion. what this adds up 1o, in the

ROCK  MOLINE
ISLAND

phrase of the singing commereial. is
thal Canada Dry's sales are very much

“alive, alive-0.” L

. +« . . Ask Forjoe for the
power-packed selling facts Facts about the QUAD-CITIES

. POPULATION 233,012
cbou! *he_eﬂec“"e WSRS TOTAL RETAIL SALES $246,605,000
domination and local FOOD CROUP (RETAIL SALES $52,346,000 SATURATION BOYS
DRUC CROUP (RETAIL SALES) $7,643,000

(Continued from page 13)

impact. Hooper rating up
... WSRS cost per thousand Wl sules  figures  for  Quadod ity Meteopobtitan | ing with this network for such a deal.

Counties pre from 190 U, 5, Census of Business

lowest in town, thus the
best buy in . .

CLEVELAND

WSRS

11 SPONSOR

NBC is Iltl}llllt_‘_' that t;t'lll‘l'ili \[I”*
will come through again. Last vear
this Midwest firm put down the healthy
sum of 2650.000 for an all-out summer
saturation campaign.  This vear NBC

5000 WATTS BASIC ABC i« negotiating with General Mills and

AM m FM several other advertisers interested in
the same kind of arrangements.

NAT'L. REP. AVERY KNODEL. INC, The networks are coming up w ith a




number of shows that they want to
showcase for year ‘round potentiali-
ties. One other incentive for providing
good summer programing is the de-
sire to get rid of the hiatus curse that
started years ago when the big stars
were permitted Lo take long vacations,
“It became a matter of social prestige
on the West Coast.” one Hollywood
veteran explains. “Every star wanted
to have as long a vacation wrilten inlo
his contract as the fellow on the next
show.” With the stars off, ratings be-
zan to decline. It still is a mool ques-
tion whether the listening declines he-
cause of the shows that are off the air
or because listening itself declines. In
any case, the program managers of all
the networks are now lining up the
kind of programs that will - pull up
suminer ratings.

At CBS. Hubbell Robinson, Jr.. the
network’s program chief. is readying
a new comedy package called The Old
Army Game and featuring Harvey
Stone, a comedian who has done many
guest shots with his routine on Gl
woes. CDBS is planning a number of
('nlt](‘(l} 1[]](] my bl(‘r} !-hfl\\'!" ﬂgill" [I“!‘
year. The web is working on a radi-
cal departure from the conventional
type of mystery show.

Although CBS will have a good rep-
resentation in the comedy and mystery
fields. Robinson. along with other pro-
gram managers, snorted at the idea
that this was going to be a mystery or
a comedy summer season. The pro-
grams heads stress that this year there
will be no accent placed on particular
types of shows. In previous seasons,
the trend has been to mystery and
comedy. Earlier it was to quiz shows.

The big thing to watch for at CBS
is the deyelopment of new programs
which can be sold in small units of 15
minutes. “This summer there will be
a certain amount of experimentation.
We are looking for new patterns of
radio programing at costs lower than
last season. That is, a real saving in
costs and not just a trimming of the
price quotations.” Robinson says.

(You hear the word “cost” fre-
auently around the networks these
days. Particularly, after ABC an-
nounced its plan to raid NBC daytime
with the lure of a big discount and
$1.000 program contributions.)

If the CBS pattern follows the tradi-
tion of past seasons. it will include the
following programs in addition to new

shows: Charlie Wild, Horace Heidt,
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Annually, between July 1 and Labor Day, Maine’s popula-

tion more than doubles.

Last year, more than a million tourists, vacationers,
sports fishermen and hunters visited Maine resorts and
playgrounds . . . most of them in mid-Summer.

Together they spent an estimated *$150,000,000 in Maine
stores, shops, camps, hotels . . . for transportation and

services.

That was $150,000,000 in new money for Maine in-
terests . . . wealth created outside Vacationland.

Experienced observers expect Maine’s 1951 vacation business

to equal or surpass that of 1950.

The stations of the Maine Broadcasting System reach
virtually all the significant areas of Maine’s Vacation-
land. And it’s a rare camp or hotel room that hasn’t

a radio.

Except for a few seasonal items, there’s no valid reason to
reduce advertising appropriations for Maine this summer.

*Maine Publicity Bureau estimate.

MAINE BROADCASTING SYSTEM

WRDO
Augusta

WLBZ
Bangor

WCSH
Portland

Weed & Company—Mationally Bertha Bannan—MNew England

111




Cantented Honr, Allen Jackson. ki
Murrow. Hollvieoad Star Playvhouse.
Wystery Theater. W ! Mrs. North.

Christian. Mr.

Mavihouse, “".i'-ﬂ{_"

Wi, Chameleon
KNeen, Plulip Vo

11 Aga nd Lar sicnr. In the re-
placement  field kv Strike. via
BRDA), 1= lookin r a musical to re-
place Jack Bew hen he takes his
hiatus, Last cizarette adver-
tiser brought in | l,l-nllldrttn.

On the =ak record altenlion
1= being given “uIer programing.
fohn Karol. AV sales manager. be-
lieves that the allractiveness of pack-

aze s is one big reason, Hesitancy
on long-term commitments i another
factor that makes take a
loneer look at summer sales presenta-
tions, This network is offering a spe-

sponsors

cial incentive plan that makes good
reading for cost-conscious advertisers.
lhe standard time rate is still in ef-
fect but the program quetation i
shaved considerably.  The advertiser
pays= the difference between the sus-
taining price and the commercial ask-
ing price. The usnal example cited In
Karol is that if a show has a $2,000
sustaining charge and the commercial

AL | s

Radio Saleswoman

MARY DEE

She has an amagzing trend on

WHOD

HOMESTEAD .... PITTSBURGH

for media preference.

WHOD is The Station of Nations

3. Was Honored August 1950 with testimonial dinner
in Pittsburgh, five thousand persons present.

WHOD offers ""Proof of Performance’ as its criteria

Here are a few facts about Mary Dee:
1. First Negro Woman Disc Jockey in the East

2. Has received five awards from Community groups, |
churches, schools, newspapers, and clubs.

| Beams programs to Polish — Slovak — Jewish — Italian —
Greek — Arabic — Croatian — Hungarian — Negro —

| Lithuanian.

— WRITE FOR SALES CASE HISTORIES —
Represented Nationally By

JOE WOOTTON
INTERSTATE UNITED NEWSPAPERS, INC.

545 Fifth Ave.
NEW YORK, N. Y.

price is SL.000. the advertiser pays the
difference which would he 52,000,

Like its competitors, CBS is awail-
g the final word on clients” plans, but
it anticipates that most of its tradi-
tional vear ‘round advertisers will re-
turn. include American To-
bacco Company, Coca-Cola Company,
Emerson Drug Company. Carnation
Company. Carter Products. Ine.. Chese-
brough Manufacturing Company., Phil-
ip Morris & Company. Ltd.. Miles
Laboratories. Inc.. R. J. Revnolds To-
bacco Company. and Wm. Wrigley,
Jr.. Company. Daytime sponsors and
programs are usnally on a vear “round
slatus.,

At NBC Charles (Bud) Barry. vice
president in charge of programing
told sroxsor that this summer. “NBC
programs will be more diversified than
ever hefore at costs in line with pres-
ent market conditions.”  Barry, known
in the trade for his showmanship. says,
“Nothing can kill radio quicker than
diminished  entertainment  values.”
That isn’t just official vice president
kind of talk. Here are the facts to
back it up. NBC is banking on these
ideas to maintain radio’s vitality :

These

Rex Harrison will appear in an ad-
venture thriller. The Private Affairs of
Rex Saunders. One possibility is a
dramatic series of American Portraits
starring Louis Calhern. who played
Justice Holmes on the stage and screen.
This will replace Cavaleade of Amer-
tea. Bud Barry gels quite enthusiastic
when he discusses another idea. He
calls it “the first suceessful blending of
music and drama on radio,” The title
is Pete Relly's Blues. Background of
the story will be the F. Scou Fitzgerald
era, Another top enterlainment seg-
ment will be You Can't Take It With
You. starring Charles Coburn in a
comedy series based on the famed
Broadway hit. One interesting project
that is in the preliminary stage is a
patriotic program This Is My Own,
\ly Native Land. Allen Nevins, the

| noted Columbia historian, is working

“I's Higgins. Sir”
is another new dramatic series. 1t will
star Harry McNaughton.

The big sales effort at NBC is on
the summer tandem that begins 7 May.
The plan includes the Boston Pops

on the material.

Orchestra. Monday: Sereen Dircetor’s
Playhouse. Thursdav: two comedy
shows, Cass Daley, and The Magnifi-

| cent Mentague with Monty Woolley,

Friday: and two mysteries, The Amaz-
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ing Mr. Malone and The Man Called X,
Saturday. The Sunday nicht  front
wheel on the tandem, The Big Show.
goes off for the summer and returns
30 September.  Duffy’s Tavern is an-
other tandem show taking a hiatus,

Sunday night tandem shows for the
summer will be Tales of the Tevas
Rangers with Joel McCrea. and The
864 Question. Three programs are
being scheduled for The Big Shou
hour and a hall segment.  These are
Gordon lenkins and The Weavers. 5:30
to 6:30 pm.; Now Hear This. 6:30 to
7 pn; and the Quiz Kids, 7:00 to
7:30 pam,

Going down the NBC summer line-
up. Barry expects Monday night to re-
main the same with such musical shows
as the Railroad Hour. 'oice of Fire-
stone, Bell Telephone lHour., Band of
America and the Boston Pops.

Pete Kelly's Blues is scheduled for
Wednesday night. The other programs
that night will follow a solid mystery
format. The Falcou rephaces the Great
Gildersleeve and De Soto will be re-
placing Groucho Marx with a myster
program to be selected. Mre. Distriet
Attorney and Big Story eontinue. Dri-
an Donlevy winds up the thriller pa-
rade in Dangerous Assignment. Ilenr)
Aldrich will be replaced by alternate
shows on Thursday. One of the re-
placements will be You Can't Take i
With You and the other is expected Lo
be Junior Miss. The Friday schedule
is still in the dark. One of the Satur-
day features that is known at this date
is a series of lHollywood Bowl con-
certs.

One project that will receive elaho-
rate programing efforts during the sea-
son is the 25th anniversary of NBC.
AL this point, however, all plans are
kcpl carefully under w raps.

As the program department goes
ahead with its schedule, the NBC sales
staff notes more interest in the satura-
tion type of deal that General Mills.
Inc., signed for last year. At this
writing, NBC is still trying to decide
the type of incentive plan it will of-
fer. Naturally. in appraising the sales
picture, the network anticipates thal
most of its traditional year 'round ad-
vertisers  will return this summer.
These clients include the U. S. Steel
Corporation, Association of American
Railroads, Firestone Tire & Rubber
Company, Bell Telephone System.
Cities Service Company, Lewis-Howe
Company (Tums), Bristol-Myers Com-

NEWS DIRECTORS

[

L3
0/ ,

The NATIONAL ASSOCIATION
| OF RADIO NEWS DIRECTORS

awarded WOW its 1950 plaque for
| “OUTSTANDING PREPARATION

and PRESENTATION of the NEWS”

@ When 400 men in the same profes-
sion agree that WOW's news presen-
tation is the best, it MUST be good!

WOW Newscasts carried 77,237 sto-
ries in 1950 — an increase of nearly
2,000 stories over the previous year!

| RIGHT NOW NEWS is the
Mol // Hottest Advertising Buy in
; /  Radio.




pany. American Cigarette and Cigar
Company. Sun Oil Company. Pabst
Sales  Company.  Colgate-Palmolive-
Peet  Company. American Tobacco
Company, and R. ]J. Revnolds Tobaceo
Companyv.  In many cases the (ques-
tion of replacements is up in the air.
L. 5. Steel usually replaces its Theater
Guild of the Air with the YBC Sym-
phony while the railroad assoeiation
|)r|-|'|'|'.- i .~'~lr;|ij_'hl musical to the more
l‘\|n'll.-i\u uperetla that it sponsors
during the recular season.

The big news about ABC. of course.
is its attempted raid on NBC's alter-
NOON SPONsors, I may take a little
while before advertisers decide on their
strategy.  ln the meantime. Ray Diaz,
ABC’s urbane national director of ra-
dio programs is going ahead with ma-
> jor changes in his daytime schedules,
B hia . - \ Mary Margaret MeBride moves down

A
Q =\\V¥ - to the 2:00 to 2:30 paun. segment as a
""f:;,.,”mw =<\ v national cooperative feature. She will
(]

be followed by Sweeney and March, a
comedy show: Franeis Seullv: and a

new progran. Family Cirele., a dra-
matic and diseussion show on teen-age

problems.  These programs will con-
tinue right through the summer. “We
are leaning more to the principle that
established features maintain  audi-

ences during the summer.” Diaz says.

During the evening periods, ABC is

continuing funer Sanctum and Ameri-

You come out of the tall grass in the Atlanta Market when can Agent when the sponsor. Mars,
Ine.. takes a hiatns. ABC is making a
strong piteh to advertisers on a sum-
- . mer “pvramid” arrangement. Three

Atlanta— he’ll tell ¥ou why. The top ABC shows, hlgh bll(}\\'ﬁ.[?"ht' Fat Man. “‘-.l"ilnt':-‘-t’{:l_\'i The
local acceptance, and alert merchundising mean a win- Sheriff. Thursday: and one hall hour

of Stop the Musie. Sunday. are avail-

you buy WGST. If you ask the man who knows—Mr.

. - - ’ .
ning combination. That’s Why more local advertisers buy able to three sponsors. Each sponsor

more time on WGST than any other Atlanta station. receives a one-minule commereial on
each of the three programs. Proetor &
Gamble. alwayvs looking for a good buy
to add to their huge radio schedule.
signed as the first participant,

Another idea being groomed for an
important build-up is a Saturday night
dancing party. ABC's 40-piece orches-
tra. under the general supervision of
P"aul Whiteman. will be broken up
into different types of bands—rhum-
ba. swing. ete.  The network has been
able to hire somie top instrumentalists
following the hreakup of some of the
large dance bands,

NATIONAL REP. Advertisers are also being told cur- 'll

rently about the Newsstand Theater. a
JIS?OI\:JTEIE.AAS:'R series of top present day fiction stories |
CHAS C. COLEMAN

from the popular magazines. A situa-

| tion comedy starring Rosalind Russell
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is being considered, but it is still in
the early stages ol preparation. Diaz
is now lining up top dramatic and
situation comedy shows Lo be used al-
ternately as replacements for the Screen
Guild Plavers night.
ABC wants to build good audiences
for Old Gold’s Amateur Hour that
follows at 9:00 p.m. One block that
looks set, except for the Gillette fights
which go off, is the Friday night com-

on Thursday

mercial line-up.  This includes Lone
Ranger (General Mills) : Richard Dia-
mond, Private Detective (R. J. Rey-
nolds) : This Is Your FBI (Equitable
Life and  O:zzie
and [arriet (1, J. Heinz Company).
Prugr;llns on other ||:t)'.~= that are ex-
pected to continue are Dick Haymes.
Mr. President, Rogue’s Gallery, and
the Ted Mack Show.

Walter Winchell, ABC’s top star in

the ratings, will take his usual summer

Assurance  Sociely )

leave. Top name personalities are ex-
pected Lo replace him.

One network that it not too worried
about summer replacements is Mu-
tual. It has few big names on its pro-
grams so that its full schedule is like-
ly to continue through the summer.
Stars will record in advance in most
The
Sunday commercial line-up, with such
advertisers as Williamson Candy Com-
pany, Quaker Oats Company, Cudahy
Packing Company and General Food
Sales Corporation, will probably re-
main. There’s not much doubt about
Cudahy’s outlook. 1's Niek Carter
Show has the highest homes per dol-
lar figure among all evening half-hour
commercial shows. Programs that can
reach 343 families per dollar pull in
profitable sales throughout the year.
Ronson Art Metal Works with 20
Questions on Saturday night is another
important MBS client likely to stay,

cases for the vacation absences.

Seasonal advertisers on Mutual in-
clude Benjamin Moore Paint Com-
pany and Joe Lowe, Inc. The Lowe
outfit, makers of Popsicles, is using
Mel Allen on a five-minute sportscast
three nights a week. The paint firm
sponsors Betty Moore on a houschold
hints show. Your Home Beautiful. for
26 weeks through spring and summer,

The big stars who take a summer
hiatus both for relaxation and as a
gign of social prestige may be absent
again from radio, but there will be no
hiatus in good programing or hard-
selling efforts to move merchandise.

Lk O
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You Can Cover the Rich

Cenirul New York Market

FRANKLIN

ST LAWREN(E

wll![ﬂ

JEFFERSON

44

38

ONLIDA

50
\/ HERKIMER | FULTON
ONONDAGA ;
WAYNE v B i
¥ * \NEW YORK.__
R
ONTARIO  |sinica| 70\ 92 MADISON MON) O
88
CAYUGA
YATES 35 { CORTLAND
TomeKins | 75
STEUBEN
SCHUYLER 28 GREENE
DELAWARE

12
| CHEMUNG

BMB .Nighﬁime Audience Families

@ Base Map BM B 1979

1 OGA & gRooms

WSYR— 214,960

Sta

tion A——164,720
Station B——148,340
Station €—-76,920
Station D— 68,970

WSYR — AM-FM-TV — The Only Complete
Broadeast Institution in Central New York

NBC Affiliate ® Headley-Reed, National Representatives
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Effective NEW WAY to buy
Daytime Radio

WASHINGTON, D. G.
METROPOLITAN
NETWORK

Coverage:

in the histor:

For the first time
of radio advertising. five stations
within one market offer their com-
bined audience—the second larg-
estin Metropolitan Washington—

ar a nnit bhuy,

41 Lowest Cost Per Listener®

Met New Advantages:

I. ff-ﬂl?l]lll‘lf' davtime Coverage of central
and =uburbun arcas.

2, Second highest average daytime awdience
in Metropolitan Washington,

3. Simplified  buying—Sstation  coverage
with one ovlder. one transeription, one in-
‘1|El.l'.

Loospons may be Taught for the same ting
on cach <tation, or stageered.

O Low rates: Yeemine or  time  signals
SIB21: Lmin, S2200: Sanin. 836,18 126
b, 'l-lll|n|l|l' vard on reaie=l.

WARL
WBCC
WFAX
WGAY
WPIK

Paoe pedinf o cosgdete alvtinl’s
fork Wt ITniliv  Rulex Inie
PR Rnd N AN Wi r
Thigureplme rovmnn . 1 lomm ey

w Tty ragn koSt NN
s —

AM & FM. Arlington, Va.
780 KC, 1000 W.

AM & FM. Bethesda, Md.
1120 KC, 250 W.

Falls Church, Va.

120 KC, 250 W,

Silver Spring, Md.

1050 KC, 1000 W,
Alexandria, Ya.

730 KC, 1000 W.

WIS ) pleiiee
st i

G L O
il Monnger, Muon
Woeshimutom, 2 0

G

MEN, MONEY & MOTIVES

(Continued from page 8)

from rivalry  with  the
\ssociation of  \dvertising
At the first apen mecting ol
the League the other day it was arrest-

frevdom an
Amnerican

Azencies.

ing that throughout an evening of ani-
mated eriticisms of practices in maga-
zine and newspaper dealings the litle
ageneies had not one gripe (at least not
thent against radio. although many
used the mediom. mostly via announce-
ments, At this level of ageney opera-
tions an ever-present menace 1s the fly-
by-night penny ante sponsor who leaves
the ageney holding the bag. Dislike of
this species is a dominant motive, very
obviously. of the new League. League’s
address. by the way, is care M. I
Pearlman. 1 Madison Avenue, New
York.
* A ok

Speaking of motives. we hear of a
wife who has threatened to divoree the
executive vice president of a big agen-
ey if he doesn’t quit and save his
health, Guy's aflter whom  the
shop is named. is a restless dynamo

hoss,

but every few months he goes off and
laps up six weeks” sunshine. Then he
returns. his pep renewed. and makes
his top command. who have meantime
had no time off. really hop. As de-
seribed. it just isn’t worth living. Not
even for $10.000 a vear,

#* sk #

Rexall seems to be solving its profit
and loss position.  Latest data shows a
L2,024.475 profit for 1950 158¢ a
<share) on total sales of 3153.613.137.
Note this well,  The vear hefore, 1949,
Rexall ticked off zross volume of 3150..
363.021 bt had a big net loss. Since
then vigorous pruning of properties
and general tightening has been i
progress, ‘The cloud over Rexall for a
time was of particular interest to radio
men. Rexall’s famous sales
having heen a radio regular for vears
and vears, With the better profit show-
ing (although on lower gross). less is

One=cent

now heard that Rexall erred i moving
= ]li'(lll(lll.‘!l'll‘l‘ {I'IIIII “ll:-lnll Lo I.,n--
\ngeles,
* * #*

Merchandisers will see another eyve-
popping phenomenon of the times when
the Centers Trust
come nest autnnm a Sshopping center”

Suburban apens
comprising 10 stores clustered on the
Waorcester Turnpike near Framimgham.
Muss, This is the slage selling for “re-

baixed shopping.”™ s fe dernier eri in

scientifically  engineered  merchandis-
ing, idea being that motorists can be
sucked in for 50 square miles “round
to the trading post where all kinds of
consumer goods will be for sale, plus
abundant. easy, free parking. plus fa-
tigue-easing arrangements, plus moy-
ies, musie, plus banks, post office, cafes,

That this sort of “Suburban Center”
is prospectively formidable competition
to existing channels of trade. goes with-
ont sayving. Fvery bet is figured in.
And that means that the 40 stores, as a
unit. will advertise in proportion to

size.  All media will he “saturated”
round and about Boston from late
sunmner onward., * ok x

FURS & FURNACES IN JULY

(Continued from page 49)

stations.  Their day and night an-
nouncements  will  be  heard over

WCNR. Bloomshurg: WCHA. Cham-
bershurg: WHVR. Hanover: WHP and
WKBO. Harrisburg: WMRF, Lewis-
ton: WBPZ. Lock Haven: WKOK.
Sunburv: WRAK. Williamsport: and
WORK. York.

Bradford Cross. the coal company’s
account executive al the Gray & Rog-
ers Ageney. Philadelphia. reasons this
way .

“First of all, we want to fill the con.
sumers’ coal bins while the company’s
trucks tend to be idle. Secondly, sum-
mertime radio advertising is good for
us. because the truckers and dealers
can be given aid as they try to solicit
new accounts, Thirdly. by keeping the
product’s name before the publie, we
help stimulate sales among those con-
sumers who make their plans in the
summier for their coal buving in the
fall. The big sales pitch, of course, is
that price of coal is cheaper when
bought in the summer. When you add
these up. advertising coal over radio
in the summer is pretty logical.”

Another variation of the summer
coal selling theme is offered by the Bi-
tuminous Coal Institute. of Washing-
ton. D. C.. which represents coal mine
operators throughout the nation, The
Institate (through Frank Whalen, ac-
coumt exceutive at Benton & Bowles).
sponsors a 15-minute, fivesdavs-a-week
news roundup over WAL, Washing-
ton. D, C.. oy wled by ABC network
newscaster Gunnar Back,

During the cool months. the program
i= billed as Congress Today. But in
summer Lime, when Congress is i ore-
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wishes fo greet s many friends in the industry, and to thank
them for their enconragement and cooperation to reach this vipe old WKAB Mobile, Ala.
age. We're growiug every day, and as long as we continue to WPIN St. Petersburg, Fla.
stiok ‘In onr 2”.“\ (and we're stubborn) we'll e a granddadidy WIKY Evansville, Ind.
one of these davs
WXLW Indianapolis, Ind.
X W]MR New Orleans, La.
IS1 Sfl’.’ represents .'L\L\ Inl.l.-‘lu'mh-nlx 1" WTAO Biston. Mais,
I1N‘I|'lr||n1|1;||| markets of over 100,000 population : .
(We're exclusive in this field.) WACE Springfield, Mass.
ISI still SELLS the stations it represents. WIXN Jackson, Miss.
(This is pretty rare, too,) KLMS Lincoln, Nebr.
ISI still il NEVER represent so many st KOWH Omaha, Nebr.
tions that we can't SELL each one. (Talk about KFM| Tulsa, Okla.
variiien:) WTEL Philadelphia, Pa.
WHHM Memphis, Tenn.
KATL Houston, Texas
. . . KITE San Antonio, Texas
indie sales, inc. e
60 East 42 Street, New York 17, N. Y. MUryhill 2-4813 KTBI Tacoma, Wash.
WHTN  Huntington, West Va.
JACK KOSTE, Pres.
“OSC” LUTZ GENE LITT METROPOLITAN NETWORK
Washington, D. C.
OTHER FFI p HI )

2 Yearc Old

AND GROWING BIGGER EVERY DAY

INDEPENDENT METROPOLITAN SALES

wow 1ndie sales. inc.)




Foday.,  and 1o the Washington uwewspaper
3 Tul ure serves  corps. Wehve fell that radio offers us
as cemen-  an exceplionally effective channel | . .
< hetween  to the Washington audience we wanted
| sty @ nd Washing-  to reach most with our storv of bitu-

time, the In- mmous coal: its major role in the na-

lattons  should  tional economy: and the Tact that the

privately  owned, highly  conpetitive

Vo Dans the Tustitute’s ehiel press coal-producing companies are serving
Washington. ex- the natton well.”

Way ! The notion that its wise 1o L1'1‘|! a

1\ conspder ridio Jprograni 1= |ll'lllhll[‘.\ name before the fll]illit' has

o UL 5. Sena- stimulated numerous other coal com-

il R iwes amd their of- panies to use sunmmer radio advertis-

hiee stall<. as well as to ollicials i the e Just two other ilustralions are

culiy the government.  Philadelphia & Reading Coal & Tron

UNIQUE PROGRAM POLICY

So Successful by Day

News to the Minute
Every Hour on Hour

NOW ADDS NIGHT HOURS pstlatpess

- ¥ - - o - .
Soon WJPG Will Be Full Time On the Air! [EURTCEECIINE

astic tournaments
L
All Green Bay Packers
Games

Wisconsin League
Baseball

Emphasis on the
local and pernonal

[
Intense interest in
scores of prosperous
cities, lowns rich
rural area
©
More people are in-
terested in a big home
town fire than a big
Florida tornado
®
Mass audience appeal!
and the mass is con-
centrated in thls multi- = e S —
million dollar market NI SRy ST A B P g
W GREEN BAY.PwWiS
IFHERE ARE MORE REASONS FOR LISTENING
MORE OFTEN

Most listeners tune WJPG sometime every day. We make

it attractive to them to stay tuned longer.

Independent, Unafliliated, Indispensible in this muld-million
dollar market. Don’t miss this unique, informal friendship
between station and audience, Because we are "their station”

they're our listeners,

PHONE US ABOUT AVAILABILITIES
Phone Devney Co. N. Y. Our National Reps.

i18

Company (through Mckee & Albrigln,
Inc.. Philadelphia), which has em-
ploved WOR, New York. in June and
luly: and D. L. & W. Blue Coal Com-
pany (through Ruthraufl & Ryan. New
York). which usually has announce-
ments over WCBS., WINS, WIZ, and
WNEW. New York. in summer time.

Like coal dealers, furnace manufac-
turers believe that summer broadeast
advertising will influence consumers
who plan during the summer dog days
what they'll buy in the nippier climes
of autumn and early winter. Most fur-
nace sponsors air their sales messages
by television. A couple of them out of
a large handful are the Payne Furnace
Company (through Hixson & Jorgen-
sel1, lLos \Ilf_'t'it“-l. \\llii h usualh spon-
=0rs \lln\\ on l\ll\ Los \ll;_'l"ll'h.
during Julv: and the Holland Furnace
Company (through the Leech Agency,
Cleveland)  which highhights its fur-
nace-cleaning  service in  summertime
over WBZ-TY. Boston; WEWS-TYV,
Cleveland:  WXEL-TV. Cleveland;
WLAV-TV. Grand Rapids, Mich.;
WSAZ-TV. Huntington, W. Va.

Actually, there’s nothing wild or
woolly in the logic of fur dealers who
use radio advertising in summer. “Au-
gust fur sale” is a slogan that has be-
come a by-word in the business. In
fact. according to a study made !-_\ the
Federal Reserve System, fur selling hits
an annual peak in August (11,577 sales
are done in that month, as compared
to 10,577 in September).

Of the fur dealers. one of the higgest
summer radio advertisers is Canadian
Fur Corporation (through Emil Mogul
Company. Inc.. New York). which in-
vests well over £1.000.000 in radio
vear round. Exeept Tor a short hiatus
in July. it usually beams announce-
menls m the other hot months over
WAEW and WHOM. New York, and
WAAT, Newark. N, J. A few other
fur companies who generally stay on
radio the year round are Dupler's in
Denver: Frans in Chicago: Ben Tuck-
er’s Hudson Bav i New York: and
Davidson's i Indianapolis,

Neither does there seem to be any-
thing irrational about advertising cold
remedies in the summer. when one
comes to think about it. People. after
all, are just as apt to sneeze and cough
during summer as in winter—and. in
fact. summer chills are usnally harder
to shake ofl. A “i'llkl'hlll.'lll at Erwin.
Wazey & Company. New York. puinll'll

oul that a hig -|m-m|v1u-|'“i||_'_' radio an-
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nouncement campaign may well be m
the works for Musterole and Pertussin,

Reasons for advertising seasonally
“neutral” goods over the airwaves dur-
ing the alleged summer doldrums are a
dime a dozen. Perhaps tvpical was the
comment of Brook B. Watson. account
executive al Fleteher D. Richards, Ine.,
New York. for Dixon Ticonderoga
Pencils. which uses one-minute an-
nouncements year round on such sta-
tions as KNX, Los Angeles: WGN,
Chicago; WIR. Detroit, WLW. Cin-
cinnati; and WOR, New York. He
told sPONSOR:

“There’s no seasonal hiatus on pen-
cil-buying.  People need them every
day in the year. So why should we
take a vacation on radio?” He pointed
out, further. that Ticonderoga’s sales
messages are not altered particularly
for a summer slant. “We try to spol
them on radio in the mornings, lo re-

mind men about Ticonderogas on their |

way to work. In the summer. you musl
remember. there are a lot of men who
continue to work.”

A similar theory was postulated by
Lucille Shore, account executive for
Milk Bone. the National Biscuit Com-
pany baked dog biscuit. at McCann-
Erickson. Inc.. New York. In summer.
as the rest of the year, Milk Bone uses
announcements on daytime programs
over some 19 stations. ranging from
WEBM, Indianapolis. to WCSH, Port-
land. Maine. She reasoned lo spox-
SOR:

“A dog needs food in the summer,
just as it does the rest of the year. So
it would be foolish to drop our radio
advertising. just hecause of a miscon-
ception in some advertising circles
about the need to take a hiatus. Our
sales messages in summer are keyed to
the regular, year 'round note—\Milk
Bone gives the dog teeth exercise while
it chews.”

That same notion was hammered
home again by William Thomas, time-
buyer at J. Walter Thompson, Ine., for
Tip Top Bread and Cakes, manufac-
tured hy the Ward Baking Company.
Tip Top uses radio announcements
both summer and the rest of the year
on 104 stations, ranging from WAPL
Birmingham. Ala., to WOHI, FEast
Liverpool. Ohio. Thomas explained:

“Sure, people consume hread and
cakes aplenty on summer pienics. Bul
they also consume them from Septem-
]‘(’r Lo .\Iﬂ_\" \\'f’ (ll']"-l s0e .'ln}’ reason
for varying our radio schedule just be-
cause another season turns up.”
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”Fdstesf Growing Area in the South */
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95th MARKET IN
THE UNITED STATES

® Mighty MONTGOMERY, capital city
of Alabama, is the hub of one of the na-
tion's top markets; the South’s most pro-
gressive industrial and agricultural center.

TRADING AREA POPULATION
OF OVER 600,000

® Mighty MONTGOMERY, whose city
population alone totals 107,000, dominates
the rich surrounding trading area of 11 ex-
panding counties.

$133,890,000
CITY RETAIL SALES

® Mighty MONTGOMERY, had city
retail sales in 1950 that were $5,000,000
above those of the previous year; proof
that this market is the “fastest growing
area in the South.”

Write, Wire or Phone for Availabilities!

NBC

WSFA

Represented by
Headley-Reed Co.

MUTUAL

Wili

Represented by
Weed & Co.

CBS

WCOoV

MONTGOMERY Refrasssted by
NETWORK .

STATIONS
ASSOCIATION ABC

WAPX

Represented by
The Walker Co.
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1 Do a Little Tootin’
s With HisOwn Home Folks!

A Fellow C
When He’

We're carrying substantially more local
accounts this year than we did last. What

does that prove? Just this:

The local boys...who can put their fingers
right smack on the source of results...have
satisfied themselves that when they spend
their advertising dollars with WIOD,

sales come in, steady and sure!

And, why not? After all, we're pretty hep
to this market. We've been serving and
selling to Greater Miami...Dixie's Newest
Key Market...for 25 years -- doing a good
job of it, too. Ask any of the local boys.

We can do it for you, too! Just call on us.

James M. LeGate, General Manager

5,000 WATTS - 610 KC - NBC

/ 9 You can cover
the scattered buying

centers of the

Pacifie Northwest

more economically

wiﬂ;s

Che
XL

Stations

810 ke.

WATTIS NIGHIT

Proven Selling Power

MNational senlalive

THE KATZ AGENCY

Pacific Northwest Broadcasters

Repre

Some products. of course. are obvi-
ously adapted 1o sumimer promoling
over the air.
'\]']'Iil the well.
there is Brever's lee Cream { through
MeKee & Albright, Inc.. Philadelphia)

which

To name just a few who

broadeazt medium

radio announce-
ments over 21 stations:

Uses  sumimer
Krueger Beer
(through Gever. Newell & Canger. Inc..
New York) which usually uses spot
radio on 62 stations=: and Borden’s
Products (through Young & Rubicam)
which generally uses spot radio ove
the summer on over 75 slations,

Fven many ol these perennials ob-
viously fitted for summer broadeasting
maintain that there’s nothing better
than round-the-vear advertising.

Consider, for
manufactured by

example, Odo-ro-no.

Northam
l".nr[mr;ltinll, which will :-ilt'ml about
S100.000 [or spot radio on about 25
radio and T\
Read Wight. radio /TV director for the
product at the J. M. Mathes Agency.
New York, comments. “People may
sive ofl offensive i)t‘l'r-]_lil'i!.“ll]l adors

Warren

slalions this summer.

during the hot sunmmer months,  But
they also face the same problem in
winter. when they participate in sport-
ing events, That’s why Odo--ro-no finds
it mtelligent 1o use broadeast adver-
tising the vear round.”

Wight save something of the same
principle applies to the Austin Motor
Company. which will about
£20.000-plus for a radio and TV an-
sumimer.

spend
nouncement  campaign  this
“Peaple like motoring aboul in sum-
mer,” he says. “and that's why it's
logical to advertise the product during
that season. Bul motoring continues
the rest of the year, and so will Aus-
tin's radio and television advertising.”

However, some products helieve in
stepping up their broadeast advertis-
ing particularly during the summer, in
order to capitalize on seasonal buying
habits. This kind of thinking is reflect-
ed by Best Foods, Ine. producers of
Hellman’s Mayonnaise. which usually
steps up its spot radio campaign in
the summer months over about 60 sta-
tions, Says Terry McDonough, the
product’s account executive al Benton
& Bowles. New York: “Summer time
is the time for salads, and that’s the
time for promoting the virtues of Hell-
man’s Mayonnaise over other mayon-
naise hrands.”

\ somewhat different case is Oyster
Shetl Products. Ine., producers of 1ilot
Brand Oyster Shells—a elhicken feed.
\thoueh it uses daytime announce-
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ments on 535 radio stations vear round,
it favors particularly the resul's it gets
Hazel
Speight, the product’s account execu-
tive at Cecil & Preshrev, Ine., New
York. explains: “More chicken farm-
ing is conducted during summer than

via its summer broadcasting.

any other time of year. In summer. we
just get more results from our con-
tinued schedule of radie advertising.”

Still another twist on this theme is
offered by the New York State Depart-
ment  of From April
through June it will sponsor TV an-

Commerce,

nouncements on more than 12 stations.
both in and out of New York State.
urging tourists to bring their trade
this summer to New York. Why doesn’l
it use broadeast advertising on months
other than April, May and June? Says
Don Campbell, account executive al
Batten, Barton. Durstine & Oshorn:
“Our experience with the account
over the last three years has shown
that these three months work the best
results for us. Before or alterwards is
Apparent-
ly. most people make their vacation

virtually a waste of time.

plans during those three months— al
least, when it's a matter of vacationing
in New York State.”

An unusual case of a seasonal adver-
tiser is provided by Protam, a nutri-
tional supplement for people who diet.
From Easter, through the end of Au-
gust, Protam will sponsor a heavy spot
radio campaign over 200 stations, Bill
Eynon, the product’s radio/TV diree-
tor at Dowd. Redfield & J(Iil!l:"l()l]!‘.
New York. explains the logic behind
the campaign this way: “We've found
that women tend to be more concerned
about their diets in the summer.”

Not less remarkable is the way sev-
eral manufacturers of pharmaceutical
products expect to hivpo or sustain their
radio advertising in the Southern mar-
kets during the coming warm season.
An executive at Erwin, Wasey & Com-
pany, which handles the Lydia E. Pink-
ham account. points out that the prep-
aration will stage an eight-week radio
campaign in the South “because the
product seems to sell well there in the
And Thelda Cordani.
timebuyer at Duane Jones. New York.
explains that Feenamint and Chews will
advertise over 150 stations in 13 South-

warm elimate.”

ern markets this summer. “becanse the
South is a very strong buyer of plur-
macculical products.  Whether this is
because of a variation in income. as
compared to the North. T can’t say.”
The identical logic is held by the
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at 50,00 watts
gives advertisers the

REATEST

OVERAGE

at the

LOWEST
RATE

of any Major Station in the

DETROIT

" AREA

This powerfu! radio voice is hitting o 17,000,000 population arca in
5 important states and is oxen to advertisers at the lowest rate of
any major station in this reg'on. A tremendous buy for action and
sales that is establishing naw records doily. Get the facts now.

C{I{LW)

£0,000 WATTS at 800 KC.
Guardian Bldg. e Detroit, Mich.
Adam [, Young, Jr.. Ine. e 1. E. Campean
7

Vational Rep, President
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OVER
1,000,000

PER DAY

WRC

mean something more than

audience surveys
_ passive listeners, Daily and
Sunday ‘circulation™ is also
measured in terms of re-
sults over the counter for

advertisers.

Morning, noon and night,
Washington area people tune
to the continuing editions of
WRC-NBC., Combined total
listening goes well over nine
digits , . . a tremendous au-
dience for your commercial

message.

The entire WRC schedule
represents a range of pro-
gramming to fit any sales

requirement,

FIRST in WASHINGTON

3,000 Watts -

Represented by NBC SPOT SALES
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Chattanooga  Medical Company
fthrough Nelson Chesman Company.
Chattanooga . manufacturers of Black
Draught and Syvrup of Black Draught.
In summer. it usually steps up its spot
radio campaign to make one-minute
announcements over A stations. rang-
ing from WWL., New
WTAR. Norfolk, Va.

It doesn’t take too mueh thought 1o
understand why Frito, Ine..

Oleans. 10

the pro-
ducers of corm-and potato chips, he-
lieve i using radio announcements
during the hot davs, Consumers enjoy

consuming the tasty morsels along with
their steins of beer. When the com-
pany (tough  Michel-Cather. New
York) introduced its new product. Ju-
piter Potato Chips. last May via radio
announcenents. =ales jumped.  After
six. weeks ol participation. for exam-
ple. on Jack Sterling’s Top O The
Worning (WCBS. New York ). distri-
bution inereased all swmmer i stores
like Safeway. Gristede’s, and King's
Super-markels,

Department stores, which generally
are reluctant to use radio advertising
in all seasons. could well take a leal
from the summer-selling campaign of
F. & . Lazarus of Columbus. Ohio,
This 32-acve emporinm. which vsnally
does an annual sales gros< of 350.000.-
000, has found broadeast adyertising
an excellent medium for selling a va-
riety of goods in warm weather. from
electrie fans to hot irons, This sumnier
it will sponsor a hall-hour <how called
Junior Fair over WRFD: a hall-hour
TV show., Look (o Lazarus, over
WENS-TY: and daily announcements
over WCOL. WIHKC. WRFD and
WENS. all in Columbus. The venera-
ble., |ll'.|-_\'t=;il'-ulti
broadeast advertising |1;1|'li|'|l|;ir|} val-
uable for selling summer items and.
then. in August. for its bhack-to-schaool

store  has  found

merchandising canmpaian.

While other clothes merchants may.
in the dictum of Mark Twain. carp
about the hot weather and do nothing
about it. Robert Hall Clothes exploits
the weather —and radio —to the hilt,
\ltogether, it spends 8500000 of its
annual 22.000.000 radio annonneenent
Iillll_'__‘l‘l lo selling warm weather togs in
Vay. June. July and August. This sum-
mer. ils anneuneements will e llt'all‘ll [
over 175 radio stations. varging from |

WO, Davion. to KOL, Seattle. Oth- |

er admen who have other products to
~cll might well pay heed to the words
of Frank B, sawdon. president ol the
Sawdon  Agency. which  handles the

Robert Hall account:

“It's foolish to take a radio hiatus
in summer. The honus listening audi-
ence it give vou then is tops. More
than any other season. people listen to
their radios while theyvre in their cars,
stmning on the beach. or just idling at

a =ummer resorl.” * * Kk

CASH IN WITH RADIO

I Continued [rom page 39)

Apparently. they aren’l even Inving.
Said a well known figure in the maga-
zine publishing world: “There’s no
use attempting to lick the summer
slump.  I's just there and nothing
amyone sayvs will make any difference.”

Whatever justification this defeatist
athtude 1y have for the ]11'inlw| me-
dia. radio’s sales execulives are taking
un t'lllirl’[}' different stand, For a bet-
ter understanding of what they've got
to sell. let’s go back over some of the
points raised at the outset of this in-
troductory article to sroxsor’s third
annual Summer Selling issue.

First. there’s the matter of vacations
and listening. The best study 1o date
on this subject was done by the Psy-
chological Corporation in Springfield.
Mass.. and Des Moines, Towa. during
the summer of 1948 (for CBS and
\BC),

Psyvehological  Corporation  inter-
viewers found that 1990 of the respon-
dents histened to the vadio more while
they were on vacation than when they
were working: 2577 listened the same.
Rouzhlv. these two fizures help 1o bal-
ance the approximately 50, who =aid
they histened less while they were on
vacation, '

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED 1830

HIGHLY RATED

52.8
AVERAGE WINTER 1951

ABC STATION

WBTM

HOLLINGBERY
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The term “on vacation” can be mis- |
leading. Most advertising execulives

envision vacalions as trips lo seashore |

or lake areas. Dul vacations at home
were as common as vacations in other
parts during many weeks of the sum-
mer season. according to the ’sveho-
logical Corporation figures,

From 10 \I;II\ 1o 30 May those tak-
ing vacations away [rom home were
equalled by the at-home vacationers.
On the July fourth weekend (peak of
the vacation season) the ratio of away
to stay-al-home vacationers was rough-
l}' seven o three. It was less al most
other times of the summer.  And
whether people 100k vacations at home
or al resorls, only 4.3°7 were on vaca-
tion during the average sununer week.
The figure will probably be lower this
year as workers pass up vacalions lo
help get mobilization rolling.

Next, consider the matter of ratings,
Accompanying this article (pages 38,
39), is a chart based on Nielsen fig-
ures for radio sets-in-use by months
in 1948, 49, and '50. As regular as
clockwork, the Nielsen fizures show
radio listening down in the summer.
But the basic flaws in Nielsen's system
of measuring make it necessary 1o
balance the figures with a few discre-
tionary grains of salt.

Nielsen misses much of the listen-
ing that takes place because his Audi-
meters do nol cover all the sets in each
of his sample homes. Radio is thus
shortchanged year ‘round. and more
so in the summertime, For much of
summer listening, it is only logical 1o
assume, lakes place on the small. in-
dividual sets Nielsen is most apt to
miss.

The porch sel, the portable which is
carried 1o the coolest room in the
house. and. of course. the set which is
carried outdoors, isn't included in
Nielsen's totals,

Out-of-home listening, which is total-
ly lost to measurement by Nielsen or
Hooper. s measured by Pulse and the
American Research Bureau. The
Pulse measurement, which is based on
personal interviews the dav afler
broadeasts are completed. tots up out-
of-home listening by homes. Pulse has
found that in some quarter-hour peri-
ods out-of-home listening is reported
by 219¢ as many homes as report in-
home listening. That is. there's a 217
bonus in listening during those peri-
ods,

American  Research Bureau. using
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THE

BIGGEST

OF ALL
ON BUFFALO'S
DIALS

WGR’s 550 channel gives WGR
the biggest pattern, the strongest
audience coverage
in western New York.
With top-rated Columbia and
local programs, WGR delivers
COLUMBIA a big PLUS — a bigger dollar’s
NETWORK worth than any other station
in upstate New York.

/{/ ; Sroadcasting Corporation

RAND BUILDING, BUFFALO 3, N. Y.
5 50 National Representatives: Free & Peters, Inc.

Leo |. (“Fitz"") Fitzpatrick I. R. (“lke'* ) Lounsberry
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no one radio
station has
all the listeners
mn
North Dakota

BMB and Hooper surveys indicate 180,903 Dakota
families tune in the CBS stations at least once each
day, seven days a week.

The average farm family listens to radio from
three to four hours daily)

You are not reaching the majority

of the radio families in North Dakota
unless at least a portion

of vour advertusing schedule

1s placed on the CBS stations

KS)B and KCJ B.

Ask our representative about the combmmation rates )

5000 W | hSJB | 600 on the dial

Studios in Fargo—J]amestown and Bismarck, North Dakota

ooow | KCIB | 910 on the dial
Serving Minot, and Northwest North Dakota

Ack our Representatives te give you all the facts. Have complete cov-
th the CBS stations Covering the Top of the Nation | thes
tioris are not anyour hst - you can add them tovour list at low cost

t

WEED & COMPANY

the diary method. reports out-of-home
listening in terms of total time spent
tuned in. ARB reports that, during the
non-summer months, out-of-home
makes up 3 to 8% of the total time
people spend listening. Though ARDB
does not conduct its studies during the
summer months. the time spent listen-
ing out-ol-home presumably goes con-
siderably higher then. Whatever the
actual  figures for total listening in
summer. they are higher than what
Nielsen indicates  they are. though
probal v not on a par with lstening
during winter months.

Radio. itsell. is perhaps as much o
blame as any other factor for the lis-
tening decline. With many of the big
naimes ofl for the summer, with popu-
lar programs replaced by unknown
substitutes. there’s less incentive for
listeners to tane in. The custom of re-
placing top shows seems all the more
unfortunate when you consider that
guut] s]m\\:- \\"flil'll do slay on can hold
their audiences.

One important study which proves
the puinl was made ]'1} Free & Peters
in 1919 at WAVE. Louisville. There
were 14 programs which remained on
the air for 52 weeks over WAVE that
vear. The average rating of these
shows (Hooper) was 9.1 for the sum-
mer: 10,9 for fall-winter: 10.7 for win-
ter-=pring. This drop-off from summer
to the other seasons is negligible in
licht of the measuring  deficiencies
mentioned above for Nielsen. which
apply equally 10 Hooperatings.

And 1o prove the point. consider
what happened 10 13 WAVE network
<hows which went off for the summer.
These shows were rated at an average
of 19.3 and 19.5 respectively for fall-
winter and winter-spring.  But the rat-
ings of their replacements averaged
only 9.1 Presumably. if this group of
programs. too. had stayed on during
the summer, ratings would have taken
no such plunge.

Unfortunately. many major network
shows which are the hackbone of the
programing structure at stations all
over the country will take a hiatus this
vear as well. The nelworks are doing
their hest to counteract the effects of
such departures by substituting qual-
ity replacements: by attempting 1o sell
groups of their own packages on a
short-term basis  ( Wrigley's will  be
back on CBS with a saturation buy of
36 half hours. page 42): Iy offering
advertisers incentives for coming on

SPONSOR




the air in the summertime (CBs. for |
example, puts a special reduced sum-
mer price tag on some of its shows
which comes to the difference between
the regzular commercial asking price
in winter and the sustaining cost ),

On the local scene. stations fight the
drop-off in audience by putting on spe-
cial summer promotions. Resort-area
slations campaign lo remind vacation-
ers that they can still hear network
favorites (those which stav oni even
though they're away from home, Lo-
cal independent stations, too. atlempt
to develop listening habits among visi-
tors. (Some stations nrge year ‘round
residents to pass on the word about
local stations to summer renters, )

An important item in the station
promotion man’s bag of summer tricks
is the outdoor hroadeast, Such events
al WLS. Chicago. WNAN. Yankton.
and dozens of other stations hring ont
huge audiences: effect of the outdoor
broadeasts is 1o make the spectators
more conscious than ever before of
radio’s ability to entertain them—in
illl} season.

Another important promotional ac- |
tivity of stations is the tie-in with local
sale of portables. KOIL. Omaha, for
example. promotes its own interests
by urging via posters and newspaper
that listeners “take along a portable.”

The decline in andience which some
stations must battle iso’t felt at all by
stalions in vacation areas, Such sta-
tions can point 1o a influx of ecars and
dollars in their coverage arcas. KN\,
Los \ll;_'c'iv:-. 15 One sue || fortunate oul-
let. It is currently busy veminding ad-
vertisers that “sets-in-use figures ve-
veal only a slight difference between
summer and winter. November-Deceni-
ber sets-in-use is 21.1: July-August is
20.2." KNX can also point out thal |
“summer food store sales in the area
are higher than sales during the win-
ter” and that “more than 2.500.000 |
tourists visited Southiern California |
last year . . . and 407 during the
summertime,”’

.‘:imilar[\. KMOX. St. Lounis. can re- |
port that listening in its region—and
sales—hold up through the summer,
K\IU\ ﬂtl\l’lli\l s who lake advants age
of the year “round sales n]:pn[luml].-
include Dolein. Eastern Airlines, Nu-
trena, and Studebaker.

On the national scene, many adver-
lisers see no Sense n ([!’nppill;.:- out for |r

See Nielsen chart following page
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Indiana’s
First and Only

50 KW Station

WIBC offers «/l of Hoosierland in one profitable
package—plus important out-of-state “bonus” cov-
erage—and at the /owest rates of any 50 KW sta-

tion in the middle west.

Within WIBC’s 0.5 MV contour live 1,068,166
radio families™ . . . with total buying power of

$4,985,952,850.00.**

*1949 BMB
**1950 Sales Management Survey of Buying Power
Ask your John Blair 1070 KC
bout valuable BASIC
man abouv a MUTUIL

time, big coverage,

The Friendly
Voice of Indiana

low rates af...

H. M. FAIRBANKS, PACEIDENT - WENMNETH W Chu AENERAL MANAGER

INDIANA'S FIRST AND ONLY 50, [][ll] WATT STATION
1070 KC — BASIC MUTUAL

30 WEST WASHINGTON STRECT - INDIANAFOLIS 6, (MO,
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Average moniiily Vielsen ratings by program types. radio 1950
- Figures in brackefs to riaht of rating
Onc ‘ .‘~:_l'y, evening, 25 minutes or more Multi-weekly, dqyﬁme
Myt Va Variaty Quiz & AE e Child Quiz &
Wi Mu Comedy  Aud. Part. Programs  Aud. Parr
0 3.9 (18) 188 (19) 9.8(5) t2.6(4) 19.2(8) 20,8 (6) 163 (10) 109 (30) 6.4 (4) 7.1 (7]
55 (18) 19.3(18) 1o (5) 14.9 (4) 21.7 [E;— 255 (6) 16.3 (9) . 11.3 (30) 7.4 (4) 6.4 (8)
5.0(15) 17.9(18) 9.1 (5) 11.9(4) 21.0(8) 21.7 (6) Ib,al'i‘j- -;J.O{}Ij 7.4 (4) 6.5 19}_
25.5 (15} |9,?-[|sj ._9,5 (s) 13.0(5) 22.2(8) _2|.5:6} 16.5 (9] X 1.3 (31) 7.6 (4) ?.0(9]_
M . 24.8 (14) 182(18) B4(5) 128(5) 210(8) 19.0 (&) ns.;{?] -9;[3|] 7.3 {4}. 6.7 (9) :
M 24.3 (14) Ib.;JlIB] 93(5) 11.4(5) 2|,|_|31 21.0 (6)  18.0(9) 9.1 (31) &3 (4) 6.4 (9) )
Ap I (1 oz} 1.7 (17) 7.2 (5) 8.3 (5) 12.2 (8) 15.0 (6) 10.7 (9) 6.5 (30) _5,8 (4) 4.6 (9] :
A (13 (18] 104 (12) 113 (17) ;4|51 7.4 (5) 1.5 (8) 13.8 (&) 9.9 (9] 6.3 (30) S.1(4) 45(9)
3 (170 89(12)  9.3(19) 59(5) 6.8 (6] 9.4 (8) 12.3 () 8.7 (9] 57(30) 4.4 (4) 3A9_|93
B.1 (16) B4 (12) 83 (19) 5.2(5) 6.0 (8] 8.9 (8) 9.7 (&) 7.8 (9) 58 (30) 4.4 (4) 3}?}9}_
in 7.0 [ 14) 7.8 (10) 8.1 (19) 4.9 (5) b4 (7) 7.8 (8) 7.9 |5) 7.6 (10) 5.8 (28) 4.0 (2) 3.1 {|2T
Jun. #2 62 (10] 7.0(10) 75(24) 5.0(5) 5.7 (7) 7.1 (8) 6.9 (4] 6.2 [91- 58(28) 3.8(1) 2.9 (12)
Jul, #1 4.6 (4) 5.9 (6] 6.3 (24] 5.1 (4) 5.0 (6] 5.5 (6] 4:a{2] 5.-2|51 48 (28] ——  28/(11)
Jul. #2 5.4 (2) 6.7 (5) 6.9 (24) 4.4 (4) 5.0 (6) 5.5 (&) 5.3 (2) 6.1 (5) 5.6 (27) — 3.1 [||1_
Aug. 41 1.7 (2) 6.8 (5) 6.6 (19) 5.6 (4) 4.7 (&) 5.7 (6) 5.0 (2) 5.6 (4) 5.4 (27) — - 2.9 (11)
Aug. #2 6.7 (2) 8.6 (4] 74 (19] 6.6 (4) 5.6 (6] 6.6 (6] 5.5 (2) 6.5 (4] 54 (27) ——  3.0(11)
Sep. #| 8.7 (10) 8.9 (8) 95(18) 59 (5) 6.6 (6) 6.6 (8) _B.l[II 6.7 (5) 6.1 (27) ——  32(12)
Sep., #2 8.6 (12) 104 (7) 9.4 (16) 6.5 (5) 6.2 (5) 7.6 [?]_ J 10.4 (2) 74 {a}_ 5.8 (27) 3.6 (4) 3.7 (9)
Oct. 41 9.6 (14) 102 (7) 10.2 (16) 6.5 (4) 6.9 (&) 10.2 (5) 11.2 (4) 8.3 (8) 5.5 (27) 5.0 (4) 3.6 (9) -
Oct. 42 3.6 (I15) 10.3(7) 10.2 (16} 5.4 (6) 6.5 |4) 9.5 (6_J 12.4 (5) 8.0 (8) 5,;[2_‘” SJ—[SJI__ 3_.3 {?}“
Nov. #1 106 (16) 107 (8) 102 (16)  6.3(7) 73 (4) 105 (&) 12.5 (8) 8.0 (8) ;,2—[2}] 6.2 (5) 4,6IB}_-
Nov. #2 105 (16) 10.2 (8) 10.6 {16) 6.2 (7) 8.0 (4) 11.3 (6) sz.;ia} 8.7 (8) 6.0 (27) 5.9 (5} 45 (8)
Dec. #| 0.9 (17) 122(8) 118 (18] 7.3 (b) 7.8 (4)  12.0 (&) 13.5 (6) 103 (7) 6.‘?_[2;'} 14 [;} 5.2 1_31_ -
Dec. #2 10,7 [17) 119 (8] 10.6 (15 7.8 {:] 7.6 (4) 11.9 (6] 13.1 (6] 9.9 (7) 64 (27) 7.1 [3) 5‘2{8;

-7 out of 10 Listen

*CONSISTING OF 18 INDIANA COUNTIES IN
WHICH WIOU HAS A 1 MY/M SIGNAL

EXTRA PROMOTION AFTER AIR-TIME
LET US SHOW YOU WHAT WE ARE DOING FOR OTHERS

Represented Nationally by WEED & COMPANY
CES" AFFILIATE FEGR KO K.OG'MQGO3

1000 WATTS 1350 KC
JOHN CARL JEFFREY

YICE PRES. AND GEM. MGR.
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the sunnumer. Pabst  Beer,  Bristol-
Myers. Cudahy Packing, Sun  Oil.
Emerson Drug. among others, will all
be busy selling via network radio this
SUMIMer.

Note that the vear “round adver-
tisers mentioned here include both sea-
sonal and non-seasonal products, This
is a point often underplayed when sum-
mer comes up for discussion. The fact
i= that radio has sold and can sell any
kind of product during the hot months,

This year "round selling philosophy
is no where better emphasized than in

the point of view of the manufacturers
of Eskimo Pies (page 30). This sup-
posedly seasonal. summer product gets
full advertising even in the winter. as
well as summer promotion (in all.
70700 spot radio/TV ),

There’s a moral there—in reverse
for advertisers of every category who
stop pushing for sales over the air once
the grass grows green again. Money's

green in summer. oo, * k%

BASEBALL: 1951

(Continued from page 18)

Victor division of the Radio Corp. of
America. is launching an extensive
campaign along these lines 15 April.
All media plus signs and posters will
be using the approach. Il you can’t
go to the game. see it on RCA-Vietor
Million-Proel TV.” Twenty coopera-
tive ads have been prepared for dealer
use to back up the drive. It is expected
that most of the 125 manulacturers who
belong to RTMA will use similar cam-
paigns.

Is TV a threat to baseball?

This charge was blasted right out of
the park by one researcher. Jerry Jor-
dan. a Pennsylvania graduate student
whose [ather is executive vice president
of N. W. Aver. Aflter an exhaustive
study last year, Jordan [ound [our main
causes [or the deeline in paid admis-
sions. These were (1) bad weather.
(21 shift in team performance. (31
new TV owners (4) an excess ol |
sportseasts, “In eight leagues which |
drew more than 1.000.000 paid admis-
sions in 1949, the 29 televised clubs
had n‘]ali\'u]y better attendance per-
formance in 1930 than the 35 non-
televised clubs.” he says. But television
hurts some at first. Jordan conceded.
His studies showed that attendance [alls
off temporarily when fans first buy
sets. “However. as the novelty wears

(Please turn to page 131)

9 APRIL 1951

| ...In Lynchburg, it's local programming that pays off...

FIVE OUT OF EIGHT FIRST

PLACE AWARDS GO TO W-W-0-D FOR

'THE 1950-51 NEWSCAST CONTEST

OF THE VIRGINIA ASSGCIATED PRESS

BROADCASTERS

CLASSIFICATION

PROGRAM

STATION

Commentator
Women's News
On the Spot Sports
On the Spot News
Local & State News

Among the three classes of stations entered,
WWOD received more first place awards

Calvin Robinson
Lyn Roherts
Norm Simpson
Rod Lea
WWOD Newsroom

than any other station.

All award winning programs were pro-

duced in WWOD's local studios.

WWOD|

WWoD
WWoD
WwoD
Wwoo
WWoD

Lynchburg, Va.
Walker Co., Rep.

...In Lynchburg, it's local programming that pays off...
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i Resolution passed by trj

Association




abama Broadcasters
irch 23, 1951

“BE IT RESOLVED that the Alabama Broadcasters Association wishes
to express its gratitude to SPONSOR for its outstanding contributions
to the growth of radio. Through its magazine and its service
publications, SPONSOR has initiated and continually maintained
a campaign to prove that radio is getting bigger. Particular credit
should be given SPONSOR for its endeavors in establishing the value

of out-of-home listening, secondary listening, and summer listening.”

SPONSOR

SHORTEST DISTANCE BETWEEN BUYER AND SELLER

NEW YORK e CHICACO e LOS ANGELES

-



Boston, Mass.
Four anmoancoment y WBZ

i t

} { Hll 71 TR imples

':ITEFF-!!\I.'

ducts il cinity.”

Flus 18 typica ¢ qaction
penerated by th HO0-watt
sidtion o well kr i through-

Philadelphia, Pa.

A diaper manuflacturer checked

sales [or & nime week period
before and alwer using participa-
tions on a popular KYW pro-
gram. Hesult iles increase of
524, “Since no other advertising

wis used, KYW can take the
entite credit,” writes the adver-
tiser,  That's the way  things
happen on KYW, the 50,000-
watt. \Westinghouse  station  in
the nation's third market.

Pittsburgh, Pa,

On KDKA, a midnight an-
nouncement for pl:lsi:it‘ aprons,
repeated six umes, drew more
than 1,800 customers. . each
sending in a dollar or more!
KDKA's influence, traditional in
the rich tristate area surround-
ing Pittsburgh, keeps producing
sales at every hour of day and
night!

Fort Wayne, Ind.

For vears, local advertisers have
known and used WOWO's ex-
ceptional sales-power. More and
more sponsors are learning the
goud news. “In the short period
of time we have used \WOWO,"
writes one, “we find that it far
excecds our expectations and also
exceeds all other stations in
many other wowns.” You can
find plcmy of statements cqun]]_\'
strong in the WOWO files.

Portland, Ore.

At 9:00 AM on KEX, a Port-
land department store advertised
a special sale of girdles. By
2 PM, the entire stock was sold
out! Exceptional? Not for KEX.
West Coast  advertisers  know
that 50,000 watt KEX consist-
ently attracts crowds of custom-
ers.. not only in Portland itself,
but throughout the heart of the
growing Pacihe Northwest.

130

WESTINGHOUSE RADIO STATIONS Inc KDKA « KYW « KEX « WBZ « WBZA - WOWO « WBZTV

MNational Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales
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PREVIEW OF NEW BAB
(Continued from page 18)

attract non-NARTB stations.

Late in March, Bill Ryan addressed
a two-page letter to these stations, ex-
plaining the purposes of the Bureau
and soliciting their membership. CBS-
owned stations were first to come in
as a result of the letter.

Westinghouse Radio Stations, Inc,
whose non-NARTB outlets include,
KYW, KDKA, WBZ, WOWO, and
KEX, signed up with BAD prior to the
mailed solicitation, paying the cus-
tomary fee of 507¢ of each station’s
highest hourly rate per month.

Said Walter E. Benoit, vice presi-
dent, to sponsor: “We signed with
BAB on faith—faith and the hope that
this association would at long last pro-
vide the means of aequainting adver-
tisers with the true worth of radio and

combat the unfair competition of
newspapers and other advertising
media.”

The information contained in this
preview of BAB, Inc. was the best
available prior to the NARTB Conven-
tion in Chicago at which BAB will
unveil its most up-to-date thinking.
The BAB session on 17 April will re-
veal Bill Ryan’s concept of the Bu-
reau’s activities, some of his basic
planning in coordination with all five
Board committees which met in New
York in late March and early April.

How the BAB shapes up—its Board,
Committees of the Board, key posts
and departments, some top objectives
—is highlighted in the following.

BAR Board and commitiees

BADB’s president and Board members
were appointed by a five-man com-
mittee created by the NARTB Board of
Directors. For several months Robert
Swezey, chairman, Edgar Kobak, Al-
len Woodall, William Quarton, and
Charles Caley considered candidates.
The stellar job that Bill Ryan had done
under difficult circumstances at the
NARTB commended him; as a practi-
cal broadcaster who had frequently led
in good industry practices, his record
was well known: his selection was gen-
erally hailed.

Since no machinery nor member-
ship yet existed to-elect a Board of
Directors, the five-man committee, in
consultation with President Ryan,
picked 23 men representative of sta-
tions. networks, transcription firms,
station representatives. and the indus-
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try at large. At the 1 March meeting
of this Board, Ed Kobak was elected
Chairman; five committees and their
membership (all recruited from the
Roard) were named.

The 23 pioneer members of the
Board of BAB, Inc. are: Niles Tram-
mell, NBC (network) ; Robert Kintner,
ABC (network); Frederic W. Ziv,
Frederic W. Ziv Company (transerip-
tion and library service) ; Paul Kesten
(industry) ; George B. Storer, Fort
Industry Company (station): John
Patt, Richards Stations (station):
Martin B. Camphell, WFAA (station) :
Frank Stanton, CBS (network); Frank
White, MBS (network): Theodore
Streibert, WOR (station); Walter
Evans, Westinghouse Stations, Inec.
(station) ; H. Preston Peters, Free &
Peters (station representative) ; Lewis
H. Avery, Avery-Knodel (station rep-
resentative) ; Edgar Kobak, consultant
(industry) ; Robert D. Swezey, WDSU
(station) ; Allen M. Woodall, WDAK
(station); Charles C. Caley, WMBD
(station) ; William B. Quarton, WMT
(station) ; Simon Goldman, WIJTN
(station) ; Hugh Terry, KLZ (sta-
tion): Kenyon Brown, KWFT (sta-
tion): Harry Spence. KXRO (sta-
tion) : Williain Beaton, KWKW (sta-
tion).

Membership of the five BAB com-
mittees is: Executive—Kobak (Chair-
man). Quarton, Swezey, Avery, Tram-
mell: Finance—Caley (Chairman),
Evans, Terry, Campbell, Streibert; Re-
search-Promotion — Kesten (Chair-
man), Patt, Goldman, White; Mem-
bership—Woodall (Chairman), Brown,
Beaton, Spence, Peters: By-Laws--
Swezey, Avery, Stanton.

No figurehead is the Board or its
Committees. Much of the basie plan-
ning that is being unfolded at the
NARTB Convention was initiated by
President Ryan, true. but all of it was
chewed over by the Committees in
long and separate sessions beforehand,

Represented on the Board are key
thinkers and doers of the radio adver-
tising industry. Many. like Paul Kes-
ten and Ed Kohak. have a keen insight
into the problems of advertisers and
how a promotion-service organization
like BAB can aid them,

President and staff

BAB. Ine, will not immediately
build into a 100-man team such as
the Bureau of Advertising. During its
1951 phases President Ryan envisions
ahout 25 people emploved by the Bu-

BAB Day at the
NARTR Convention
Tuesday, 17 April at 10 a.m.

I. Greeting by Edgar Kobak,
chairman of the meeling

2. Blueprint of BAB by Presi-
dent William B. Ryan
3. Panel  discussion  of  BAB

(past, present, and fature) Iy
Jerry Stolzoff, Foote. Cone &
Beldings; Bolbk  Gray,
Standaed Oil; Frank Pellegrin,
II. R. Representatives; Lewis
I1. Avery, Averyv-Kunodel; and
Miwchell, Acsociated
Program Service.

Exso-

Maurice

. Question period,

Meeting is tentatively scheduled
for North Ballrecom of Stevens.

reau, perhaps 10 in key positions.
Here ic a lwief rundown of the
duties probally to be assigned to each
of the chief exccutive’s key assistants.
Assistant 1o the president: A com-
bination expediter, oflice manager, and
“man who can stretch a buck,” he will
serve as Ryan's deputy. His job is to
aid in coordination of all activity.
function as a clearing house for field
activity reports. His will be au inside
joh. He will not be a speechmaker.
The man has not yet been selected.
Director of national advertising: He
will concentrate on network and na-
tional spot promotion, selling, and
service. A skilled speechmmaker, he will
address groups of national advertisers,
rmake mass presentations; a skilled
salesman, he will make individual so-
licitations. He will initiate promotion
beamed at the national field. He will
initiate presentations. He will coordi-
nate closely with the field offices.
Director of retail advertising: This
person knows retailers, knows the
problems that station salesmen face on
the local scene. Ile can handle a sales
clinic well, speak effectively hefore
food and drug groups, Kiwanis clubs.
chambers of commerce. He will initi-
ate special retail studies, slide f[lms.
presentations. He knows station pro-
graming and its applications to spe-
cific eategories of advertisers. He will
work hand in hand with the field mer
This person is probably now in the
employ of BAB.
Director af research: As seen at
this writing. broad research will be
handled bv outside contractors. hut
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Promotional pioneers Frank Pellegrin, Lewis Avery, Maurice Mitchell paved way for new BAB

under supervision of BAR's highly
qualified research specialist. The all-
important job of getting a basie fae-
tual pictwe of radio will be his. Lin-
portant in his duties is the creation
of a practical professional library that
will hielp advertisers use the medium.
He will build ease histories of radio
in cooperation with such groups as
NRDGA. National Florist Assoeiation.
He will be at the beck and eall of the
National and Retail Advertising Direc-
tors, of the field men. He will work
closely with the promotion director,
This man may currently be in the em-
plov of NARTE.

Director of promotion: Since BAB
is a promolion organization, a man
who knows printing processes, promo-
tion coordination. and who has a high-
Iy developed ercative sense to go along
with it is vital over the long haul. A
Lou lausman, Bob  Schmid., Joe
Creamer. or Vie Ratner would 61l the
Lill. But the BAB may not immediate-
Iy get such a man, relying for the
present. on an alert production  ex-
pediter who will funnel material to
ountside services,  Bill Ryan is con-
cerned with the cost of doing work on
the outside wnless elose economy is
maintained: pennies will be counted in
the process. The promotion hoss will
work constantly with the national and
retail advertising directors, with the
research director. with basie projects
as well as numerous  presentations,
leaflets, films. hooklets, and what have
von i the printed realm. Air promo-
tion will flow through his department.

Carrent BAB executives Hugh Hig-
gins (who served as acting director
prior to Bill Ryan’s presence on the
scene), Lee Hart. and Meg Zahrt fit
importantly into BAB, Ine)'s scheme
of things, although their precise roles
are not vet announced. Bill Dignam
(omee with Tide, lately assistant 1o re-
searcher Al Politz) has been newly
added.  An alert, research-wise stu-
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dent of promotion. Dignam's initial
assignment may be to head promotion
and production,

Field directors: At the beginning,
the field offices will be small, cach of
the three consisting of a director and
oflice assistant. But BAB has high
hopes for them. The ditectors will be
active, out-of-the-oflice experts in con-
tact, speech making. selling. Prob-
ably ryecruited from salesman ranks,
their reports will formn the basis for
much of the promotion work of the
Bureau. They will work from ay to
day both with the national and retail
advertising directors, although not un-
der their direct supervision, Their re-
ports will funnel through the assistant
to the president. At press time. these
positions  were still open. although
President Ryan had several likely can-
didates in mind.

Key projects

In the opinion of the BABR Board,
a solid structure calls for a basie and
perhaps continuing study of radio, its
size. growth, and composition. An
analysis of the dimensions of radio
that advertisers can understand and
evaluate has long been wanting. It may
take the form initially of a selected
market research, fact-finding and coni-
petitive, embracing six or eight mar-
kets. This may be BAB Project No. 1.

But within Board councils. in the
president’s office. there undoubtedls
are r"(p]nmlnr_\' efforts to determine
what can be done—pronto—to peg up
the sagging regard with which na-
tional advertisers are looking at radio
as a medium. Perhaps BAB, Ine, has
arrived in the nick of time to serve as
& conciliator of wairing networks, to
throw light on the 1ecurring problem
of radio rates, to sort out the muddled
rating picture. Serving as a meeting
growd for divergent points of view
may well be BAB's first and inestim-
able serviee, ek ke

What the Bureau of
Advertising of ANPA
offers advertisers
and agencies

I. Sales Analysis
Services

skilled sales stafl advises national
advertisers and agencies who have
sales, advertising, and ‘wmarketing
problems. Speeial unit helps ua-
tional and regional chainstores,

2. Research Services

Findings, like following, are avail-
able on  request: markets and
newspaper  circulation  data by
counties; consumer panel pur-
chases of some 85 produets; re-
gional sales wvariations for about
14 types of produets; liquor con-
sumption by states; distribution
of branded produets; ranking of
brands by consnmer preference:
monthly grocery inventories of re-
il stores in 12 markets: contin-
ning stndy of uewspaper reader-
~hip: and individual readership
results for 1000 wdsertisements.

3. Statistical Services

How adsvertisers with annual bod-
gets of 825000 or over spent
their newspapers: a
handy gnide for estimating the
cost of campaigns;
what's going on in newspaper re-

money  in
HeMspaper

search—a monthly newsletter: use
ol the research library,

d. Sales Presentation
Services

Sin presemtalions showing adver-
tisers sueh thiugs as svarying mar-
ket potentials of many industries:
how a uational adverliser can use
newspupers effectivelys how effi-
cient markeling and advertising
are the main route 1o profits to-
day,

3. Services for
Retailers

Burcau aets as linison between
daily papers aund chainstores in
selling up campaigns: advises re-
tailers on budgeting and planning
advertising programs; snpplies re-
tail sales figures sia o monthly
publication; gives statistical in-
formation aboul sarions phases of
retail selling o five fields: has
available a supply of some 58
brief case histories of newspaper
advertisers,

SPONSOR




Best Milwaukee bhuy -
and here’s why:

High Hoopers* —Now 4th Highest Hooperated Inde-
pendent in the Nation between 6:00 and 10:00 P\

In Milwaukee consistently No. 3 Morning and Evening,
now No. 2 in the afternoon! No. 1 on individual pro

gram ratings competitive to National Network Shows

Lower Costs—No other station in Milwaukee delivers
audience at a lower cost per 1000. At the 250 time fre-
quency, $9.75 buys a Nighttime minute—S$7.80 a daytine

minute.

Top PfOQl’Clﬂ'lﬂ'jﬂg—:‘l Hours of Music, News and .\||nt LS.
Continuous popular, familiar music native to Milwaukee,
interrupted only by clear, concise 5 min. newscast and

leading play-by-play Sports broadcasts.

Personnel—Highest Paid Program Staff with exception

one Network Station. Air Salesmen—not announcers.

£ - :
Full time local news staft.

*Bosed on 1950 May-September Hooperatings and 1950 November-December Index

W E M P 24 Hours of Music, News and Sports

Headley Reed, before you buy
let them tell you why!

Hugh Boice, Gen’l Magr.
9 APRIL 1951 133



WERD 5
*JOB MART

Rated High By dooper
Rated High By Allantans
Rated High Time Buyers

When Negro Atlantans
Want Jobs

When White Atlantans
Want Domestic Help

WERDs saperls publie service
program JOB MART brings all
\tlantans. black and white. to
their collective telephones.

JOB MART renders a service
unique in conmunity broadeast-
inu Builds a tailored bonus
audience Provides ellicient
test radio media for advertisers
who want 1o inlluence the pur-
chasing agents in metropolitan

\tlanta.

WERD IS THE ONLY HNEGRO
OWNED AND OPERATED RADIO
STATION IN THE UNITED STATES.

WRITE for Proof of Performance.

Represented Nationally by
JOE WOOTTON

INTERSTATE UNITED
NEWSPAPERS, INC.

NEW YORK, N. Y.

). B. BLAYTON, |R.
General Manager

WERD

“Hooper Rated Progrom
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BASEBALL: 1951

(Continued from page 127)

| off, the danger of losses decreases ex-

cepl in minor league parks close 1o the
lelecasts of major league games.” Jor-
dan finds, Probably one of the most
conspicuous TV casualties was in New-
ark. close by New York city. The finan-
cial woes of the Newark Bears hecame
so grave that the Iranchise had to be
shifted 1o Springhield. Mass.

Major league owners are wide apart
on video this vear. Every home game
of the three clubs in the New York area
will be televised. even though the area
has more sets by far than any other
market in the country. However, in
some cities. TV 1= being curtailed, In
for instance. the Braves are
only allowing 14 of 32 night games
to be carried. The Cincinnati Reds
have cut their telecast schedule to 26
cames over WCPO-TV. WTTG. Wash-
ington. is televising 21 games of the
Senators, but cautious Clark Griflith,
Senators owner. may allow more games

Boston.

to be televised il attendance figures
please him.

The loudest baseball are
coming from the minor leagues, Their
altendance decline was 197 as coni-
pared with the 137 drop-off in the ma-
jors. Some of these owners are pro-
testing against AM radio as well as
TV. They don't like the extension of
major league broadeasts during the
They point to such
sprawling combines as those devised
Iy the Liberty and Mutual networks;
they also protest the mushrooming of
the beer networks.  (Goebel Brewing
Company, Detroit, for example, lines
up about 45 stations to carry the De-
troit Tiger games.) In some minor
league towus as many as three and

heels in

last few years,

four games a day are on during a sin-
gle day. The only real protection a
minor league club has is that a major
league contest cannot be aired during
the same hours a minor league game i=
being played at home. This i poor
protection, the minor leaguers say, hul
Conumissioner  Happy Chandler  was
warned by the Department of Justice
that any further restrictions on hroad-
casting wonld bring baseball into ¢ourt
where the power to sell vights on the
air would be questioned on anti-trust
srounds. Basehall is taking no danger-
vus leads ofl base here. 11 wants to
uphiold its vital rveserve clause giving
eluly owners full control over the ball

players. The front offices want no
court declaring the help free agents.
as the jurists might do in any real legal
conlest.

Baseball's ranks are split on this
controversy over broadcasts. The un-
happy lower circuits say that the ma-
jors are being short-sighted in their
affection for the more than $3.000,000
involved in the sale of rights. Weal:-
ened minor leagues mean less profi-
cient young players coming up to play
in the majors they say. This unfriend-
Iy feeling toward broadeasters should
be lessened considerably this year as a
result of the new cooperation between
the two interests.  Many observers
agree with Bill Ryan that radio can do
a job for baseball attendance, particu-
larly if a real program is worked out,

Mutual’s Game of the Day will prob-
ably have one of the largest schedules
in minor league areas. Fans in 31
states outside the major league terri-
tory will hear live broadeasts of the
outstanding contests of the day in the
big leagues. Mutual pioneered in this
type af live broadeasting last year.
The Game of the Day schedule should
be improved this year. The only limi-
tation on its broadeasts is that they
cannot air the St Louis Cardinal
games when that team plays at home.
Last year the National League activity
was limited to three teams, The Amer-
ican League is clear of any prohibi-
tions.

Mutual’s with live broad-
casts has forced Liberty to give up its
recveated broadeasts and go live ex-
cept for night games, These late games
will be carried by about 25 of the
350 Liberty stations carrving hasehall.
The shift to live broadeasting means a
big boost in costs.  Up to now the
play by play reportz for the recreated
sames could he oblained from Western
Union for 852750 per game. In Dal-
las. the zames were given a highly ex-
citing treatment with unusual ginumicks
lo simulate a real game and piped out
Lo afliliates. But advertisers prefer live

sSUCCess

Publicity Fils
e Consultation

s Production

‘ TELEVISION.
® Placement
| Request details and list of clients.

MARATHON TV NEWSREEL

| | 12 yrs.
in

MU 8-0985

v KONSTANTIN KALSER, DIR.
125 EAST SOTH STREET
NEW YORK 22, N, Y,
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broadeasts. This year Liberty has the
expense of maintaining crews, plus the
cost of rights, “This is getting to be
a rough game of poker,” says one Lib-
erty execulive,

In addition 1o its outstanding con-
test of the day, Liberty is carrying the
St. Louis Browns games and New York
Gianls games on separate networks.
The Browns network includes about 35
stations. The Giants network, exelud-
ing the New York outlet. WMCA, will
comprise about 20 stations through the
East.  Despite the added costs, the
young network is confident that it can
stay with Mutual and come out alicad.

The Texas outfit likes a good fight.
as indicated by the way it started base-
ball broadeasting.  Liberty has the dis-
tinction of having opened up major
league broadeasting in minor league
territory. In 1948 Gordon McLendon.
voung ex-Navy officer who is presi-
dent and chief sportscaster of the net-
work, broke a hard and [ast rule
baseball. Previously. no game could
be broadcast in organized ball within
50 miles of a club’s home stadium un-
less the team gave ils consent. Butl
baseball decided not to attempt a bat-
tle in the courts when MecLendon
would not accede to the rule, and the
way was cleared not only for him but
also for Mutual and the beer networks,

The live broadeasts by Liberty and
Mutual this year would seem to indi-
cate that recreated baseball is losing
ground after hitting its peak in 1949.
The recreated picture in major league
towns changed several years ago. For
a long period. beginning about the
mid-Thirties, Western Union was used
for the away-from-home broadcasts.
The cost during a season was some
$2,000 as compared to the $20,000 a
year in traveling expenses, plus live
charges thal it costs most sponsors lo-
day to follow their teams ou the road.
But the fans prefer the live version
and this year most schedules are being
carried that way. * kK

BASEBALL SPONSORS

(Continued from page 48)

else,” Jolin Purves, the timebuyer on
the account. says.

The broadcasts also hit customers at
the season when they are buying the
most gasoline. There is lots of room
for merchandising, such as baseball
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To a Lady Time Buyer
with dinner on her mind

For a starter. iry Concord grape juice. pressed
aud bottled in quantity in lowa. Or Jonathan
apple juice. a tasty Towa product,

The main dish may be a meaty young corn-fed
turkey. one of the 3 willion lowa will provide
this year. Or a choice roast chicken; lowa

raises more than an other state,
If you hanker after heef

roast, stewed, or char-
L‘ll;tl |l!'l'Ji|t‘(l —l'll;m("l'!-
are it will be from
Towa, top state in

the cattle-growing,
Flank the platter
with fluffy lowa-
grown polatoes,
mashed with rich
lowa butter.  lowa
produces 209 of U. S.
cream and butter. Or gliwv

q% A lowa sweel jrotalocs with honey.
; \‘ from lowa’s—and the world's—largesl

. .
2 honey-processing plant.  Serve tender lowa-

grown asparagus, golden lowa corn. peas or
limas—{resh-frozen or canned, from one of
fowa's 45 canueries or 12 frozen food plants.

[u the salad bowl put slices of lowa carrots,
shredded lowa cabbage. dressing made with
evaporated milk (6 lowa plants) and vinegar
(3 lowa plants). Or take your pick of a dozen
lowa salad dressings. Add mulflins of Towa
corn. or rolls of lowa wholewheat. Dessert can
be fresh-frozen lowa strawberries, or ice cream
packed in dry ice (a by-product of grain alcohol
made from lowa corn).

This menu, courtesy of the lowa Development
Commission, is brought to you by a certain
radio station which also serves people—well
over a million throughout 19.100 square miles
of prosperous mid-America. It's a market worth
reaching—and in Eastern Towa WMT reaches,
as any area Hooper will plainly show.

The Katz Agency will be happy to cook up
additional data.

WNT

CEDAR
RAPIDS

5000 WATTS,

600 KC

DAY AND NIGHT

BASIC COLUMBIA NETWORK

ncat-packing fields.
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‘SHE !, I.

only

Washington.

Mew York * Chicago *

yell Onl placed “Shell's Dinner
on of the News"” on KJR—
radio in Western

REPRESENTED NATIONALLY BY AVERY-KNODEL,
Los Angeles = Son Francisco « Atlante

EXCLUSIVE!

KJR

$008 WATTE AT 938 he.

Lo Marsalt Fiell Histiom

~THE VALUE-FULL STATION

ABC AFFILIATE

INC.

5OLD,
MINE *

Jir Bho 57‘

-—Far years, KFVD has been digging
COLDEN RESULTS for sponsors with a pow-
erful 5000 watts at the mid-dial 1020 ke.
Mot just “flash-in-the-pan™, but consistent
HICHEST-CRADE rcturns. You can usc us!

IN LO5 ANGELES

KFVD

The CENTER of Your Radio Dial

IT's
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IN ONLY 8 WEEKS

* A 15c Item In
43 Retail Outlets

For the complete story
Contact any

BRANHAM COMPANY
« OFFICE -

OR
WABB

MOBILE, ALABAMA

schedules and posters and signs in the
gas stations. To ake its advertising
budget cover a number of markets, At-
lantic wsually goes in for co-sponsor-
ship deals in every city on its broad-
cast list. In Philadelphia they carry
the Athletics over WIBG and the Phil-
lies over WPEN, plus a regional net-
work of about Daytime
games of the two teams are televised
over WPTZ, WCAU-TV. and WFIL-
TV, all in Philadelphia. An expanded
schedule of N. Y. Yankee games is car-

15 stations.

ried over the Home of Champions net-
work, including 18 stations outside
New York City. The Pittsburgh Pi-
rales games are Deing carried over
WWSW, Pitshurgh, plus approximate-
ly 19 stations in western Pennsylvania.
Boston Red Sox fans hear Atlantic ad-
vertising on WHDH. Boston, and a
New England network of about nine
stations. The video side will be han-
dled by WBZ-TV and WNAC-TV, Bos-
ton. and WIAR-TV. Providence. The
minor league club is the Baltimore Ori-
oles. to be heard over WITH, Balu-
more. Two Oriole games a week will
be televised over WMAR-TV. Balti-
more.

Ballantine beer

Another big spender on baseball
broadcasts is P. Ballantine & Sons
throngh J. Walter Thompson. This
year it is going into Boston for the
first time by sponsoring the Braves
games. over WNAC plus some 32 sta-
tions including the Yankee Network.
They are also airing the games on tele-
vision. In Philadelphia, Ballantine is
one of three sponsors of both major
league teams, along with Atlantic and
the Supplee-Wills-Jones Dairy Compa-
nv on both radio and TV.

Chesterfield cigareties

Liggett & Myers Tobaceo Company,
via Cuningham and Walsh. is continu-
ing its sports activity by sponsoring all
vames of the Giants over New York
stations WMCA and WPIX. Tt is also
coing into Chicago to present the Cubs
over WIND, Chicago. plus some 32
Midwest stations. The new move this
year is the West Coast sponsorship of
the [{n”} wood Stars over KLAC, Los
Angeles, Exclusive radio rights here
cost about $20.000.

Game rights trend

A significant trend advertisers noted
this vear is the increase in the cost of
rights in many cities. So far advertis-

SPONSOR




ers’ enthusiasm for the game has not
been lessened. The Christian Heurich
Brewing Company, Washington. is re-
ported to have paid £250.000 AM and
TV rights to the Washington Senators
for two years. The F. & M. Schaefer
Brewing Company, New York. is pay-
ing the Brooklyn Dodgers $3,000,000
for five years of radio and TV. Anoth-
er beer firm, Leisy Brewing Company,
Cleveland, is reported 1o have signed a
deal with the Cleveland Indians for
$250,000 for TV rights. Its rival,
Standard  Brewing Company, pays
$126,000 per year for the AM righis.

Even the dugout area in Cleveland is
expensive. It costs television $15.000
for interview rights in the dugout be-
fore the games. Radio gets off a little
easier. [t's 810,000 for them.

Game of Day

Mutual had to pay about 507 more
for its rights to the highly successful
Game of the Day broadcasts. This has
resulted in an increase of abour 307
over last vear for time and talent
charges to advertisers. MBS, which
signed more than 3,200 local and re-
gional sponsors for its game carried on
more than 350 stations, finds sponsors
even more enthusiastic this vear. The
web is offering advertisers three types
of sponsorship on a co-op basis. Ch-
ents buy an entire game. or 30-second
announcements after each half-inning.
or 0O0-second anmouncements before
and after each game.

In making a pitch to advertisers, Mu-
tual has a good supply of sales ammu-
nition from its debut last year. A
Crossley study showed an average city
rating of 17 during the third week in
September. Result stories are also help-
ing the salesmen, They quote the pro-
prictor of the City Drive Inn, Billings,
f\lulll:ma. who writes:

“Within four days of advertising on
the Game of the D(I_\'. we were :.'('lling
so many orders for our ‘Flying Saucer’
sandwiches we could hardly keep up
with the demand. And, after the adver-
tising campaign hit its peak. we esti-
mated a 507 increase in business, all
as direct result of the advertising on
the Game of the Day.”

Another sponsgor in this city, where
KBMY is the Mutual outlet, said that
his roofing business took a 207 jump
which he attributed to the broadcasts.

Liberty

Mutual’s young rival, Liberty Broad-
casting System, is off to a good start
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His Sponsors Alone

Make a

Sizable Audience

Fulton Lewis, Jr. is sponsored locally on more than 340
Mutual stations by 572 advertisers, The roster of busi-
nesses represented is too long to detail here, but this brief
.*llllll'llill‘_\' .‘"‘hll\\"' Ihl'ln' :“‘“lli"':

93
19

6
51
26
58
29
11
30
23
16
43
17
14
14
25
91

antomotive agencies

auto supply and repair companies
bakers

banks and savings institntions
brewers and bottlers

building materials firms

eoal, ice and oil companies
dairies

department stores

idrng stores

food eompanies

furnitnre or applinnee stores
hardware stores

jewelers

lanndries

real estate and insurance agenecies

misecllancons

His program is the original news co-op. It offers local
advertisers network prestige, a ready-made and faithful
audience, a nationally known commentator—all at local
time cost with pro-rated talent cost. Sinee there are more
than 500 MBS stations. there may be an opening in vour
locality. Check your Mutual outlet—or the Cooperative
Programi Department, Mutual Broadcasting System,
1410 Broadway. NYC 18 (or Tribune Tower, Chicago., 11).
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IFWLOSF 'MOTION:

Newspaper

Billb ]

Wing Display
Direct Mail

+
WLOS PERSONALITIES:

UNCLE BING—
Hillbilly

DR. BOP—
Western North
Carolina’s only
colored disc jockey

FRED BROWN—
Sports

SUNNY DAYE—

Women's shows

+
WLOS POWER:

5000 watts day,
1000 watts night

1380 kc
9200 watts 104.3 mc

(Asheville's ONLY FM station)

WLOS Resultsand Sponsors:

Surf, Tide, Ipana,

Ladies Home Journal

Bakerite, Kools plus
largest volume local advertising on
any Asheville station.

ask the
0. L. TAYLOR COMPANY

New York, Chicago, Dallas,
Los Angeles, San Francisco

WLOS, WLOS-FM, Asheville, N.C,

The American Broadcasting Company
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this yvear with the Falstalf Brewing
Company buying time on 150 stations
throughout the non-major league terri-
tory except the West Coast. A number
of smaller local sponsors are alo *-‘I_'.!II-
g up.

One Liberty station, KRIZ, Phoenix
has signed two local sponsors at above-
card rates for the Sunday major league
One Tkard-MeMindes
Company. distributors  of Frigidaire
and Youngstown Kitchens, said they
were buving the time as a direet result
of their 3070 jnerease in Youngstown
Kitchens sales after <ponsoring LBS
Sunday football last year.

cames. client,

\n unusual situation has come up in
Los Angeles where the LBS afliliate,
RKMPC, is not carrying the LBS games,
Instead  three  independents, KGFJ.
KFON and KALL are picking them up
and selling them as a group. KMPC
has lined up the full 108-game sched-
ule of the Los Angeles Angels. Eighty
four will be spousored by Lucky La-
ger, 42 by Camels and 42 by the Amer-
ican  Vitamin The An-
cels’ home games will be televised
every might except Friday (when
wresthng is king) over KLAC-TV. The
sponsor is Eastside DBeer. The Holly-
wood Stars. in addition to the
schedule on KLAC. will be televised
night= and Sundays

\ssoctalion.

on “_t'||llt':-'||n_\
over KTTV.
Yes, commercial baseball does pay
ofl. But as indicated in the accompany-
ing article. advertisers have the respon-
sibility of seeing that baseball is Kept
healthy at the box office. To promote
baseball as well as the company’s own
product might well be the ohjective of

every advertiser in 1951, * k%

LICKING SLUMP LOCALLY

{(Continued [rom page 53)

Barton, Durstine & Osbarn’s Minneap-
olis oflice, savs, “There are no dol-
drums during the Northwest summer.
We have never recommended a hitatus
in this market.”

A Campbell-Mithun ( Chicago) viee
president. Art Lund. echoes this senti-
ment with, “Pmoin favor of smimmer
advertising. A zood 9070 of our ch-
ents maintain the 52-week seliedule.”

Summer advertisers on WCCO like

Bulova. Butternut, the Dayton Come I

pany. Bromo-Selizer. General Electric.
Ipana, MGM, Mimeapolis Brewing.

AN |

Purity Baking and Standard Oil add
weight to the summer selling theme.

KNX. Los Angeles

KN Sponsors are enthusiastic aboul
the station’s out-of-home audience pro-
tie-in - with Pacific  Drive-In
Theatres. Inc. This 19-theatre South-
ern California chain presemts a KNX
summer promotion messaze 1o nearly
247.000 lu’ull]n- \\(‘f'k'_\.

In exchange for supplying station
lalent during a 15-minute intermission
between shows. KNN Qs permitted 1o
plug its own programs 1o the people
seated in the 700 to 900 cars that
crowd each theatre. Already, advertis-
like Lever Drothers. Whitehall
Pharmacal. and others have written
letters of approval to KNX on their
novel scheme.

molion

ers

For still-hesitant summer advertisers,
KAN reports these ﬁ;_'llrt'-: ;:a:-'nlillv
sales reach their peak in Southern Cal-
ifornia during the summer months—

winter 23477 @ spring 25.3°7 @ summer

20,37 fall 25.07%7. And food store
sales look like this—winter 23.197 :
spring 2487 : summer 25.77%: fall

26.4%.

KXOL

leading

independent

SPONSOR




WNEB, Worcester |

Handy’s started with four factory |

l:l[llt'ri pl;u't'd in a vacanl :-'-}lu\\'l'um]l
and filled with odds and ends from a
manufacturer’'s warchouse. A decision
to use radio gave the store a city-wide
reputation only a few years later.

Handy's promaoted fishing equipment
the first summer. Almost immediate-
ly, the store became a mecea for Wor-
cester’s fishermen. From a tiny outfit
carrving a limited line, the store devel-
U])t‘(l the ialr;_'l':-l selection of fl:~|lil|{_’
equipment in the eity.

Mrs. Sullivan of Handyv's says. It
was =0 suceessful that now [ start plug-
ging a lay-away plan for fishing equip-
ment in January. By the time the fish-
ing season is al hand ' loaded with
orders.”

Handy's also devoted some radio
time to its tovs—out of scason. Via
WNEDB. toy sales were pushed in June,
based on a layv-away plan for Christ-
mas. Mrs, Sullivan says, “By Christ-
mas | had £8.000 in toy lay-aways
crowding the storeroom.”

Handy’s secret: announcements every
day in the week and 52 weeks a year.

WGAR, Cleveland

Cleveland is polka center of the na-
tion and Carling’s Black Label beer
and Red Cap ale capitalized on this re-

gional love for polka music. Carling’s |
drew 12,000 pieces of mail in the sum- |

mer for their Polka Champs show. Mail
was in the form of hallots for selection
of a favorite polka band, Most of the
20,000 votes were on official Carling
ballots obtainable only where Carling’s
prudut'l:-'. are sold.

Watkins  Furniture Company  of
Cleveland: Clark Restaurant Company,

sponsors of Fairytale Theatre: the Fo.
rum Cafeteria: South Side Federal Sav-

ings & Loan Association, a nine-year |
sponsor: and the Shell Oil Company |

are other WGAR regulars who've prov-
en that the summer heat doesn’t affect
the sales curve.

WNAX, Yankton

Fair appearances in South Dakota. |

Nebraska, Minnesota, and lowa prove
a sales ]Jllul'i to WNAN's T8 non-net-
work advertisers who stay on during
the summer months. Pieture panels,
merchandise 1]E:-|11;l)‘.~. color slide pro-
jectors, and an annual Neighbor Lady
picnic keep WNAX program bankroll-
ers in the consumer’s mind,

Publi¢ appearances at local celebra-
tions by the entertainers of Missouri
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MERCHANDISING?

PROMOTION?

You Get BOTH Plus the
TOP SHARE of Audience

P

@ Here is one of the
ways WFBL’s mer-
chandising and pro-
motion gives TRIPLE
IMPACT to WFBL
sponsors.
Tide,Broadcasting,
and Sponsor have ac-
claimed the plan as
original, unusual—a
new idea. But what
has it proven to com-

anies who measure its effectiveness by sales

volume? Look at these reactions of district
sales managers—Colgate-Palmolive-Peet:
“Unique. .. Different . .. Outstanding!"” The
Carnation Company: "Terrific . . . Real Suc-
cess!” The National Biscuit Company: “"So

workable . . . Extra Sales!”

Get the Details NOW!

WFBL

e Syracuse, N. Y.

INC.

FREE & PETERS,

Exclusive National Representatives BASIC



J['mll |}|1L

Market | i i
L i

The Rich Beaumont-Port
Arthur-Orange Metropolitan
Tri-City Area

234.200 Population
$242,903,000 silss"

SALES
{ Source: 1950.51 Consumer Markets

Here is Texas' S5th Market, onc of the wealthi-
est in the werld . . . the concentrated Beaumont-
Port Arthur-Orange metropolitan areas.

« the No. 1 ail retining area in the world

» producing 1 out of cvery 10 barrels of ail

« 2nd only to New York Cuy m shippimg
tonnoge,.

KPAC listeners carn big, better-than-average
incames. KPAC can sell this concentrated buying
power for you with intensive, productive KPAC
coverage . . . Plus KPAC's huge 1,353,200 popu-

lated Regional Market maore thousands of
KPAC listencrs and more big  sales  volumes
for you.

HIGH HOOPERS 17 years of Listener
Loyalty prove KPAC's salesability in a highly
competitive radio market

BUY THREE, FOR THE PRICE OF ONE! Cover
three rich markets Becaumont AND Port
Arthur  AND Orange with just onc strong per-
suasive  station. KPAC offers  the  profitable
plus ot  extra markets , ., . climinating the
necessity ot buying  three stations when you

must cover three citics

CORDON BAXTER presents
"BAXTER’S GARDEN"

A KPAC natural for sales . . recording
130 phone calls tirst quarter-hour of first
day; colleeting %3000 tor March of Dimes
within three hours of cighth day: receiv-
ing 1500 entries in program-name contest
by tweltth day. A brand new favorite,
with sensational Cordon Baxter selling
your product in Texas' 5th Market. Avail-
able for participating sponsorship, 1:55-
4:00 p.m., Monday thru Friday.

CHECK TODAY, and select KPAC
availabilities that can get your product
really moving in Texas' 5th Market.

5000 WATTS «

John E.

MUTUAL

Pearvon Co., Natmanal Representatives
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Valley Barn Dance and the W NAX Bo-
hemian Band are additional audience
promotions of benefit to the summer

:‘-FI(!”F(? r.

WGY. Schenectady

Studebaker.
cura. DuPont.

Cuti-
Prudential

Camel cigarettes,
Lehigh Coal,
Insurance, and all the major beer ac-
counls are ju.-l some of the many 52-
week advertisers on General Electric’s
WOY.

Why

airwaves

these advertisers flock 1o the

upstate  is soon
Roads from Schenectady
Finger Lakes region. the
the Green Mountains, the
and the Catskills,

are enhanced by the

apparent.

lead to the
Adirondacks,
”l'rk.-hir(‘r-
Sales opportunities
vacalioners pass-
ing through,

Travel and resort spending in the
State of New York alone ruus around
S1.000.000.000.000 annually.

To take advantage of the situation,
every resorl registered with the differ-
ent stale .|r|ml'tl1w!|1.— of commerce Zels
the WCY paper. Vike and Camera.
This gives the vacationer a guide 1o
programs and personalities, in addition
to a complete monthly radio and TV
schedule. Pocket-sized maps of the va-
caltion area are also distriluted.

With summer camps equipped with
radios: portables: and
molorists WGY ad-
vertisers reap the benefits of the sum-

campers with
with car radios.
mer vacationist influx. The impressive
list of 52-week advertisers is proof
enough that hiatus thinking is on the
wane in vpstate New York,

KMOX. St. Louis

KMOX,; €BS in 5t
this approach: “The good ol’ Summer-
time is a good Lime to sell on KMOX,
the Voice of 31, Lonis.”

Millions of vacationists visit the Mis-
souri Ozark playgrounds and, iu a sil-
vation much like that existing in up-
stale New York, KMON advertisers can
take advantage of the summer months’
influx of vacationer-listeners. Listen-
summer as at any
other time of the year: listeners buy
just as much (KMOX listeners spent a
total nf $502.955.903.34 during June.
July and Angust in 1950). ,\nl] the
average monthly  retail during
these months is equal 10 the average
monthly sales for all other periods of
the year. Advertisers taking advantage
of this stoation melude Griesediceck
Western Brewing Companv: Fastern
Falstalf Brewing Company:

Llltli:- [n]ltl\\':-

ing is as high

Hl]{‘.\

Airlines:

Slack Furniture: Ward Baking Com-
pany: Staley Milling; Manhattan Cof-
fee: Nutrena; Dolein: Folger Coflee;
Standard Oil; and Studebaker.,

Even a relatively little known dog
food drew a strong response. A single
announcement by Dixie Mills on KMOX
Country lournal for a “name-a-dog”
contest drew 1,048 replies from 17
states in mid-summer of 1950,
WCBS. Vew York

MeKesson & Robbins for Tartan sun
lotion scored a tremendous success with
participations on WCBS Top O' The
Morning m.e.’d by Jack Sterling. A
sample offer one day in July drew bet-
ter than 3.000 requests. Pathfinder
magazine on WCBS™ Srarlight Salute
program brought in 1,390 potential
customers with six announcemenlts at
a cost of 35¢ per inquiry. In a Frito
commercial on Harry Marble’s Hits
and Misses. Marble mentioned the Mon-
mouth racetrack which sells Fritos reg-
ularly. Stevens Brothers. who handle
the concession. reported their Frito
stock completely sold out that day.

WCOAU, Philadelphia

first all-out
campaign  with a  13-week
drive beginning 11 June and extend-
ing through 11 September. The theme:
“At home or away. they never leave
WCAUSA.Y

WCAL emphasizes this point by add-
ing, “There’s no summer hiatus on
WCAU!™ Statisties show that 90% of
the people who live within WCAU's 53
BMB counties never leave the WCAL
coverage area when they
lion.

Point two of the campaign empha-
sizes that ratings are as high in sum-
mer as they are the rest of the year.

And point three is that retail sales
in the eight-county greater Philadel-
phia area are higher during June, July,
and August than they are at other
times of the year, Proof of broadcast
seles effectiveness is furnished by 50
of the station’s biggest advertisers who

The station starts its
sHnmer

go on vaca-

always stay on during summer months.
Aiding the sales push is a tie-in with
15 of the largest resort centers in the

E Write, Produce, Ship
TV film spots, complete.

TELEFILM, Inc.
HOLLYWOOD (28) CALIFORNIA

SPONSOR




NAR'TB Visitors!

Visit Us In Rooms 556 A —557A
STEVENS HOTLEL

You'll Be Glad You Came!

HARRY S. GOODMAN PRODUCTIONS



GREAT

AUDIENCES
in the Deep South!

* hillbilly
® sports
®* negro

All ears are tuned to the radio
station that offers the ONLY
Major League Baseball Broad-
All
eyes are on the radio station
that is the ONLY one in the
Mobile area with a Merchan-

cast in the Mobile area.

dising department.

1000 WATTS

WKAB

840 On Your Dial

Liberty Broaodcasting System
Represented by The FORJOE Co.

142

greater Marvland, Delaware. Pennsyl-
vania. and New J:'r_-.-_\ area.

Saleswise, Amoco reports this cap-
suled story,

The American Oil Company promot-
¢il orchid giveaways from Amoco deal-
er= in eight markets throughout ecasi-
crn Pennsylvania. southern New Jer-
The n”l‘l’l fl'!‘l'

baby orchids to anyvone driving into an

sey, and Delaware,
\moco station.
Radio and TV were used exclusively
in Philadelphia via WCAU., AM and
TV. WCAL advertising drew inquiries
from every market—a total of 10,064,
Newspapers drew a total of 9466 iu-
(n a

cosl was seven linmes greater than the

lllliiil“, cosl basis. newspaper
and 12 times greater than

the video cost.

KOIL. Omaha

Station breaks. whenever |n|.‘-.~i||}|'.

radio cosl,

carry a specific reminder of the sta-
lon's summe) Fll;!_\lillll‘ theme, “Take
\long a Portable.”

are offered to radio dealers in Omaha

Window displays

and Couneitl Blalfs 10 |1_\ o out-of-lome
listening,

WGIH. Norfolk., Va.

The station’s coverage area inchudes
Virginia Beach, Williamsburg. James.
town. Yorktown, Smithfield and other
seenie areas in southeastern Virginia.
Since $.000.000 visitors spent $42.500.-
000 last vear. and since 99°F of beach
coltages are radio-equipped. the sum-
mer season presenls a pleasing sales
piclure.

Last year. not one local program
sponsor toek a hialus. Among WGH
advertisers are the =Sattle Maotor Cor-
poration, sponsors of newseaster Ed-
Travis for 13 Ouakland

woard years:

| Dairy: and Carr. Mears and Dawson.

one of the inest stores in town, To in-
crease interest among visilor-listeners.
WGH broadeasts network feeds of top
dance bands from the Surl Club
\irginia Beach. In addition, interviews
and audience participation shows from
summer hotels arouse interest among
local vacationists,

WSAL Cincinuati
Among this station’s summer-selling
spensors are lwo amusement |u|1‘|\.~
v lskand in Cincinnati. and Le
Sourdsville Lake in Middletown. Beotly
Legan air advertising in the summer of
1919, Coney lsland promotes its *
0l ()/." A
svely, Le Sourdsville Lake buys an-

Coney

Land
which is [or voungsters exclu-

rouncements and a Suuday hall hour

of light and popular music. The sta-
tien also schedules special events at the
Le Sourdsville Lake park. Continued
sponsorship is evidenee of the 1wo
parks” success.

Wurlitzer's Cincinnati branch is not
only a summer but a 52-weck advertis-
er. Their program, the Wurlitzer Ama-
teur Hour, sells musical instruments re-
gardless of the season,

WORZ. Orlando

Remotes  from  vacation points  al
Daytona and Cocoa Beaches add o the
advertiser lure, And, since Florida is
becoming a summerlime vacalion slale,
summer listening compares favorably
with wintertime listening in any see-
tion of the country.

\dvertiser successes include Plasti-
Kote who started with a distribution of
two filling stations selling a case of
their car polish weeklv, Two announce-
ments daily through July and August
increased dealer distribution to 92 out-
lets and 8.000 cases sold weekly.

Community Health Plan started s
air campaign in July. Ten announce-
ments daily, expanded in August, made
Orange Countyv’s “per capita™ purchase
of  health the
~outhwest,

insurance second in

Candy Counter. a local confectionery
store. used five announcements daily in
late H} October.  business
volume inereased to 5200 daily. To-
day, through heavy emphasis on sum-

=uminer,

uter advertising. the store is experienc-
ing approximately three times its open-
ing volume,

Fugene D. Hill, WORZ general man-
ager, states emphaticallv: “We have
never had a saturalion campaign on
the air during the summer that did not
pay off handsomely for its backer!”

Other Statiouns Briefly . . .
WHO. Des NMoines, points out that
less than 777 of the nation’s |:('lnpl|‘ are

lowa Ra-
v :
dio Audience survevs show a tremend-

on vacalion al anv one lime.

ous increase in sels available out-of-
home during the summer. Stnee 1948
portable set ownership has increased
Iy 66,019 and families owning radio-
n[l:imll'll anlos !"-llll\\l'll i illi‘l'(‘ﬂ.-l' n[

IDAHO'S
MOST POWERFUL

10,000 WATTS

K G EM

BOISE, 185,000 CUSTOMERS

SPONSOR




carries

145,462, WANEB. Worcester.

all Boston Red Sox games home and

away.
One of WLAW's (Lawrence. Mass.)
famed summer broadeasts are those

sponsored by the Allen “A™ Resort al
Waolfeboro. N. H. The resort features
a breakfast program
guests from all over New England and

during which
the nation are interviewed and partiei.
pale in various games,

Over the years, Mr. Allen has found
that listeners o the program are po-
tential guests for his resorl. and the
programing tends to keep the “Allen A
Resort’ in their minds when vacation
plans are made,

Maine Broadcasting
more than a million tourists spending
an estimated S150.000.000 in the area:
and WTV]) with their

coverage. all have strong sunnner sell-
* Kk Kk

Svstem with

south Florida

ing potentialities.

OUT-OF-HOME LISTENING

(Continued from page 53)

The T November 1949 iszue of spox-
soR (page 22) stressed that the impli-
cations of the initial Pulse study of the

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent Hooper Leader since
1943. Leads morning, afternoon
and night! . ... ‘

ROCHESTER, N.Y.
3,000 WATTS

Representatives . . .
EVERETT-McKINNEY, Inc, New York, Chicaga
LEE F. O'CONNELL CO.,Les Angeles, San Frencisce
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New York wetropolitan area are troe
in principle for metropolitan areas any-
That assertion has heen con-
last survevs of
l'i;:l'll lll;ljur cilies rl'i!lr'!-t‘llt}n;_' the
East. Midwest. and the Pacific Coast,
The the high

and low periods. such as the increase

where.

firmed by sumimer's

over-all consisteney ol

of dialers between H:00 o 9:00 a.mn.
when many use their car sets while
driving to work. i= indicative ol a na-
tional pattern.

In view of this, there is nationwide
significance in the 1950 seasonal fig-
ures for New York, From slightly un-
der 2,000.000 out-of-home listeners per
day in February. the number rose to
3,200,000 in August. The difference
compensated 1o such an extent for the
warni-weather decline in at-home lis-
tening that the total number of people
reporting that they listened daily in
\ugust was only 4 lower than i
February., That can hardly be called
“a summer slump.”

{ American Research Bureaon higures
show that in non-summer months out-
of-home listening makes up 5877 of
the total amount of time spent listening
to radio. ARB does not measure listen-
ing in summer months.)

The Pulse technique involves visiting
and interviewing 2.100 [amilies in each
city during the week. with the Monday-
Friday data based upon 1.500 respon-
dents. Projecting each study’s report
o the total interviewed, a comparison
of the out-of-home listening in the sur-

vey areas is shown in terms of per- |

cenlages of total |nn|1ul.'|liu|1.

Homes with out-nf-
home listeners

(avernge woeekidios

sumimer)
New York 28.2%%
Boston 1H.2
Philadelphia 26.5
Washington 23.4
Cinecinnati 10.8
Iiil L0 15.0
Los Angeles 251
San Franc 30.5
Average 24.4

An average of one out of every [our

| people in the metropolitan areas of

these eight cities listened 10 the radio
away from home on a typical weekday
of the period measured. In the New
York survey. three oul of every four
respondents were in the middle or up-
per income bracket. The size and high
potential buying power of this audience

justifies more than a little considera- |

Lion in an advertiser’s sales campaign,
More men than women listened oul-
side the home in every measurement.
The age brackels were very similar in
all eight eities, with the largest group |

adio’s 7/';1&\'1‘ |
IN ; |

TRANSCRIBED
SHOWS

THIS IS THE STORY

260—15 minute cpisodes

Sinclair Refining Co.—68 markets!
Westinghouse Electric—I18 Canada
Markets!

Borden Co., dept. stores, banks, in-
surance companies, auto dealers,
beer—asll products

SO THE STORY GOES

260—15 minute episodes

Dept. stores, banks, insurance com-
panies, beer, etc.—all products

THE WESTERNERS—
starring Curt Massey
156—15 minute episodes

Coffee, flour, beer, dept. stores, etc.
—repeats through 1,400th succes-
sive broadcast!

JOE EMERSON'’S
HYMN TIME

156—15 minute episodes

Flour, coffee, undertakers, etc.

THE HOMETOWNERS

156—15 minute episodes

Appliances, dept. stores,
tractors—all products

paints,

Also—Newest TV Hit!

WHAT’'S WRONG
WITH THIS PICTURE?

15 minute TV Quizzer
Prizes—Jackpot!

5-a-week frequency

N orton

RADIO PRODUCTIONS

360 N. Michigan Avenue
Chicago 1, Illinois

LAfayette 3-5021
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1,000 watss, cléar channel

Dixie’s most pro gre.m' ve
independent vadio voice, . ..

You don't miss the

BIG, buying audience

when you buy WPAL,
Specialized programming,
beamed to the Negro Marker—
and the Rural Area—

2 Great, Big Audience

Segment untouched by

other stations!

A look at our mail

pull proves il

JPHL

Charleston, South Carolina

contact: Jobn E, Pearson Co.,

or Dora Dodson Agency
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-20-24 year-olds —comprising approx-
imately one out of every three. Auto-
mobiles 1opped cach list as the place
where the greatest number of sets were
in operation.

The use of car radios increased in
August 1950 over the same month of
the preceding year in New York (the
un]} city :"l.ll'\'l‘_\l"ll in those two ]n?l‘i-
oidsi. The figures represent percent-
ages of places where people listened
away from home.

Where people =ten

(New York, Pulse) 1948 198650
Auteanohile 15 4 134
Al work an.8 1.7
Whitle visiting others :!E :1 23 '.‘
Outdoors (portable radio) o 9.3
Restaurants (bars) .4 14
' 4.0 5.2

| o0 fi
1.6 b

Garage .3 yring
Bus & ie
Total* 102.0 1045

*Total over 1007 becouse of mualtiple
mentions
**Not listed,

Heavy out-of-home listening in autos
isn’t confined to big cities. The 1950
lowa Radio Audience Survey. conduct-
cd for the past 13 vears by Dr. F. L.
Whan. of Wichita University, shows
[that more than 8077 of the families of
[the state own cars. and about six out
of every 10 of then are equipped with
radios.  About half of all antomobile
riders in lowa use the car radio each
day while driving. Roughly one-third
of them switeh it on within the first
five miles of driving: more than half
use it within the first 25 miles: and bet-
ter than two out of three use it within
the first 100 miles of driving on a
given day,

The Kansas Radio  Andience  of
1950, another study by Do Whan, re-
veals that nearly half of all families in
Kansas own car radios. Better than
six of 10 women and three of four
men drive in those cars each weekday,
Approximately hall of the women and
two-thirds of the men riders use the
radio each day while driving. The
mileage driven before tuning in doesn’t
differ very much from what happens
in lowa. The number of people using
their sets on short drives emphasizes
their interest in histening since it can’t
be merely to hreak the wmonotony of
the trip.

The Rural Research Institute, loc..
a non-profit organization maintained
by representatives from industry, ad-
vertising. publishing, and  recreation
ficlds. last summer initiated a survey
lin 37 rural comnuunities (only three
had populations over 25.000) in 24
states.  The number of interviews in

each area was determined by its ratio
of the total United States rural popu-
lation. About half of all families own
car radios. The study doesn’t furnish
mformation on the daily use of those
sets, but it is reasonable to assume that
the lowa-Kansas data is applicable to
them.

Radios are in 1429 of the barns in
Iowa and in 7.977 of those in Kansas.
They aren’t there for decorative pur-
poses: farmers turn them on during
milking time.

There are 5.000.000 receiving sets
in retail stores and service establish-
ments of this country, They aren’t
there for decorative purposes, either.
A 1919 Johns Hopkins University sur-
vey of Baltimore drug stores. indepen-
dent grocery stores. hars and taverns,
harber shops and beauty shops showed
that an average of two out of every
three with radios were plaving them
to an average of almost five people
when interviewed,

An analysis of the research data col-
lected from August 1949 to the present
establishes these facts:

Whether they live in cities, small
communities, or on farms. people listen
to the radio outside the home.

The out-of-home audience is much
larger than had been imagined.

It is larger in the summer than at
any other time.

The summer increase makes the to-
tal audience almost as big as during its
peak reason.

Out-of-home listening has commer-
cial significance beyond even the
dreams of those who pioneered in dig-
ging out the facts. * Kk k

510 MADISON

(Continued from page 27)
STANDARDIZE TV DATA

I read with interest, then chagrin,
vour article on TV data in the 12
March issue.

You quote me on page +} as saving
.. . I also wish the rate cards would
specify the amount of agency commis-
sion allowed on net time charges. . . .7

To say the least. 1 was misquoted.
What I said was. “I also wish the rate
cards would specify whether produc-
tion charges are net or gross.” | did
say that production costs are confus-
ing.  For instance. WENR-TV's rate
card No. 4 lists costs of extra cameras
and mike booms at gross; make-up.,
prop service. sct design at net; and
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then quotes additional monitors, stage
hands, floor managers, and production
assistants  at  figures not classified
either as net or gross. Similarly.
WCAU-TV quotes construction and
arl work at a [ll‘r-nlilll-lln!lr fl_'.:lll‘l‘. not
mentioning whether the figure is net
OT 2ross,

This misquote could certainly have
been avoided since I called spoxson.
had them read off the proof. and then
informed them to make a change to re-
flect my true nliillillll_

Joux Magsicn
Timebuyer

Nudner Agency Ine.
New York

BMB: RESOLUTION

The following resolution was passed
by the Louisiana Association of Broad-
casters at its semi-annual meeting in
Lafayette, Louisiana, 31 March, Would
lution in the next issue of SPONSOR:
appreciate if you would run this reso-

Whereas, many stations in Lounisiana
feeling that because of change in facil-
ities during the time and since the time
that the last BMB survey was made,

And whereas. because of these facil-
ity changes of the survey do not neces-
sarily reflect the true ]Jirll]l'i' of listen-
ing in the various markets in the state
of Louisiana today.

And  whereas. many  advertising
agencies and advertisers hase the plac-
ing of their schedules on the BMB sur-
vey which is not an accurate picture of
the listening habits today,

Now, therefore. be it resolved that
the Louisiana Association of Broad-
casters in session at Lafayette, Louisi-
ana, 30-31 March, 1951, go on record
as calling these inaccuracies to the at-
tention of advertisers and advertising
agencies, and requesting that they in-
clude authentic information furnished
by individual stations rather than the
BMB in determining the placement of
their schedules,

Georce PP, Marmix

Secretary-Treasurer

Louisiana Association of
Broadeasters

Abbeville. La

All the recent coniment in vour great
paper regarding the guesswork in mea-
suring radio audiences leads me to just
one important observation.

This industry needs now. more than

9 APRIL 1951

al any fime in its history, another
Broadecast Measurement Survey,

The greatest mistake our industry
ever made was to abandon BMB. Now,
every station in the country finds it
necessary to spend great amounts ol
money for independent coverage sur-
vevs. We are back at the point where
the timebuyer must keep 12 file draw-
ers full of coveraze material and must
zo through the impossible tusk of eval-
uating each station’s material individ-
ually,

| Ihink t'llnll;_'il stations are now he-
ginning to realize the value of the last
BMB Survey and the need for a new
one so that a BMB Survey for 1953
should be made.

L. for one. will give my wholeheart-
ed supporl to any movement to revive
BMB.

Bier. WiseanaN
Promotion Manager
Won

Omuaha

DEPARTMENT STORES ON RADIO

Many thanks for vour dandy arti-

cle in the 26 February issue on the

-_——— —

Hillbilly

audience
when you buy

YOU SELL >

Jacksonville, Fla.’s

MAMMOTH

FOR INCREASED
SPOT BUSINESS
see us during
the NAB
convention
at our
STEVENS
HOTEL
headquarters

Joseph Hershey
McGillvra, Inc.

Pionser AM-TV Statien Representatives.
Otfices In principal odvertising centers,

EXECUTIVE OFFICES;
366 Madison Avenue, New York

MU 2-8755

20\

ask Forjoe

The Station They All Listen To
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IRST

[ l’
again!
In Little Rock, says Hooper!

Lintle Rock, Arkonsos Foll-Winter Reporl No.
October, 1950, through Feburory, 1951,
he continving dominance of KARK

thoniot’ blue chip morkel.

Monday through Friday—
8:00 A.M.—12:00 Noon...

KARK| 8" | “C"| "D"

30.4 | 27.0| 24.6| 9.8 | 7.7
Monday through Friday—
12:00 Noon—6:00 P.M. ...

KARK | 8"

44.5 | 157 16.6

Sunday through Saturday Eve—
6:00 P.M.—10:30 P.M. ...

KARK | *8"| “c"| “p" | “E"
39.5 | 31.8/ 14.5| 10.8| **

*Moosurementt odjusted lo compensale for station
which slgns off @i lacal sunset.
**Daylime stelion.

first...

In coverage, too...throughout
Arkansas and the main Little Rock
trade area. (BMB, 1949.)

Contact us or your nearest Petry
man for full details.

'ARK

5,000 WATIS
Little Rock, Ark.

uEn

es| Dt e

14.98.4*

920 KC .
NBC Affiliate e
T. K. BARTON JULIAH F, HAAS
Gen'l Mar. Comm'l Mgr.
Motionol Represenlolive
EDWARD PETRY AND CO., INC,
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us=e of radio by departinent stores,

If the article sells one tough !!l‘:h'lrl‘
ment store advertising manager as well
as it sold me, WKVA will have a brand
new account on the air soon,

Rosert L, WiLsox
General Vanager
WKI'A

Lewistown, Pa,

As vou may have expeeted, publish-
ing “The case for use of radio hy de-
partment stores” would cause a lot of
interested comment.,
it would
cause more comment if 1 could have

\s far as I'm concerned,

some capies of this exeellent piece to
distribute 1o our account execulives
who are having the devil of a time per-
<uading Torono department stores thal
they “re missing the hoat by not using
radio regularly,

Gornox ALLEN

Radio Director

[ssociated Broadeasting Co.

Te el

NIELSEN CO. ON POCKETPIECES

Thank you for your recognition that
“Nielsen is among the most conscious
of the fact that most people like to get
their form™
(" Sponsor :‘;pl'iik:-" l]l‘p.‘ll'tll\l'lll of 26
March spoxson).

research in  easy-lo-use

Your suggestion that we indicate the
number of homes a program ecan reach
as well as the number who actually
tune 1o it is alreadv carried out with
respect to television. The l'ln:_'r&llll In-
dex section of the National TV Ratings
Report  pocketpiece  shows the total
number of TV homes in the arcas in
which

cach  program is  Dhroadeast.

The Ratings sections of the same Re-

port then shows the percent of these
“available™ homes that tune to the pro-
aranm and the number of homes that
tune to the program.

The reader of the Nielsen pocket-
piece can see his polential and his
actual audience, each numerically and
as a percent of the total U.S,

Whereas a TV station’s
arca is easilyv defined and the number
of TV homes in that area easily de-

audience

termined. such is not the case in radio.
BMB is the only common vardstick for
measuring a radio station’s audience
area and the BMB fizures are so out
of date as 1o be misleading in many
instances,

To dilute the accuracy of our radio
reports by relating accurate program
audience information to obviously in-
accurate “available homes™ data would
be a disservice 1o the radio and adver-
tising industries, however much we
agree with vou on the desirability of
“available homes™ information.

P Fraxk

Director of Public Relations
A. €. Nielsen Company
New York

ALKA-SELTZER IN CANADA

We have just read with a great deal
of interest, your article, “The Alka-
Selizer story,” 15 and 29 January
SIPOASOR,
who knows Alka-Seltzer
history like a book. was in charge of

The writer.

Miles  Laboratories advertising {rom
January 1911 until January 1950, as
account executive with Cockfield Brown
& Co. Lid.

From the radio viewpoint. the sales
[||nm(|li||l! of Alka-Seltzer in Canada
is almost as full of interest as the pro-
motion in your own country. The pro-

“You den't have to go to Flovida to find a dog-gone good bet. Elliott-Ilaynes
area study shows 'm TOP IXNG in the Vancouver area.”

SPONSOR




gram, Did 1 Say That, was on the air
from the Fall of 1940 until the Spring
of 1949,

This quiz show was at first put on in
drug stores. Then given as a sude fea-
ture in neighborhood theatres. When
the business in the theatres began to
pick up. it became more difficult 1o
persuadc them to take the show. [ then
thought of making the show inte an
entertainment feature that could bhe
given at social and public functions.

This idea caught on and for year af-
ter year we sent [id [ Say That 1o
hundreds of public gatherings. many
of them in connection with churches.

It was broadeast over CFRB, Toron-
to. Later we used a French version in
Montreal. and also used a Winnipeg
station for a while.

Did I Say That is the original quiz
show to be recorded at a public gath-
ering and afterwards broadeast. It al-
ways calered to a large audience and
enjoyed high ratings. Miles Labora-
tories decided to take it off the air
while it was popular rather than wait
until it grew stale, but this was against
the recommendation of the agency.

Frank Ebps
Metropolitan Broadcast Sales
Toronto

MISSED SPONSOR AT WKRT

A short time ago. a sadder but wiser
sales departinent of WKRT resub-
scribed to your magazine after a lapse
of several months.

Let me say that sPoNsor was sorely
missed during this time and that it is
now, and will continue to be, required
reading for every member of our sales
stafl. Thanks for the good work.

We would alse like to take advan-
tage of your offer of free copies of the
caricalures by Jaro Hess. Thanks
again for providing us with so much
good material.  sPoNSOR has proved
invaluable to the sales department.

Kerri W, Horton
Commercial Manager
WKRT

Cortland, New York

WFAS STORY

We were happy 1o see that the cam-
paign used by Wesichester Aquarium,
Harrison, New York, over WFAS and
WEFAS-FM was included in the Round-
up section of your 1 January issue.

This is indeed one of our favorite
sales success stories because of the un-
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usual nature of the items offered for
sale. There is, however, one discrep-
ancy in the story which I would like
to call to your attention. The 260 an-
nouncements used in the initial cam-
paign were hought at our 260-time
rale of $5.30 each. making the total

cost of this schedule $1.378, rather
than the figure of 3278 as mentioned
in the story.
Joux E. ARENS
Sales Director
WFEAS-AM-FM
White Plains

T“ﬂLS available to sponsors

lere are informational tools that spoNsor [eels can be of use to you.
Requests for material must be made within 30 days.

A164 “llire KCKN as Your ‘Boosi-
er Station’,”” — Capper Publications.
Inc.,, New York — provides this Kansas
City, Mo., station's rates on packages

of 26 50-word announcements or 26
| 125-word announcements. Also data on
net effective buying income plus area
retail sales figures.

A165 “What Happened at 10 Min-
utes Past Midnight on Dee. 10ih in
Okldhoma?” — Katz Agency, Inc.,
New York — tells of an advertiser’s
success  with  one announcement on
WKY-TV, Oklahoma City, Map shows

area i’l'l\'(‘l'l"i! }})‘ viewer Fesponse.

Al66 “Curriculum for WFIL-TV
University of the Air,” — WFIL-TV,
Philadelphia — subjeets offered on this
station’s University of the Air shows
what can be done educationally on

video.
A167 “WBRC AM-TV,” — Paul H.
Raymer Co., New York — pictorial

brochure gives a fine photo-factual pres-
entation on the Birmingham market
and WBRC's AM-TV aperations. Shown
are key personnel, program personali-
ties, and views of the city,

A168 “Where in the World Would
You Find Another Place Like
This?” — Avery-Knodel, Inc., New
York — contains statisties on WIIBF’s
four-city market. This Rock Island, IlI.,
<tation reaches Moline and East Mo-
line, I, and Davenport, la, in addi-
tion to the Rock Island audience. Fig-
ures include retail sales, population and
buying power.

SPONSOR
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A169 “The Station With -1,000),-
000 Friends.” Edwanl Petry & Co.,
New York dncludes all pertinent in-
formation about radio and television in
the WGAR, Cleveland, market, Num-
ber of families owning TV sets com-
!li‘ir"fl 1{}] |H.|”ll|"r lr{ r.'llll‘l!ii": 0w "lTlp ra- |
o sets, Cost-per-1,000 on WGAR and
how many familics 8099 will buy on
TV as compared to WGAR's radio buy.

Al170 “23 New Kinds of Research
to Help Inerease Advertising Effee-
tiveness,” Richard Manville Rescarch,
New  York speech made by Richard
Manville recently before the Creative
l:rllllp lm't'!il]g of the American Asso-
ciation of Advertising Agencies; of in-
Leérest 1o copy or arl men.

Al171 “WKRC Stations Key ltem
Plan.” Katz Agency. Inc.. New York
these Cincinnati stations offer adyertis
er~ a completely coordinated promotion
and merchandising plan which includes
AM-FAMSTY and newspaper promotions-
phus many other =ales helps,

A172 “Au Extra Come-On For Cus-
tomers,” CBS Radio Sales — folder
~hows  program  promotion  “extras”
available to advertisers, including aundi-
ence-building newspaper ads and other
long-range promolions.

A173 “Good Housckeeping Con-
sunmer Panel—1950,"" Johin A, Clem-
ents Associates, New York - this report,
mailed 1o subseribers, gives informa-
tion on ownership of radios, TV <its,
among other items.  Indicates buying
expectancy,

1 A164 [0 A169 |
To obtain any of the tools listed, place check in boxes O A165 o A170
to right. =
1 Al6é O A171
NAME
e O A167 [ A172
ADDRESS [1 A168 1 A173

CITY & STATE
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How to chase away summer blues

stossoRr's  third annual issue on
Swmmer Selling is, in our opinion. head
and shoulders above its predecessors,

Soon alter we started work on this
big i=sue (published one [ull month
carlier than its 1919 and 1250 counter-
parts) we learned that much more was
evailable on the subject than hereto-
fore. Nelworks were planning earlier:
stations and networks were making sci-
entific summer presentations:  more
agencies were seriously concerned with
the problem of how the good old sum-
mertime could be harnessed 1o their cli-
ents’ advantage,

It was nice to discover that radio’s
old hot weather bugaboo was giving

Applause

place to a new state of mind —a will 10
lick the July and August slowup.

All this made our job easier. We had
more Lo say: what we had to say meant
more. We hope you'll find this reflect-
ed in your dollars-and-cents use of the
contents of this issue.

In 1950 we were able to trace several
hundred thousand dollars in radio bill-
ings that directly stemmed from adver-
use of the material in-
cluded in the summer selling issue.

liser fagency

An ageney radio director who changed
the decision of his elient to cancel dur-
ing the 1950 summer on the strength

of one “summer selling” fact pointed
out that the field has been barren of
such material. The information we pro-
vided world-shaking. hut il

served his purpose lo a oid £l

wasn '

There’s no logical reason why there
should be a swnmer slump in radio, [f
in-home listening is down. out-of-home
listening is up. And belter programing
will boost the audience in hoth eate-
zories. In many lines not regarded as
seasonal. sales actually go up in the
Further, il’s
heen abundantly established that the
summer is an excellent pt'rim] 1o plnnl
the seed for fall purchases,

good old summertime,

When we get around to our fourth
“summer selling” issue in 1952 we ex-
pect to find the going even easier. The
idea that summer is a good season to
use the air is catching on. By 1952 the

The man who wouldn't say “hiatus”

The awakening interest thal national
albvertisers show in summer use of air
advertising is stimulated this year by
a barrage of network-prepared presen-
third
Summer Selling issue: by aggressive

tations: by sponsonr’s annual
station sales pitches,

But it hasn’t been long thus,

There was little 1o disturh the calm
of the summer hiatus in 1948 when
Merle Jones, general manager of CBS
Minneapolis <tation WCCO, went into
action.

Nabady, not even spox=oR, recog-
nized the hot weather revolution in the
||1.‘l]~il1.'.' when the illll'i'{lil‘l Mr. Jones in-
troclneed his “Sell

vm while theyre
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hot™ campaign in April 1948, Tt isn’t
casy to, buek the iide. but at summer’s
end WCCO pointed with pride to a
25% jump in national spot over the
previous year: 1170 in local business.
Year-round advertisers increased [rom
37 to 18,

Merle Jones didn’t slacken pace in
1949. He won over a [ew recruits, in-
cluding spoxsor with its first Swmmer
Selling issue. The WCCO theme that
season was “Take 13 weeks with pay.”
and hiked national spot another 107 :
local sales 19.0677.

When he moved to Los .-\11{.':’](‘.% for
CBS early in 1950 the sunnner selling
momentum was carried on in Minneap-
olis by Gene Wilkey. Carl Ward. and
Tony Moe-—all of whom were by now
completely <old on the advisability of

187 increase in spot billings that one
important national representative re-
ported for last July and August over
the previous summer should be even
higher.

BAB is building big

Any station manager who immedi-
ately  expects big things from the
Broadeast Advertising Bureau is in for
bitter disappointment.

Not that the BAB isn’t thinking big.

The BAB is stubbornly keeping its
eye on the ball—and to President Bill
Ryan and his associates that means
building a solid foundation for serving
national and local advertisers and their
agencies in a way that will result in
fullest respeet for radio.

More than all else. the revamped and
expanding BAB, now separated from
the NARTB. wants to win the whole-
hearted favor of advertisers. The prac-
tical radio men who guide BAB des-
tinies are sold on the idea that this can
¢nly be achieved by solid service.

We like this thinking: even though
't doesn’t immediately bring a long ra-
dio-delinquent national advertiser into
tune with the medium. In the course
of time it will pay big dividends: that’s
why we say that the BAB is building
hig.

A bird’s-eye view of the way the new
DAB is being built is featured in this

issuc (see page 171,

in January and selling
radio in July. But in Southern Cali-
fornia. Merle Jones was quietly mar-
shalling summer facts on KNX_ which
he now shepherded. Not long ago he
sent for promotion expert Moe: re-
quested him to work out a strong 1951
anti-hiatus campaign.

Tony Moe states that KNX's summer
story is even stronger than WCCO's,
We won’t arbitrate that one. But the
enthusiasm of KNXs 1951 hot weather

sales drive is beyond question. In our

going fishing

opinion, so is its success,

Radio has a positive and powerful
summer story. There will be increased
evidence of this during the summer to
come. This issue catalogues much of
it. Hats off to Merle Jones [or helping
us learn lo tell il.
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THE KANSAS CITY MARKET

Does Mot Run i Cireles!

/ﬁ‘&ax%cfé"/zy/z.,

and Only The KMBC-KFRM Team
Covers It Effectively i
and Economically!

During the past year The KMBC-KFRM Team
has substantially increased an already comfort-
able lead audience-wise in the great rectangular
Kansas City Primary Trade Area. Proof lies in the
result of a late 1950 survey made at the Kansas and
Missouri State Fairs and at the American Rovyal.

The KMBC-KFRM Team has built effective

&TH OLDEST CBS AFFILIATE

G ~O—OC

Oklahoma
Daytime half-millivoli conlours shown in black.

and economical coverage of the territory with-
out waste circulation but more important, the
building continues!

Contact KMBC-KFRM, or any Free & Peters
“Colonel” for full details on why The KMBC-
KFRM Team is your best buy in the Heart of
America.

KMBC-KFRM

PROGRAMMED BY KMBC
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