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What your dollar will buy
on net radio this fall—p. 21

!The gold rush is on when
the freeze is lifted.

| estimate there'll be 1,500 TV
;,stations within five years;

!-2,500 within ten years.”

WAYNE COY
lChairman

Federal Communications Commission



hereys the plan that sells
the midwest market!

WLS FEATURE FOODS

a radio program
and
merchandising service

featuring
MARTHA CRANE and HELEN JOYCE

Radio’s Ever Magic Touch reaches into
the kitchens of thousands of Midwest homes . . .
and onto the shelves of thriving Midwest grocery
outlets . . . thru the services of WLS FEATURE

FOODS. For more than 16 successful years, FEATURE RECENT RESPONSE
FOODS, a daily half-hour participating homemaker * Martha and Helen mentioned once that lis-
program, has helped leading manufacturers of kitchen teners could receive a copy of a free booklet

on gift wrapping techniques by dropping them

used products to increase sales in this great market . . . : : y
a card. From this one mention came 3,171 in-

in which over 109 of the nation’s food sales are made,
The program combines the talents of Martha and Helen
(the Midwest's most popular homemaker team) with
an extensive merchandising service that keeps
manufacturers constantly advised of what is happening
in retail outlets . . . to theirs and competitive products,

dividual requests!
® During a discussion on making candy al
home, Mortha and Helen offered listeners o
booklet containing recipes for making home-
made candy. 1,554 requests for the bookler
resulted,
Through its highly personalized merchandising service,
FEATURE FOODS offers continuous day-after-day contact with

points of sale to:

@ Improve distribution

@ Stimulate promotion by dealers

® Get greatest possible visibility of
products

@ Know how many stores are out-of-
stock and do séme:hing about it

Further, advertisers receive regular reports
showing exactly what happens from month 10 month

at the retail level.
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ANAL Barn Dane '\ it 4 STATION

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY.




TIME ALLOTTED TO NETWORK NEWS JUMPS 229% IN YEAR—That news is hot on nets
is underlined by figures MBS researchers compiled for SPONSOR. Month of April
1950 compared with same month 1951 showed 22% jump in time devoted to all news pro-
graming on all 4 nets. ABC has top gain, with 33% more news; CBS, 13% more; MBS,
29% ; NBC, 11%. In November '50-April '51 period MBS reports 5% jump in homes reached
by its average news broadcast over same period year previous. For other network
trends, see article page 21.

RADIO VS. TV TEST WILL MAKE HEADLINES SOON—Watch for headlines on new series
of tests to determine Comparati_ve sales pow_eTof radio and TV. So far, radio has
scored upset victory, but exact returns and who's doing research are off-the-record
till all results come in.

UNI_TED FRUIT'S PARTRIDGE BELIEVES CHIQUITA SHOULD GET AROUND, USES AFTER-
MIDNIGHT —Colorful "Pat" Partridge, United Fruit ad manager and Godfather of Chi-
quita Banana, has been buying after-midnight radio time for his jingles (via BBDO).
Partridge started on late-night air befors recent Pulse survey in New York for
WNEW disclosed that largest category of after-midnight listeners is among house-
wives (25.6%). His thinking was that Chiquita jingles should have new audiences
periodically to keep from wearing thin; that after-midnight represented untapped
ears for his messages. Pleased when SPONSOR told him how many housewife listeners
survey had uncovered, Partridge said: "Why is it up to local independents like WNEW
! to do research like this? Why don't bigger radio entities get to work and find valu-
1 able facts like these?"

INSOMNIACS HELP MAKE AFTER-MIDNIGHT RADIO GOOD BUY—One reason that after-
midnight time produces for ‘sponsors (see article on page 26) is huge total of peren-
nial and occasional insomniacs. National Gallup Poll in 1948 found that 52% of U. S.
population reported sleeping difficulty, with women, older age groups more prone
to unwilling wakefulness. Lewis & Conger, plush New York appliance store, even has
"Sleep Shop" with slumber-inducing gadgets and manager whose title is "Sand Man

Number One," so help us (see picture of shop window, page 27).

HOOPER “MEDIA-METER” TO START WHEN THERE'S $45,000 IN KITTY—C. E. Hooper
will launchdcomparative study of time péople spend with radio, TV, newspapers,
magazines whenever customers ante up $45,000. Phone-coincidental method would be
used twice yearly (maybe during February and August) to establish ratio of time
going to each medium (hence Media-meter name). CosSt to agency advertisers would
vary from $2,000 to $7,000, depending upon billings or ad budget. "Minutes of at-
| tentiveness" will be Hooper's "common denominator" for measuring comparative
effect of 4 media on "home behavior." SPONSOR suggested that researchers estab-

| lish a time-based common denominator in article, editorials year ago.
|
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REPORT TO SPONSORS for 30 July 1951

C_E!S_AM/TV_S_PLIT WON'T BE LAST SUCH REORGANIZATION—During next season, you'll
hear of more and more firms throughout broadcasting industry which are splitting
up AM and TV activities. Organizations like CBS (most recent) and ABC (now in
process of splitting), have learned that maximum sales effectiveness and program
planning can't be achieved until AM and TV are separated. Such reorganizations
are regarded as healthy for radio in particular. Schizophrenia which prevails
when same executive is responsible for sales of both media is ended and staff then
knows it's matter of "get radio business or we don't eat."

$2,500,000-$3,000,000 SPENT TO DATE TO MAKE COSTLY PILOT TV FILMS—To date,
about 250 pilot films have been made for TV, many of them loaded with expensive
mistakes. Pilot film for full-length program runs between $10,000 and %20, 000,
more than comparable film made as part of series. Most pilot reels are made on
borrowed money, with hope of interesting advertiser, agency, or network in future
shows of series.

KEEP YOUR EYE ON WEINTRAUB—With topnotcher Carlos Franco in as radio/TV chief
and William Weintraub himself one of radio/TV's shrewdest innovators, Weintraub
agency can be expected to continue its succession of pioneering maneuvers, includ-
ing opening up of late-evening TV air (via "Broadway Open House," NBC-TV) ; opening
up of Saturday morning network time on TV ("Two Girls Named Smith," "Theatre of
Romance," etc., ABC-TV).

HOW TO PUT FM STATION IN BLACK? —Here's answer, in salty Texas language of
Charles Balthrope, owner KITE, KITE-FM. San Antonio. "KITE-FM was in the black
the day we threw the switch. But the corners we cut are rare. One engineer, non-
talking type, runs entire show on regular shift. Everything is transcribed, week
in advance. Starvation rates had us sold out (except 15 minutes) 7:15 to 10 p.m.
the day we opened. We won't let anyone change copy oftener than once weekly, many
run unchanged for a month. Ain't bragging, but our foot's on first base, anyway."

CANADIAN RESEARCH FIRM BUYS RETAIL SHOP AS ADVERTISING LABORATORY—Penn
McLeod and Assoc., Canadian radio rating and market research firm, bought tailor
shop recently in Toronto to use in tests of radio commercials and other research
connected with advertising-marketing. McLeod found shop got so many orders via
radio plugs it had to call up competitors and give away business. But demonstrat-
ing AM pull was not main purpose of experiments. Primarily, shop allowed research-
ers to make thorough study of why's, how's, other basic questions connected with
sales. It is probably first instance of research firm buying own business for tests.

WHO DOES BETTER TV FILM-PRODUCTION JOB, HOLLYWOOD OR N. Y.?—Ad manager of
Emge drug firm, recently back from Coast, had only raves for Hollywood film com-
mercial firms. They do better all-around job cheaper was his verdict. He cited
teamwork of all members of production unit and availability of good actors, ac-
tresses at less than models get in New York. Other ad managers, however, have told
SPONSOR they prefer New York film producers, find coordination with Coast is cum-

bersome.

SPONSOR




An independent survey of radio listening
habits in the Red River Valley was recently
made by students at North Dakota Agricul-
tural College. The Survey covered 3,969 farm
families in 22 counties within about 90 miles

of Fargo. In answer to the question, “To
what radio station does your family listen
most?”, 78.69, of the families said WDAY,
4.4, Station "B", 2.39, Station "C", 2.1%
Station “D”, etc. WDAY was a 17-to-1 choice

over the next station . . . a 3l5-t0-1 favorite
orer all competition combined!%

It's the same story in town. Year after year,
WDAY makes a run-away of the Hooper
race, consistently getting a 3-to-1 greater Share
of the Fargo-Moorhead Audience than all
other stations combined!

Truly, WDAY is a colossal radio buy in a
stupendous farm market. Werite direct, or ask
Free & Peters for all the facts.

«Competition includes local studios of the other three major networks.

WDAY ¢ NBC o 970 KILOCYCLES o 5000 WATTS
FREE & PETERS, Inc., Exclusive National Representatives
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_ = 510 MADISON
What your dellar will buy on net radio this fall NEW AND RENEW |:
AM webs in all-out effort to lure new sponsors, recapture old ones, now o MR. SPONSOR: HARRY W, GUPPY 16
offer more than ever for program dollar 21 P. S f 18
RADIO RESULTS 36
Eve i ey : MR. SPONSOR ASKS 38
seen (truack drivers nse it now TV COMMERCIALS a2
Lip pomade, hand lotion used to be "sissy" items. But the Chap Stick ¥ ROUNDUP
Company, aided by spot radio, sells plenty of these products to men 24 SPONSOR SPEAKS ;;

Viter-midnight
Those after-midnight radie hours have undeveloped potential for sponsors. —
They cost less, have brought many advertisers surprising ratings and results 26

Why sporting goods ignore the air

Though sports market has blossomed in past 10 years, SPONSOR believes .
these manufacturers are missing an excellent bet by neglect of radio/TV 23

What's your TV choice: spot or network?

SPONSOR examines both sides of the growing battle between the TV
nets and the station reps for millions in billings

COVER: Wayne Coy, FCC Chairman, locks

30 upon speedy lifting of the TY freeze as an
obligation of his office, has fought to prevent
lengthy oral hearings [originally scheduled to |
start 30 July). He is convinced TV's growth i

How right was Stuart Chase's 1928 prophecy? v:fi" be rapid once FCC E:egins granting new
Reader's Diansh ariel % licenses (see his prediction on cover)., But |
eader's Diges erhc_e 23 years ago l:.w noted economist Chase was crowd- 32 there are so many complications that most

ed with dire forebodings which haven't been borne out by the years 8 4 observers believe first new stations won't F

actually be on air till late in 1952, and those
only in smaller markets. [For editorial eon

TV Dictionary/Handbook for Sponsors felovition fryats. See page 80 el this:dhasec]

. . A
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CWKH makes BusiNEss

NEET FOR SYRUP COMPANY!

SALES OF JOHNNIE FAIR SYRUP

1949 INCREASE| 1950 INCREASE
OVER 1948% OVER 1949x%

1st QUARTER 26.6% 35.1%

2nd QUARTER 28.6% 54.1%
3rd QUARTER 45.2% 90.6%
4th QUARTER 59.0% 5.4%

ANNUAL TOTAL 38.5% 47.4%

% Percenloges ore in

"":’o"’;u;'::‘:‘:;‘u‘:? TOTAL SALES FOR 1950—102.7% GREATER THAN 1948!

—~ate in 1948, Mr. J. R. Murphy of the Shreveport Syrup
ompany came to us for advice. Syrup sales, including those
f his company’s Johnnie Fair Syrup, had been going down
eadily for years. Would radio help — or should he look
sr another product?

/e believe in radio, and told him so. He decided to try a
mmpaign on KWKH. The chart above shows the results.
950 sales of Johnnie Fair Syrup were 102.79%
reater than in 1948! Yet competitive brands continue
» decline!

/hat kind of campaign did it take to do the job? During all
f 1949, Johnnie Fair Syrup was advertised exclusively on
WKH — at first with a 15-minute, Class C strip on week-
ays; and then, later, an additional 15-minute, Class B strip.

‘oday the company is also using several radio stations out-
de KWKH’s territory. But these two programs on
\WKH still represent over half of Shreveport
yrup’s advertising budget!

Vhat may we sweeten for you?

SHREVEPORT

5 0 ’ 0 0 0 W a t t S @ C B S L] I he Branham Company

_ Arkansas
Rt:prl.‘.scl‘lt;ltl\'('.\i s -

Henry Clay, General Manager
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Program
promaotion

that’s what
you like about
the South’s

WJBO0

'l N BEIALY of pro-

grams heard on wyno,
we sed 13,950 lines ol
advertising space in our
afliliated newspaper, the

Stte-Times and  Morn.
ing Advocate, in 1950,
Promotional activits like
this is an importan| plus
lor  winowmie  adver-
Hisers,

NBE's [ | 5,000 walt affiliate in Baton Rouge, La.

24\ JBO

WBRL (FM).

ATTILIATED WITH THE STATE TIMES AND MOKRNING ADYOCATY

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVFS

GEORGE P. HOLLINGBERY CO.
6

(e Rolert ]. Laudry

lomey | .
il

Young wile we know complains of her hosband. an older gent,
that he tries 1o “inflict his experience”™ in avoiding costly or un-

productive places. persons and predicamens,  Wile's irritation ex-
presses itsell in the conmment. =1 want the vight 1o make my own
niistakes,”
Chums, television i that young wife and let no antique knight
(ALK from radio try o inflict radio experience,
C I

I 1 seems needlessly expensive 1o plunge ahead making radio
errars all over again in television, only time. sell-learned lessons and
mavhe some louder hollering from sponsor sources can persuade
the producers. directors, writers and the often-equally-uninformed
accounl execulives,

* ® &

Take the present excrescence npon the body video of crudely
literal. artistically awkward. excessively “on camera.” nightmarish
“horror.™  This is suspense stufl, in trade definition. and a standard
entertainment conmodity. Only TV is going back 15 or 20 vears
to clumsy storv-telling methods which must. by their nature. evoke
public clamor from family and chureh and education spokesmen.
Why do it that way? Why stubboruly refuse to learn the lessons
radio has to 1ell? Pride of medivm? TV 35 100 big. fresh, won-
derful and pioneering 1o be taught anvthing by the “has-heen™
medium?

e % o

There's nothing esoterie or highbrow or special about the hasic
fact known 1o all writers and editors: to wit. that the cheapest trick
of all cheap tricks i suspense and erime wriling is having the
killer “msane.”™  Again and again vecemt TV horror has resorted 1o
this crude “explanation.”  =o what do we have on our sereens?  An
unmaotivated mad-dog rnnning wild in a homwe. with the lights and
phone cut ofl. with sweet granny. a dear little blonde with her dolly
under arm, a paralyvzed war veteran and a beautiful wile all abow
to have their throats slashed by an infinitely clever slaughterer, a
total stranger. possessing all the thinking powers of a human being
bt comveniently (for the writert bereft of homan fear and human
Conscience,

T alsois goilty of what writers eall the “dangling finish.” Story
shows st not aronse expectations they then fail o satisfy. Fven
o minor plane this can ritate the andience,  Admittedly minor
was a recenlt telecast of The Cloek (Fsso) wherein the entire incident
had 1o do with the recall of an amtomabile Ticense number in ordes
o apprehend the hitand-ran driver. Here was a case of arousing
aninterest in the hitsand-ruomer bt the show ended simply by
saving he wonld now be arvested. Viewers wanted 1o view the

villain bt time was up.

(P levse turn to ge 0H2)

SPONSOR
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LAWRENCE C-GUMBINNER ADVERTISING AGENCY

g East 41 Street New f/(-rfé /7 - ”/

TELEPHONE'MURRAY HILL 2-5680

June 12, 1951

Mr, Walter H. Goan

General Manager

Station WAYS

City Savings Bank Building
120 E. Third Street
Charlotte 2, North Carolina

Dear Mr. Goan:

I thought you'd be interested in knowing that our Chap Stick -
Chap-ans campaign with you was quite satisfactory — so much so
that we're getting set for a repeat run beginning again in
October.

We certainly hope that at that time your programming will not
have changed -~ and that Alonzo Squires will still be on the job.

We are already in touch with Avery-Knodel and they can have our definite
orders the morment they can accept them. We are again plamning on

20 to 22 weeks...and, knowing that you keep the Alonzo Squires show
pretty well saold up, ask you to bear us in mind and save time for us!

Thanks for your nice cooperation = and please express our appreciation
to Alonzo Squires,

ncerely,

PGG: jr PAUL G, GUMBINNER

cc: Avery-Knodel
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CBS Outlet in Montreal
Key Stotion of the
TRANS-QUEBEC radio grauvp

CKAC

MONTREAL
730 on the dial ® 10 kilowatts

T

ndam ). Yaung Jr. « New Yark, Chicaga
Willlom Wright = Taranta

Representatives:

&B’ad ison

MORNING MEN

Have read with interest vour 2 Juls
i=sue.  The article entitled “Morning
Men™ was of particular significance 1o
me because we are just now involved
in scheduling several accounts in pro-
The 1abulation of
“sets in use is indeed hl'hnfl!l.

arais like these.

I have just one hone to pick. amdl
that is the inclusion of Marjorie Mills
as “one of the few wake-up women,”
Marge starts her  daily
broadeasts at 12:30 pon.

Come now
and no one
a regulan
hour for New Englanders,
\ice M, Liopew,
Ingalis-Mintter Compan

will believe that i rising

“n_-.h 7]

Linagine my d=appointment at read-
g the =tory on “Wake-l I Fime 'ro-
graming” in 2 July seoxsor and real
izing that WEBNS was nol represented
in this otherwise excellent article! . . .

For WBN\S has one of the outstand-
meg morning dis¢ jockevs in the conn-
“Early
celebrated

try —he’s Tewin Johoson, the
Worm who very
his  Hooorh
three-day stage show with Pati Page
Vitehell,

John=on has heen with WHNS sinee
1934 and has had the Early I orm
program \uguost 1, 1910,  His

show 1= consistenth =obd out and onh

recently
broadeast by emeeeing a

and G

sinee

a few months ago he took 1o the air a
quarter hour carlier to accommaodate
a spousor who wanted his show 15
iminules across the board.

Illltll':- are

0230 1o T:30. 7205 1o 8, and 6:15 o

His current  broadeast

2:15 aan. Monday through Saturday,

Al the “Early Worm™ has a stack of

speves= stories<-—al least a dozen aidl-

vertisers have used his show all along.

Ann Evaas
Director. n"'fn_-_'n:m Promotion
Wnys

Columbus, Ohio

SPONSOR VITAL

That “amazing™ picture on my desk
taken at the NARTE comvention keeps
rentnding me of the favor T asked of
vou then and that | hetter get the in-

formation to vou for action

We were talking about the binders
for spoxsor and 1 related that some-
where along the way [ had misplaced
whal is probably the most important
souree of information in my job . . .
a complete sel of issues ol SPONSOR
during 1950, As assistant 1o Scotty
Keck., Director of TV and Radio. it
falls on my shoulders to keep abreast
of current news. keep track of competi-
tors. watch for significant trends. ete,
Being without a file of spoxsor is like
trying to digest the news in a stack
of newspapers . . . sure! . vou get
the jobh done eventually hur it would
be much faster if von have an “inter.
pretative” news magazine like spoxson,

D Rocens

Assistant to the Divector
Radio-T1" Department
Henre. Hurst and WeDonald

Chicago

BMB OBSOLETE?

I read with a great deal of interest
your excellent treatment of the ques.
[‘lllll I'PI lih' ull:inli‘m'l‘lll'i' ||f I;\[“ dil.id.

As you may know. I am in the midst
of determining what the broadeasters”
attitude on this subject is and 1 musi
<ay that, obsolete or not ohsolete. a
surprisingly large number of broad-
caslers seem willing 1o leave matters
This

spite of the statements which some of

as they are. indicates that, n
the ageney people have made for puli-
Eeation. they have not transmitted to
the stations any fechngs of need or
urgency in the matter, As long. in
other words. as the agencies (regard-
less of what they sav ) will be satisfied
with antique  data. the  broadeasters
no reason lor bringing
them up to date. | feel that the agen-

cies hold the key to this matter,

=1 o see

In passing. | was interested in vour
cover which raises the question of the
constitutionality  of transit radio vs.
car cards, M vour will remember Judge
Miller's comments on the court decis
<ion. however. vou will note that the
Judge was much more interested in the
child in the picture than in the car
cards. 11 a loud speaker can be quieted
hecause it compels listening by a cap-
tive audience, the child in the pieture
can also he shut-up as soon as he be
:_'ir|- lovery,

Kexaern I Baken
Director of Research
VARTH

Washington, 1. C.

SPONSOR




The best answer to ANA:

Radio Beats
ewspapers

in 5 out of 7

Los Angeles tests

* h X

Advertising is not bought simply to be measured by
Hooper, Starch, Pulse, Nielsen, and

the Continuing Study.

Advertising is bought to

bring people to merchandise and services.

How successfully an advertising medium performs this
function is the best measurement, the only real
measurement of whether it is

overpriced or underpriced.

* Kk K

While the radio rate controversy was at its peak,
six of the country’s largest retailers were

testing Radio in Los Angeles.

They were making a series of Radio vs Newspaper
tests in May, 1951 — when there were

already nearly 800,000 TV sets in

Los Angeles county alone.

These six retailers were using the
now-famous ARBI method of checking
results: An equal amount of money

is spent on the same item at the same
time in two or more media. Interviewers
at the point of sale ktfl".l'l score on

what brought the people to the goods.

In Los ﬁngeles, Radio brought a greater
number (Jf pmpfr‘ to the p{}im uf purr‘.-"uuc‘
in 5 of the 7 tests these six retailers made.
(Naturally, Radio’s total traffic for the seven
tests was higher than newspaper trafhic.)
Radio was more effective for these major
stores on the following items:
Barker Bros.: Patio chair
Bullock’s Downtown: Woman's topper

and cotton dress
Harris and Frank: Man’s suit
Owl-Rexall Drug Co.: Sun glasses
Sears Roebuck and Co.: Refrigerator
E\'ery LOS Ang(:le‘s n{'\\’sl]ﬂ})(‘r was U.‘jl'.d al
one time or another in these tests. KFI and
one other station were used exclusively.

We repeat: Advertising is bought to
bring people to merchandise.

And, 5 out of 7 times, Radio brought
more buyers to the goods for these

Los Angeles retailers, who, incidently,
have two clearly-defined advantages in
their newspaper advertising over every
national advertiser:

1. They buy newspaper advertising

for approximately half what the

national advertiser pays.

2. Their advertising, like all retailer
copy, enjoys higher average readership
than national advertising.

Yet, despite the advantages to newspapers
inherent in a check of retailer advertising ... .
despite Los Angeles’ high concentration
of TV sets .. .despite any decline in
radio audience, real or imagined ...
Radio outsold — by a wide margin -

a major competing medium.

This is the best answer we know to
the suggestion that Radio is now
0\'f'rpriw_‘|i in television markets.

@ KFI NBC in Los Angeles « 50,000 watts
OJ\-Q-Q . : ; Clear Channel » 640 kilocycles

30 JULY 1951
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When is 5,000 wolts more than 5,000 watls?

When it's first on the dial ! Operating at 560

kilocyeles, WFEFIL's 5,000 watts provide coverage
equal 1o twenty times the power at double the
frequency ., . 100,000 watts at 1120 kilocycles

SELL THE CITY ITSELF

The “Hard $ell” is WFIL's spccialty. Thzl
what you need in Philadelphia’s highly co
petitive city zone market. Concentrated hy
is more than half the area’s S(),()SH,T}Q.C‘
cffective buying income. Here are more (&
two million people who spend $2,209,935,1
in retail stores alone. Here four-fifths of o
city’s radio families make a habit of tuni
WFIL. That's why WFIL can do your hai
selling job. You're first on the dial when il

1
schedule WFIL. '




aifing for you in
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yme and get it/
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\H M. KATZ, Burlington house- J. 1. MeDONELL, Atlantic City RAYMOND F. SWENSON, Ph.].l J. D. BRANDNER, Wilmington
s+—She buys for an all-importane hotel man—Gracious host at the delphia auto dealer—WFIL-alel- scientist—As 4 rese mh evecutive of
ne...a radio-equipped home, Chalfont-Haddon Hall, Mr. phians own 901,189 auwtomobiles the Adas Powder Company, Dr.
of 1,242,000 in the 14-County McDonell sees thousands of vaca- .. cach \':‘.Iflhc_\' buy $50%, 287,000 Brandner puides I-tl\c( in the search
Iiadclphn Retail Trading Arca. tioners each year .. .and millions worth of new and used cars from for new products and processes
uscholds like hers help consume more spend $82,923,000 in WFIL- men like Mr. Swenson, Vice-Presi- He is one of 115000 professional
billion worth of food a year, adelphia’s 796 hospitable hotels. dent of Alvin A. Swenson, Inc, people in the 14-County marker.

SELL THE WHOLE 14-COUNTY MARKET

You lose half the market, half the sales unless
you hit hard in all 14 populous counties of
the Philadelphia Retail Trading Area. You hit
hard with WFIL’s 5000 watts—a beam that
outpulls 50,000 watts in 11 of the 14 counties.
Cash in on this rich potential . . . 4,400,000
people... $4 billion in retail sales. Cash in, too,
on WFIL's tremendous bonus area outside the
Retail Trading Area. Total coverage: 6,800,000
people with buying power of more than $9

billion. Schedule WFIL.

WHll

560 ke,

The Philadelphia
Inquirer Station

An ABC Affiliate
First on the Diol
In America's Third Market

Represented by THE KATZ AGENCY



we cotton to you...

Carolina farmers raise a $135.000,000 crop yearly
and 163 Carolina cotton-textile mills process
almost as much as the other 46 states combined.*
Prosperous cotton farmers and textile workers
are the basic fiber of WBT's audience of
3.000.000 listeners — the largest group

of vour prospects vou can reach by any

single advertising medium in

the two Carolinas. o

i
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#3955 of U. S. mills producing
broad-woven cotton fabrie and
55 of U. S. cotton varn mills
.. value of annual proddction
2 billion Jollars! % 3
v

>
4

BT CHARLOTTE
COLOSSUS OF THE CAROLINAS

JEFFERSON STANDARD BROADCASTING COMPANY

Represented Nationally by Radio Sales
_\,;*. m




New and renew

I. New on Radio

SPONSOR

Networks

AGENCY

Amerivan Chicle Co

Bancer-Fitegerald. A (RN
Sample
Dr, Pepper Kuthranff & Ryan Clis 17
Erunsmivs Lalorators lue Conningham & Walsh CHES  1H1
General Mills Ine Rutas-Rees s ARG 163
General Mills Ine L O Al Tt
North American Yan Lines Joseph Castor & AN i 289
 Ine Assoeiates
Sylvania  Electrie Products Koy S, Durstine Cus 15
ne
U. S Army & UL S, Air Grant 87 DR
Force
U, 5 Army & U, 5. Air Lrant CHES 115
Fuoree

NO. OF NET STATIONS

30

Ihe Sheriffy Fei 2:309:553 13 Jnlg 532 wks

Sports Howwmdnp o Sar 6300 2 20 Spp; 52
whe

Galen Dreahes Sat 10251030 am; TR Ang

32 whs
« Mereury

Hi00H: 15

g 2N

GCorantlaml Rice: Fri
B whs
Bill Steras Fei 10 80-00:45 pm: T Dees 20 whe

Seps

Fraukis T el 39

whs

Laine: Sou 1:30-5:00 pon:

2. Renewed

on Radio Networks

SPONSOR

AGENCY

NO. OF NET STATIONS

PROGRAM, time, start, duration

Alli= Chalmers

Colgate-Palmolis e-Veet Co

Kraft Foods Ca
R.C.AL
Hexall Drug Co

Sterling Prug Co

Burke & fGittens

NBC 16d

Ted Bates Chs 149

Needham. Lowi-. amd NBC 154
Brorhy

J. Walter Thompson NBC 16T

BRDO CBS 185

Dancer-Fitzgerald- ABC 215

Sample

Nat®l Farmi & Homwe Honre; Sat ) 000 300 pans

8 Nep3 52 whs

Our Miss Brooks: Sun 6:30-.7:000 pmy T fhets
32 wks

[ Gildersleeve: Wl 8:30-9:000 png 5 Sep;
whs

Phil Harris & Alice Fayes Sun 8000830 pmg

30 Seps 52 whs

Amos & Andy; Son T:30-H:00 pong 30 Sepg
52 wks

My Trne Storys M-F 10:00-10:25 am; 13 Jol:
52 whs

3. New National Spot Radio Business

SPONSOR

PRODUCT AGENCY

STATIONS-MARKET

CAMPAIGN, start, duration

Montivells Dreug Co 666 cold ren oW, eyt Co 25-501 Southern markets annemiss | (et 6
iNY)
4. National Broadcast Sales Executives
NAME FORMER AFFILIATION NEW AFFILIATION

Narold W, Baker WOW, Omaha, newe directur W SM, Nashiville, dlir news & spre events

Norman Hoggs WAMCA, NY., vpegen mgr Don Lee, Hlywil,, sls vp

Edward Carlin Radin cons=ultant, N.Y. WEIR, N, head recearch. smerch, prowm e

Dal¢ Drake WRR. Dallas, managing dir Texas State Network, Dallas, <1< vp

Climton 11, Fowler RUOA, Siloam Springs. Ark., asst mgr hGER. Long Beach, resident mer

Ward Glenn WIRE lianapolis, annonneer same, =le prom-pub el dir

Frank Gonzales Muorris-Timbres Ine, Mahile, prod work W LAC, Nashville, prom mer

Gordon Gray WP, Phila. wp WK, 1 ft: WGAR, CGlevess KMPC, LA, (Gray
will WY, dds, wve office for these stations
el 1 Aug)

Homer (), Griffith
Ernest Hartman
William 1. Ilylan
Ward D. Ingrim
Hichard E. Jones

Tom W, Jmlge
Stanton P, kettler

Heynold R, Kraft
Ted Lazarms
arold Lindley
Harold €. Lund
LGloria Markoff
Howard 5. Meighan

KRAFI, Petaluma, Cal., comml
WNEW, NV, pred. staff
CRS.TV. MY, acot exer
Pon Lee, Mywd., sls vp
WIBK, WIBR-TV, Detrait. managing dir

mgr

WEZTY, Boston,
WIS, Mias

mzmler sls staff
Fla.. managzing Jir

Panl 1. Raymer Ca, NV, 1y mge
Donahue & Coe, NY., arel exer
Headley-Reed Co, Mwyd., mer
Walker & Downing, PPinsh, op
KRLX, Ouakland, program dept
CBS, vp, gen exer

RIS, Bakersficld, Cal.. comiml wgr
Same. prad mgre
. omest sls omgre in charge of color sl

o oeAer A

o alsn evers iz Northern Distriet sperations

SPD, WSPD-TY, Teledo: WSAL Cinelonati)
Fort Indnsiry sins
.85 Radio Sales, XY arel exer

Same, alsn sverseving Sonthers District aperations
IWAGA, WAGA-TY, Atlanta) Fort Dmdustey <tn

Fart Induntey Go, Chi.. midwest sls migr

WG, NN

- Kepr

WY, Pitesb.,

WTOP. Wa

Same. pres. radio div,

ady, sl prom mer

ativesy LA sprempr

mgr

ton, asst =ales provestiong

Station

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

Representation Changes; Advertising Agency Personnel Changes

juLy

—

129500

MNumbers alter names
refer to category in
New and Renew:

Norman Boggs (4)
Gordon Gray (4)
Richard E. Jones (4)
S. P. Kettler (4)
Reynald R. Kraft (4)



MNumbers atter names
refer to category in
New and Renew:

William E. Rine (4}
W, B. Campbell (5)
H. S. Meighan 4)
Van Volkenberg (4)
Adrian Murphy (4)

New and Renew 30 July 1951

1. Vational Broadcast Sales Executives (continued)

n Murphy
Hablby Myers
Norman J, Osby
Willam E. Rine

. Needham Smith
Kay Seolicld

Louis A, Swith
Durward J, Tocker

J. L. Van Valkenburg

Stuart Weissman

~torm Whaley
John M. Wilkeff
Pace Waomls

firacime Limmer

FORMER AFFILIATION

CBS, MY, vy zen «
KD, San Diego, en
Dan Lee, LA statl rel dir

WWYA, Wheeling, W, Va,, managing ir

b oagr

WsAL Cinciunati, aceount exee
NBC, N, network transeription s
WOR-AM-TY, NY., Chi., mezr

Radio Department, city of Dallas, lhead
ufl dept.

GBS, NOYL, ap network sales
Tnte
et

RUOA, Siloam Springs, Ark.. gen mgr

tional Conf

foner, space -l

WCOP, Boston, prom mgr
ARG, THywd,, member poblicity  s1aff
WAGL Richmwomd, 2en mgre

NEW AFFILIATION

Same, pres, CRS lab dis
KFMB, San Diego, comm mzr,

Same, vp charge star rel

Same, also oversecing Centeal Districl operations
(W MMN, Fairmont, W. Va.) Fort Industry stus

WEBNSTY, Columbus, account exec,
John E. Pearson Co, N.Y,, acel exce
Edward Petry & Co, Chi., sls mgr-tv div
WRE, Dalla-, managing dir

Same, pres, TV div.
WOR, N.Y,, asst sls mgr

KRGER, Long Beach, mgr
HBAB, N.Y., zen s prom
Sawe, dir audience prom
WOEAY, Norfolk. gen mar

3. Sponsor Persounel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Fred Abrame
Renneth B Banham

William B, Camphel)
Fred F. Dencker

e

E. W. Gaughan

Albert AL Nally

Chesier 11, Lang
T. M. Mason

Virzinia Miles

William Paul
M. R. Rodger

Rabert J. Sehrecongost
F. €, Sato Jr
Aerr €. Wedemeyer

Enirrson  Hadio & Phonogreaph Corp, MY,
work in govt o« racts (div

Emerson Drug Co. Balto., pres

Young & Hubicam,
R. Gerber & Cao, (
Avea Mfz Corp,

NS mereh ddept

ady, «ls prom mgr

cinnati, in charge spee

stivities Crosley

Industrial Tape Corp, New Broanswick, N1,
sls mgr (Teseel tape)

Geeneral Electrie, N

Avea Mig Corp, €
Crosley

vp marketing director

ti, «ds prom wmgr
Busines: Careers Ine, NY., vp

r Post Cereals Dis
=l mgr

General Foods, sl

Aveon Mig Corp, nati, asst zen
Crosley dliv

General Foods, NOY, dist sls mer

Johnston & Murphy Shoe Coo NV adhy mgr
1.5, Air Forees, LI, General

Same, head natl paris-sls sve din

American  Home Products Corp. MY a4

||r(‘~
Borden Co. NJY., asst aly mpr

Mason & Mason Ine, Ch ady, prem mgr

Same, eastern div mgr Crosley div

Same, sl mzre industrial-eommercial dept

Same. vp public relations

Same, western div mgr Crosley din

Alexander Smith Ine, Yonker-, N, rescarch
superyisor

Same, NY dist sls wgr

same, central div mgr Crosley dis

Same, Cinclonati dist sls wmgr
Stewart Hartshorn Co, N.Y., pub rel mere
e Mig Corp, Cinciunati, vp & dir

6. New Agencey

Appeointmments

SPONSOR

PRODUCT [or service)

AGENCY

Beante VYues Corp, HHywdd.
s & Cng N. Y.

» Produets, (Jak Lawn, 1L

Inc., Phila.

Culumbia Tobaceo Co Ine,
tLynthia Andrews Inc, NY,

Namar Disteibuting Co, Newark, M)
s loe, NOY.
Flurida Citrus Exchange, Tampa

Dictozraph Pros

teeneral Gigar Co Ine, NV,

Nutri-Tonic permanent wasve

Wine importers
lean sprout haln
Packaging equipment

wuial Federal Bank, Phila. Bank
N.Y. DuManricr Blter-tip cigarcites

Sing shampoo

Avonsticon dihvision
Sealdsweet juices
White Owl rigars

Damar honschold acces-ories

Hix=on & Jorgenson, LA
Benton & MBowles, N.Y.

Schaenfeld, Huber & Green, Chieago

Adrian Bauver Ine.. Phila,
Herbert B, Shor Ine, Phila.
Anderson & Cairns, NV,
Fred Garduer Co, N.Y.
Maxwell Sacrkheim & Co, NV,
Walter MeCreery Ine, N.Y,
Ruthean & Ryan, N.Y
Youug & Rubleam,

Hullywood Maid Wrassiere (o, Phila,

2. oo, Ashland, Pa.
NY.

Mills, Awmsterdam. MY,

Olympic Disteibitors Toe, LA,
ckard Muotor Car Co., Detroit
lia Pinkh
Products
Radion Corp., Chicaze

n, Lynn, Mass.

Ramfjeld & Co, MY,
Wt Coast Soap Co, Oaklaml
Wiggine Chemical Co, Cinelonnti

Hrassicre manuflacinrer
Metal perforators

r adent hrand  prodoers
Carpel manufactinrer

Clilorapha 11 deadorant pills
Antomolviles
Yegetahle componml

Prim waterless hamd cleaner

Televislon antennas

Fonl imporiers
Powow  cleansers

Wiges witerless ¢

Herhert . Shor Ine, "hila.

Adrian Bauer Ine,, Phila,

MeCann-Erickson, N.Y.

Maxon, N.Y., (all media bot radio,
which will be handled by George
Bolling Co. to year's ewd)

huight, LA

Maxon, Detrain

Harry B, Cohen, NY.

Copley, Hoston

Calkins &
Clinton & Swmith,

Gordou Baird Associates, N.Y,

Buehanan & Co, S.F,

Assoclated, Cinelnuati

Carlork, M-
Chicaza
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Jow many ad exec’s =
realize that... #c.'/ictos

“, .. with 2 discs especially -designed'
for promotions . . . for premiums"

RECORDING

PRESSING |
e ———————

The 6%2-inch SPINNER—78 rpm
a powerful little salesman,

one minute and 40 seconds per
side, that puts the impact of

i~<inch PROMOTER—78 rpm
 jer messages up to 3 minutes and
onds per side. Like the SPINNER,
lable plastic with true-to-life
ion—a product of the finest
ctor sound-reproduction techniques.
:r way to get attention and individual s
'+ identification. sumers—and gets if across!
Smart merchandisers are also using
SPINNERS to create lively,
*. .. and for spots or entertaining premiums with a clever
g complete programs sales twist.

sound into your sales message.
As personal as a visit, as mailable
as a letter .. . gets your message
to distributors, retailers or con-

“Your best bet: contact
an RCA Custom Record

Sales office today!"
Dept. BC:

630 Fifth Avenue
New York 20, New York
JUdson 2-5011

The 12- or 16-inch TRANSCRIPTION
—33V4 rpm to carry program material
of every description—from spot announce-
ments to full-length shows. Recorded,

processed and pressed in the countiry’s 445 North Lake Shore Drive
best-equipped studios and plants. Chicago 11, Hlinois
World-famous RCA Victor engineering WHitehall 4-3215
fo t iption order, [
AL A R R ) 1016 North Sycamore Avenve
or small. Complete, transcribed radio i .
5 : 2 s Hollywood 38, Californio =
production and script-writing facilities ;
Hillside 5171

” are available.

SEND FOR FREE BOOKLET!
It's called "I NEVER KNEW'"—
and tells the whale story of
Custam Recard Sales. .. describes
the amazing variety of services
this division of RCA Victar is

prepored ta offer you. You'll

| Cusiom Record Sales oo

| You'll find it @ valuable tool.
t?ib Radio Corporation of America RCA Victor Division

' B



weclBore’'s more

aLLL

@ rn

In Richmond, Va., the impor-
tant buying audience has the
WRNL listening habit because
histening's swell on  WRNL
Yes, WRNL  gives  listeners
what they want to hear . . .
concise, authoritative news,
good music for all tastes.
stirring  drama, mystery
comedy. Take a  second
and get the facts
choose the schedule . |
and get THE SALES!

NATIONAL REPRESENTATIVES
EDWARD PETRY L CO., INC,

Harry W. Guppy

Pacific Coast Manager
o e Flanters Nut & Chocolate Co., Inc., San Francisco, Cal,

Harey Guppy did a lot of moving around in his vouth. From Mich-
ican to Montana. hack to Michigan. and on to California by the
time he was 13. Auending the University of California brought him
to the Bay area. and Harry has spent most of his time there since
eraduation in 1925.

Harry made his way through his junior vear by selling books.
After college. a sucression of jobs ted to Fuller brushes. Although
he led in sales during most of his tenure. there was one tough cus-
tomer Harry couldn’t sell. But after two and one-half years he
finally did. The lady asked why he was selling brushes and ended
by sending him to see hey hushand. E. H. Jenanyan. then in charge
of sales for Planters. Jenanyan hired Guppy to sell peanuts in 1933:
he has been with Planters ever since,

After three years of selling in Los Angeles and Oakland. Guppy
handled sales detail work: then took over shipping. During the war
he handled priorities and allocations and became Pacific Coast man-
ager in 1947 in charge of 11 Western states plus export business.

National advertising is carried with the Fastern organization. but
the West Coast organization has a separate budget for special adver-
tising. Most of this budget goes 1o sponsor Edward R. Murrow and
the News over 17 stations of the Columbia Pacific network twice a
week @ cost about 3900 plus walent for the two weekly shows.

Announcements are used in various arcas in connection with spe-
cial promotions. Ty pieal have been recent campaigns in San Bernar-
dino. Fresno. Sacramento. and San Jose. A sample schedule (San
Jose) shows four announcements three times a week for three weeks
over KLOK. The rest of the ad budget is spent on point-of-sale dis-
plays and material o support retailers. Retail outlets are also en-
counraged to advertise cooperatively on radio.

Premiums are in constant use. with listeners invited to send labels
and cash for nut dishes. Mr. Peanut salt and pepper shakers. or a
Mr. Peanut bank. Plamters likes to devote a percentage of receipts
to advertising and increase it as sales go up: how to spend it is lefi
up to the ageneyv. Ravimond R, Morgan Company. San Francisco.
Planters” sales ave [2 times that of the nearest competitor.

As for Guppy. when not teaching people 1o ask for Planters he
gets away from it all by going trout fishing.

SPONSOR



*

% 4
et ;-I

1%

[
et :

~

A\

selling’'ss <= is a personal matter...

And sales conmie casiest when you sell through a
personality people trust, That’s why WCBS’
new “star-studded station-hreak™ plan is today’s
most ellective way to sell your product in

\merica’s biggest market.

Under this new plan, you can have your sales
messages custom-cul to Vot I|||u|1]| ...recorded
|.lr!' |l'lf|JlI'|||l‘-l |1ll'L Us=e by Wi I;"" ]ll'|'-||l|.l|iiii‘=

whose endorsements listeners u-l_\ o1,

Take H.lll',,'.ut'l \rlen.™ Listeners ||H_\ the ]l1|-||lli I5
advertised on her morning program (now

<old out) beeause they rely on her endorsement.
Now her familiar voiee, delivering yow
station-break commereial throughout other
times of the day, will gel extra attention,

will refleet the same eonfidence in your product

that the audienee has in Margaret Arvlen,

Moreover, WCBS “star-studded station-breaks™
are available at one of the lowest cosls-per-
customer in .'|“ ;I:|\:-l1|rill:_{ ||n1.‘|l\_\n|1 owe il to

your product to gel the faets from Radio

Sales or WCBS— Number One Station in the

WCBS... ..

Represented by Radio Sales

Columbia Owned

Number One Markel.

rany of these H';' other WCBS stars: Tommy Riggs (and Bewty Lou ), John Reed King, Harey Machle, Phil Cook, Jack Sterfing, Bill Leona

/



COVERAGE

Sure...We've Got It

BUT...

Like the Gamecock's
Spurs...It's the

PENETRATION

In This

Prosv“““s
Ca ﬂ)\“\a ?
S vaﬂa“ 5““5

%
he T\ “05 /LZ
2
Nesxa“““ ‘0 sa\“"'*

s e
goe
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

8:00AM -- 1200 N ., . ....8632

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

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

(Sunday lhru 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, Jr., Sales Manager

The No. 1 CBS Station For

The Spurtuuburg-crnnwlle
Morket o oo oo vvuen..bhe

5,000 Watts --
950 On Your Dial

New d('r(-lopm(mts on SPONSOR stories

See: “Mr. Sponsor Asks . . ."

Issue: 16 July. 1951 (Fall Facts), p. 176
Subjeect: How radio can promote itself more

elTectively 10 advertisers,

Some novel new pitches are being made by California broadcasters
to ad agencies and sponsars. both on the West Coast and in the East.

Don Lee. pace-setting Pacific Coast web. has unwrapped a plan
known as “Local and Network Cooperative Advertising”™ which is
desiened 10 liring new co-op advertising funds to radio. Basically,
the plan calls for national or regional advertisers to pay the talent
rosts and [1;11! of the net rates of Don Lee radio shows. Then. local
retailers in the 19 Don Lee cities and towns on the West Coast. Ari-
zona and tdaho split up the remainder of the time costs.

Says Don Lee: “Thus. the supplier makes i possible for his re-
tailer 1o purchase sales-producing local radio advertising on network
caliber programs at a fraction of the price they would normally pay
for local programs.”

\etually. what LANCA Loils down to is a kind of “network co-op
show™ venture. in which the national or regional adverlising cuts
much of the price to retailers by assuming all talent. some time costs,
At last report. several West Coast ‘l{,:t‘!l('it':-'- were interested.

Meanwhile. the 58-memlber Southern California Broadeasters As-
sociation has started on its own all-out campaign to “sell the values™
of radio.  Salesmen’s conmmittees, representing groups of ¢ ompelitive
stations. are already outl calling on sponsors and agencies with a
brand-new. hasie presentation,

Behind this presentation is an extensive station promotion and
seneral razzle-dazzle.  On-the-air announcements. from eight-second
hreaks 1o d0-second announcements, are being used to plug such
“plus values™ of radio as 9977 of Californta and West Coast homes
heing radio-cquipped. as well as 7377 of cars.  Other topics: aver-
age and total hours of listening: comparisons belween Southern
Califlornia and other sections: radio circulation and the economic
arowtl of the medinn.

Other plugs will show up in radio newscasts. interviews, corre-
spondence. trade ads. direct mail promotion. publicity and promo-
tional stunts, sales presentations,

Conting up soon: a trip to the East by SCBA director Boly Me-
\ndrews 1o piteh the story direetly 1o Fastern radio buyers,

See: “Ad manager’s hook shell™

Issue: 6 November 19500 p. 32

o
o

s“l'j(-(-l; Worthwhile books for busy ad
managers

This year marks the T7th anniversary of Marconi’s birth (25 April
1574 and the 50th anniversary of the first transatlantic wireless sig-
wal (12 December 19010, To commemorate these 1wo occasions,
Orrin 15, Dunlap. Jr.. has privately printed a 21-page pamhplet called
“Writing the Biography of Marconi.”

Dunlap. a member of the executive stall and a vice president of
the Radio Corporation of America. is the author of “Maiconi, The
Man and His Wiveless™ first published in 1937 by the Maemillan
Company just three months before Marconi’s death.  For those who
haven't read the Marcont Diography. this 21-page tribute 1o the
man gives a quick picture of the <hy. hard working inventor.  De-
tailed. oo, are the problems of writing the Marconi story faced by
Dunlap.

SPONSOR




mr. SALES
MANAGER:

FEATURE your FOODS N pHILADELPHIA..

30 JULY 1951

with the KYW “Feature Foods” Plan! It's the plan that's giving food sales such

a terrific jolt in eastern Pennsylvania and southern New Jersey. And it's not only

a popular radio program on this 50,000-watt station. It's a ready-made merchan-

dising package that wraps up and delivers the results you want! Just look at these

big features of "Feature Foods”—

POINT-OF-SALE CONTACT.. handled by a trained corps of food product mer-
chandisers. Here's added strength for your sales organization, in a group that

actually gets orders and promotes re-orders!

PIN-POINT PROMOTIONS in top-flight stores. Retail cooperation is guaranteed. .

not only in retail advertising by the stores, but in distribution of your literature.

REGULAR REPORTS to advertisers. You get on-thesspot information as to
distribution, out-of-stock conditions, shelf position, product exposure, competitive

products, rate of sale, and specific promotional aids.

No wonder "Feature Foods™ is practically SOLD OUT! As this is written, 35 of

the available 36 participations are working for many of the nation’s leading food

advertisers. The odds are 35 to 1 that your product will be a sell-out too.. if you

grab the telephone now and get in on the deal. Call KYW or Free & Peters!

PHILADELPHIA
50,000 WATTS
NBC AFFILIATE

Westinghoute Radio Stalions Jnc
WBZ « WBZA « KDKA « WOWO « KEX e KYW « WBZ-TV

National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales

RADIO — AMERICA’S GREAT ADVERTISING MEDIUM

19



NEW YORK

BOSTON
CHICAGO
DETROIT

SAN FRANCISCO %
ATLANTA

HOLLYWOOD

RADIO ANC REPRESENTATIVES
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Top stars ot low cost: names (like Walter Pidgecn) may tape multiple shows [as Rex Harrison, NBC) saving own time and sponsor

What vour dollar will buy
on net radio this fall

Ingenious methods, plain old-fashioned belt-
tightening are cutting program costs as webs

drive to attraet new sponsors. win bhack old ones

Typical cconomical package: Mutual's “Twenty Questions,"

S money

Fall. 1951 -1|:[u~- up as
the time of the
' .iiainl;li-.:r]' of network ra-

oreat re-
din.  As a national advertizer. the evi
denee indicates vou'll Itlnli.liri\ find 1t
a more attractive media buv than it's
ever been before.

1 |J|-r.triu>lq-si ollices at 30 Rockefeller
Plaza. 435 Madison, and 1110 Broad
wav have seen a flurry of conlerences

and floor-walking in the past few

All of 1t adds up to a thiree-

]:rm|;,:|-|| drive to offer national adver

|IInIJl|I‘L

tisers attractive buys at the lowest pos-
sible cosL.

Thi= is how that three-pronged as-
<ault on cost works out:

I. The round of rate
|1-|r- between 107, and 159,

recent cul=

Lrom L

formerly sponsored by Ronson, is immediately available at $3,500 weekly

1 A -




Low cost dominant fall trend

OPERATION TANDEM ON NBC, INCLUDING "$64 QUESTION" TO COME BACK NEXT FALL, TYPICAL OF LOW COST INNOVATIONS

charges, both day and night.
s

Mutual's
Monday thru Friday davtime sequence

ted 1o illi!'ill;l. however. PProcram peo- and humorist l{n:_-rl' Price.

cosl= i'j" have worked up entirely new kinds
of shows, shified their hlocks of mood

||[nl'_:r.'tllllll,'_’

Program package have

been whittled down by an average of of hillbilly music. popular music. and

157 —sometimes as much as 257 : around. done some re- audience parlicipation prograims.

even 50°¢ in a few cases. New pack- arranging of imdividual program slots. Over-all. you'll find an increasing

ages are |lI|Jlli.Ill: i al Illlllll}l-\\(lll'r"lill'.' \ few -..;““}ul{--; ABC s I.‘[If’v|||“]|!‘|]’|l'_"
ol them

in serial form for the first time over

emphasis on news. music, and mystery-
Music

and mystery shows in particular will

prices, averaging between $2.000 and
=3.000)

block of soap operas—many drama over the radio networks.

a week.,
3. Special sales schemes, like NBC's
Operation Tandem and ABC’s Opera-

this net. (Morning. by the way. is o be even hetter buys than in the past,
prime buy on all the nets. sronsor be-
NBC’s new “realistic” drama
with musie. Pete Kelly's Blues: plus
CBS's in-

WANEW

hecause of lower package prices. Asked

tion Pyramid. offer a (lexibility new 1o lieves, ) how these prices can be knocked down

network radio.  Mutual has a brand without hurting quality and sacrificing

ew ]a|.‘l|r up it= .-|m-\-|-, Saturation :-1'\|'|'u| 1new comedy stinls. illll“l'n('ta nl"l\\nrk “r-il'l]

:-if}il

programers

campaigns, networks.  rotating  flux of new talent. like zany these savings:

1|l:‘-'

participations. liberal frequency
counts are added inducements.
Not all the activity has besn restrie-

morning men Gene Rayvburn and Dee l.

Finch who will be on at night. Spade
Conley and his Western Swing show.

Substantially reduced salaries for
ealured stars and guest stars.
featured st | cuest star

2. Scale or slightly over for orches.

Trends making networks good buy

1. Rate cuts amid low-priced packages invite advertisers
to cash in on lowest cast-per-thonsand ever offered.

2. There'll be wcew (210ent. down-priced estahlished

stars, and o generally tightened buldgetary vntlook.

3. Imaginative planning. reshuffling of DloeXk programe-
ing., and shifting of time slots makes medinm more
effective than ever.

4. ARC's
Sreiney,

moerning  saap opera strip,. CBSY Western
Mutuzl's heavy sews eoverage, and NBC's
Operation Tandem are typiezl examples of the high-
powertd goings en af netweork hemilguaeiers.

NEWS: big zeller this fall. Above, MBS world ro!

SPONSOR
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Pyramid, including "The Sheriff" (above), is set to continue this fall

tra conductor,
ries have long been common.

3. Writers increasingly paid union
rates. instead of substantially above.
for seripts.

4. Director paid less,

5. Independent package producer
takes a smaller profit.

Husky over-scale sala-

By paring down expenses all along
the hine, dramatic savings of as much
as $1,000 to $2,000 per week have been
made.

That’s the way network radio looks
for this fall —from a But
when you examine the picture up
closer. each net has its variations. its

distance.

own special programing and pricing

ABC’s Pyramid Plan "

techniques.  This i= how each looks

under a magnifyving glass,
ABC

hurning

The big news at ABC is its
for daytime
ABC tried to lift several suc-
cessful svapers from NBC a

back, but luck.

built some of their own and hrought

|l£lh:-iil1’| :"-I}EIII
operis,
while
had no So they've
in packages from several independeni
producers.  Up 1o now the net stuck

1o self-contained stories which could
be told completely in one hroadeast.
This fall’s erop breaks that tradition.
will have many serial dramas as well.

As Leonard Reeg. v.p. for radio pro-
grams al ABC explained the trend:
“An analysis of network programing

| Alternate-week sponsorship

Mars buy of "People Are Funny' on CBS typical of new net flexibility

showed no soap operas scheduled for
the mornings by other networks—so
we went ahead.”

The ABC Line-up from 10:00 a.m. to
12:00 noon on weekdays is a formida-
hle group of soapers. interrupted only
once by Betty Crocker’s Muagazine of
the Air, My True Story. still a sell-
contained confession-tyvpe drama, kicks
it ofl. this runs 25
there's a five-minute slot left for Story-

Since minutes,
teller, a taped dramatic bit starring
Edward Arnold and recently honght In
Mills.

Betty Crocker intevrupts for 15 min-

General

utes and is followed by an unbroken
{ Please turn to page 76)

I TV-proof. NBC Monday block continuing
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SOAP OPERA: ABC thinks they're hot, is adding 4 soaps
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CHAP STICK E.T.'S,

LIVE COPY REACHES MEN AT BREAKFAST, ZUPPER. ABOVE: A. E. PAUL GUMBINNER; ASS'T. WYN LEVINE

fven truck drivers use 1t now

In 1950, two products that men “just wounldn’t buy™

sold S14.750.000 worth to the male trade

Ad Manager Bond

Dynamo behind the revolntionary growth of
Chap Stick. Chap-ans i< 1 hyear-old G, Eaer-
et Bond. gencral manager of Chap Stick Co.
since 1938, He joined the parent company.
Maorton Mannfactnring  Corp., Layvehbnrg,
Vie. 1933, Born Brownssille. Tenn., he is
cradnate of Prinecton University 1931, In
193233, he was associated with Doremns
A Agenes, No Y. He s married, has three
childrens is past president of  Lynchburg

C Chiamber of Commeree and Rotary  Clnh.

For reereation he likes reading and fishing.

Broadeast advertising is stud-
ded with stories of sponsors

whao've successfully used the
air mediun 1o erase a social stigma at-
lached 1o their product. Just a few of
these arbiters of national taste are Tin-
tair. which made home hair-dveing re-
.'-]I('II.'I|-|¢': 'I‘nrl'l. \1]I‘lf'll “llll\l‘l"lt‘ll jrar-
for  hair-curling o an  overnight
vogue: Odo-ro-no. which put a stamp
of ventility: on the under-arn deodo-
rant; and Tums, which ereated an aura
of socially esteemed beneficenee around
the subduing of a belch.

One ol the most recent invaders in

SPONSOR




RADIO of this special type

: will sell ‘Chap Stick’ and ‘Chap-ans’ to a waiting market

These are the Market Areas from which

. our nation-wide Radio will emanate
{subject te chonges depending upen availabilities):

Important Local Radio Personalities

will tell the Millions!

Seuvthern U.5.4. Cantral U.5.A, Eastern U.S. A, Western U.S. A,
ATLAWTA CHICAGD BALTIMORE DENVIR
WIRAMINGHAM CLEVILAND WOSTON LOS ANGELES
CHARLOTTE CINCHNNATI NEW YORK PHOENIZ
DALLAS DU MONTS PHIADELPHIA PORTIAND
T WORTH DETROIT ROCHESTER SAM FTRANCISCO
! SPRINGFHLD - e
i KANSAS CITY e KasiaTon UESON
P MILWAVERE .
" i L
¥ ST LD x

Mailing piece to druggists (large foldout type) stresses role of radio, gives sample commercials

the field of revolutionizing mass cus-
toms is the Chap Stick Company of
Lynchburg, Va, Other sponsors may
have been largely concerned with in-
fluencing the mores of the American
female. But Chap Stick set itself the
far tougher task of changing the Amer-
ican male’s attitude toward two “sissy”
prudu{‘ls. Thanks in ;,;,umi measure Lo
national spot radio advertising. it has,
within three years, induced a great
inany men to accept as normally nas-
culine the use of Chap-ans. a hand
cream for men, and Chap Stick, an an-
tiseptic lip balin. Both drug items are
now No. 1 sellers in their individual
lines.

Exactly how much eredit can be par-
celled out to spot radio for the two
products’ Horatio Alger success is hard
to say. Paul Gumbinner. accomnt ex-
ecutive for the twin items at the Law-
rence C. Gumbinner Agencv. New

30 JULY 1951

York. attributes radio with doing “a
tremendous job of influencing and <ell-
ing for us.” He points out that when
Chap Stick first began being sold over
the air in 1948, sales were about 5.-
200,000 sticks of the 25¢ item annu-
ally. Now. about 7.000.000 sticks are
sold every year. In the same year.
1948, radio was first used to launch
the 59¢ Chap-ans to the American
male. Sales have since huilt up “hand-
somely,” he says. “and more and more
men are growing accustomed 1o nsing
a hand cream.”

One thing certatn is that hoth prod-
ucts use more radio advertising thaen
their competitors.  Already. Advertis
ing Manager Everett Bond and Ae
count Executive "anl Gumbinner are
planning their new. extended broad-
cast schedule. to begin in September
and continue until the season’s end

( Please turn to page 56)

Jack Sterling was first breakfast-time d.j. for Chap Stick
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Talk  about

programing to

after-midnight

radio moslt

radio advertisers—and you’ll

get a blank look.

deed, are familiar with the lacts of

Few sponsors. in-

post-midnight radio selling. few are
actually using it.  Yet. these low-cost
marginal hours are doing a top-notch
job in selling products and serviees all
Just look at a few
of the examples turned up in a nation-

over the country,

wide SUrvesy |r_\ SPONSOR.

Take the ease of National Optics
makers of Night
Driving glasses. This growing optical
firm recently signed with WBBM. Chi-
cago for a rotating series (midnight

Company. Ravex

to 2 aan.) of 15 quarter-hours on the
station’s Matinee Ai .”fffm';.:f.'f show.
The pitch: a pair of Ravex glasses. for
3198 plus postage and C.0.D. charges.
Itesults: in two weeks, National Optics
had booked 2.405 orders. or about S
in orders for every dollar spent. The
contract  was  renewed  for  another
round. and Watinee ar Midnight went
right on pulling orders at the four-for-
ole rale,

In the Deep South the peacli crop
was ilnr:tlvlﬂ!l,‘-’ Lo ‘]nli] in South Caro-
lina. leading peach-growing state in
the LS. beeause truckers didn’t know
i whiclh specific areas the peaches
were rilu-lrinu. I'he Peach Crowers

\ssociation. i desperation. hought

275 post-midnight (between 1 aom, and
5ot ) announcements in 20 days on
WORKY. Cincinnati. during the Night
Hawl: Clul rocord show. The pite h:

ST Y mformation on the exact or-

26

chards where the peaches were ripen-
ing. aimed at truckers cruising the
highways.  Results: the entire peach
erop was moved to market with little
loss: hoth truckers and farmers bene-
fited.

In Washington. D. C.. an enterpris-
ing Dbusinessman Baker
opened a little six-stool all-night restau-

ll.‘lll]l‘fi ,r(’\

rant. and then sat back to await busi-
Praetically
Then. he bought & big schedule of ( be-

ness, nothing happened.
tween midnight and 3 am.)  announ-
cements on WWDC's all-night Yawn
Patrol.
Soon. Baker started up a home-delivery
service, finally had to buy six jl'l';lr‘- to
scoot around the nation’s capital to de-

Business started to flourish.

liver sandwiches and hamburgers.
Unusual?  Not at all.  After-mid-

night stations KERO, Bakers-

field. WWSW. Pitts-

from
California. 1o

jl
'l
’"
Ta
I
4

(er-midnight

Pulse study gives sponsors
valuable data on who listens; many

stations report sales suecesses

burgh, and from WNOE, New Orleans,

to WDGY. Minneapolis,

same kind of results,
Check over the lists of national. re-

report the

aional and large local advertisers using
the after-midnight radio air and you’ll
familiar firm names and
products. A few: Thom MeAn Shoes,
Jeris Hair Tonic. White Tower Restau-
rants. Sealy Mattresses, Rexall Drugs,
United Fruit. People’s Drug Stores.
Robert  Hall Helbros
Walches. as well as many big appli-
restaurants,

see many

Clothes. and

ance and auto  dealers,
theatres. jewelry stores. banks. hotels
and breweries.

Check even more l'ltlr-t’l_\ with these
advertisers, and vou'll discover an im-
portant basic fact.  Although many of
them use announcement or participa-
tion schedules all through the night.

the majority of sponsors —and the ma-

At night "Kennelly-Heaviside'" layer (white arc) acts as reflector, sends radio waves further

SPONSOR
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jority of top results—are concentrated
in the period hetween midnight and
2 aam. It is during this period when
after-midnight listening to radio is at
its general peak: thereafter. it slides
dowuhill.

Advertisers using the midnight radio
air do so at a low price. even in the
largest post-midnight radio markets.
New York is a good example of this.
There. WMCA maintains a spot an-
nouncement (one minute) rate of $H)
for a one-time announcement between
6 a.m. and midnight. Even though
ratings take a definite jump (up 25-
50771 on WMCA at midnight when
the popular. much-discussed  Barry
Gray Show goes on the air from
Chandler’s Restaurant. the one-minute
spol rate in Barry’s show is still a good
buy at 840 apiece. On WNEW. the
usual minute spot rate is 500 (except
for some special participation shows
like Make Believe Ballroom), from 6
aan. to midnight: but the going rate
for a single minute spot in the station’s
well-known  Milkman’s Matinee—one
of the highest-rated post-midnight pro-
grams—is only $30. WOV, which airs

ost-midnight audience, N. Y.*

86.5% of late dialing in N. Y. is at home, reports WNEW survey

the Ralph Cooper Show from Harlem’s
Palm Cafe from midnight to 3 a.m..
usually charges $25-840 for a min-
ute announcement during the day and
night. charges %20 for a minute an-
nouncement on Cooper’s show—and
considers Cooper the better buy be-
cause of his big listening audience.

In almost every case. sponsors pay
considerably less for their alter-mid-
night

announcement and  program

schedules than they do for comparable

morning, daytime or evening schedules.
on the basis of ratings. sets-in-use and
price.
event lurn up a good buy like the pack-
age of three announcements per night
for a week for a total of 260 that’s
offered by Pittshurgh’s WWSW, he-
tween midnight and 3 am. on the
station’s 970 Club.

Post-midnight hours are “marginal™
time classifications—usually the last
bracket and the lowest prices on a
station’s rate card. And. due to the
fact that stations reach out further at
night (because of clearer atmospheric
conditions, a longer reach with the
“sky wave.” and fewer stations inter-

Sometimes. an advertiser can

Insomniacs swell late audience, patronize Lewis & Conger "Sleep Shop"

fering). the after-midnight audience is
often comparable in size to daytime.
In other words. it's frequently a good
far-reaching purchase.

Viewed as a whole. after-midnight
radio has made some strides in the
past five years. According to figures
of A, C. Nielsen, there has been a gain
of some 2.5% in the total post-mid-
night radio audience, covering mid-
night to 7 a.m, (New York time) he-
1947 and 1951.
have been sustained between midnight
and 2:00 a.m. (the peak period of
after-midnight radior. and gains have
been made in the later hours.

Why don’t more sponsors use post-
midnight radio? it
because it just doesn’t fit into an ad-

tween Some losses

In some cases, it's

vertiser's selling plans. and never will.
In most non-user cases. the big stumbh-
ling block is lack of data. This is
|mrl|_\ the fault of stations all over the
country, since there is no network ra-
dio operation at that time, and stations
must carry the hurden of [nrm‘ing the
effectiveness of the medium,
degree. advertisers are at fault. for

Tu =omne

(Please turn to page T3

After-midunight U.S. listening, January 1917 and 19517

icupation % of total
usewives 25.6%
srical & Sales Workers 19.1
hnual Workers (all types) 16.0
idents (not employed] 13.3
ifessionals, Executives 12.3
‘vice Workers (all types) 10.4
tired Persons . 2.2
employed 11

Total 100.00%

Jan. 1947 | Jan. 1951
Sets-In-Use Av. Radio Sets-In-Use Av. Radio
N.Y. Time During Av. Min. Homes/Min. During Av. Min. Homes/Min.
12-1 a.m. 9.9 3,554,000 b 7.3 3,059,000
1-2 a.m. 4.1 1,472,000 33 1,383,000
2-3 a.m. 1.5 539,000 1.5 629,000
3-4am. 0.7 251,000 0.9 377,000
4.5 a.m. 0.4 144,000 0.6 251,000
5-6a.m. 0.9 323,000 1.1 461,000
6-7 a.m. 3.0 1,077,000 33 1,383,000
NOTE: The use of N. Y. time is valid fc nwide ng, 4inc 1f the homes shown
above are in the Eastern time zane, and 35% bhe € lime zone where the

"midnight"” pattern of listening genarally starts an hour earliar than in the East.

wrce: The Pulse, Inc., Spring 1951.

30 JULY 1951

*Source: A, C. Nielsen
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000ds 1enore
(he air

SPONSOR analysis

shows industry is

missing good ad bhet

\mateur  fishermen and

hunters  shelled out  close
to S1.000.000.000 last year for imple-
ments of entertainment, aecording to
i -}uut'm;_r ;:l!fnl-- illtlll?-ll‘_\ estimate.
Vdding the take from wielders of ten-
nis vacquets. golf clubs, baseball bats.
and sinrilar sports equipment would |
make an even more impressive total.

Yet. despite this very substantial
pool of consumer dollars. manufac-
turers of sporting goods are strangely
hackward in their advertising plans,
Not one has a network radio or TV
progrant, not oue has a cooperative ad-
vertising hookup with local retailers.
Fhe sporting goods industry is appar-
ently neglecting an opportunity to sell
via the air which could bhe golden.

_Ill"t \\]\.\._) '[‘Iil"‘-(' dare sonie IJ‘ llll‘
reasons advanced by leading  sports
coods manufacturers  themselves  for
ol doing a nation-wide, first-class,
promotion of their products:

I. There are so mauy different
sporls items put oul by the average
firm that it “just couldn’t afford” to
promote them all wationally.  Spalding

publicity picture) are o natural for dramatized rae

‘ SPONSOR suggests “torture tests” (as in Spaldy
TV plugs. But industry has never tried this approd
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PRINT GETS MOST SPORTS AD MONEY AIR SPONSORSHIP INCLUDES TENNIS, GOLF, FOOTBALL ONE-SHOTS BY SPALDING, WILSON

and Wilson. for example. two leading
equipment makers, manufacture base-
balls. golf clubs. tennis racquets. foot-
ball outfits. just to mention a few
items.

2. Participation sport  fans  are
spread thin over the country. require
pinpointed advertising effort in sport
magazines. next to sporl sections in
newspapers, One golf club maker puts
the number of golfers at four to five
million, with an average of four or
five visits Lo the green a year for each
player. He feels it’s wasteful to reach
this relatively small group of people
via mass media. apparently had never
looked into spot radio or TV,

3. There are so many companies in
the business that no single one is large
enough to make a “big splash.”™ In the
general sports field there’s Spalding.
Wilson,  MacGregor-Goldsmith.  and
Rawling. l*l--hmg gear manufacturers.
who have the most lucrative segment
of sporting f"t}t}l]‘- business. sp]it the
take five ways: South Bend. Pflueger,
True Temper. Shakespeare, and Airex.
Even with 25.000.000 anglers licensed.
competition prevents any of the five
from getting much of a slice.

4. The traditional 407
doesn’t leave enough “fat’
stantial advertising budget.

These may be sound reasons. as far
as they go. But apparently forgotten
by the sporting goods manufacturers
is the fact that their market has bloom-
ed saleswise, just in the past 10 years.
A decade of higher living standards

mark-up
for a sub-

30 JULY 1951

and sporting interests generated among
former G.1’s during World War 11
have lifted the sporting goods business
into an unprecedented
1lmrnugll. full-scale
sports among average consumers could
bring additional millions of sports
fans into retail stores. sPoNsor believes
on the analysis of the
sporling goods field.

There's been no such hold thinking
in the industry. however, Instead. this
is what manufacturers are doing cur-
rently on the national level.

Spalding lines up a special. hand-
made network of some 35 radio sta-
tions each September to broadcast ten-
nis matches from Forest Hills, New
York. A play-by-play description of
the National semi-finals and finals and
of the Davis Cup finals (when played
in this country ) are broadeast all over
It’s a natural for Spald-
ing— their tennis balls are used in all

boom. A
]irﬂ!lluliull of

hasis of its

the country.

Retailers have used radio successfully:

Marshall Field, WBBIM, Chi.;

matches. have heen for yvears.

Chief Spalding competitor, Wilson.
similarly has sponsored the All-Star
All-Star Football games.
The most recent broadeast activity by

Baseball and

Wilson was its sponsorship of the Na-
tional League Football Championship
Game in December 1950, via TV net-
Film commercials produced hy
featured
events from the lives of top athletes
like Sam Snead. Babe Didrickson.
Johnny Lujack. and Ted Williams.

But Spalding’s big push is a series
of "S||nl'l.- sShow™
toon treatments of lamous or interest-
ing facts about sports. They're drawn
hy cartoonist Willard Mullin,
“A tennis

\\'lll'k.

?‘:arl‘il. llll', t[l';‘ll:lalli(' :-}m['t

ads. humorous car-

mclude
such bits of information as:
ball has been timed at 85 nu.p.h. . .

a puck off a hockey stick from 60 to
80 m.p.h.
08.6 m.p.h. and the initial velocity of

a thrown basehall

( Please turn to page 05 )

Atlas, WWDC, Wash.
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REPS SOLD FEW AM SHOWS, HAVE HIGH HOPES FOR TV.” BARNETT (ELAIR), KEARNEY (THEN KATZ, NOW ABC), BROOKE (F&P)

What's vour TV chotce: spot or net:

Reps. TV webs are

of airing filmed shows.

Like David winding up for
a zood shot at Goliath, sev-

TV

television station representatives have

eral of the country™s leading

Lieen flexing their muscles against a big
tarzet lately : television networks,

[ nlike David, the station reps are
firing ofl some pretty heavy missiles,
The basis of the argmments against net-
work television by the station reps-
Ratz Ageney. DBlair-

spearheaded Dy
TV, and Free & Pelers  are

interest-
ine, factoal and
netwaork

VEry |.u-r's-.iL|~i\|' Loy

advertisers o mam

CSeSs,

Stung nto action, sales excentives

anl [:rnrulnliull men at the four T\

withs are |n."_"ll1|'1in_‘_' Lo argue hack. This
1< o e n-\.iu-xl-'||_ SINCe everyone s
plaving Tor high stakes o fact, for
millions in futare hillings,  The pres
30

sure is growing grealer. nol less, Dur-
ing the nterim period Felore the lilt-
ing of the TV freeze and the appear-
flock ol new
struggle will probably he decided.

ance of a stations. the

The erux of the controversy is this:

With over 6077 of the country’s 03
TV markets served by only one TV
station per market, clearing network
tine has become one of the |'i;1j.1|'.-|
single headaches i video advertising.
Few T\

|.|1l' Lirl:] ol .|r'|‘m-.‘--l]lt--lm.]nl e ¢-[|-u|'-

sponsors—live or film—get
ances llu-_\ are acenstomed to getting
on radio networks.  So far. the solu-
tion has heen to Tao network™ up o a

point (the average i= about hall of

esnles abovementioned serceming new filim
erivs for spot sule, other representiabives suaeh
nx Porey amd Kadio Sales are bard ot work

aging promotional battle over method

Here ave arguments for both sides

the total station list on major new
shows) and then to proceed on a kine-
scope basis. Here. however. is the rub.

When vou do this. say the reps
Blandly, you are actually  buying a
spol TV operation al network prices,
The use of kinescopes on a limited
hasis is necessary and nuderstandable.
Illl'}' add. hut when time slots vary all
over the hoard and networks are ship-
ping some 5.000 reels of kinescope film
cach week. major network TV adver-
tisers ave already major spot TV users,

Why not. reps add. stop paying more
money  for something you can’t gel.
and switeh film programs over com-
|']|'Il‘i_\ Lo -[Hll television?

sronsor, well aware of the confused
thinking on this subjeet. herewith pre-
sents a ronndnp of the latest available

SPONSOR




information. It is hoped that this data,
result of an intensive check-up of lead-
ing reps, stations, agencies, and net-
works, will act as a convenienl yard-
stick against which an advertiser can
measure his future television plans,

Who's affected?

The station reps are not wooing
every advertiser on the TV webs. For
many sponsors, even the reps admit,
network TV is better—under certain
circumstances,

Since networks are much more ac-
tive in packaging TV shows than they
have been in radio. a number of lead-
ing advertisers are firmly wedded to
a network operation, whether they like
it or not. Networks. by and large. will
never give a sponsor permission to take
a live or film “house package™—like
Amos ‘n’ Andy on CBS: Lights Out
on NBC; Breakfast Club on ABC:
Magic Cottage on DuMont—and make
a spol operation out of it.

Live network shows are less a target
than filmed network shows, because of
cost factors. Even with cost-cutting in
film production hecoming an art. shift-
ing a program from a “live” to a
“film™ basis nearly always costs more.
And, due to the nature of the pitch for
spol, a program virtually has to be
already on film hefore spot’s attraction
can work for advertisers.

So, who controls or owns the show
is of top importance. Whether or not
the program is now on film is vital.
The real target for the reps is the spon-
sor who is firmly in the driver's seat
with his show (either through direct
control or through agency control).

Filmed fare like "Bigelow Theatre" can make jump fo spot video
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Spot or network for your filmed proyram?

Arguments for spot TV

I. You ean save from 10% up on your
time costs by buoving time slots on
a spol basis,

2. Due to the difienhty of elearing new
network time deals, advertisers are
to all intents in spot now throngh
their kinescope operations,

3. Even il a sponsor doesn’t own his
show or thinks the networks have
them all tied up., more film paek-
ages are becoming available, many
through reps.

Arguments for network TV

I. Networks will not give an adver-
tiser permission to take a network-
crealed package and puot it on a
spot basis via film, and neiworks
still have the eream shows,

2. When yan leave a network, you are
dropping your franchise on ehoiee
network time,
ingly importam as time goes om.

3. Advertizers will lose the promotion
and publicity values of the network,
as well as the network’s prestige
amd aeceptunce, il they leave.

This will be increas-

and has it on film or who can transfer
it to a film basis without adding tre-
mendously to his costs,

Time costs

In the cost category. reps present
their most persuasive arguments for a
pllre}}-‘ spot upFralinll, or a combined
network-and-spol program campaign.

In a booklet, “*Straight Thinking on
Television Costs.” published by The
Katz Agency. Inc.. last March this was
pointed up clearly: “For the same time
on the same slations. you pay up lo
197 less when you buy the period on
spot than when you buy it on a net-
work.”

It will be a surprise to many TV
advertisers to discover that this is the
case.  When you huy network time.
the rates are determined by the TV
network involved. When you buy sta-
tion time. the station is setting the
rates.  In the majority of cases. there
is a differential—in favor of spot TV.

Here’s how it works out. A net-

work’s gross time charge for a given
time slot is not merely the sum total
of all the rate-card charges of the sta-
tions involved. plus a profit for the net-
work. Networks actually set an arbi-
trary, theoretical “station rate™ when
quoting a price, and this is usually
higher than the station’s published (as
in Standard Rate & Data) rates, Three
examples with rates as of _]u[) SRDS:
On WBAL-TV, Baltimore, an hour of
Class “A”
basis, $1.000 through the network: on
WPTZ. Philadelphia, it’s 31,000 spot,
$1.900 network: on KNBH. Los Ange-
les, iU's 1,000 spot, $2.000 network.
The Katz Agency points oul in its
hooklet that time cost for a Class “A”
evening half-hour. on a 52-week basis.
was 2671.580 on NBC’s interconnected
135) TV stations. The same setup. on

time costs S700 on a spol

a spot basis, cost §563.305 —a saving

uf s0me [(l';.

(NOTE: These lasl rates are those

i Please turn to page 62)
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NStnart Chase (above), auther and
lecturer, has written a score of hooks
sinee 1925, mostly abomt the effect of
scienee  awd  economies on mankind,
Ilis speciahy thronghout has been the
interpretation of  complicated subjeets
and authorities 1o the general publie.
AL 63, he is <till actively wriling away
in hi~ Connecticut home, still looking
pereeptively into the future of the ULS,

Walter Patterson (below), vop. of
WHRMIL Dearborn. has bheen actively in
radio—with time om for Navy duty—
since 1930, He has done everything
from managing stations to singing on a
network show for Pillsbury. Radio ver-
eran Patterson is due 1o take over a new
stution, WKIHM in Juck<on, Michigan.
thi~x fall, i< <till firmly confidemt of
ridio’s importanee in U.S, advertising.

How right was
Suart Chase’s 1928
prophecy on radio?

Reader's Digest article had gloomy forehodings

which haven’t been borne out by the years

Not long ago, radio veteran
ez Walter  (Pat) Patterson,
vice president of WKMH, Dearborn,
Mich.. was rummaging about his sum-

mer cottage up in Wisconsin, Deciding
to catch up on his house-cleaning, he
swept his hoary accumulation of yel-
lowing magazines off the shelves and
began tossing them into his outdoor
fireplace.

Then. while idly watching the prog-
ress of the bonfire. he happened to pull
a partially burned Reader’s Digest of
June, 1928, out of the licking flames,
His eve caught an article. entitled “An
Inquiry Into Radio.”™ It was written
by Stuart Chase, the social economist.
semantician, and  literary  Jack-of-all-
trades.  Patterson chueckled  his  way
through the ominously prophetic piece.
And he was o intrigued. he sent spox.
sor excerpts from the Chase prophecies

wrilten when the new medinn was a
lusty infant but eight vears okl com-
paring them with radio’s actual status
||=f|al}.

stoxsok believes  the  comparison
ought 1o arouse the nostalgia of old-
time radio advertisers. the interest of

newcomers to the industry. So here-
with are Chase’s forebodings, followed
by Patterson’s commentary :

L * *

CHASE: “In January. 1928, Dodge
Brothers brought out a new Victory
maodel. and heralded its birth with a
Victary Hour on the radio. That hour
cost the motor manufacturers $60,000,
or 21000 a minute. Will Rogers in
California. PPaul Whiteman and his
hand in New York. Fred and Dorothy
Stone in a Chicago theatre dressing
room., and Al Jolson in New Orleans—
all blended their voices in the higgest
]llmk-\lp ever allll‘lll]lh‘d.

I am inclined to sit in admira-
tion.” said David Belasco. “of the mind
which could vision such a stupendous
undertaking I’

“Some of us are not only ivelined to
sit: we are inclined to complete pros-
tration.  The event was unparalleled.
The un|_\ ||lll‘.-linn is whether nud;_'r‘
sold any more cars by virtue of it.,”

PATTERSON :
day’s network rate cards. it's interest-
ing to note that. at this time, Chrysler

“By examining lo-
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Corporalion { Dodge ) could gel the
vastly increased coverage of a truly
nationwide audience—with a program
featuring comparable artists for the
same money. This—a happy situation
indeed after 23 vears of rising prices
—remains about the only historically
unaltered fact from Chase’s article,
“The question of whether ‘Dodge
Brothers sold anv more cars by virtue
of it” can be answered by the fact that.

in 1950. auto companies in the U, S,

Announcing the

National Broadcasting Company, ine.

National radio broadeasing with berter
programs permanently sarured by this im.
portant action of the Radie Corparation of
America in the interest of the luterung public

Chase wrote 2 years after NBC was born in
1926; but was gloomy about air possibilities
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STUDIO IN FACTORY LADIES ROOM.

spent 89.641.100 in network radio and
[\ ]J]'ll:_'lﬂllhnu

CHASE: “The total annual broad-
l';lhlill:_' bill of the U, s 1= 815,000,000,
By whom is it met? Primarily by ad-
vertisers, [t must be worth enough 10
_-'um('|ln(l_\. somewhere. 1o pay the op-
Americans are not dis-
tinguished for being in husiness fo1
their health.”

PATTERSON : *In 1950. the broad-
cast industry’s gross billings approxi-
mated S676.000.000. An

779

S63.772.000 was spent in TV-—or a

eraling outlay.

additional

total industry figure of over 8759,000)..
000,
CHASE: “Back in

broads asling ]u'_'_';ln, the usual program

1920,  when
used to be a little musie. a j_'luul <tifl
talk. a lutle The

cager fans. stupefied with the sen<a-

sales more  musi
oven i I||l"
oul of the air. were ready 1o take
greedily whatever came along.

“With the coming of hetter equip-
menl. the radio audience becan to lis-

tion of getting anvihing
cup

\ To hear a concert
reft in the middle by a talk on 2ro

ceries was not too enjovable,

ten more eritically.

“Fans began to protest at the “pun-
ishment.” And the big stations hegan
to swing toward ‘zood will” adyertis-

The A & P Gypsies no longes
”IM

chan‘ed of chainstore =serviee,

1928: CHASE SAID "DIRECT" SELL WAS PASSé

would not forget that the AL & P
providing it.
still ¢ling 1o the knock-down-and-drag-

was

lhe small frv. however.

‘em-out tradition. By spinning the dials
a hit. vou can «ill hear anyv amount of
direct advertising.”

PATTERSON : “The “hittle music. a
aood stfl sales talk. a little more mu-
<ic :-Ii“ seems to he an ill'\'i‘}lh‘l] for-
The “bette
1'l||li'rrm'|ll' and more f'l'iti";ti |'|.-I1-J|'||||':

mula  for broadeasting,

have undoubtedly been the democratic
| Please turn to page 00

REMEMBER

ROYAL BROADCAST I;T?

REMEMBER

Royal Typewriter still promotes famous fights in

did their stufl. and hoped the listener doaler mailings; Chase in 1928 called it waste
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ROBERT B. HANMNA, Station Manager, WRGB, Schenectady extra seconds leeway,  As a result the show will finish
SHERMAN K. HEADLEY, Dir. of TV Operations, WTCN.TV, Mpls. ithin the allotted s e | be'cut off Ba
GEORGE HEINEMANN, Operations Mar., NBC Cenfral Div., Chicago praml e aroner - prosram inecAndinot Re GHEY
ARTHUR JACOBSON, Program Manager, WNBQ, Chicago fore its finished. |
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LADESH, Producer-Director, WDAF-TY, Kansas City, Mo. I ifall | gt .
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DON McCLURE IMq;. Radio-TV Production, McCann-Erickson, N, Y, to word defiitions, there are valuable Listings of s h |
IVOR McLAREN, TV Director-Producer, ABC-TV, Chicago things as TV sign language used by directors, cameramen. |
ROY W. McLAUGHLIN, Station Manager, WENR-TV, Chicago ” | . e .\' s PR !
HARRY W. McMAHAN, Exec. Producer, Five Star Prod., Hollywood e box at left lists TV executives who aided dictionary
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LEE RUWITCH, V.P,, General Mar,, WTYJ, Miami

BILL SCROGIN, Mgr, Service Dept,, United Film, Kansas City, Mo.
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BURR TILLSTROM, Creator, "Kukla, Fran & Ollie," NBC-TVY @ The complete “T)
GERALD VYERNON, TV Manager, ABC-TV, Chicago I
WALTER WARE, TV Production Supvr., Duane Jones, M. Y,
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{Continued )

R.P.M. Revolutions per minute. A
phonograph record revolves at 78
r.p.m, a transcription at 33 r.p.m.

RUN OVER (1) When a show goes past
the scheduled time for ending. (2) To
review, retake or re-rehearse a portion
of a scene, situation, or show.

RUN THROUGH Usually the first com-
plete rehearsal by cast on camera.

RUNNING SHOT Also trucking. Pic-
ture in which the camera is dollied
along with the talent or action.

RUNNING TIME (1) The absolute tim-
ing of a TV show or script page by
page on last rehearsal. Running time
is usually marked every 30 seconds.
(2) Length of time a film or kine will
run at its correct TV speed.

RUSHES First prints from a film usu-
ally developed overnight so producer or
client can examine filim production of
previous day.

RWG Radio Writers’ Guild.

S

SAMPLE Used to denote a representa-
tive segment of TV homes or viewers
whose TV tastes, opinions, and habits
are taken as representative of all such
families or viewers in the area selected
for examination.

SANNER DOLLY Also type used by
ABC-TV known as Huston crane cam-
era. Very finest TV crane arm or boom
type dolly which has boom arm ap-
proximately 9° in length, rotates freely
through a full 360° horizontal circle,
full 360° pan and tilt circle; obviously
extremely versatile, (Horizontal direc-
tions are usually given by hour: 9
o'clock, right angle left of dolly; 12
o'clock, straight out from dolly: ele-
vated directions by degrees: 1,000,
highest elevation, 0, on the floor).

SCAN or SCANNING The electronic
analysis of the optical TV image into
a series of parallel horizontal lines
traced from left to right in sequence
from top to bottom.

SCENARIO A script or idea breakdown
for a TV show describing story and
action. Usually applies to a TV film
rather than live show.

SCENE (1) A single sequence in a TV
show which may consist of one or more
shots. (2) The setting for the action
of a play or situation. (3) A division
of an act, play, or show.

SCENE SHIFTING Various techniques
used in changing locales or time ele-
ments of a play.

SCENERY DOCK Place where TV scen-
ery is received and/or stored when not
in use.

SCHEDULE (1) TV or radio station
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timetable. All live, film commercial and
sustaining TV operations are governed
by the schedule, (2) A complete TV or
radio broadcasting and promotional
campaign.

SCHIZOPHRENIC  Occupational buga-
boo where TV talent or personnel has

two or more rehearsals or shows sched-
uled at the same time.

SCHMALZ IT A command by the TV
director to talent and/or orchestra to
do show or scene in super-sentimental
style.

SCHUFFTAN PROCESS Famous movie
technique of shooting action on a set,
only part of which is constructed in
full size. the remainder being con-
structed in miniature and photo-
graphed in a mirror.

Also Dunning Process: Another device
originated in movies iadapted to TV)
for combining the performance of an
actor in a studio with a backeground
filmed elsewhere. In film a yellow-
toned positive print of the background
scene is threaded into the camera in
front of a panchromatic negative, and
the actors, lit with a yellow light, per-
form in front of a brightly-lit purple-
blue backing; since the blue is comple-
mentary to the yellow, wherever blue
light from the backing meets the yel-
low-toned film it is absorbed in pro-
portion to the density of the yellow,
and a print of the yellow image is thus
recorded in reverse on the negative;
wherever the actors move in front of
the backing, however, they prevent
blue light from reaching the film, their
own yellow-lit fisures recording in its
place. (In TV a new technigue known
as Vistascope.)

Vistascope: An optical device contained
in a simple, box-like case which fits
snugly in front of the lens of any tele-
vision or film camera. Through its use
and an 8" x 10" picture of scene de-
sired, live actors performing on a bare
stage or in an open field can be pre-
sented to a television or film audience,
either “live” or by means of film, in
what appear to be settings duplicating
any structure or scenic site in the
world required by the show's locale and
seript. Leased through Vitascope Corp.
of America, RKO, Culver City, Cali-
fornia. See Vistascope and Telefex.

[3CO0P To start pickup or image trans-
mission late with camera shots, sound,

ete, hitting the ainr aflter the beginning
of a show, thus causing the viewer to
miss the opening action, music, and
lines.

SCOOPS Large flood or kleig lights
used in TV studios, usually 5 KW,

SCORE
mercial.

Music for a TV show or com-

SCRATCH PRINT A rush or quick print
that is used for editing.

SCREEN (1) Fluorescent face of the
picture tube in a receiver or monitor.
12) A retractable backdrop or wall
scereen used in conjunction with a pro-
jection-type background.

SCRIPT Complete written guide for
TV show, commercial, film, or kine.
Synonym for continuity. Term gener-
ally used in preference to scenario,

SCRIPT GIRL TV director's assistant
handling script preparation, clearance,
editing, etc., and frequently timekeeper
and prompter in dry runs and camera
rehearsals.

SECONDARY RELAY Use of second
micro-wave relay on TV remotes where
direct relay is geographically impossi-
ble.

SEGUE Pronounced seg-way. Usually
the transition from one musical num-
ber or theme to another without any
kind of break or talk. (For video, see
dissolve.)

SENSITIVITY Measure of the ability
of a tube or other TV equipment to
produce a representative reproduction
for a given input.

SEQUENCE 1) A complele scene in a
TV production. (2) Main division of a
show, (3) Succession of shots or scenes,
action or music concerned with the de-
velopment of one subject of idea. i4)
In a story film a succession of scenes
which together form a single stage in
the development of the narrative.

SERIAL A show given in installments
and telling a continued story.

SERVICE FEATURES Usually daily serv-
ices such as weather forecasts, time
signals, some news broacdeasts, usually
on multiscope.

SESAC Society of European Stage Au-
thors and Composers.

SET (1) The physical setting viewed
by a TV camera. (2) A TV receiver.

SETS-IN-USE The percent of all TV
homes in a given locality whose sets
are tuned in at a specific lime, regard-
less of the TV station being viewed.

SETUP (1) Location of TV camera as
set up for specific scene or action. (2)
Arrangement of the orchestra, cast,
mikes, lights, cameras, props, ete. in
relation to each other. (3) The place-
ment of equipment, camera, lights,
spund, and personnel for the best TV
picture and pickup of action.

i Please turn to page 171
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picked panel
answers
Mr. Magenheimer

It has been our
experience  that
the lm\-lnul;:vl
advertiser  must
first be complete-
|) :-nlll i lhi'
||mé.-i]1i|ilit'.- of
television =o that
he will enter the
medium with con-
fidence.  We Iry
to make even the
smallest prospect il'll!l't‘l'i{lll' that TV
combines the sales-appeal of all other

Mr. Moody

advertising media and then delivers
the ||'e-;||]n]|]ill;_‘ Ph;,\ of ||rnlllll'l demon-
stration right in the home.

We feel this indoctrination is pssen-
tial to the advertiser’s future success,
It prepares him 1o follow our basic ad-
vice 1o all low-hudgel advertisers: Buy
what you can afford. buy carefully.
and sticlk with (.

The  Tow-hudget  advertiser  should
not mahe a gamble of television, should
not “shoot the works,” <o to speak.
Overestending himsell will create a
temptation to abandon TV hefore it
has a chance to prove its merits. He
should therefore hudget eautionsly
daying on the low side rather than
the high.

He should then spend those few daol-
lars as earcfully as though he were
spending much larger sums. | neces-
cary he should shop for just the right
pot and b patient until the proper
'\ apportunity contes along, To illus-
trate, WIHOSTY carries one announee-
o a liieyele repair shop

el pver el
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How can a low-budget advertiser use TV

effectively?

s Director, of Sales and Advertising
E. E: Magenheamer Mason, Au & Magenheimer Confectionery Mig. Co.
Mineola, L. I, N. Y.,

al a cost of $27.50.  Small potatoes?
On the contrary, very big polatoes
becanse the announcement follows Ju-
vitation to Youth. a very popular
voungsters’ program viewed by the
bieyeledravelling  public.  The  ye-
sponse has been excellent—the ¢lient
satisfied,

A local ice eream company. follow-
ing the advice to buy within its means
and to buy carefully. waited a year
ilf‘rnn‘ M"l‘i‘lilr;.' a ;_{(mtl live show at
the right hour to attract a large chil-
dren’s audience.  The weekly budget
i= now 3134 per week. the mail-in s
large. the program is a success, the
chient s satisfied and a continuous
nser of television selling.

At least o dozen other examples
might be cited proving the importanee
of adroit program selection at an ex-
penditure well within the advertiser’s
means,

At WHIO-TV we regard advertisers
spending hetween 3200 and 8250 per
week as small-budget chients. But we
urge them——and wonld urge all ad-
vertisers whose budgels are moderate
—to think of their expenditures as hig
and important money. They <hould
seleet carefully. whether they huy SI's,
participations,  announcements,  ines-
pensive film or live shows. And then
they should stick at it to give their TV
money thine to work,  Given that time.
it will work.

\ final example provides prool of
this. A Dayton building and loan
association bought the first commercial
announcenent ever carried on WHI0-
TV, They use lively. inexpensive film
commercials and. throngh the months,
have constautly shopped onr availabili-
ties for more or better availabilities,
Taday. they possess some of the finest
ttne on the station. spewd an average

of %220 per week. and are one of the
strongest advoeates of television in this
arca. They have consistently followed
the best advice that can be given to
any low-hudget advertiser: Buy whai
you can afford, buy carefully, and then
stick with it.

Ropert Mooy
Manager
Wilo-Tr
Daytou, Ohio

It is no longer
necessary for a
low - budget ad-
vertiser to buy
inferior program-
ing with which
to buck either his
local competition
or the national
i 1'uln|n‘liln|’ in his
Me. Sindi community. He
has available a

top-grade. flexible tool in filmed-syn-
dicated “open end” programs. which

-

have long ago proven their poteney as
."‘ﬂll'." “l':llll“l.“.

Available to the local advertiser for
exclusive use in his market area are
programs such as Boston Blackie and
Cisco Kid, priced realistically yet fea-
turing the utmost 10 production values
and entertainment,

Becanse of its flexibility, an “open
t‘rlrr. ﬁ'l"l'll :Z-iln\\ can be aired on the
most advamageous day and most ad-
vantageons hour in order to build a
naximum viewing awdience for the
<ales message.  Rating-wise such pro-
grams have had an immense pull city-
hy-city.  Local advertisers throughoul
the nation have realized great success
through their nse of filmed-syndicated
shows which are priced in accordance
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with the size of the market area, pro
duction budgets of shows. and other
|(1;_:it'2i| f.‘ll‘lul‘-.

As the industry has grown, we have
been able to secure the highest calibre
actors, writers, directors, and techni-
cians. There is no need to apologize
for the quality of filmed programing
as evidenced by the fact that the entire
industry is heading toward the direc-
tion of filmed shows,

Both the national advertiser who has
limited funds to spend in specific cities
and/or areas. as well as the local ad-
vertiser who must keep a step ahead of
his competition, have been making ef-
fective use of filmed-syndicated shows

to do the job.

Joun L. SixN

President

Ziv Television
Programs lnc.

.\'f’u' }IUH{‘

The greater lLos
Angeles area,
which now boasts
one million re-
ceivers, is a gar-
den spol for the
low-budget local
television adver-
tiser. With no

access to the co-

™
Mr. Meore axial cable. there
is greal emphasis
on local programing and local adver.
tising. And with seven stations active-
ly competing for the local advertising
dollar, there are more local advertisers
on television than in any other city in
the United States, and probably at the
lowest l‘t!h"'ll'r-\ril'hr‘r anyw here.

The major avenue for low-budget |

sponsors in Los Angeles has been the

participating program. with emphasis |

on }n'l'r-‘lln;lﬁlit's rather than pru(illl'-
tion. Programs featuring disk jockeys,
news and sports commentators, and
experts in almost every aspect of home-
making such as cooking. decorating,
and gardening, are doing a solid com-
mercial job day and night. While some

of the personalities on these programs |

come from radio, television here is al-
so developing a group of new perform-
ers of its own. Advertisers are finding
that a friendly personality, once he or
she has won the loyalty of the audience,
can be a lasting advertising asset and
can furnish extra dividends as a mer-
chandising aid for the sponsor’s deal-
(Please turn to page 72)
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COST
PER
CAPITA

Three factors determine the valve of radio
advertising:

Station’s regular _listeners

Station’s cost per_listener

Station audience income per capita
These three factors must be considered together.

Try every authoritative measurement on these
three factors in relation to KVOO value and
you will prove for yourself why KVYOO continues
to be Oklahoma’s Greatest Station for the
listener and the advertiser.

Latest Tulsa Hooper shows KVOO
again leads by substantial

margins morning, afternoon and night.

Oklahoma's Greatest Station

50,000 WATTS 1170 KC NBC AFFILIATE

TULSA, OKLAHOMA
National Representatives — Edward Petry & Co., Inc.
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STRANGE ADVENTURE i1y

iwo diflerent Gifteen-minut

HOLLYWOOD ON THE LINE
ticenty-six quarter-honr
simutlated fr'."-'_JJJrHrru itterriens
sing the big hox-office appenl
of tuwenn-six big Hollviwood

wfiers fo wtfraet ..'_-;rllr.r'v nies for

[}

e sitles messages

You ougihc

Hew serres of feenty-six
half-hour Westerns starring
maovie heroes Jack Maloney
wnd Dicl fones ...ready

cnvel waiting to shoot the works
for vonur J[r!uu!‘{.l"f.

VIENNA PHILHARMONIC

ORCHESTRA-thirteen coucert

programs of classical and iy

semi-classical music played by '
Orchestra, filmed in Vienna . 4

il Sal: r'nr-r;.'.

THE GENE AUTRY SHOW - [iffy- ’
trwo hal Fhour action dramas

starring the greatest Western
hero of them all ... cheervd v
by erities as “one of the hottest
filin packages in 'V and

“wonderful news for TV funs.”

THE WORLD'S IMMORTAL
OPERAS scren popular
operas carefully edited for
hal fhour programming, with
tnternationally famous

0y many programnes Hhrlllf

ammentary by Olin Downrs.

BARBER OF SEVILLE

the full-length opera with
Vetrapolitan Opera stars
Ferrueeio Tagliaving und ltalo
Tajo in the leading roles,
and commentary by

the noted Devms Tavior

CASES OF EDDIE DRAKE
thirtecn hal fFliowe mystery
ozrams with Don Hageery

“Commuand D .-n_;ur_r_h

( diant Pactfis as rouglh

Ediie Dealie and
[itriviae Worison of “Kiss We
Kote s his giel friend,

HOLIDAY IN PARIS [lirrtven

ur




In television, the picture’s the thing to catch your
customers’ eves. And we've vot the pictures to make
you (and your commercials) look cood—a laree

and growing ]illl‘ill'_\ of ||i;.{||-<|l|u|il\ film programs

o custom-built for television.
|

[t doesn’t matter what product you sell. Or which
TV markets you aim to cover. Any one (or all)
of these Radio Sales TV Productions can help you

stand out m television fast and economically.

Since each series is subject to prior sale in each
market. better call soon for more information

and a look-see.

RADIO SALES

Radio and Television Stations Representative... CBS




| erCIals...

by BOR FOREMAN

\mong the myriad items that serve
to confuse me in television. there’s the
iseemingly | simple question: is il
cheaper to buy a group of channels
locally or on the network?  Last week.
faced with this query, [ received a two-
color bulletin from the Katz folks. who
represent a number of channels. They
maintain that you can save 19°¢ by
purchasing your time from the chan-
nels themselves rather than through a
network.

What gave me pause to ponder was
(a) Katz gave as an example of this
local-purchase policy an account which
I was close to that had just abandoned
its local approach for the antithesis:
i.e. moved to network: and (b) there
was no mention of the cost of film
prints which can run into real money
(at about 340 per half-hour program ).
True. it is possible to “bicyele”™ your
prints: that s, buy a minimum and
<end the same ones from channel to
channel. But. from my experience. this
staggers more than the schedule: it
staggers everyone: advertiser. agency.

review

PRODUCT: Heed (Pharma-Craft Corp.)
Ruthrauff & Ryan, N. Y.

FROGRAM: Announcements

AGENCY:

TV, being more graphic than radio, offers
Loundless opportunity to hreome repulsive
when treating a subject sucly as perspiration
tor “sweat™ as they blatamly refer 1o it in
the newspapers  amd other  less  delicate
media).  Somchow, a product known  as
Meed (1 can see the meetings that wer
necded o settle upon this cognomen)  lhas
developed a0 hard-hining  approach 1o a
Hanger-ridden -1|.|n)i'r'l withom ever really
tating what it's talking about.  Heed resorts
1o the trite Gin Ad-Tand, that is) situation of
v lovely Tooking gal whose escort is less than

batty  about hes The reason is _\ull-]\lln\\“
what,  Yon-know-what is gimmicked op and
paraplirased by a slick aptieal plus whis-
peeed sounidtrack it <tates “Beeause of
that!™  Sinee you-know-what is “that,” the
wl-writers o foral Il IWICe more l"'lll}ll'lll]ll‘
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station erew. et al, since vou've always
got different shows on in different
areas and your schedules never begin
nor end at the same place. Your sum-
mer hiatus, for instance, is a problem
for an Eddington or a Jeans. And if
vou want to break a price-change or
announce a new model simullaneously
across the country, you might as well
cul your throat because if you don't
someone else will do it for you.

My good friend (until I ask him for
a half-hour in a one-channel market),
Jack Harrington of Harrington, Right-
er and Parsons, who knows his way
around this business of selling local
TV time. tells me the Katz story and
figures are correct.  Nonetheless. until
I get more facts (including a refutation
of a bulletin from BBDO’s timebuying
stall) T still won't believe everything
1 read.

As an addendum to the above—keep
in mind that _\nu'\'c also gol to have
vour show on film or the business of
buying locally isn’t feasible. And. of

{ Please turn to page 61)

ing what they feared was obscurity into the
fl!”!.‘ olwions,

The situation. casting, and dee-vice are all
sound enough, I'm sure.  But I ean’t reeall
even one liny “reason-why™ in the copy and
according o the book on illl\'l'[li:-'lllg that 1
read, “reason-why™ helps 1o set a product
apart from competition. As it all now stands,
[eed may Lo doing 100 generie a job.

review

PRODUCT: Gillette Safety Razor
AGENCY: Maxon, Ilne., New York
EAM: Poxing, NBC-TVY

For several years now, I've been laboring
under the delusion that those Gillette cap-
sule dramas were o contrived and thus oo
phoney to win anyone’s confidenee.  In fact,
I would make bawdy remarks when those
]"i_h- on the puanp deck, the t'splun-r, and
the Cpee expert in these  30-<ceond ¢-||]|-~;
whipped rom location to bathroom.  But |

take it all back now. I'm just a eynical
Madison Avenue copywriter who thinks that
nothing but Indians live west of Tenth
Avenue.  The reason for this admission
and my drastic change of heari—lies in a
bit of a personal anecdote. 1 vou'll draw
up a chair, I'll spin my yarn. . . .

I flew down to Baltimore the other day
and when 1 elimbed out of the plane | was
informed my packages were lost. So I had
to stay overnight with nothing te do but
wait for the packages and make a depth
survey of the local martini situation. That
next morning I had no razor but an account
man who was along (I'm never allowed out
alone) sent a bellboy down to the hotel
drugstore for a razor. Up came the Gillette
job I'd been hearing about =0 often and T
knew how to open the top, hook the blade
on, and close the thing. 1 shaved like the
gents in the films and, although T didn't win
any girls, | looked as good as ever once the
operation was complete.  The moral being—
I knew everything about the produet the ad-
vertiser had wanied me to—and T feli that
I was equipped with an old friend when it
came 1o the room dl’ﬁpil(‘ the fact that T use
a different product ar home. Ilence my
change of heart, as mentioned.

PRODUCT: Lilt (Procter & Gamble)
AGENCY:

PROGRAM: One-minute announcements

Biow Company, New York

Lilt, Proctor and Gamble’s home perma-
nent, has the good fortune to have as its
spokesman Jinx Falkenburg in a series of
films that are most convineing as well as
appealing.  Devoid of gimmicks either op-
tically or in the sound-track, they make the
direct approach of selling, relying upon the
personality of the “announcer.” In this case,
she more than lives up 1o what is asked of
ler. For Jinx has poise and charm as well
as the ability 10 put across a sales-story in
a thoroughly intelligent way. Having worked
with her, 1 know this 10 be the result of
equal parts of native ability and headwork;
in ather words, confident as the lass is, she
masters her lines which enables her 10 give
the best emphasis to each sales point, T
might also add what is perhaps unnecessary

she is awfully nice to look al,

In one evening I saw two of the Jinx-Lilt
series, and the one that used her solo, in
contrast to the one with the blonde (and
speechless) model, seemed far better 1o my
mind. Bt there again I'm prejudiced since
I think adding gals to Jinx is gilding the
lily,

The Lilt spois prove again, if proof is
needed, that the more direct you are, the
more the burden on your salesman. But if
he, or she, has the ability 10 shoulder this
barden you're in business!

i Next issue: Radio Commercial reviews)

SPONSOR




News Editor Jack W hite's top-rated
newscasts pull millions of listeners for
Peter Paul, Tne., Auto-Owners Inusurance
Co. and Michigan Milk Producers Issn.
White is heard at 8:00 A. M.,
and 12:45 P. M., Monday thru Saturday.

the
GREAT
VOICE

By every standard of measurement, Jack White is Michigan's most popular

daytime newscaster. Here's another example that quality chrten
programming is the sure way to listener preference. And listener preference, MIkE
combined with WIR's dominant 50,000 watt clear channel voice,
assures advertisers of intensive penetration of the market . . . maximum Radi
adio

results in sales . . Remember . . . First they listen . . . then they buy!

MICHIGAN
listens...

MICHIGAN
buys...

Large listenership
meons large sales of
PETER PAUL MOUNDS
candy bars.

of the GREAT LAKES

€D

P, .

&
R

- America’s greatest

adrertising medium

Represented Notionally by Edward Petry & Caompany
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Yhanks Katy”

. for delivering listeners, SALES on

your lively music and personality show.

Thonks to your “Koty Ellen’ show,
KTLN proved 1o be our best dellar buy

in the Denver morket”*

‘national advertiser’'s name

an request.

KTLN offers you prime coveroge

af the cream of the rich Rocky Mountoin

areo, including oll of the Denver
morke!, with Koty Ellen and o host of

other programs slanted 1o the

housewife. KTLN is non-directionol—the
LARGEST independent stotion in the
largest market without television.

for availabilities wire,
phone or write

or

Radia Representatives, Inc., John
New Yark, Chicagao, Buchanan
Los Angeles, KTLN
San Francisco Denver

KTLN 2%

1000 WATTS
DENVER’S

enly independent
non-directional
stalion

P

This SPONSOR department features capsuled reports ot
broadcast advertising significance culled from all seg
Contributions are welcomed.

ments of the industry,

WHP [requency change successful promotion gimmick

Stations planning on a frequeney
change can take a tip from WHP.
Harrisburg. on how to get the mosl
And. at the
same time. lie in with advertisers to
share the publicity.

out of their promotion.

Neat promotion marks WHP's new frequency

Recently when WHP moved to 580
on the dial the day of the move was
proclaimed 580 Day with this heavy
campaign heralding the switch: satura-
tion schedule of announcements and
programs: bus placards: a
movie tratler hetween each show in

cards:

all downtown theatres: 5.000 posteards
ammouncing the move mailed to listen-
ers: contests; free rides on Harrishurg
busses at 5:80 p.m. 16:20) if passen-
gers said 5807 when boarding bus;
airplane halloon bombardment. many
bearing lucky 580 tag (bearer collect-
ed 8580 on presenting tag to WHP).

WHP advertisers tied-in with ads
daily for one week in Harrisburg pa-
pers. Typical ads were Miller's Fur-
niture Store offering 3580 worth of
prizes: contestants simply filling out a
card with winners determined by a
drawing held at Miller's. The station
carried about 20 newspaper ads in
Harrisburg, Lancaster, York. Lebanon
and Columbia,

Bowman's. a leading Harrishurg
featured WHPs move with
“WHP’s new dial-address, . for finer
entertainment at the twist of the dial
... be sure to turn to 580!7

slore,

So successful was the frequency
change that Abe Redmond, WHP gen-
cral manager, was called Mr. 580 hy
evervone he met on the streets. * * *

Spousor good will recipe: performaunce plus pancakes

A threetheatre farm show is the
latest in sponsor promotion-goodwill
efforts,  his
collaboration of Centenmal Flouring
Mills
KXLY

wenson.

novel arrangement: the

their
farm Dbroadeaster, Frnie Jor-

Company  of  Spokane;
home economist Celia Lee.
and three theatres in Sandpoint. Tdalio,
managed by Floyd Gray,

The show. called (‘.ulllitr_\ Slore,
runs cach spring: this vear's being the
second o the series,  Featured  are
amateur performers plus interviews on
<tace of farm folks with the interviews
l('l'ill'ild‘ll amd

KRALY.

vear was al the Panida Theatre with

fater ]ll't‘-l'lltl'll ol

The main performance this

the ;:::i:ij_-.- on ||i|n'l| to the other two
theatres, _]l-l';_'mhnll reports a il.’1l'l\i't1

house al this vear's session,

RADIO

_,TEL!‘HSIE.N.

Crmrmnlal A b

Hot music and pancakes for KXLY listeners

Climax of the show: pancake sta-
tions are <el up in the theatres with the
andience getting them hot off the grid-
dle: made with Centennial {lour, of
* % *

caourse,

SPONSOR
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Simutel enables sponsors to pretest TV shows, pitches

Advertisers are now pre-testing and
seeing exactly how their film shows
and commercials look when received
on a home TV set.  The method:
Simutel or simulated television; it was
developed about a vear and a half ago
by Edward Petry & Company and is
now installed in specially built studios
in their Chicago and New York offices.

Since the device was developed. some
500 advertisers and agencies  have

Sponsors preview TV films on Petry Simuiel

availed themselves of the tool. Among
them: J. Walter Thompson: Dancer-
Fitzgerald-Sample; H. W. Kastor §

Son: BBDO: Duane Jones: Benton &
Bowles: American Family Flakes; Ekco
Products: College Inn Foods; and
Peter Paul.

Andrew L. Rowe. vice president of
Elgin Watch, comments on the T\
testing situation: “We discovered carly
that direct-view projection on beaded
screens gave a false picture—too much
clarity. definition and illumimation, . .
a preview on the monitor system of a
TV station didn’t give the same effect
as when the picture was actually aired
.. .films run during test pattern tinie
proved inconvenient., cumbersome, and
diflicult.

“After a series of auditions, the
Petry Simutel televiewer was found to
be the best answer vet Lo jl]‘l"-ll"-itiﬂ_'.‘_
films. Before any television cominer-
cial film is released by our agency to
TV stations we are absolutely sure now
that we know what the film is going
to look like when sent into the homes
of America’s television viewers.”

* W *

TV stations countrywide get Washingtou news fast

Local and regional TV stations can
now get Washington news coverage in
much the same manner that Washing-
ton correspondents provide local news-
papers with Capital news. The plan: a
Washington television “news bureau”
conceived by Colonel Ed Kirhy, former
Peabody Radio Award winner. and or-
ganized by Robert J. Enders. president
of the Washington advertising agency
bearing his name.

Enders says of the need for this Ly pe
service: “Obviously the networks can
no more provide local and regional cov-
erage for their affiliates than can the
wire services for their member sta-
tions. And the independent station has
an even greater need for this localized
Washington service.”

The bureau, staffed with 10 camera-
men and news editors. provides each
subseriber station with a seven-minute
sound-on-film coverage of Washington
highlights, five times a week. Film is
processed, edited, and sent by air ex-
press, available for showing the eve-
ning of the same day in most parts of
the country except the Pacific Coasl,
which gets overnight delivery. Stand-
by films are distributed in advance for
days when bad weather slows delivery.

A unique feature ol the daily Wash-
ington film strip is a 30 or 60-sccond
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('Ul'i" EI\ =0nue (_:Uni.'.rl'ﬁf‘ll'ii“l. fll'“‘.“*llil'
perman, or person prominent in the
subscriber-station area. Subscriber sta-
tions may also call upon the bureau
on an assignment basis to provide spe-
cial coverage.

Cost to a subscriber station is at the
rate of one-half of their Class A 10-
minute time with a minimum of $75
and a maximum of $250 for the regu-
lar service. The films become the prop-
erty of the individual stations and mnay
be shown as many times as desired
without further cost. * * Kk

Brieifly . . .

Radio stations
throughout Louisiana mel recently at
a BMI program clinic held in New
Orleans. The purpose of the clinic: to
promaote |lt‘tlr'l' all-around station pro-

executives  from

( Please turn to page 79}

l_l G u™ .

P he ﬁ i
.. ..__.3";:.} 5‘”’:" s ! ="

Haverlin, Summerville, BMI; SPONSOR's Waiss

At Precision today

we’re processing
the finest

INDUSTRIAL FILMS

for nationwide
showings

For your 16 mm. industrial

film requirements
use Precision...

o Over a decade of 16 mm. in-
dustrial film printing in black
and white and color.

e Fine grain developing of all
negatives and prints.

e Scientific control in sound
track processing.

® 10077 optically printediracks.
@ Lxpert timing for exposure
correction in black & white or
color.

e Step printing for highest pic-
ture quality.

e Special production effects.
o Exclusively designed Maurer
equipment.

o Personal service.

. ..ne wonder more and more
of the best 16 mm. films today
are processed at...

FILM LABORATORIES, INC.
21 West 46th St.,
New York 19, N.Y.

JU 2-3970



quiz foaf
economy-minded

e
ddveytzsef/'s: Which of these film television shows are

Spot Programs? Which are Network?

All of these shows on television last season had lots in 1. The Bigeloiww Theatre
common. All were done on film. All had multi-market dis-
tribution. But three of them (1, 3 and 4) were Spol

program campaigns, 2. Groucho Marx

This test ought to convince you there's nothing on the

viewing screen that labels a show a “Spot program.” Spot 3. The Cisco Kid
programs come live and film . . . come in practically every

entertainment category . . . in every time segment. The

viewer just can't tell the difference. 4. Wild Bill Hickok

But your treasurer can tell the difference—because he
saves money in television with Spof programs. Saves on

5. Fiveside Theatre
facilities charges. Saves enough to pay for the extra film
prints involved and their distribution. For Spot program
rates are generally lower than network rates for the same 6. Gene Autry
period . . over the same stations.
- 4 t e N »
And your sales manager knows the difference. Be- = Horace Heidt

cause with a Spot program television campaign he can pick
and choose the very markets he wants. In Spol program
advertising there are no “must” stations . . . no minimum
station requirements.

And your advertising manager knows. He's a more
profitable customer to the station. So he gets wholehearted
station conperation . .. finds that stations clear time more
readily.

Now you know, too. 11 you'd like to know more, simply
call a Katz representative for the full story on Spot pro-
gram advertising, Ask him how much money yowr can save,
You'll see that . . .

you can do betler with Spot. Much better.

T H E K A T z A G E " c Y, INC. Station Represenlatives

HEW YOPK +» CHICAGO =« DETROIT » 1OS ANGELES « SAN FRANCISCO + ATILANTA = DALLAS « KANSAS CITY
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TV DICTIONARY

(Continued from page 35)

SHADING Technical operation per-
formed by engineer to eliminate the
spurious signals from TV camera pro-
duced by tube characteristics. Of great-
est importance when using older mo-
tion picture films due to their high
contrast elements and subsequent in-
creased production of spurious signals.

SHADOWING To simulate by trick ef-
fect a natural shadow that cannot ef-
fectively be created through use of TV
lighting alone.

SHARE-OF-AUDIENCE The percent of
viewers watching a given show or sta-
tion based on the total of sets-in-use.

SHOCK YALUE TV writing technique
which utilizes visual prop, set, or even
sound to attract audiences' initial at-
tention to commercial, action or show.

SHOOTING-OFF-OVER To take in areas
in a given camera shot that are not
wanted or that are beyond the hori-
zontal or vertical limits of set.

SHOOTING SCHEDULE Film term
meaning the shots are not in the order
in which they will finally appear, but
in the most convenient shooting order.

SHOOTING SCRIPT (1) Final TV script
with all camera shots, lights, music,
miscellaneous information included.
(2) Complete film script divided into
script-scenes and containing all neces-
sary technical instructions for shoot-
ing.

SHORT YOICE A voice with a narrow
or restricted range.

SHOT A single continuous pick up of
the TV camera.

SHOW Usually the entire telecast pre-
sentation or program.

SIGNAL Any acceptable transmission

and pick-up of TV picture and sound.

SIGNATURE or SIG The specific title,
picture, typography, theme song, mu-

sic, sound, or catch phrase, or even tal-
ent, that regularly identifies a specific
TV show.

SILENT SPEED Speed of 16 frames per
second as opposed to 24 frames in
sound film. The speed of silent film
can be projected on standard machines
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SIGN LANGUAGE FOR TV

Directions to Talent

Increase volume oj speech.
Decrease volume.
Begin your action or speech,

“Stretch it outl.”
Speed up action or delivery.

Hold presenl head position jor
camera.

Move head or body position.

Move away from camera.
Move toward mike,

Cut, or stop speech or action.
Move left.
Move right,

Avoid provisional cut.
Watch me for cue.
Give networlk cue.

Fade-out from set and make exit.

Make entrance.

Q= H;

Questions, Answers, to Control
Room, Stage Manager, Etc.

Is show running on time to
planned time allotment?

The show, scene or action is pro-
ceeding as planned.

How much time?

One minute.

Two minutes.

Three minutes,

o minute

How is audio or sound?

How are lights, spot, or lighting
arrangement?

Report to Control Booth
or Stage Manager

Camera cables tangled—change
camera blocking.

Grid, lights or mike too low for
elevated boom camera shol.

Sign
Move hands up, palms up.
Move hands down, palms down.

Point directly at actor or talent.

Draw hands apart slowly, as in
stretching a rubber band,

Rotate hand, with index finger
extended, clockwise rapidly.

Hold palms of hands on face
cheeks.

Move own head with palms of
hands in direction and position
desired,

Move hand away from face.
Move hand toward face.

Draw index finger across throat
(*eut throat" motion).

Swing own right hand—arm flag-
ging motion.

Swing own left hand—arm flag-
ging motion.

Tap head.
Point to eye.
Show clenched fist to announcer.

Lower hands slowly, palms down,
turn clenched fist slowly.

Clenched fist, thumb up—to tal-
ent direct cue.

Form circle with thumb and fore-
finger—other fingers extended.

Sign
Crook index finger over nose
bridge.

Touch nose.

Point to watch on wrist, or to
where watch would be on wrist.

Hold up one finger.

Hold up two fingers.

Hold up three fingers.

Cross fingers in middle,
Point to ear with forefinger.

Cup hands at each side of eyes
binocular fashion.

Sign

Twist arms together, hands out,
in direction of stage manager
or control room.

Hold palm of hand flat on top
of head.
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and will operate with the standard film
camera chain for television,

SILL IRON or SADDLE IRON Narrow
metal strip spanning the opening be-
tween the two legs of a practical door
or fireplace flat to strengthen it and
keep its measurements regular.

SIMULCAST (1) A combination AM
and TV show. (2) To televise a show
at the same time it is being broadcast
on radio.

SINGLE SYSTEM Sound and picture
recorded on the same film at the same
time.

SITUATION Synonymous with plot, or
setting sometimes. Problems to be
solved in a story or drama and the
various characters’ reactions to the
situation,

SITUATION SHOW To base a whole
show or performance on the location
or circumstances that exist at the
time, such as the Alan Young Show.

SLAP BASS Direction to musician to
play bass violin by slapping the strings.

SLAPSTICK Milton Berle, Jerry Lewis
type of TV comedy relying on fast ac-
tion, mugging, and broad knockabout
humor. May frequently embody chases.

SLIDE Usually refers to still art work,
titles, photographs or film which are
picked up or projected upon camera
tube. Basically there are two different
kinds of slides, transparent or opaque,
the size of which varies according to
station projection method used.

Transparent Slide: also called transpar-
ency, meaning light is projected
through slide. May be 2" x 2” on a
single or double frame of 35 mm. film
usually mounted in cardboard or glass.
Another size transparent slide is 4" x
34" with a %" masking applied on all
four sides, and in this case all lettering
and art work should be at least 14"
from the edge of the mask on all four
sides,

Opaque Slide: also called Balop slide or
card. Is solid, opague (you can not see
through it) and these are usually
3" % 4", 6" x 8" or any over-all dimen-
sion in the ratio of 9 x 12. No mask-
ing is required. but all lettering and
art work should be at least 3;" from
outside edges on all four sides. Any
photographs used in opagues should be
dulls, not glossys. Size of letters on
opaque slide 9 x 12 should be 34" or
larger to be received effectively. Opaque
slides, lettering, etc. should have a
backeround of Miller gray with poster
white and any good black for effective
video reproduction,

SLIDE WHISTLE or SLOOP WHISTLE
Comedy efTfect used to point up humonr-
ous falls or jumps. Has an ascending
or descending continuous note.

SLOW MOTION The slow movement of
objeets which are produced by filming
more frames per second than are pro-
pected per second.
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SMPE Society of Motion Picture En-
gineers,

SNAP 1) Deseriptive term defining
right proportion of contrast and sharp-
ness in a TV picture. (2) Cue to pro-
jectionist to change slides.

SNAP SWITCH An instantaneous cut
from one camera to another.

SNAPPER (1) An extra incentive to
get the TV audience to react or buy a
special product. (2) The pay-off of a
seript. (3) The final line of a comedy
routine.

SNEAK Very gradual fades of music,
light, sound, dissolves, etc., whose be-
ginnings or endings are barely percep-
tible.

SNOW The flickering of small lights
and dark particles giving the effect of
snow on the picture.

SOAP OPERA Serial programs such as
One Man's Family, The First One Hun-
dred Years, ete., usually sponsored by
soap companies.

SOCK IT Also hit it or punch it. To
speak a word or line very forcibly.

S.0.F. Sound on film.

SOFT FOCUS Soft and slightly hazy
effect obtained by shooting subject
slightly out of focus. See out of focus
dissolve.

SONG PLUGGER Usually a music pub-
lisher's representative who promotes

his firm's songs to TV talent, stations,
agencies, ete.

SOTTO A direction to talent or per-
sonnel to speak softly.

SOUND Man: Technician who pro-
duces, either manually, electronically
or by recordings, ingenious and realis-
tic sound effects. Table or jeep: A mov-
able table for sound effect devices to
be created in limbo.

SOUND DISPLACEMENT  Difference in
position on film between picture and
its accompanying sound. 35 mm. film
sound is 20 frames ahead of its picture.
16 mm. is 26 six frames ahead.

SOUND TRACK That portion of 16 or
35 mm. film that is devoted to the re-
cording of sound.

SOUR (1) Any off-piteh voice or in-

strument that fails 1o come up to ex-
pectations. i(2) A TV show of poor
quality in content or talent.

SPACE STAGING To plan or place
scenes advantageously so that camera
and mike coverage can be easily han-
dled in one studio or by a limited num-
ber of cameras.

SPECIAL EFFECTS Miniatures, diara-
mas, and various electrical and me-
chanical devices used to simulate im-
pressive backgrounds, massive titles,
etc. Any trick device used to achieve
scenic or dramatic effects impossible
of actual or full-scale production in
the TV studio.

SPECIAL EVENTS TV programs of
great news interest, usually not regu-
larly scheduled, e.g., sporting events,
meetings, parades, Senate crime hear-
ings, MacArthur's arrival, ete.

SPECS Short for “specifications,” the
dimensions and/or cost of set, back-
ground, etc. to be used on TV show.

SPELL A LIMNE or SPELL AN ACTION
To deliver an action or a line meticu-
lously accenting each movement and/
or enunciating clearly.

SPIEL or SPIELER The commercial and
the announcers or talent who deliver
the commercial.

SPILL Light or glare overflowing from
one scene or set to another to destroy
light balance.

SPLAYED Flats, lights, props, ete. set
at an acute angle, rather than parallel
with the background in a TV set.

SPLICE To join together two pieces of
fAlm with film cement; also the joint
itself.

SPEED (1) Amount of light trans-
mitted on camera lens. (2) Speed film
passes through projector; two normal
speeds, or 16 frames per second for
silent; 24 frames per second for sound
film. TV film is usually projected 24
frames per second and electronically
upped to 30 frames per second in the
TV system.

SPLIT FOCUS Adjusting the focus of
TV camera midway between two sub-
jeets when one is in foreground and
other in the rear. Usually done in two-
shots to give both subjects equal dra-
matic value.

SPLIT-SCREEN PROCESS Also called
split frame. Process used in making a
shot of an actor playing a dual role.
In films the shot is made in two
phases. In the first, part of the frame
area is masked, the actor playing his
first role in such a position as to regis-
ter on the exposed portion of the film.
In the second. exactly this exposed
part is masked, and the actor plays
his second role so as to register in the
remaining portion, now exposed. The
two combined give the desired effect.
In TV this effect is usually accom-
plished with the aid of superimposures,
dissolves, overlaps, and mirrors.
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SPONSOR One of the 100,000 or more
advertisers in America who use TV
and/or radio to acquaint and sell the
public their individual products and
services.

S.l. or SPONSOR IDENTIFICATION Al-
s0 sponsor identification index 1S.P.I.).
Percentage of regular and/or irregu-
lar viewers of a TV show or personal-
ity who can identify the name of the
sponsor or are familiar with specific
data about the product advertised on
Ve

SPOT (1) Individual television spot-
lights directed on a restricted stage
area or subject. (2) Specific TV time
segments available or purchased for
the airing of a sponsored show or com-
mercials.

SPOT TV Market-by-market buying
of TV time (programs, announcements,
participations, station breaks). This
method of using TV affords flexibility
in adapting a TV ad campaign to time
zone, seasonal variations, special mer-
chandising plans, etc.

SPOTLIGHT Lamp capable of project-
ing narrow beam of bright light onto
a small area, used in highlighting,
(See lighting.)

SPREAD (1) An elastic period of time
that allows for any increase in the
pace of a TV performance. For ex-
ample, if a half hour, or to be specific,
a 29-minute, 30-second show timed
29:10 on the dress rehearsal, the 20
seconds’ difference is the spread. (2)
To stretch any part of a broadcast for
the purpose of filling the full allotted
time of the program.

SPROCKET HOLE Small hole punched
at regular intervals along film to en-
gage with the sprocket teeth in cam-
era, projector, etc.

SQUEAK STICK Clarinet player.

STAGING DIRECTOR Puts movement
into uninteresting TV shows; stream-
lines action.

STAGE SPACING Referring to correct
distance between talent and props
when they appear in set and on cam-
era,

STAGING COORDINATOR (1) Super-
visor of production facilities on indi-
vidual program. (2) In charge of con-
struction, transfer and assembly of
settings, and all mechanical and physi-
cal materials. (3) Is directly respon-
sible for operation of carpentry and
property personnel. 14) Has responsi-
bilities comparable to those of the
stage manager in the theatre with re-
gard to all aspects of the program with
the exception of talent.

STAGING PLAN or BLOCKING A scaled
print or plan of the studio or stage
floor upon which are recorded the lo-
cation of walls, settings, doorways,
furniture, sound effects, orchestra, the
disposition of various properties. and
working areas. The “staging plan” is
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a pre-requisite to all developments,
scenic execution, set dressings, and
camera movement planning and is
used by the producer-director to plot
physical action and business prior to
rehearsals in the actual setting.

STAND BY Cue to talent, cast or crew
that TV program is about to go on the
air, Also substitute TV show, whether
dramatic, musical, or commentary,
which is relied upon as an emergency,
when allotted time for a show already
on air has not been filled,

STANDBY or SAFETY A second TV film
or recording toriginal), usually made
simultaneously with original. To be
used for duplication should original be
lost, damaged, etc.

STAR Actor or actress whose appear-
ance in the principal TV role may be
regarded as one of the main requisites
for the show's acceptive or commercial
SUCCEesS,

STAR MAKER Also called string bean.
The long, thin, small RCA mike simi-
lar to Altec tiny mike.

STATION BREAK 1) Interval between
programs, usually at 15, 15, or 34 of
an hour. (2) A cue given by a station
originating a program to network sta-
tions signalling that it is time for in-
dividual stations to identify themselves
to local audience.

STATION REP An organization or in-
dividual acting as an agent on a fee
or percentage basis to sell a station's
time to potential sponsors,

STEP IT UP Increase the volume of
the mikes or pace or tempo of a show,
its action or its music. Note the dif-
ference from pick it up or increase in
tempo.

STET A proof-reading term meaning
to let stand as originally written, and
to disregard the mark-outs. To stet a
cut is to return it to the script.

STICK A PIN IN IT Instruction for
“The final camera rehearsal was per-
fect: there will be no changes before
the air show."”

STICK WAVYER The musical director
or orchestra leader.

STILL (1) Photograph of a scene from
a show or of the show's leading per-
sonality or of some aspect of produc-
tion. (2) Any still photograph or oth-
er illustrative material that may be
used in a TV felecast.

STING or STINGER A sharp and em-
phatic music accent or cue to empha-
size the visual action.

STOCK SHOT A scene not taken espe-
cially for the production but from film
files or film library. ie, Eiffel Tower,
Statue of Liberty, frequently inserted
for atmosphere. (See cut, top ol next
column.)

STOP Size of the iris in TV camera
lens, which is adjustable Lo admil more
or less light,

STOP MOTION TFilm taken by expos-
ing one frame instead of a number of

frames at a time. Object or objects
are usually moved by hand a [raction
of an inch for each exposure according
to a predetermined pattern.

STOP THE SHOW Applause or laugh-
ter from a live or studio audience
that's so prolonged that the planned
TV events are obliged to halt momen-
Larily.

STORY, SCRIPT or SCENARIO EDITOR
Manager of TV department responsi-
ble for finding, selecting, and adapting
stories suitable for use by the individ-
ual sponsor, station, network. etc.

STORY BOARD A set of drawings used
te show sequence of a TV idea, show,
announcement, film, ete. Idea being
to have one drawing for every change
of action or scene, usually including
both pictures and script.

STRAIGHT READING Delivering or
reading material or lines naturally,
without undue emphasis or character-
ization.

STRAIGHT UP TV show is on the nose
—timed perfectly.

STRETCH Instruction given to cast or
crew to slow down pace of show to
consume time.

STRIKE or STRIKE IT To dismantle or
take down set, props, etc. and to re-
move it from the area,

STRIP SHOW A serial TV show such
as One Man's Family; after “sirip.”
or serial cartoons.

STRIPS Vertical light strips.

STUDIO A building especially con-
structed for the production of TV or
radio shows. which in ilts construction
embodies all electrical accommoda-
tions, acoustical elements. etc., and 18
suitably equipped with lights. cameras.
microphones, erid, ete., and one or
more associated control rooms.

STUDIO or STAGE DIRECTIONS Always
given in terms of the talent's right
and left as he is standing or seated or
as he faces the TV camera

STUDIO COORDINATOR Station indi-
vidual who combines and directs all
non-engineering efforts and work.

STUDIO MOTHERS Mothers of juvenile
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TV talent. Like stage mothers, only
somelimes perhaps more so!

STYLE To invite applause from live

or studio audience with hand gesture,
or holding up cards not seen on cam-
era.

SUB-TITLE Title inserted in a TV
show or film to elucidate or advance
the action or argument.

SUPER-IMP, SUPER-IMPOSE or SUPER-
IMPOSITION The overlapping of an
image produced by one camera with
the image from another camera. Both
pictures being visible, but appearing
finally as one picture.

SUPER-SYNC A radio signal transmit-
ted at the end of each scanning line,
whieh synchronizes the operation of
the television receiver with that of the
television transmitter.

SUPPLEMENTARY STATION One not
included in the network’s basic group.

SURFACE NOISE (1) Caused on a TV
set by dirt on floor, props, and furni-
ture not secure, ete. (2) Noise caused
by the needle passing in the groove of
a transcription.

SWEEP (1 Curved pieces of TV scen-
ery. (23 Method by which one Balop
card replaces another by gradually
covering top Lo bottom, bottom to top.
or from side to side,

SWELL Direction to sound or music to
momentarily increase volume,

SWITCH or CUT A change from one
camera, lens or camera angle to an-
other,

SWITCHER Electronic technician who
sets the brightness and contrast of the
image, and under the production di-
vector cuts, fades, or dissolves, from
one picture to another.

SWIVEL THE BOOM To move boom
off its axis to one side or another.
Used when it is not practical to dolly
or truck. Term usually applies to Fear-
less or Sanner dolly.

SYNC 1) Slang for synchronization
of two or more stations to one wave
lenegth. (21 The simultaneous ending
f several shiows so that all elements
of a station or network are ready to
g0 with the next forthcoming show.
i When both the horizontal and
‘ertical scanning at the receiver is in

step with the scanning at the pick-up
camera. (4) To adjust the sound-
track of a film to the picture in edit-
ing so that whenever the source of a
reproduced sound is shown visually on
the screen. the time relationship be-
tween sound and picture appears natu-
ral. (5 To secure in projection the
relationship between the sound and
picture of a film or kine intended by
its makers. (6' To maintain synchron-
ic perfection between the scanning mo-
tions of the electron beams and the
camera tube and in the cathode ray
tube in the receiver or monitor.

SYNC ROLL Vertical rolling of a pic-
fure on transmitted signal usually on
switeh-over to remote pickup when
circuits at studio and remote are not
synchronized.

SYNOPSIS (1) First stage of TV com-
mercial, program or story written in
action sequences, but without full
technical data, directions of the con-
tinuity, or script. (2) A summary of a
completed TV show prepared for pub-
licity purposes.

SYNTHETIC DISTORTION To impart
by various techiniques a seeming irreg-
ularity to lines and surfaces that are
actually smooth and rectangular.

T

TAG LINE The final speech of a TV
scene or play exploding the joke, or
the climax speech resolving the scene,
play or commercial to its conclusion.

TAKE 1) Single shot picture or scene
held by TV camera. (2) Such a scene
so televised or filmed. (3" Command
to switeh directly from one picture or
camera to another picture or camera,
as “ready one, take one,” “ready two.
take two.” (4) Instruction to switcher
to feed a given picture channel to
transmitter. (5) Reaction or sudden
obvious realization by talent on cam-
era.

TAKE IT AWAY Directions to station.
network, talent, announcer, etc,
“You're on the air.”

TAKE TIMINGS To time each unit of
a show, spot, etc. by stopwatch.

TAKING A BALANCE Preliminary test-
ing of various sounds in a program to

determine their relation to one an-
other,

TALENT COST Expense or cost (for
music, talent, etc.) of a show aside
from the time charge.

TALENT SCOUT Person employed to
search for potential talent, actors, for
TV station, network, or show.

TALK BACK (1) Phone circuit, ear-
phones, or cans from director to TV
crew. (2) Loudspeaking device between
studio control room and studio enabl-
ing producer to give directions to cast
during rehearsals. (3) Telephone fa-
cility used to permit remote originat-
ing point to hear predetermined cues
and thus enable foolproof switches to
be performed.

TALKING DOWN Talent acting or
speaking in an aloof, superior man-
ner, or so it seems to viewers.

TALKING IN HIS BEARD Speaking in
a muffled, almost indistinguishable,
voice.

T.C. Short for transcontinental.
Means a network show that reaches
from coast to coast.

TEARS Horizontal disturbance in TV
picture caused by noise which makes
picture appear to tear apart.

TEAR JERKER TV show with a sad or
pathetic appeal. CBS-TV's Mama
sometimes fits this category.

TEASER Strip of muslin or set ma-
terial above set to prevent camera from
shooting over into lights or grid.

TECHNICIAN Skilled worker in any
branch of TV production, direction,
engineering.

TD or TECHNICAL DIRECTOR Director
of all technical facilities and opera-
tions, lighting. cameras, sound, switch-
ing in a studio, and frequently remote
production.

TELECAST A television broadcast, pro-
gram, or show.

TELECINE Equipment used by British
BBC to televise films. Much larger
than U. S. equipment but much quiet-
er in operation. Film moves in con-
tinuous motion instead of intermit-
tently, reducing wear on film.

TELEFEX Excellent rear projection
system for special effects, background,
etc. One of most realistic devices in
rearview projection.

TELEGENIC Object, talent, anyone or
anything that looks well on television.

TELEPHOTO LENS Very narrow angle
lens of great focal length which pro-
duces large size images at extreme dis-
tances, frequently used at sporting
events, etc. (See lenses.)

TELEPROMPTER A rolling script de-
vice for talent who have difficulty in
learning lines. Also called idiot sheet.
Lines are printed large enough to be
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read al distance on sheet which re-
volves, keeping pace with the show's
action.

TELEVIEWER
sion audience,

Member of the televi-

TELEVISE or TELECAST To transmit a
picture electronically by using televi-
sion equipment.

TELEVISION The transmission and re-
production of a view, scene, image or
person by an apparatus that converts
liht rays into electrical impulses in
such a manner that those same ob-
jects may then be transmitted and re-
converted by a receiver into visible
light rays forming a picture.

TELEVISION GRAY SCALE Resolution
of colors in scenery, costumes, and per-
formers’ faces into corresponding gray
values in black-and-white TV. Has a
shorter contrast range than other
photographic media. May vary from
five-step gray scale (white, light gray,
medium gray, dark gray. and black)
to more sensitive brilliance of the vari-
ous gray values, depending upon light
source and equipment factors, to ap-
proach the 10-step transition (from
white through grays to black! of pho-
tographic and printing gray scale,
(See gray scale.)

TELOP An opaque slide. (1) Used in
gray telop. Used a great deal in CBS-
TV stations, (2) Card for titles: shot
live.

TEMPO (1) Relative speed or pace of
performance or music. (2) Impression
of speed which a show makes on view-
er, either by succession of incidents or
of shots, or by the rate of movement
shown or rhythm sound.

TEST PATTERN Specially made design
of lines and/or circles transmitted for
the purpose of correctly setting focus
and tuning of an image on TV screen.
Also used for station identification.

TEXTURE An impression of depth and
irregularity that is given to a plane
surface by using paints or other deco-
rative materials.

THE TIP Viewing audience, “"Holding
the tip” means holding your audience.

THEME Subject or central idea spe-
cially composed or particularly apro-
pos tune or music that identifies a
specific program, Garroway'’s theme is

“Sentimental Journey'; the tlieme for

the Lone Ranger is the “William Tell
Overture.”

THICK When individual soumds or in-
struments in orchestra are not distin-
guishable.

“THIRTY"”  Sign-off signal used in
early radio to signify the end of a pro-
gram; derived from the classic teleg-
rapher's sign-off. Used very little in
TV.

THREAD To lace first few feet of reel
of film through projector or other film
mechanism in order that film is ready
to be shown,

THREE SHOT TV shot of three per-
formers, ete.

THROW Distance from film projector
Lo screen.

THROW A CUE Visual hand signal
usually pointing at talent to begin ac-
tion or speech.

THROW IT AWAY (1) To give line in
casual and offhand manner. (2) To
speak without obvious emphasis or ex-
pression. (2) Order to talent or engi-
neers to fade picture or dialogue no
matter what script says.

TIGHT (1) Close shot using narrow
angle lens 90-135 mm. (2) Show which
in rehearsal times a few seconds over
allotted time, and should either be cut
or played rapidly, provided the mate-
rial permits rapid treatment.

TIGHTEN UP, CLOSER SHOT, LOOSEN
UP, MORE DISTANT SHOT Terms used
from director to cameramen when ob-
ject is framed to obtain precise shot
desired.

TILT UP Direction for camera move-
ment, up.

TILT DOWN Direction for camera
movement, down.

TIME Period on the air available for
a given spot or show.

TIMEBUYER (1) Individual in adver-
tising agency responsible for making
the proper selection of TV or radio
coverage to meet needs of advertiser.
(2) Buyer of TV or radio spots, shows,
ete.

TIME CHECK Vital command to syn-
chronize all watches of all concerned
in telecast or broadcast.

TIMING Time intervals written in on
a script during last rehearsal indicat-
ing where the performance should be
in relation to the allotted or elapsed
time of the show.

TITLE (CREEPING TITLE) A title usu-
ally on drum roll that moves up the
screen at reading pace.

TITLE MUSIC Background music
behind opening and/or closing titles
and introductions.

TITLES or TITLE SLIDES (1) Cards,
film, slides, either drawings, printed
or on film which announce the title

and credits of a program. (2) Any
written or printed matter introduced
into show or film for its own sake and
not as part of presentation.

TONGUE To move a camera mounted
on a boom in a horizontal direction
left or right while panning to com-
pensate for this motion.

TOTAL AUDIENCE The percentage of
TV homes viewing a specific show at
some time during the telecast.

TOWMN CRIER Vocalist who sings too
loudly.

T.R—T.L. Opposite of pan. Keep
camera steady, move tripod or dolly.

TRANSCRIPTION A recording of the
highest quality, usually at 33 r.p.m.
especially made for telecast or broad-
cast.

TRANSIT CASE Travelling case for
reels of 16 mm. or 35 mm, film with
metal can and plywood case to meet
the requirements of the railway com-
panies,

TRANSITION To change or move from
one action, set, or scene to another by
music, pause, narration, black screen,
dissolve, etc.

TRANSPARENCY Photography or art-
work on translucent material, usually
35 mm. film, frequently backlighted.
Opposite of opaque. (See slides.)

TRAVEL or TRUCK SHOT ‘When the
director wishes the camera to move in
a direction parallel to the set, he in-
structs the cameraman to travel or
truck right or left, {See truck.)

TRAVELLER Loose scene, backdrop,
or curtain, adjustable on pulleys.

TRAVELOGUE  Actuality film of life
and scenes in other countries; travel
film.

TREATMENT Intermediate step be-
tween synopsis and script where com-
plete TV story, commercial, or produc-
tion is finished.

TRICK SHOTS or TRICK FILM To de-

pend mainly on the representation,
through special manipulation of the
technical processes of production, dis-
solves, superimpositions, opticals, of
situations and events which would in
reality be impossible, such as a cyclist
riding up the side of a house, or a
magic horse flying through the air.
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TRIM Facing around a TV sel open-
ing such as a door or window

TRIPOD A three-legged TV camera
mount. Cheapest, least desirable type,
usually used in remotes.

TROLLEY or DOLLY Wheeled vehicle
on which camera can be moved in tak-
ing a shot.

TRUCK or TRUCKING SHOT Camera
technigque by which single talent up to
a line of performers (a chorus, for in-
stance) or a scene is covered by dolly-
ing the camera along the line of sub-
Jects or along the scene while the cam-
era is on the air.

TRY OUT For definition, see audition
TURKEY Flop or failure. No good.

TURN OVYER To relinquish control at
close of one show to the stage hands,
engineers, ete. of the succeeding show,

TURN TABLE The rotating platform
on which transcriptions are spun to
play.

TURN-TABLE TOM TV director who is
more interested in his audio effects
(speech, music, etc.) than in visual
effects.

TURRET or RACK Mounting for one
or more camera lenses to permit rapid
change of lens by rotating the turret
to place the required lens in use.

TY DIRECTOR Person responsible for
every detail of show, including an-
nouncer, cameramen, shots, audio en-
gineers, stage managers, stage hands,
talent, musicians, and soundmen. He
builds and shapes the program by
bringing all these factors into har-
mony. He may make corrections and
any revisions he deems desirable in
show or script whenever he feels such
are necessary for improved show. On
his shoulders rests the complete re-
sponsibility for quality of programs.

TVA All-inclusive television talent
union which usually includes AGVA,
AFRA, etc.

TYR CBS-TV abbreviation of televi-
sion recording for term commonly
called kinescope film by NBC-TV.

TWIST Unusual or surprise ending to
a story. O. Henry stories have a twist
ending.

TWO-SHOT Close shot of two persons
with camera as near as possible while
still keeping them both in shot

TWX Pronounced “twix" and means
a teletype or teletype message

TYPE (1) Actor suited to specific
kind of part. (2) To limit an actor to
one kind of role.

U

UNDER (1) TV show that does not
use all its allotted time. (2) Show that
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runs short and calls for the use of
padding, fill, or cushion. 13) To sus-
tain and subordinate one facet of the
drama or situation under another.

UNDERPLAY Talent performing in a
very restrained manner.

UNIONS Detailed definitions are de-

fined under specific letters. There are

more than 13 different unions in NBC-

TV. Major ones:

IATSE...Stagehands

NABET . . Engineers, cameramen, etc.

BPDPA . .Scenic artists

IBEW ...Engineers and soundmen

RTDG .. .Radio Television Directors
Guild

TWG . ... Television Writers Guild

AFRA ...TV talent, announcers

AGVA ... .TV talent, singers, etc.

TYR. .5, All TV talent, actors, etc.

UP STAGING Camera hog. To attempt
to hold dominant position in scene at
the expense of other performers.

Vv

YAULT Film store or storage for in-
flammable film, meaning most 35 mm.,
of such construction and dimensions as
to comply with the regulations of the
local authority or of the home office.

VARIABLE FOCUS LENS Lens whose
focal length can be altered during
shooting, as Zoomar, where mechan-
ism changes distance between front
and rear components of the lens.

VAUDEO Vaudeville show on televi-
sion, a la James Melton, Ed Sullivan
shows,

V1 or YOLUME INDICATOR Meter in
control room which registers show's
sound volume, thus enabling the tech-
nicians to “see” the amount of sound,

YVIDEO From Latin meaning to see or
I see. Pertains to the television broad-
cast of images. Usually used as a noun
to denote sight broadcasting as op-
posed to sound broadcasting. Portion
of TV signal that contains picture.

VIDEO ENGINEER Engineer who con-

trols picture guality and who may
make switches from one camera to an-
other as well as producing visual ef-
fects such as fades, dissolves, super-
imposures, etc. Usually engineer mon-
itors the visual portion of a telecast.

YIDEO GAIN Dial or apparatus which
controls power of picture amplifier.
By turning video gain down you get
fade out; turn video gain up and you
have fade in.

VIDEO SIGNAL or PICTURE SIGNAL
Portion of signal from TV camera that
is the electrical counterpart of the
scene televised,

VIEWER A machine used to examine
TV film for editing or cutting. (See
moviola.)

VIEWING LENS Lens on TV camera

used by the cameraman to view feld
of action.

VIEWS Sometimes called sets or situ-
ations. Scenes being televised.

YIGNETTE Mask placed before cam-
era lens to produce a picture in which
only the center part is visible in dif-
fused oval, circle, etc.

VISTASCOPE An optical device con-
tained in a simple, box-like case which
fits snugly in front of the lens of any
television or film camera. Through its
use and an 8" x 10" picture of scene
desired, live actors performing on a
bare stage or in an open field can be
presented to a television or film audi-
ence, either “live"” or by means of film
in what appear to be settings dupli-
cating any structure or scenic site in
the world required by the show’s locale
and script. The effect is created by
illusion, of course. Actors may sit “‘on"
terraces which actually are only pho-
tographs, may walk “through” doors
or “behind"” trees or posts, which again
are merely photographic reproductions.
Vistascope is leased through Vista-
scope Corporation of America, RKO,
Culver City, Cal,

VISUAL GAG Comedy routine or sound
effect to produce laughs on a TV or
live audience show. Gag has to be seen
rather than heard, as Sid Caesar and
Imogene Coca on Saturday Night Re-
view, NBC-TV.

VISUAL SHOW TV or radio show
which is presented before an actual
audience. Called “live.”

YO or YOICE OVER (1) Narration type
recording as opposed to lip sync or
live sound, (2) Voice over narration
where voice talent is not seen.

YOX POP A spoptaneous radio or TV
interview.

¥S1 Visual station identification, as in
test pattern, ete.

W

WAITS (1) Unwanted pause caused
by a talent missing his pickup cues, or
technical equipment failures which re-
sult in a non-picture or sound period
(2) Actor or music deliberately hold-
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ing off on their cue in order not to
smother existing laugh on a comedy
show,

WALK-THROUGH REHEARSAL May be
same as dry rehearsal, or preceding
first dry rehearsal.

WALL TREATMENT Technique used
to simulate numerous surfaces on the
walls of a set such as wallpaper, bricks,
stuceo, etc.

WALLA WALLA Ad lib mumble re-
peated over and over in crowd scenes
to sound like a mob.

WARM UP Usually a three or five-
minute period immediately preceding
broadeast in which announcer, m.c.,
or talent puts the studio audience in a
receptive mood by amiably introduc-
ing the cast of the program, discussing
its problems, sponsor, etc.

WARNING LIGHTS Red and green
lights associated with each studio cam-
era to warn cameramen and perform-
ers that camera is about to go on the
air (green light), sometimes called the
preview light; or that camera is on
the air (red light).

WATT Measure of transmitting pow-
er of TV station.

WEAVER TV talent who moves about
nervously in front of the camera.

WEB Slang for TV network, like net.

WEST OF DENVYER Technical troubles
which can’t be located.

WESTERN Type of American film de-
voted to cowboys and horses; usually
set in real surroundings and contain-
ing chases, etc.

WHIP SHOT See zip pan. Very fast
pan shot that usually blurs scene by
speed of turning camera. Used for
dramatic shift of interest or startling
change of locale.

WHODUNIT TV mystery program, a
la Martin Kane, etc.

WIDE ANGLE LENS Lens of very wide
angle of projection, as 50 mm., which
is used to pick up large portion of set,
talent, audience, etc. at short distance.

WILD (1) Film or picture taken to fit
pre-recorded narration or sound. (2)
A wing, flat, window, etc., which is
used to shoot through or over and then
struck immediately so as not to ham-
per camera action.

WIND IT UP (1) To increase tempo or
pace. (2) To bring to a climax or
finish.

WINGS (1) Off-stage entrance and
storage space which may be masked
from camera or live audience. (2)
Wing flat that is a hinged book flat
which stands without support.

WIPE Transition from one scene or
image to another in which new scene
slowly replaces old one in some grad-
ually increasing geometric pattern,
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i.e,, circle (ecircle in, circle oul), square
(expanding square), fan, roll, ete. In
a horizontal wipe the action is from
the side of the picture, In a fan wipe
it is semi-circular.

WIPE OYER Optical film or printing
effect by which one scene or image
moves into another geometrically. (See
overlap, etc.)

WOOD PILE Xylophone, or an xyloph-
onist—musician.

WOOD SHED (1) A hard, tiring re-
hearsal. (2) When a performer pri-
vately rehearses his part outside the
studio or off camera. (3) A musical
director who makes an ad lib arrange-
ment of a number during rehearsal by
verbal rather than written instruc-
tions to orchestra or singers.

WOOF (1) TV slang signifying "“on

the nose” or ‘“okay.” (2) Sound used
to synchronize time, i.e.,, “I'll give you
a '‘woof’ at 8:15:30." “Ready ‘woof.""”
(3)Word spoken into mike to check
amplitude and/or time of sound, ie.,
1,2,3.4 woof.

WOMP A quick flare-up of light or
brightness in a TV picture.

WORKPRINT Film print (frequently
a rush) used in editing and cutting to
determine the final composition of the
finished film, show, commercial, etc.

b

YAK A lot of talk usually classified
4S unnecessary.

YUK Slang term for a big laugh. Berle
is interested in big yuks.

Z

ZAMPA Florid musical passage with
plenty of brass—blown big and bitten
off sharp.

ZILCH Standard name used to de-
scribe anyone who walks into TV stu-
dio and whose name is not known.

ZIP-PAN (1) Effect obtained by swing-
ing camera so quickly round from one
point of rest to another, that between
the two the picture is blurred. (2) De-
vice for combining two different shots,
the camera being swung so quickly

HE'S HOOKED
UP TO A
BIG ONE!

Yes, he's hooked up to more

than 83,000_ TV homes — he's o,
wise time buyer who knows that,

KOTV reoches thé heort of the
Oil Capitol’s Multi-million Dollar

morket. He also knows that

KOTV’s afternoon shaws, Lookin’:
ot Cacdkin’; ond. Motinee Shaw-

case are good spet porticipalian
progroms: - You'll moke a. good

. “cotch” if yau use KOTY, Tulsa’s
only TV stofion. (NBC, CBS,
ABC, DuMent)

Channel 6

First .in Tulsa

Cameron Television, Inc.

302 South Frankfort
Tulsa, Oklahoma

Represented Notionolly by
EDWARD PETRY & CO.
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from Lhe subject in the first that it
ends in a blur, and so quickly on to
the subject in the second that it begins
with a blur; the two blurred portions
then being joined together to give the
elfect of a single zip-pan.

ZOOM or ZOOM IN Used to describe
the fast action of a smooth and con-
tinuous change of focal length with
dolly in, optical trick, Zoomar lens.
Used very eflectively on commercials
where object starts small and zooms
im to full sereen view.

ZOOM-LENS Lens of variable focal
length. As in zoom or zoom i, name
derives from fact that when the focus
on subject is guickly increased dur-
mg shooting, the effect on the screen
is a rapid change from distant shot to
near shot, giving the impression that
the camera has “zoomed"” or swung to-
wards the subject.

ZOOMAR LENS Lens whichh makes it
possible to follow action, keeping it in
focus all the time. Range is from very
close up to the full length of a foot-
ball field. It has twenty-eight optical
eclements. Used mostly outdoors, Fo-
cal lengths 5" to 22", F5.6 to F22. (See
Electra Zoom and lenses.)

(With the word “ZOOMAR lens,”
SPONSOR completes Herbert True's 1951
“TV Dictionary'Handbook jfor Span-
sors." The appendir below agives Her-
bert True's rating of the use value of
various books on TV

TV Bibliography

It 1s most difficult at any time to
evaluate a book in terms of its worth
o someone else, but in television the
job is even more difficult because the
publication may be of interest to the
reader for a variety of reasons. The
reader may be an idea man, techni-
cian, writer, director, administrator,
ete, In his own respective field he may
even encompass a multitude of TV du-
ties or responsibilities, For that rea-
son the author has reviewed the fol-
lowing books, most of which were spe-
cifically recommended by TV creators
themselves, and has m a rather crude
manner attempted to catalogue them
according to potential interests.

There were numerous other applica-
ble TV books that have come to the
author’s attention, but the following
works all seem to have deflnite value
and superior merit in their coded
fields, both from the knowledge and
technical standpoints, and as helpful
referelce books.

Code

5 —Superior; extremely current. Of
greal intervest Lo all TV personnel,

networks, stations, directors, film
procucers, largce or small The
nihest possible all-inelusive vec-
mmendation

X xtra creative, A priceless tool for

wrilers, dea men, producers, ete.,
anyone in the creative end of TV,

L —Limited. While a major help to al-
most everyone in the trade, it has
particularly outstanding material
for station personnel, talent, un-
fons, individuals whose experience
has been limited in scope and who
desire to supplement it with relat-
ed knowledge about agencies, spon-
sors, other technigues in the field.

C—College or newcomers to TV indus-
try could profitably become very
familhar with the information in-
cluded in these publications; how-
ever, this is not a limitation, rath-
er a helpful breakdown for those
concerned.

D—Dated in some respects but con-
tains enough valuable information
to make it of primary use as indi-

cated.
5-X-C Advertisino Handbook, by
Roger Barton, Prentice-Hall
 E Advertising Procedure, by Otto
Kleppner, Prentice-Hall
L Basic Issues in Color Televi-

sion, by Frank Stanton, Co-
lumbia Broadcasting Co.

Best Television Plays of the
Year, by William Kaufman,
Merlin Press

Documentary Film, by Paul
Rotha, Faber and Faber
Experiment in the Film, by
Roger Manvell, Macmillan
Film Technique, by Vsevolod
I. Pudovkin, Newnes

Films in Business and Indus-
try, by Gibson, McGraw-Hill
Footnotes to the Film, edited
by Charles Davy, Lovat Dick-
son

Getting a Job in Television,
by John Southwell, McGraw-
Hill

Here Is Television, by Thomas
Hutchinson, Hastings House
How to Write for Television.
by Douglas Allen, Dutton
Modern Radio Advertising
(with analysis of TV advertis-
ing), by Charles Wolfe, Funk
& Wagnalls

Movies for TV, by John Batti-
son, Macmillan

= News by Radio, by
Charnley, Macmillan
Painting with Light, by John
Alton, Macmillan

Profitable Advertising in To-
day's Media and Markets, by
Ben Duffy, Prentice-Hall
Scenery Design for Amatcur
Staoe, by Friederich and Fra-
ser, Macmillan

Science Via Television, by
Lynn Poole, Johns Hopkins
Press

Successful Film Writing, by
Seton Margrave, Methuen
Successful Radio and TV Ad-
vertising, by Gene Seehafer,
McGraw-Hill

L Telecasting and Color, ill., by
Kingdon 8. Tyler, Harcourt
Brace

X-C
5-X-C
X-C

s-C

5-C-X
c-D

L-C

M. V.

x-C

5-X-C

X-C

5-C

D-C-X

C-L-D

L-D

c-X

C-X-D

5-C-X

5-X-C-D

5-X-C

5-X-C

5-X-C

X-C

$-X-C

L-X-C

5-X-C

L-C-D

Television,
Scroggie,
London
Television Broadcasting, Pro-
duction, Economics, Tech-
nigue, by Lenox R. Lohr, Mc-
Graw

Television Encyclopedia, ill.,
edited by Stanley Kempner,
Fairchild

Television Engineering, Prin-
ciples of, ill.. by Donald G.
Fink, McGraw

Television, Eyes of Tomorrow,
by W. C. Eddy, Prentice-Hall
Television, How it Works, by
Jeanne and Robert Bendick,
McGraw-Hill

Television, Introduction to, by
Robert and Hylander, Mac-
millan

Television Primer of Produc-
tion and Direction, by Louis
A. Sposa, McGraw

Television Production Prob-
lems, by John F. Royal, Mc-
Graw

Television Programing and
Production, by Richard Hub-
bell, Rinehart

Television Show Business, by
Judy Dupuy. General Electric
Co.

Television Standards and
Practice, by Donald G. Fink,
McGraw

Television Techniques, by
Hoyland Bettinger, Harper
Television, Today and Tomor-
row, by Lee de Forest, Dial
Press

Television Writing: Handbook
of Principles and Practice, by
Robert Greene, Harper

The Art of the Film, by Er-
nest Lindgren, Geo. Allen and
Unwin

The Art of Walt Disney. by
Robert Field, Collins

The Cinema as a Graphic Art,
by Vladimir Nilsen, Newnes
The Film Till Now, by Paul
Rotha, Vision Press

The Miracle of Television, by
S. H. Luther Gable, Wilcox
and Follet

The Modern Law of Advertis-
ing and Marketing. by Digges,
Funk & Wagnalls

The Use of Television by Pub-
lic Libraries, American Li-
brary Publishing Co.

TV Production Pointers by
Products. Special Effects, etc.,
by Charles Batson, Broadcast-
ing Advertising Bureau
Video Handbook, by Scherago
and Roche. Boland and Boyce

by Marcus G,
Blackie and Sons,

The WHOLE job in 1V film
spot-making at TELEFILM Inc.

Producers since 1338.

HOLLYWOOD (28) CALIFORNIA
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WE DEFY YOU
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SENSATIONAL TV OFFERING

FREE — SPONSOR’'S ADVERTISING ON 200,000
GROCERY BAGS PER SHOW:?: At no additional cost to
the sponsor, his advertising message is imprinted on 200,000
Kraft Bags per show distributed in markets of the advertiser's
selection thru regular grocery channels,
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WHY NOT A MEASURE
OF IMPACT FOR RADIO!

IN addition to con-
tinuing reports in its
radio and television
markets, Pulse regu-
larly does surveys of
the buying habits of
listeners and non

listeners to selected
programs.

For example, consid-
er the following sales )
impact of three pro-
grams recently sur- )
veyed: )

NEWS PROGRAM ... .26%

WOMAN'S SERVICE
PROGRAM . . ...96% |

“EARLY MORNING" . ..60% :

FOR INFORMATION
ABOUT PULSE

ASK THE PULSE

)
THE PULSE Incorporated '

15 West 46th Street
New York 19, N. Y.

|

CHAP STICK

i Continued from page 251

next March. An estimated $150.000—
a quarter of the total advertising ap-
propriations—will be devoted to sell-
ing Chap-ans and Chap Stick in 30
cities over 35 radio stations. The num-
ber of announcements normally used
will be stepped up in 19 of the 30 mar-
kets, and, savs Gumbinner. “We may
add four or five new stations to our
list.
we're still in our planning  stage.”
(The other three-quarter slice of the
total ad appropriations is used largely
for slick magazines, like Holiday. Life
and Look; trade magazines, like Drug
Topies, in which the radio advertising
is merchandised to druggists: and pos-
ters and cardboard displays designed
for the counters of retail outlets.)
Chap Stick lip balm. which grosses
about SL750.000 a year. dominates its
next higgest rival. Chesehrough Manu-
facturing Company’s Chesehrough Lip
lee. From October until March (via
MeCann-Erickson ) Chesebrough spends
“over S00.0007 to participate in alter-
nate weeks on Dr. Christian. CBS ra-
iio. Chap Stick’s other big competi-
tor. Roger & Gallet’s Lip Ade (via
Hicks & Greist. New York) uses
broadeast advertising whatsoever.
With regard 1o Chap-ans. which
arosses an estimated 33,000,000 a vear,
Gumbinner says: “We simply have wo

Where remains to he seen, since

T

competitors. In the men’s hand cream
realm. Chap-ans is the big explorer.”

Chap Stick first began exploring its
masculine market during World Way
1. when the Government asked it to
turn out a palliative 1o aid G.ls
cracked, chapped. and  weather-dried
lips. Tts Chap Stick lip balm soon be-
came part of aviators”™ kits and was
used heavily by troops in Alaska.

“The second world war did for Chap
Stick what World War 1 did for the
wrist watch.” says Paal Gumbinner,
“Men were no longer ashamed 1o use
them.”

Right after the war. Chap Stick
turned 1o producing its lip balm for
the consumer market.  Since women
are apt to use their ordinary lipstick
o protect their lips. it was decided 1o
divect the =elling to men. and. to some
extent. to children.

Vilvertising for the lip balin. though,
was restricted 1o the printed  media,
Only in 1948, when the company began
manufacturing Chap-ans. was it decid-
ed 1o push both products via radio.

There were several reasons why Ad
Manager Bond was prompted to let the
Gumbinner Agency handle the account,
First of all. it had experience in the
drug trade. having guided Norwich
Pharmacal Company through many an
advertising crisis since 1930, Second-
ly. it knew its business about radio.
having introduced the famous vaude-
ville team. Weber & Fields, to CBS for
Webster Cigars as long ago as 1925.

The decision proved sound. Law-
rence Gumbinner. account supervisor.
and Paul Gumbinner. account execu-
live. assisted by FErwin A, Levine.
planned to give both products a radio
test debut in the New York market,
To get the male ear. announcements
were scheduled over WCBS. immedi-
ately after football games. These were
then backed up by announcements over
Jack Sterling’s disk jockey show on
WCBS,

“The results were o darned good.”
says Paul Gumbinner. “that we knew
radio was for ns. And it was then we
decided what hroadeast formula we'd
use—morning disk jockeys (to get the
men before lht‘)‘ 2o 1o work) and a
few evening sports and news participa-
tions (hetween 6:00 and 7:00 p.m.. to
gel the men at the supper table.)™

The company’s wisdom in hopping
into radio was confirmed next vear.
when it made a two-week sample offer
over disk jockev shows on some 18
“Again the results were ex-
traordinarily good.” says Paul Gum-
binner. “The average inquiry cost us
1 2¢
Hone interviews conducted for us by
Fact Finders Ine.. and an analysis of
the Nielsen Drug Index showed us that

stalions,

and in some cases as low as 3e.

sales were very strong in those areas
where radio.  Besides. the
company would get appreciative letters

we used
from druggists. saying. 1 see where
disk jm.‘l\'l‘} <o-and-=o is ht!l|lil'll‘_' us sell
vour products. Keep up the good
\\(”-k.‘ "

In buving announcements and par-
ticipations over some 35 stations. Guni-
hinner is usually concerned with sev-
cral points. Tlis
thing like this:

1. Use disk jnl'l\L‘\' shows with estah-
lished audiences: shy away from the
fledglings.

2. Try to buy into a platter-spinning
<how in which the .j. has a relaxed.
rather than high-pressure. style. Then
sive liim complete freedom to adapt
the copy Lo his style.

3. Use hoth large and medium sta-

stralegy rumns some-

SPONSOR
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What did your wife

order from your store?

Did she ask for just any shirt...any old cigarettes...
whatever candy you happened to have?
Chances are 8 to 1 she named exactly the make
she wanted!
And if it happens in your own home. you can be
sure it’s going on all over town—all over America!
Millions of wives have spent years trying the Brands.
When they find their favorites they're loyal to
them, buy them again and again, They know a famous
manufacturer’s name signed to his product
guarantees top value, top quality, and satisfaction.

Give your customers what they ask for—

it's bad business fo substifute
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That's why you make your business stronger when
you keep the force of famous brand names behind your
sclling. Let your customers know they can get from
you the brands they know and want. Why be content—

or expect them to be content—with anything clse?

So isn’t it just common sense to feature the
merchandisc that’s overwhelmingly favored—the
well-known Brands? It's your surest way to get steady

demand, rapid turnover, and higher profits!

LC/}/W//// (/Iéwu— eC/-;//////z/?Jf-//--

INCORPORATED
A ngrn—?’n'f')ﬁf cdncational f: undation

37 WEST 57 STREET, NEW YORK 19, N. Y,
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tions. A SL000-walter. like WLS, and
g 3000-watter. like WIND, Chicago,
both have distinet values.

I. Lse stations in those areas where
the temperature would favor buying
lioth |Il'llllllt‘l:'-< For l‘&.ﬂ.lllpll'. |}l‘ll|1]l? i
Minnesota are too used to cold weather
to require lip balms: therefore.
less advertising there. But Easterners.

U=

coming to Arizena and Colorado for
their health, use lip balm heavily while
they get adjusted o the drier climate:
therefore, use plenty of radio advertis-
ing in these two “health™ stages,

9. Seleet stations near areas where
Chap-ans and Chap Stick have their
widest distribution. In the South. for
M(almpl:-. evell ;__-;1_-ulir|q' stations  and
hardware stores sell the two items.

(. Favor those radio stations (like
W FAA. Dallas. and WIBC. [ndianap-
olist which are usually prepared 1o
merchandise the sponsor’s shows 1o
the trade with stickers and cards.

“Business is so good at most of the
top radio stations.” savs Gumbinner,
“that one of my biggest problems is
actting availabilities. That's why 1 map
oul my autinun campaign well in ad-
vance in the summer. A slation like
WEFAA. Dallas. is usually sold ount, and

i’ only as a special fovor that they
wangle an opening for me.”

Some 1y pieal stations that have done
a high-octane selling job for Chap
Stick and Chap-ans. according to Gum-
Linner, include:

WAPL Birmingham. Ala.: KHJ. Los
\ngeles: KGO, San Francisco: KON\,
Denver: WRC, Wazhington, D. C.:
WMBR. Jacksonville, Fla.: WSB. At-
lanta: KRNT. Des Moines: WFBR.
Baltimore: WIR. Detroit: WBZ, Bos-
ton: WDAF. Kansas City. Mo.: KSD.
St Louis: WAYS, Charlotte. N, C.:
KROIN. Portland. Ore.: WNOX, Knox-
ville. Teni: WTAR. Novfolk. Va.: and
WTMI. Milwaukee. Also, W]Z., WCDBS.
WNEW. New York City: WCAE.
Pittsburgh: WMPS, Memphis: KYW.
WPEN. Philadelphia: WGAR. Cleve-
land: WCKY. Cincimmati: WLS, Chi-
cago.

Commercial copy for both products
i~ written by Paul Gumbinner and -
win A. Levine. Their philosophy in
composing the message has incorporal-
el these ideas:

1. Try 1o relate the two products in
Y Si:l;l]f‘ l'”]lulll']‘('iﬂl “']](?II l)ﬂ:‘.‘:‘:ih]“.
That is. an announcement for Chap-ans
might well elose with the throw-away

WPAT)|

made the largest strides of any radiv
station 1u the cntive New York — New Jersey
metropolitan arca from 1950 to 1951,

Total audience increase: more than 25¢ "
(Strongest gains during prime evening TV time.)

Pro

foof WEAT dominant posi
‘,' " ] /s ,\r { f','-.;"l"*
P f Lidamid i Pl fri
£ ‘.‘, f ¢ i
T fex / ) " ."‘_.j i Is
Baswd v these FACTS WWPAT
il Wi le¢ TNt edie & J'I-:'a tier
New next Spomenr Hsite oo it
) F Wi Pl
[ wd fipweres, frlés!

"N.Y.-N.J, Pulse Jan.-Feb.-Mar.
““Send for details

WPAT ‘5000 watts

s

af the

5ot the o

wd pulling

) et
e N V=N mardied,

el

TGRS

.H.-'{n.f_ 1 1951,

Ml

Ry

1950-1951

930 kc

phrase: “Chap-uns is the hand cream
packed with soothing. healing power-
the one and only hand cream especial-

by made for men—created by . .. Chap
Stick, America’s most famous  lip
halm.”

2. Place a heavy emphasis on per-
sonal testimonials, culled from letters
written to the sponsor. A typical wife
of an outdoor worker—auto mechanic,
telephone lineman. truck driver. doc-
lor—is quoted as saying: “Chap-ans is
more important 1o my husband than
his gloves.”

3. Although the Chap-ans sales
stress is directed toward men (“comes
in a handy masculine tube™), the an-
nouncer lures the women. too:
“Here's a tip for you ladies. Buy vour
husband a tube of Chap-ans—and then
borrow it back from him to get real
reliefl for your own rough. chapped
hands.”

4. While Chap Stick lip balm, too.
aims its sales message primarily at the
men. the rest of the family also is in-
cluded in the sales appeal: *Just what
the doctor ordered for dry smoker’s
lips and the uncomfortable lips of con-
valescents . . . | suggest your whole
family cultivate the Chap Stick habit
—and carry a personal Chap Stick all
the time. Then whenever Dad. Mom.
or the Kids feel their lips getting
rough, . . .7

in

To strengthen this sales
notion. the Gumbinmer Ageney shrewd-
ly suggested to the company that each
Chap Stick bear an individualistic sym-
bol—a triangle, denoting the stick be-
longed 1o Dad. a cirele. showing it was
Mother's private stick. and so on.

5. Finally, disk jockeys are encour-
aged to relate the weather in local
areas to the need of buying both prod-
ucls. For example: “rllt‘nl]n-l.'alurr;' Li-
day—12 ahove zero. You'll need Chap
Stiek for your lips: Chap-ans for your
hands.™”

Both the sponsor and the ageney are
devout helievers in merchandising. Ad-
vertisements in Drug Topies and The
American Druggist (quite apart from
consumer ads in Life. Look and Sat-
urday FEvening Post) inform the trade
how the manufacturer is backing up
the retailers” efforts with radio adver-
lising.

In addition. a handsomely illustrai-
ed promotional folder is sent to drug-

gists further disclosing the sponsor’s
vadio campaign.  1's headlined “Ra-
dio of this special type will sell Chap
Stick and Chapeans (o a wailing mar-
ket

It diseloses market areas where

SPONSOR




|'.l||in announcements are ll—t‘nl,’ ,|m|
details typical radio messages.

\s a final piece de resistance in pro-
motion. the ad agency sends the disk
jockevs a continuous series of encour-
aging letters: *We are promoting vour
show through the drug trade in vour
community. .Local druggists know that
vou'll be helping them to sell ('lm;t
Stick and Chap-ans and vou can be
sure they'l be listening with great in-
terest. . . . You are the only radio ar-
tist carrying the Chap Stick Com-
panv's advertising in your area. S

1]
vou can see, the results your show gets
are extremely important 1o our plan-
ning for next year. We want o come
back for more!”

The radio future of Chap Stick and
Chap-ans seems fairly secure. The way
matters stand now. the sponsor does
not forecast the use of TV announce-
menlts in ils advertising schedule. “The
increasing high costs of TV are sim-
.lll_\ loo !’l’llilil'i“\l' for our ]nu'kr[
book.” says Paul Gumibinner. “Radio
has done a first-rate coverage job at a
remarkably low price. and we'll con-
timue with it.”

In fact. Chap Stick is so exultant
about radio’s potency, that it may. nexl
summer, give the air medium a true-
blue test. The sponsor may try selling
its two cold-weather produects over the
air during the dog days of July and
\ugust. Whether this plan  remains
only in the realm of speculation, like
trying to sell refrigerators to Eskimos.
will be seen. What is certain is that
Chap Stick. which has managed to sell
hand cream and lip pomade to men,
will continue to increase its spot radio
coverage as more men bhuy them, * * *

TV COMMERCIALS

{Continued from page 12)

course, the cost of going into film is
usually an added one of breath-taking
dimension so that whatever vou might
save in time might swifthy be dissipated
by the basic cost of erinding the
cameras.  (Editor’'s note: See full-
|1'll;_'lh article ;:i\ill:_' both network and
spol viewpoints. page 30.)

A word about the awards racket
which is with us late and soon, these
days. and might well Le subject for
some kind of Kefauver hearing, Here's
how it works, A nebulous and perhaps
dubious publication whose circula-
tion is |l.-‘-lml|_\ restricted  to the
editor's immediate  family plus  a
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BOSLON
BLAKLE

IN BIG TOWNS! Hew get high ratings for you, too!

Ratings tha!l constantly capture and
hold the largest shore of oudi-
Louisvi"e 21.7 ences in city after city . . . ossuring
your sponsor top results from his
bottom advertising dollar!

SHALLTOWNSE = o o o et e

Hattieshurg 29.6
Zanesville 26.0 e

Youngstown 21.3 ==

e e % L
: e Y 4, A

ning and holding large [l E TN INCIhNa

and loyal oudiences! mf OHIp

San Francisco 16.0

Minneapolis 16.5




seCond-cons=in froan ~chohari de-

ides  that and
ellon

In an effort

will ol oul
PATIICY L |a11ill|."|.1‘- o an
to bhuild its crirculation,
this. the TN B

Lo achies masazine

=20.50 in four bas reliefl plagques carved

ont of  ttanim and -_\||:Jn»hznz-_'
Promethens bringing the electron on a
platter 1o Mr. Marconm,  Afier great

deliberation. a panel of experts 1 whose
Hanles ‘lP“l!lI ["Jllilli“l'|l| ll[ l}lll.-l‘ o
Pullman cars) awards plagques 1o (a)
the Wire Rope Corporation of Abilene
for its TV spotl campaign. (b the pro-
ducers of The Story fl’l" the Paramecium
as the best educational [rrogram of the

Station AMOK-TY for

its fearless treatment of the glue fac-

YT, .IIHJ ()
tory fire. The other plague is sent to
~choharie for consin’s amusement.

tadvertiser and/or

H Vol asency |

|I.If|||l'rl |Ii It'li'i.\!' e "I llll'"\-l' -I“:I[ll‘.
With

praise so rare in the ad business. yvour

vou're in a helluva dilenma.

When General Electric
mentioned its new
booklet describing the
Mighty Tidy model
vacuvum cleaner, it

got 7,087 requests

in three weeks in
New York—and made
plans to advertise
other models—on...
THE HOUSEWIVES'
PROTECTIVE LEAGUE
Most sales-effective
participating program
«+.anywhere!

vamity fights hard azainst vour judg-
mient and tempts you to make a lot of
the award giving

magazine —accepling it on your pro-
sramm  Lin dialogue of the worst sorl
sinee i is handled by a highly neryvous
man from the |-Il.llli' ation! and enah-
ling vou 1o drive listeners away from
vour program by the drove as well as
voursell 1o devole

allowing precious

minutes of vour commercial time to

plug someone else’s product,

MEN, MONEY, MOTIVES

(Continued from page O)

Just here, in this routine. unhistorie.
little ineident, TV cuts the plot. leaves
the audience unfulfilled psychological-
I, in order not to cut the commercial,
Over and over i radio days, this very
arrangement Kicked up fusses,

* * *

Don’t say none of this is vital. It
is the mosaie detail of program popu-
laritv. It 1= part of the showmanship.
the cornmanship. the pavoll.

Story -telling
ever, making real advances in TV, A
recent |’n\|: }.J.f!’_\llfn" -n".;l'f'l.h'f'l' illl-. "'”Il’
Vigil.” imaginatively “intimatized ™ the

techmques are. how-

-Ill!_\. and avoided =cenery icosth )
by using a succession of close-ups, and
nothing but,

* * *

Probably television craftsmanship is
lech-
nique comparable to the progress radio
1932 to 1944,  But

curiously evident that, like the yvoung

learning at an acceleration  of

made from i ois
wife of our first paragraph. the “old
man's wisdont is not too welcome. As
a final commentary we refer to the on-
into-the-night parade of the Shriners.
Fhis was a pictorial natural for TV
tas for vears with the newsreels) and
a4 Sponsor. Dollv Madizon lee Cream.
But the |-|n||||' ton difh-
First. the

Wwis .‘i'l'“l"i],
culties proved formidable,
||l"'|“|||i|l evenl was ll-r'“\ Il:_'l:lt'li 1“’
'V purposes, Then there was the con-
servatisnn, sobriety and seereey of the
Shriners,  The hapless radio-style an-
nouneer teving 1o “make with the port-
able mike™ rushed np again and again
to paraders with guestions only 1o gel
inaudible. monosyHabie, or cantiously
noncommittal answers,  This was an
incident of pure visnal, bt poor visnal,

which TV

radio. amd radio was literally perspir-

material n was teaching

ing i the 82-degree heat of Thunes

.‘“lill:lll'. * W ok

free plugs o he
. I = in SKEDS for February

TV NET OR SPOT?

"\ Continued _fn-m page 311

1951. However.
rate increases since do not affect the
percentage figure particularly, sinee
station and network time prices go up

i virtually the same ratio.)

Franchises. talent & programs

In the [ranchise. talent. and

aram categories the networks have a

|ro-

stronger voice. and some substantial
arguments,

Take the matter of franchises. Net-
works will tell you that the hassle over
time clearances won't last forever. that
the day  will

when the words

“network u|rlirn| tine will have real

come
meaning in TV, Then. those adver-
nel-
work users will et first crack at the

tisers who have been consistent

illtri‘ (4 lilJlr_’ r-]nl:-, l[ Vol |l|:|_\ .'tlulllu
with us. networks sav. you will be re-
warded. You'll get what vou want
eventually.

Saind

an execulive of one of the leading TV

“l'lr\ argue this |rl'i||l h--ll_\.

% LA

!
LANG-WORTH
FEATURE PROGRAMS, Ine.

113 W. 5Tth ST, NEW YORK 19, N. Y.

Network Calbee Programs at Lol Statwn Cost

SPONSOR




rep firms to sponsor: I will never be
easy for a network 1o clear time in TV
as it is in radio. Stations have grown
up in video thinking along different
lines. They just won't knuckle down
to networks in time clearance if it’s
going to wmean money out of their
pot'kcl.-‘-."

There's practically no argument. vel
over talent and programs. The net-
works have the head start. and own.
control, or can pul pressure on most of
the leading TV stars and shows. as
well as on many package producers.
It would be hard 1o steer around net-
works on this point. unless you find
a good film package for sale. or can
huild one.

On the other hand. reps are begin-
ning to case gently into the TV film
program business, primarily to com-
pete with networks,  Katz, Blair-TV.
Petry, Free & Peters. and network-
owned rep outfits like Radio Sales
(CBS) are seeing package and film
producers these days. and building a
“stable” of properties which can be
offered to agencies in need of a pro-
gram.  One rep firm holds biweekly
screening sessions in its offices, invites
film producers to come up and exhibit
their wares with an eye toward selling
them for spot TV,

Station income & clearance

Station income. in this controversy.
is something networks would rather
not discuss, and reps make a point of
discussing.

As pointed out earlier, the network’s
price for a piece of station time is
usually higher than that of the station.
However, in most caszes the station
actually makes niore money out of a
spol deal.  This is one of those odd
paradoxes of broadcast advertising
which some advertisers have
n!zl”}' understood.

never

Out of every gross dollar in network
billings, the network operates on an
average of 7T0¢. gives the station an
average of 30¢. On a spot buy. even
though the station price is lower. the
station profit is higher. This is hecause
stations receive the nel rate after fre-
quency discount for the time. minus
agency and rep commissions.  Station
revenue from spot can be anywhere up
to 90% more than the revenue for the
same time segment from network TV,

IU's human nature, say the reps. for
a slation manager to be “more favor-
ably disposed”—the quote is from
Katz Agency’s booklet—toward the
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POWER
HOUSE

CLUB 1300, WFBR’s great

daytime audience show, has
the highest Hooper of any
radio show in Baltimore one
hour or more in length.”

This 1s it! The show that does
everything, that always plays
to a full that has
broken year after
year, that attracts visitors in
such droves that tickets are
gone months in advance! This
is the =1 radio buy i Balti-
more — far away the
leader 1n its time bracket—
or practically any other
bracket! CLUB 1300 is a must
m Baltimore!

Other WFBR-built shows are
too! Ask
about Morning in Maryland,
Shoppin’ Fun, Melody Ball-
room, Every Woman's Hour,
and others!

house,
records

and

making history,

“May, 1951, Hooper report.

FABULOUS
RESULTS:

VEGETABLES

A spot advertiser on CLUB
1300 tried a coupon write-
in offer. Three announce-
ments brought 9,000 replies!

TICKETS

CLUB 1300's m.c.madeone
announcement that there
were a few tickets avatlable
for  Monday
Three days later, he dug

broadcasts.

out from undcr requests
for 125,000 tickets!

CANCER DRIVE
We took CLURB 1300 to a

local theatre for one broad-
cast. Ticket holders—(no
big donations) paid over
$1600.00 to American
Cancer Soctety to see the
regular show! (No big
names, cither!)

FOOD SHOW

Biggest crowd in Baltimore
Food Show history came
to sec one broadcast of

CLUB 1300.

. . and others too numerous

fo mention.

ABC BASIC NETWORK & 5000 WATTS IN BALTIMORE MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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advertiser who is |-lllli|1:; o=l oney
in his pocket. Reps all elaim that they
can clear time more easily on stations
than the networks can.  With  time
clearance as tough as it is, this is music
to the ears of mamy a harassed ageney-
.

Station income also has a bearing
on two big intangibles: publicity and
promotion.  Pulling out ol network
TV also pulls an advertiser out from
under network  publicity and  promo-
tion. which has a real dollars-and-cents
value. Howeser, reps say that the sta-
lions—sinee they receive a higher in-
come from spot TV —will he more in-
clined to do a better local-level pro-
molion illlt for the spol advertiser. Do
they balance out?  Does increased sta-
tion publicity and promotion counter-
act the loss of network |I1I|J|i('i|\ anl
promotion?  This is hard to answer.
1||"|n"|u|r- |;|];1r'|_\ on  the |l|'||1|]utillll-
mindedness of the individual station
in each case.

Varvious pro’s and cou’s

\part fram the kev arguments. there
are several other side issues which are
debated with equal vigor by reps and
network exponenls,

. Flexilility: The rep position is

Charleston's most far

that a Spons=or can choose any slalion
he wants in multi-station markets, and
can skip markets he doesn’t want. This
leads. in turn. to better choice of ad-
jacencies, audience eompositions, and
a chance to cash in on local viewing
habits.  Networks generally concede
this point.  Bul. networks will argue
for a combination of wetwork and spot
against this, saying that an advertiser

* * * * * * * *

seNewspapermen outlive advertising men
by three and a half years—hnt hoth oe-
enpational classes offer a shorter life
expectaney than for average Americans,
surveys show . .. the average death age
of mewspapermen is 65.5 years: of ad-
vertising men, 63 vears; of the average
American, 67.2 vears,**

ART EHNRENSTROM

Writer. in Publishers” Auxiliary
¥ Ok a% a% e & R %

can use a network as far as possible,
then shift the vest of the campaign to
a spolt n]n’l'illin]l.

2. Film Costs: Networks figure that
it takes an average of 35.000 a week
on top of a program’s normal produc-
ton hudget 1o put a program on film.
Add 1o this the cost of extra prints
taveraze: 330-500 cach which must
be made to service stations. the cost of

1000 WATTS

reaching station

The desp south, suh, is predominantly

hillbilly, and hillbilly is what our folks

get to the tune of nearly 8 hours a day.

Live bands, disc jockeys, and farm and

market reporis have made WPAL
the top favorite with the hillbilly
fans who comprise the vast majority
of the Southland. Let our reps rell
you more about our “folksy” way

of selling. It's mighty effective. suh!

of CHARLESTON
SOUTH CAROLINA

shipping and routing the prints. ete,
and the savings on time costs may dis-
appear in a shift from network to =pot.
Reps sav that film cost= are not this
hizl. that more advertisers are plan-
ning these days to put the show oun
film rom the begiming to insuve the
hest quality on non-interconnected sta-
tion. Also, reps insist that many film
package producers will be willing to
amortize their film costs in second and
third runs. and not try to colleet it all
the first time around.  The reps point
out. in addition. that prints can he
|-i<-_\¢‘|4-<1. limiting the number of extra
prints needed,

3. Network Prestige: This is one of
those intangibles. like a Bergdorf-
Goodman label on a woman’s dress,
Networks sav that heing on a network
with a show lends the show the pres-
tige and identity of the network and
mitkes it a part of the habit of viewing
a particular network.  Reps say this
i= nonsense. that a show builds its au-
dienee  locally  via local promotion.
However. this is morve of an argument
for the cocktail hoor than for con-
[erence rooms,

Who's usiug spot TV

At this time, only a minority of the
“national”™ program film advertisers in
television are nsing either a straight
spol operation, or a mixture of spot
and network. But more will be arownd
this fall,

The best example of the shift 1o
spot TV in recent months is probably
Bizelow-Sanford  Carpet  Company’s
Bigelow Theatre, The show has heen
operating on a limited (four or five
stations | CBSTV netwark on Sunday
evenings. 6:00 1o 6:30 pom. Bul the
show has heen seen weekly over nearly
35 other stations, with all of the non-
network timebuving Leing done by the
ageney  (Young & Rubicam) at spol
rates,

Bigelow Theatre was alveady  filin,
being made in Holly wood by the three-
CAMer process worked oul il_\ Jerry
Faithanks, a leading independent pro-
dieer recently linked to Ofhicial Filins,
Some of the films were originally shot.
i's veported. for another YAR show,
Silver Theatre. thns hringing Bigelow’s
film costs down,  They have featured
stars like Chico Mars, Jimmy  Lydon,
Victor Jory. Diana Lynn. Virginia
Bruce. and others,  Videodex ratings
have run from 5.0 to 12,5 (average
OD0-10.00, amd |nit'||:1‘|* qunlit_\' (due to
the filn factor) has been very good.

SPONSOR




Some others who have turned
spol TV as their answer:

Snow Crop Marketers with Swouw
Crop Matinee Theater: Interstate Bak-
eries with Ziv's filmed Ciseo ARl :
Rosefield Packing with Skippy Holly-
wood Theatre: Doeskin Products with
Eloise Salutes the Stars: and Curtis

Publishing with Tex & Jinx.

The future of spot

Station reps are out hustling hard
for spot TV. Despite network counter-
attacks. the possibility of more sta-
tions coming in. and changes in cost
factors, vou're bound to see more ad-
vertisers than ever turning to hilmed
programs and spot TV this Tall.  And,
of course. the nets will be battling
right back. It's going to be a rough
session for all concerned until the dust
settles . . . and it may never., * h %

SFORTING GOODS SNUB AIR

(Cont:nued from page 29)

a drive in goll at 170 m.p.h.” ( Unex-
plored so far have been the possibili-
ties of using dramatized radio com-
merciale  complete  with  imaginative
sound effects or filmed TV commer-
cials to tell this same story with the
impact characteristic of the air media. |

These ads appear weekly in about 10
daily newspapers in the largest mar-
kets. Smaller versions are run in some
200 college papers. as well as in Boy's
Life, Open Road for Boys. and some
school magazines.

A big chunk of both the Spalding
and Wilson advertising budgets is sunk
into displays. catalogues. programs.
sport guides (haseball. foothall, etc.).
and magazine ads.  Consumer maga-
zines used are Saturday Evening Post,
Life. Time, True, Argosy. Field &
Stream, Ouitdoor Life, along with the

specialized American  Lawn Tennis
magazine.
Another promotion device. which

runs into money. is to sign up leading
stars, pul their names on products in
return for royalties. Wilson is especi-
ally strong for this type of operation.
has golf champions Gene Sarazen.
Lloyd Mangrum, and Cary Middlecoff
on the payroll. just to name a few,
Except for occasional newspaper
mats, neither of these companies (Wil-
son or Spalding) spends any money
for cooperative advertising or dealer
aids. Distributors (usually a large re-
tailer) or local stores must nake up
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your radio dollay soes muck farther

in Pennsylvania’s top quality market

For WHP. the dominant voive of Harrishurg

fur a quarter century, is now welcomed into tens of
thousands of additional homes in Pennsylvania’s
rich South Central helt. It is the CBS station
servinz such markets as Harrishurg.

stata i Lancaster. York. Lebanon. ete.

Leading the
effective buying in-

come per family as
well as in per capita
buying power. the

WHP
lliTl‘r:i

vast new

service area

YVHP

5000 WATTS
380 K.C.

vou the most promis-

ing opportunities for stepping

up sales or expanding distribution.

Find out how effectinely WHI?
can work for yvou and how
little it really costs. Ask the

Bolling Company for particulars.

the key station of the keystone

state . . . . Harvishurg. Penna.
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This smiling maider. with stars
in her eyes.

For a trousseau is shopping and
here’s how she buys.

A twist of her wrist, her radio
dial’'s what she sets.

To WSPD, where she has trust
in suggestions she gets.
And, after the wedding through

years of housekeeping bliss,
her daily listening favorites
she never will miss.

So Sponsors, reach housewives,
that we call Madam Buyer
Buy time on WSPD, North-
western Ohio’s favorite

Town Crier.

wp TOLEDO,OHIO

A Fort Irecludliy $ tliom

H080 WATTE-N.B.C,

y WSPD-TV

CHANNEL -13

[ Represented Mationslly by KATZ

their own radio commercials. usually
their own ads. and foot the bill all
alone,

This is where the manufacturers—-
all of them—are missing a good bel.
\s the advertising manager of a large
.-|ml‘lill:_'. ;_'uml.\ store in the East ex-
pressed it to sroxsor: 1 think the
manufacturers are asleep at the switch.
We don’t have the money to do the
kind of jnl'l we'd hke to, but with some
|Ii‘||| il llli;_'lll he a different story. For
example. I'd have a television show
featuring sports in action,  Using film
we'd show hunting dogs working game
birds in Virginia one week, maybe
follow it up with trout fishing in
Maine the next.”

Most sporting goods retailers and
sporting goods departments of large

Ad tips to sport goods retailers

By Grant Ovington.
Grant & Wadsworth, lue.

(Condensed from Sports Age magazine)

I. Point up the store’s main appe:
in all advertising. W your persox \
is a strong business point. feature your
name—with  sporting  goods  produets
secondary. If price is your main selling
‘save”” and “dol-

tocl, give words like
lars™ top billing.

2. Advertise  consistently. not  in
asional burst, per-
haps at the peak of a pre-seasonal sport-
ing goods buving period, to stir “em up,
but remember the old story of “continu-
ing drops of water bhreaks the rock.™

spurts.  Use an o«

3. Radio and wewspaper should com-
plement one another A short radio an-
nouncement can eall attention to the
sporting goods ad in a newspaper, there-
by increasing the ad’s readership. Simi-
larly, small newspaper ads can be used
to promaote a radio program, inereasing
listemership.

4. I you don't keep a direet mail
list of =porting goods enstomers—start
one wow! It ean be used to semd omt
personal invitations te listen 10 your
radio show or visit the store.

3. Don’t expeet an immediate re-
turn from  advertising, it builds  ap
gradually., Regular advertising designed
to maintain your business at g particu-
lar level
buying you've done. When you plan
sour busing of sporting goods. you are
in efMeer planning your advertising.

1 b based on the amount of

stares would probabily consider this ad
lll:ttul;_'l'z'r- pI.‘ll;x too elaborate, 3t
many have gone ahead with less ex
pensive programs that have  panned
ont very well, o the paragraphs that
follow. you'll find examples of suceess-
ful pse of the air by local retailers,
proving that radio can be nsed snecess

[IJ“\ o move -_-pnl'lill;: ;_'uml':-. But
bear in mind that there are relatively
few sporting goods stores on the air
because manufacturers do nothing to
encourage local ad activity—and be-
cause they do little on the air them-
selves 1o set an example. SPONSOR
hopes that throngh publication of this
information more retailers will be en-
couraged to tap the wide markets radio
and TV ean make available 1o them.

One outstanding advertiser is Chica-
eo’s mammoth Marshall Field & Com-
pany department store which uses a
15-minute weekly radio program over
WBBM called Sportsman’s Corner to
promnote its Sports Department, Sports-
man’s Corner is on every Thursday
night from 10:30 to 10:45 pan.. had
a special May Pulse rating of 4.0 with
a 20'¢ share ol andience,

Announcer Hal Stark and m.e. An
Mercier make informal conversation
about nearby fishing prospects—uwith
Mercier in the role of expert. Both
collaborate in putting over the com-
mercials in the relaxed style character-
istic of the entire program.

To spice up the strictly technical

dialogue between announcer and m.c.,

KXOL

leading
independent

SPONSOR




Mercier interviews a guesl sporls star
or a local sportsman who has had an

|

: : . r
interesting experience.  Recently, for

example. it was Phil Cavaretta of the
Chi('agu {:'ll"h'.

Another diversion which adds varie-
ty is the singing of George Ramshy.
who accompanies himself on the gui-
tar. Ramsby sings the theme which
opens and closes the show, gets in two
popular songs during the broadcast.

In addition, listeners are invited to
enter a weekly sports tips contest. One
prize given away recently: a pair of
Stream Fze fishing rods.

Marshall Field nierchandises Sports-
man’s Corner heavily, Large placards
on every floor of the Men's Store an-
nounce the WBBM program.  There's
a special window display on Wahash
Avenue and large sports notices on the
Sports Department floor.  Field uses
a WBBM microphone and equipment
in a changing display. which features
all the products advertised on the pro-
gram.

Passon’s Departiment Store in Phila-
delphia. reports a Philly ad agency
executive. has a different approach to
their radio advertising. Instead of a
program, they use announcements—to
sell the idea that Passon’s is a good
place to buy any kind of sporting
goods. In this type of institutional
advertising, 1o products are mentioned

A third way in which an alert spon-
ing goods retailer can cash in on ra-
dio’s drawing power is illustrated by
the Atlas Sports Store in Washington,
D. C. Ailas sponsors a five-minute
segment of morning-man Ant Brown's
program over WWDC six days a week
from 7:15 to 7:20 a.m.

On for over two years, the daily
stint concentrates on fishing tips, Dur-
ing the winter t'lu|1hasi:~ i< on the more
“academic” questions about types of
tackle. methods of fishing, etc., while
during the summer daily reports of
how they're biting in the various waters
near Washington get the play. To en-
sure up-lo-date. authentic reports for
each (l:lil}' broadecast. WWDC  tele-
phones for a “fisherman’s weather
forecast™ from the Naval Air Station
at Patuxent, Md. covering Chesapeake
Bay. The station also telephones a
contact man at Deale. Md., and gets
his rundown of fishing conditions
around the bay area. WWDC's news
department puts these together and
Art Brown ad:ibs around the com-
bined report.

Two gimmicks used very effectively
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DOLLAR FOR DOLLAR THE XL STATIONS DELIVER THE BIGGER MARKET

There are

In a recent, thorough investigation Advertising
Research Bureau (ARBI) interviewed scores of persons
who shopped in ADVERTISED stores LEARNED that some
people get their information by listening others by
Reading ...

f

LET US PROVE IT!
Clip this coupon and

receive the “Proof of

Putting"

4 me Y2 crg 1N \
p\uwl_\;:‘qo WA ,uu("d \
u\tt‘:;;qe_g‘ﬁ \\
' \
\
\‘ rdame
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‘t Bunine 5
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I(XI: KXLY KXLF
KXLL KXLJ KXLK KXLQ

Eastern Sales Manager - Wythe Walker - New York

Stations Western Sales Manager - Tracy Moore - Los Angeles
SERVING THE PACIFIC NORTHWEST
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|'_\ Vlas on the Yvt Drown Show are
claborate fishing guides and a sports
The fishing guides.
handed out for the asking at the Atlas
charts of the
Chesapeake Bay area. overprinted with

llllr'-lill]l conlest,

~More.,  are I1i||lll.‘-lllllt’
vinhols indicating the location of hish-
ing spot=. buats for hire. and marine
O the back of the chan
i= a comprehensive listing of all charter

uas <Lations.

fishing hoats and boat liveries in the
area. The listing gives captain’s names.
phone numbers, deseriptions of the
honats
want Lo know.

evervihing a fisherman would
A \n't'“_\' sporl=s contest imvites lis-
eners 1o semd in 1}11.!':-‘-“““:- on sporls

which are answered by a stafl of ex-

perts from local Washington  news-
papers.  The listener whose question

1= chosen gets a S10 merchandise eer-
tificate which he can “spend™ at the
\tlas Store. Questions sent in for this
conlest average about 300 a week.
\tlas Sport Store also sponsored a
last
Washington Senator’s haseball games

10-minute  show  before vear's
i for half the scason, called it Dugout
Chatter.

views with hall |'I“.""""

|'u||>i_-‘-l|‘|| n{ illil'l"
This year Al-

las bought 150 ane-minute announce-

Formai

menls Lo Irll‘n'lli' each ball game,

In Elmira. New York. station WENY
reports two local :-|mrtill|!_' ;nm']!-» re-
tailers who have used the air consis-

tently. each for five vears.  Elmira
\rms Company. a sporting goods de-
partment store with a1|r]l|i‘llll'r'.-. Loy s,
and records as sidelines. sponsors a
[0-minute news period at 7:15 pon.
every Tuesday, Wednesday. and Thurs-
day.

Elmira Arms has simply stuek with
the news type program tinereased il
from five minutes to 10 minutes this
vear ). using it as a vehicle for straight

The

no  merchandising

anntouncenients, =lore has no

simmicks, tie-ins.
hut reports good results for all Kinds
of sporting soods “from bobsleds 10
Bikini suils,” \bout
thirds of the commercial air-time s

hathing two-
spent pushing sporting goods. the other
third is divided between |lhl:1u t'llllil}-
ment. records. and appliances.
Another WENY

Valley Folks, sponsors a weekly five-

advertiser.  Pine
minute session of general sporting in-

formation — 6:20 p.m.  Thursdays.
Hunting and fishing get practically all
the attention.  This retail

along one of the main highways to the

store sils

¥ Shreveport is the
leading Southern
city in purchasing
power, according
to Sales Management. With
the "Louisiana Purchase’,
vou also get Kastern Texas
and Southern Arkansas in
this rich, tri-state oil and
gas capital of Ameriea.

Only KTBS in

10,000
WATTS—DAY

»/Zf'z()w/m-z/ .
gives you ALL THREE

OVERAGE

UDIENCE

ERCHANDISING

...at 2/3 the cost!

710
| KILOCYCLES

KTBS

5,000 WATTS
NIGHT

NBC

SH R E V E P 0 R T Natl. Representative: Edward Petry & Co., Inc.

]"i!l;,:t'r Lakes in Northern New York
State, is buill log-cabin stvle. No mer-
chandising

used. hut

tic-ins  or  gimmicks are
Pine Valley Folks
substantial retail and mail-order busi-
Mail-order is a natural for radio
advertising. sinee coverage is usually

report
ness,

widespread at lower cost than other
media.

One retailer has exploited  radio’s
point it= ability 1o

sitles

slrongesl
11_\ Lomg on the
Frank

15-minute

project personality
air |||'r.~l|1|d“_\' with his \\'il'v.
and Corinne Parker do a
show at 6:30 p.m. every Tuesday over
station  WFEA.  Manchester.  N.H.
Called Sports Club of the Air. the pro-
aram consists of informal conversation
about hunting. fishing, camping. and
whatever sporls are current.

Some of the gimmicks used by the
Parkers:
women who are up on sporling activi-

mterviews with local men and

lies:
events: and a telephone quiz.

announcements of coming sports
Parker
calls people from a list of contestants
registered al the store. asks them a
question based on New Hampshire’s
fish and gzame rules. and pays the win-
ner 23.00. or whatever the accumulated
jackpot happens to he.  Contestants
called. but unable 1o answer correctly
el a 51.00 certificate
redeemable at the storve,

The Parkers are well-satisfied with
Listeners

merchandise

their broadeasting venture.
from all over the state. attracted by
their sense of and informal
banter. have dropped in to the store

humor

to say hello—and buy. This is especial-
Iy fortunate since the Parker store is
off the main street of Manchester and
in a basement location without display
windows to attract attention.

In Joplin. Mo.. another sporting
Bob  Marcum,
swears by his radio program. Says
Marcum: *“This is the only advertising
we  do. We tried other media. but
wWere |]i:~;t|:|mi|1h‘cl."

Marcum’s  Sporting Store
sponsors The Sportsman over KSWAIL
Joplin. every Tuesday from 7:30 1o
8:00 pom. This ambitious half-houar
show uses an announcer amd an m.e.

Ii,;n:ml.h =slore  owner.

(;I)llll!;

usually includes at least one guest in-
Bob Mar-

cum himself may be interviewed. pass-

terview on each broadeast,

ing on the latest dope on how fish are
biting. what types of bait to use. and
answering general questions on tech-
Guests  have included  bait-
casting experts. specialists in river and

nique.
lake fishine.

SPONSOR




Besides building up store vallic in
general, Marcum  finds that theyve
built a steady business in reel repairs
—often get 25 reel vepair jobs a day.
A caution on using radio advertising
from Bob Marcum: “Bringing them in
is only half the job. Having them
leave with what they came in for is
the other. more important. half.  >el-
dom does a disappointed customer re-
turn, so make sure yvou're adequately
stocked.”

Another broadeast with a personal
touch is Fisherman's Forecast, spon-
sored by Swick’s Sporting Goods in
Trenton. N. J. It's heard over WBL'D.
Morrisville, Pa.. Monday thru Friday
at 5:45 pa.

The five-minute show is broadeast
direct from Carl Swick’s store in Tren-
ton, deals only with fishing.  Swick
personally reports on tides, gives fish-
ing tips for spots between Sandy Hook
and Beach Haven. N. J. He gets the
latest reports on how fish are hiting
from local charter boat captains, who
get a plug for their boats in return
for the information. Retailers, too,
have cooperated with Swick in getting
authentic fishing reports for the hroad-
cast—Joe's Tackle Shop in Seaside
Heights. N. ., for example. gives a
daily “wire bulletin™ detailing tem-
perature and condition of water. wind
direction and lorce. ete.

The program’s popularity has mush-
roomed since Swick started it two years
ago. Hard put to get ('nnug}l raw -
terial for the five-minute stint when
he began. Swick now has trouble get-
ting it all in.  About 20 letters a day
come from listeners. plus phone calls:
and he's had numerous offers from
other retailers to provide fishing re-
ports, Swick is thinking of expanding
the program as a result.

Business has about doubled since
the broadeast started. has led to for-
mation of “Swick’s Fishing Cluh”
(they're saving up for a boat), and
o two ﬁhhing conltests  each year.
Prizes g0 to ecach adult and each
voungster under 14 who catches the
largest fish in each of several classifi-
cations. Size of the prize (a merchan-
dise certificate! depends on the fish:
biggest striped bass brings 825, while
the largest fresh-water sunfish hrings
$5.00,

TV has also proven itself an ideal
medium to promote sporting  goods.
A progressive West Coast manufac-
turers agent. MeCune-Merifield Com-
pany. sponsors a weekly telecast over
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B |
of CKLW’s powerful SALES PULLING POWER!

Put this tremendous
50,000 WATT POWER

to work for you!

Phone, Write or Wire

CLILAN

50,000 WATTS at 800 KC
GUARDIAN BLDG. = DETROIT

Adam J. Young, Jr., Inec.
National Representative

Mutual Broadcasting System

J. E. Campeau
President

=
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KRGO-TY. san Francisco. e coin-
pany  plugs its fshing gear. whieh i
announces “can be bought at your
local sporting goods store.”™ A syndi-
wed =poris cartoonist. Morie Morri-
sont wis chosen 1o handle the .
{ Elllrl"_ Morrison shows VIEWErs !ln\\

fishing works by means of charcoal

drawings. also interviews guest ex-
perts.

Explaining their reason for pulling
o f"r-.sfu'u".: With Marie, Roland Me-
Cune. president of NMeCune-Merifield.
1 we are

thousands and thousands of new

have
fi<h-

ermen each year. we are going to have

explains: soing o

Loy tho hllllli'”.li'lll‘_' about i. We wanl o
help our retailers sell more of ous
products by attracting the thousands
of non-fshermen whao can be interested
We believe that

a little instruction in how to cateh fish,

in angling as a sport,

|i‘-|i}|[;_- 1':|tnlr'-_\ . h.l]lfl- ol fi--ll_ an
things along that line. will attract many

new devolees,

““The season lemon
juice sells best is the
summer. However,
as a result of your
convincing selling,
thousands of grocers
have ordered all
winter long ...it's a
wonderful job!"”
Realemon wrote to...
THE HOUSEWIVES’
PROTECTIVE LEAGUE
Most sales-effective
participating show
...anywhere!

Mithough sporting programs are still
i small part of most T\ operations,
there's evidence that more are in pros-
KFLTV,
\ngeles. has Fishing Pals, a program
asked for and ol
large amounts of used fishing gear for

pect. For  example, Los

which just recently
a children’s recreational organization.

In Boston. Fea-
tres, Ine. announces a new film series

“l‘.tl‘nll 'III'II'\II?‘.“I“

tor TV, featuring fishing all around the
3 Called Places  with
Gadabout Geaddis, Wt shows fishing ex-

country., G oin

pert  Gaddis dropping his line into
'I';Unp;l “;t_\ for larpon one week. cast-
ing for trout in the Adivondacks the
next.  The 15-minute films were origi-
rm||_\ made 1n 1'n|n1. should he \;Ifi:-
able when color TV reaches maturity,

The case histories given here indi-
cate that sellers of sporting goods atl
all levels will find radio. and TV, very
worthwhile  advertising  vehieles-— il
they get the right program and stick
with it.  The answer to ad budgel
problems is to tailor the air advertising
to fit the jll|| you can allord to do.
\nnouncements may he all a small
~tore can afford. while hall-hour pro-
urams done with a fourish are within
the means of bigeer ones,

Certainly the larger distributors are
miis=ing oul on radio’s broad ecoverage
to put over their sporting goods ilems.
\|.‘|lml'.'h‘im'vr.-. Lo, ll.‘l\l' ve'l 1o _'_'ill'
the air media a proper test,  Even il
network hroadeasts prove too t'n.-lil\.
||rl|]Jl‘I':1[i\l' Jl}\'l'l"i‘-ill_‘_‘ with local deal-
ers could accomplish much more than
most equipment makers realize,

Sporting goods sales are probably
the most elastic of any husiness, sinee
these kinds of items are in the “luxury”
class. A coneerted advertising cam-
||'I|'

media. could I'_\IF.”HI the sporl ;.'(uu'r\

paign,  using broad  consumer

market tremendously, 1t requires only
imagination and careful planning.
* k *

STUART CHASE PROPHECY

(Continued [rom page 33)

H'IITi'n]:- o=l |'l'.--|ilarl_.--i|i|t‘ flll' 1';|(“(|_‘-
progress and self-improvement. Chase
can =till be quoted when he savs, “hy
spinning the dials a bit. vou can still
hear any mmonnt o divect advertis-
g,

CHASE: “Some products arve fairly
well :Iii;llllml Lo radio advertising, The
Harmonica ““.“ can ool their own

harmonicas: the United States Playing

Card Company can hroadeast bridge | e ————

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent Hooper Leader since
1943. Leads morning, afternoon
and night! . ...

ROCHESTER, N.Y.|
5,000 WATTS

I8~
iy

Representatives . . .
EVERETT-McKINNEY, Inc., New York, Chicage
LEE F. O'CONNELL CO.,Los Angeles, San Fronclsca

pial “920"

for the
fastest
growing
market

in the U. S.

TEXAS

ODESSA -
BEN NEDOW

Owner and General Magr.

MNational Representative
FORJOE & CO.

SPONSOR




games with experts plaving. Bul just |
what connection is there hetween mo- |
tor cars and symphony orchestras, be- |
tween a pair of wisecrackers and can-
dy2%

PATTERSON: *It’s
what happened to the harmonicas
where advertising is concerned—hut
Arthur Godfrey is understood to have
done nicely with ukeleles. As for the
weekly broadeasts of bridge games,
these apparently have been carefully
avoided. Incidentally. symphonies from
Detroit have sold motor cars. and Dr.
l. Q. sold a lot of candy for many
vears.”

CHASE: With rates on the Red
Chain $4.740 an hour and on the Blue
Chain $3.200. the dificulties of giving
the advertiser value for his money are
very serious. When the advertiser re-
tains stars. they swamp him. He comes
off second best in publicity every time.

hard to say |

“He cannot very well announce: “The
Nestle Soprano, Galli Curci.” Madame
would not stand for it. How many
people knew the Royal Typewriter
Company sponsored the first Tunney-
Dempsey prize-fight hookup. and paid
$35.000 for it? The only way the dis-
traught company could get its message
through at all was by asking the an-
nouncer—with some trepidation—to
casually mention that some of the
sports writers nearhy were using Royval
Typewriters.”

PATTERSON : “Network rates now
approximate $10-11.000 an hour for
the basic networks. This indicates an
increase of about 6477 over Chase's
figures. The increase. though. is far
outweighed by the increase in radio
station outlets, listeners. and radios.

“As to sponsor identification of the
artist. consider amnong many: Chester-
field’s Bing Croshy: Lucky Strike's
Jack Benny.

“It’s impossible to determine how
many people know that Royal Type-
writer sponsored the Tunnev-Dempsey
fisht—but there’s hardly a sports fan
in America today who doesn’t connect
Gillette Razors with the World Series
or Pabst with boxing events.”

CHASE: “In short. the broadeasting ‘

industry is not in a healthy condition.
It is trying to live on advertising. and
being poisoned by it. The public will
no more stand for direct advertising.
in the long run. than people will stand
for a guest trying to sell insurance to
his host.

“For my part. 1 would ke to see
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MONTGOMERY MARKET

95TH MARKET
IN THE U.S.

® Mighty Montgomery
* is the hub of one of

the nation’s top agri-
cultural and indus-
trial markets.

$134,000,000
CITY RETAIL SALES

® Mighty Montgomery
had 1950 city retail
sales alone that were
$5,000,000 above
those of the previous
year.

OVER 600,000
IN TRADING AREA

® Mighty Montgomery

dominates the rich
surrounding trade
area of 11 progres-
sive and expanding
counties.

GIANT AIRFORCE
MILITARY BASE

o Mighty Meontgomery

home of Maxwell
Field, one of the
largest Air Force cen-
ters in the entire na-
tion.

Write,

MUTUAL

Wilj

Represented by
Weed & Co.

NBC

WSFA

Represented by
Headley-Reed Co.

CAPITOL
OF ALABAMA

® Mighty Montgomery
is a focal point of in-
dustrial development

both in Alabama
and in the new
South.

MONTGOMERY
NETWORK

STATIONS
ASSOCIATION

ABC

WAPX

Represented by
The Walker Co.

CBS

WCOV

Represented by
The Tayloer Co.
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the Government take over the job of
broadcasting. as England.
programs. and paying
for them by a license tax on every re-

i= done in
arranging the

rening set.
PATTERSON :

inilustry s

“The broadcasting

progress has  been  truly

\merican. through inventive genius.

competition. and. to a large degree.
self contral.

the
English system touches on a sore point
of fery

“Chase’s  recomnendation  of

debate arzued timnes

l[ll‘nl.l"h the years.,

Il'h'.-lll_\'
Certainly. broad-
casting’s progress in the U. S, during
the last 23 years has won for it an un-
questionable place as an advertising
medinm,  England still has no Bing
Boh Hopes. Jack Bennys. or
The progress of TV
in England has been controlled to the
the Britush Gov-
nol to oulmode the
millions of AM receivers now in use.

Croshys,
\rthur Godlreys.

embryonic stage by
ernment—so  as

It is not the
progress that permits the sale of a ra-
dio set for as little as 810 1o bring mil-
lions of dellars worth of enterlainment
into an American home, It 1= not the
progress thal makes ereat truth of Da-

“This 1= not progress.

vid Sarnofl’™s wise words. “The richest
nian canmnol l’JU)’ for himself—what the

poorest man gets free by radio’.” *x*

MR. SPONSOR ASKS

(Continued [rom page 39)

crs or .-i.'j]t‘:illlt‘ll. I"n[‘ [’Xal“})[u. one
advertiser who sponsors an elaborate
hall-hour musical variety program also
hhas a 15-minute program consisting of
local colummist.

offered a sp(‘ri:ﬂ

news analysis by a
When the advertiser
mailing ou both programs. he
amazed to find out that the news man
oulpulled  the more expensive hall-

hour musical program three to one.

was

The success of the participating
formula in Los Angeles for the man

with a small budget has resulted in an
extension of that formula to more ex-
pensive progranis,
like wrestling. base ball.

liU\t‘ l?t‘t'n .-'[lutlsun'll ll}
}'.l‘nl..l[l'- |If

Thus. sports shows
and boxing

collective
Ho-competing — sponsors.
each of whom hears only a relatively
small share of the cost hut gets the
henefit of the mass audience which
these higher
This same principle has also been ap-

|nm|"tlm‘| shows can win.

station in the entire N\

Pranf of \WPAT"s de

sebstantial rate

e redie

WPAT

PATY RuIN,

t?L

Total audience increase: more
[Strongest gains during prime evering TY time.)

vinant ,»f,_.-;r;.' n and

effective Sepe. 11,

See next Spongor jsie for
remare ."'f.-"; rud iy suecess staries 1
fdets wndd _f:.l'."f-’r'-. _|r" hs!

WPAT

made the largest .\'m'n’vv uf any m({io

“\1& ,(H{l'

nmetropolitan area f) om 1950 to 1951.

than 25¢ "

pulling

Jewer stk Nurth fu
Proaf wf vutstanding vesults for almnst
cery dype af adverttier i the N.Y =N market
The “staniding voom .-r,u"_\'" LN 45 i,
Based on these VACTS, VWPAT aunvuneces a

1951,

uf the muit

the voauntry—

"N.Y.-N.J. Pulse Jan.-Feb.-Mar. 1950-1951
“Send for details

’ 5000 watts

930 kc
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plied 1o expensive feature films and
hour-long variety shows. One of the
most expensive programs in town has
been sponsored for the past year hy
“The Big Four” automobile dealers.
cach selling the same make of car hut
located in a different part of Los An-
geles County.  “The Big Four™ have
won a loyal following and report sub-
stantial sales for each—whereas none
ol the four could have afforded 1o go
it alone on such an expensive venture,

In a market as competitive as this.
“sold out” sign that prevails
in single and two and three-station
the
program and sales stafls of the station
have had to work closely together. and
ingenuity and imagination are the or-
der of the day.

where the

markets s nowhere in evidence.

One classie example
of creative selling in this town con-
a station which scheduled three
full-length movies on Saturday night.
\ bright salesmen suggested that they
top it off with a [ourth feature filin
which he promptly sold o Murine.

cerns

Oddly enough. in this market where
the local advertiser plays so strong a
part. department stores have nol vet
begun to take full advantage of TV.
Other retailers, such as supermarkets.
are on TV in the daytime and in the
later evenings. and one principal chain
sponsors two teen-age shows on Thurs-
days and Fridays geared to take ad-
vantage of the weekend shopping surge.
A group of 1.300 independent drug-
aists share the cost of an expensive
half-hour talent show. But the depart-
ment slores have not yet come into Los
Angeles television on anything but a
minor scale.  The potential revenue
available in this field presents a chal-
lenge which the local stations are not
ignoring.  and of them is
bending its efforts in this direction. It
appears likely that by fall there will be
a change in this picture, and that the
key to it will be the emphasis on the
merchandising tie-in of the program
amd the store,  Recently when a down-
Llown :l:'p.‘irlnwlll store advertised the
personal appearance of the cast from
a local live youngster's show, the store
was swamped with over 30,000 Kids,

everyone

[lere is one retailer who doesn’t have
to be sold on TV, and with proper em-
phasis on the merchandising aspect of
lelevision. it s likely others will follow.

Judging from the vast number of

local advertisers already on TV. each
of whom has a convineing success

<tory to tell. it appears that low-hudget.

SPCNSOR
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local sponsorship is here to stay in the
Los Angeles market. By judicious and
ingenious use of daytime and late night
hours. and the participating or share-
the-cost formula. more and more local
sponsors will be able to afford tele-
vision and reap the sales rewards that
are awaiting there.

Riciakp A, Moore
General Manager
KTTI

Los Angeles

AFTER-MIDNICHT

(Continued from page 27)

mamy have some odd pre-conceived no-
tions about the nature and size of the
alter-midnight audience. particularly
in large metropolitan markets,

The usual picture of a big-city after-
midnight radio hstener. in the minds
of most sponsors. looks something like
this:

It’s nearly always a man. He might
be a tired short-order chef. sleepily
flipping hamburgers in an all-night
beanery. He might be a cabbie. crus-
ing the night-deserted streets of a
greal cily in search of a late fare. He
might even be a foreman working the
“graveyvard shilt” in a defense plant.
or a night janitor dozing on an eleva-
tor stool.

The selling seldom  vesembles a
home. H mighl be a car. or a restau-

rant. or a business oflice. or a manu-
facturing plant. Not
often.  Marketwise. most sponsors feel
that alter-midnight radio dialers are
few and [ar betwesn. and do not repre-

But. a home?

sent an appreciable buving power.

Il this is the picture in your mind
.. .prepare for a mild shock.

Results of a 12-county. New York-
New Jersey survey prepared by Pulse.
Inc.. and released recently by WNEW.
New York imlt‘peml{»nl station. throw
some real Light—for the first time
on just who's listening. and where. in
the country’s largest city.

It's entirely logical that WNEW.
tong a pace-setter for the independent
stations in the country and the origi-
nator of “block programing.” should
ook into these questions.  Since Au-
gust, 1935 the station has been airing
the Milkman's Matinee from midnight
to 5:00 a.m.. first with Stan Shaw and
later with Art Ford. Successful sales
results have been achieved on this noc-
turnal airshow (which walked ofl with |
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the highest ratings in the survey 1 for
a variely ol advertisers. including Bar-
basol. Canadian Fur. Robert Hall
Clothes, Knickerbocker Beer. United
Fruit. Baver Aspirin. National Shoes,
White Tower. Barney’s Clothes. and
Phillip’s Milk of Magnesia.

The Pulse study. even though it only
shows quantitative and qualitative fae-
tors about 2.100 radio [amilies in the
New York metropolitan area. is ol
greal interest to advertisers.
have been many studies made on the

There

results of alter-midnight programing.

bt lintle -
nature ol the auwdience.
First of all. the WNEW-Pulse stuihy

throws some interesting light on the

d‘lll;l“l\ Rttt .lill!lii Iiu'

questions ol wale-female ratio in the
The sur-
vey figures show that in the entire
post-midnight radio audience in New

audience. and audience age.

York. both at-home and out-ol-home,
some 287 of the audience s male.
and 127 is female.

there are about four women listening

In other words.

for every six men., so the audience is
nowhere near as lopsided as thought.

-ales Management,

NBC Alfiliale

Only ONE Station DOMINATES

This Rich, Growing 15-COUNTY MARKET
WITH
GENERAL MERCHANDISE SALES OF

$89,084,000"

1951

AM.FM
WINSTON-SALEM

L

urvey of Buyng Power

Heatevented &
WEAGLEY REED €0
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A= Do the age classthcations into
which  the alteramidmght - audience
falls. here are the resulis of 1he
WAEW -Pulse repart on this subject:

Entire Poat Madswighr Roidio
b sl v miaty n Nerr Yord
Lus od Putinl
118y eur iy =
o Nears 19,6
004 v 14.5
15 years & uier 24,1
Fonud 1000
Medhinn Age o = kears
N In tds median, hadl the pmbvnes g s
vars oy over, Lhe other hall 32 amd undor An
sverage would bee distorting

From an advertiser’s view pomt. you
can see the pattern that s heginning
1o emerge. The alier-midnight radio
audience i New York is still mostly
a masciime one. bt inoa six-to-four
ratio with women.  It's an adult auw-
dience. with over nine out of ten peo-
ple heing aged 20 years and up.

What do these New Yorkers do for
a living?

Certanly, the audience includes such
sty -upelaters as chorus givls, bartend-
ers. musicians, firemen. students. and
retived  millionaires,  Bul. they're a
long way from making np the bulk of
the post-midnight dialers.

The two largest groups are made up
ol housewives 1wha rank No. 11 and
clerical and  sales workers i stenos.
ollice workers. salesmen. retail clerks.
ete. who rank N, 29, Tu;;vlhvr these
two groups add op to A5 of the en-
tire audience.  Add 1o this the manual
workers (skilled and unskilled labor,
carpenters, garagemen. ete. wha rank
Now 31 and you'll find that some 60°;
of the audience 1= a laivlyv-normal eve-
ning  adult tsee el on page 27)
audience,

With this kind ol audience compo-
sition making up the post-amidnight
dialers. you might suspeet that most of
the radio listening i New York's wee.

<tall hours is done at home, You'd Le
right.  Also. you might figure that the
audience, in'ill_'_' lllll:-ll} housewives,
<alaried  people  and  wage  carmers.
would stay put in one place,  Again.
vou'd be righ,

On an average night. the share of
unduplicated  listener-lamilies  tuning
to radio at home is 86.5% 1 oul-of-
home it's 13.1% 1 and for the few who
listen part of the night at home and
part away it's 0.4 v, These fizures do
not change much over the period of a

* * * * * * * *

seAdvertising is not an overnight job,

One large food advertiser spent £75.000

a year in the New York market for five

sears before he began 1o show a profin

on the advertising investment. There is

no short-cut o consumer eceptanee,

The merchandise . . o has to be adver-

tised today, tomorrow, west month, and
next yvear.®

BEN DUFFY

Presideat, BIRRDO),

Iu his book “Profitable Advertising

in Today's Media and Markets™

* X * * * * * x

week. :lllllllll;:h there is some increase
in the m-and-out-of-homes share. =tll.
it would e wise for the advertiser us-
ing aflter-midnight radio in New Yark
to remember that he's selling primari-
Iv o an audience that is at hone, nol
away,

Now, how big is the New York au-
dience, and when does it listen?

In New York's metropolitan area.
according o the WNEW-Pulse  find-
ings, some 23% of the wial families
that's nearly one out of four— e 1o
radio sometime between midnteht and
0:00 aan. This gives an average
nizhtly andience of 1,353,200 listeners,
Sinee different !}I'II'III' listen on difler-
ent nights. the pattern changes over a
weeks (e, During o week., some

¢ O, t::e 3’3' 3‘( in Knoxlf

Not the biggest station. but the BIG BUY in cos
per thovsand homes reached in Knoxville's
en eivele™ oL L the industrial metropolitan are
335,000 peaple. Cover this compaet market with
WEBIR AM and FM, both for the priee of one.

The Bolling Company

a of

11

74

3.0 ol the families i the New
York area—a weekly total of 2.225.900
people— tune i their radios alter mid-
night. according Lo the survey,

Listening, the findings showed. 1akes
a jump upward in New York and New
Jersey in the 11:45 pan to midnight
quarter-hour. then slowly staris edg-
ing  downward.  The  pre-midnight
jump. due to new tune-ins. is an in-
crease of some 1857, .

\t midnight. week-long averages in
the WNEW-Pulse study show, some
1280 of the area’s homes are using
radio. and at least 15 AM and FM ra-
dio stations are on the air (including
WANEW and its highlv-successful Milk-
man's Matinee with Art Ford). Other
choices of programs range from the
hreezy controversial ehatter sessions of
Barry Gray on WMOCA, Symphony Sid
and the latest in “hop™ records on
WIZ. and the feminine tones of Bea
Kalmas on WNGM to the quict strains
ol the Symphonic Hour on WEVD,

From the midnight peak. listening
begins to slide downward, and stations
start dropping out of the listener
sweepstakes.  Here's how the pattern
develops in the WNEW -PPulse findings,

Sole Toi-l'ge Trewd After Midwight
In New York City

Time 2= wliry, gn Nels-in-use
Midnighe 1215 am 15 138
1235 01230 sam 15 1.3
12301245 am. 15 102
12451 aam. 15 9.7
1-1.35 am 10 6.1
1 HI1] ~ 3.5
1 < 5.1
1 = 1.5
2 7] -
i 2 1.1
1o an = Ay
S6onn. - ]
Note The setwein sy ligonre is wetunlly “Homes

psing  eadio.’ bur dneludes both o abhowe  and
out of-hoan  listening

Not shown in the WNEW-'ulse
study. or in s conclusions, is whether
or not histening drops off hecause sta-
tions are going off the air. or whether
stations go off the air becavse listen-
ing drops ofl.  However. Nielsen fig-
ures for several years back, plus other
Pulse city studies. Hooper figures. ete.
tend 1o show that there would still be
the same decline. even if all the sta-
tions did stay on. This is caused part-
Iv by strong program loyalties after
midnight (turning the set ofl when the
program is over) plus a plain old de.
sire o go to sleep.

This  post-midnight  pattern is re-
peated, with lower setscin-use figures
although iu the approximate ratio, in
other cities and in the nation as a
whaole.  \ Pulse suryey made last year
in Chicago for WEHBM is a good exam-
IFIf'.
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Netgdw-Use Twend Adter  Mulwight
In Clicagu
i Noetwoioug
Midwight 1215 a.n. 5.4
12:15-12:30 am 5.0
12:30:12:45 aum, 12
12:45-1 nom. i
1-1:15 a.u. =2
1:15:1:30 am. 1.8
1:30-1:45 am 16
1

1452 am.
Note: Multiply by 1.6 milben radio hones (o
audienee  projection.

In Denver recently, all-night station
KFEL surveyed 1,000 regular listeners
to it= Kiloeycle Club, and showed up
with the same trend.  The regular au-
dience—about 63.87 male aml 36.2%
female—listened mostly from 11 10 12
pm. (86.19 1. Then the curve went
down. From midnight 1o 1:00 a.an.,
75.9% of the regular fans tuned in.
From 1 to 2 a.m., 47.67; 2 to 3 a.n,,
19.29: 3 to 4 am., 12.0°7: and 4 to
3 a.m., 9.8%.,

Other station check-ups merely serve
to confirm this fact: The biggest por-
tion of alter-midnight listening occurs
up to about 2:00 a.n. Alter that (with
some exceptions. of course) sets-in-use
drops heavily.

How does all this add up [or the ra-
dio advertiser—particularly those who
aren’t users of alter-midnight radio?

It means that you can often get real
results at low cost in post-midnigin
radio. Sealy Mattresses. for instance,
were sclling slowly in New York City.
and opening new dealer outlets was a

problem. The company turned 1o
after-midnight  radio. and WMCA's

Barry Gray Show last vear. Barry be-
gan lo air a rolating (between mid-
night and 3 a.an.) series of announce-
ments for Sealy. reaching the basically-
home audience at a time when sleeping
comfort was on its mind, Although the
sponsor hasn't revealed how big a
sales increase was achieved. it's known

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISWED 1530

HIGHLY RATED

sz.8
AVERAGE

ABC STATION

WBTM

_\ HOLLINGBERRY

WINTER 1081
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that Sealv’s business touk a sizable
leap upward. and real gains were made
in opening new relail outlets,
Schaefler fill e
tween summertime baseball radio sea-
sons, took the first hall-liour of WOV's

Ralph Cooper Show, waired from a

Brewing. 1o in

Harlem cafe. last winter. Rates are
some 2070 lower than the lowest shiown
on the open WOV card rates, discount=
are even more attractive and the show
did =0 well for Schaefler Beer that it
ranks Harlem
sales, while it 1= only number two or
three for all of New York City.,

Other results. and other station rates
are equally attractive.  On WCKY,
Cincinnati, for instanee, the day-night

How number one in

minute announcement rales range from
850 in Class “A™ to 825 in Class *C."”
On WCKY's popular Night Htawks (1-
5 a.an ). minute announcements cosl
only 815 a piece. The program has
50.000 “members”™ with cands and it
once pulled 17.752 four
\\l‘('k:" fnr a P.I. lll‘i!!.

Los Angeless KNX. where the Jim
Huwthaorne Show enteriains late-dialers
from 12:05 1o | am.. charges any-

arders in

thing from $15 for a minute announce-
in Class “E” time to 8150
“A.7 On the Hawthorne stanza.
the minule rate is only 32250 apiece,
In (:]Iil'ilgi}. WEBM will I.l:ﬂlm”) l‘]l(ll'f.:l'

you around $2.800 [or seven quarler-

ment 1

Class

hour segments in Class A" time on
down to $700 or so in Class “E™ time,
WBBM's rates for the Matinee At Mid-
night show. which is changing its
name 1o the Bill Wells Show soon. are
only 8250 for seven quarter-hours,
WANOE, in New Orleans., has minute
rates that vary from $20 apiece in
Class A" 1o §5.70 in Class “C." On
WNOE's popular post-midnight show.
Johnny Wright. the minule rate s
55.70—but the audience is larger dur-
ing most of the midnight-to-dawn than
in the pre-midnight segments, such
rabid fans does Wright attract.
Miami. Florida. WGBS
the Alan Conrtney Show
night from 11:20 pan, 1o 2 am.

In which

airs cach
charges a descending one-minule rate
that start= at 530 in Class “A." Min-
the Courines
progrant. one of which packed a ladies

ule announcemenls on
apparel <hop and sold 301 air-adver-
tised dresses the next dav. sell for S16.

.‘""llup:- like New York's Lewis &
Conger have built a =000.000-annu-
ally business oul of selling inzomni-
; from halls to

acs everything snare

ARTHICR

V.2 I Charge of Radic and T)
Batten, Barton, Durstine & Osbaorn, o,

PRYOR. JR.

LIhE MUST

‘Newsworthy

1V

. RADILD

EXECUTIVES

Mr.

U
]

[I

PRYUR'S

LATEST

JLICITY
HTRALT

|

o BY —

Jean Raeburu

Photographer to the Business Executive

505 Fift

1 TRRn
3 d OO0

h Ave,, New York 1IT—PI

75



. 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,

Roderick Val Lawrence
Pres. VieePres. & Gen:Mgr:

NATIONALLY BY
FAYLOR COMPANY

Dorrance D

NEPRESENTED
THE O, L.

IN MONTREAL

it's

CFCF

Canada’s FIRST station—wise in

the wavs of PROGRAMMING.
PROMOTION and MERCHAN-
DISING . . . gives vou the cover-

age and the listenership needeid
to do a real ~|'“il|;,: jnl) in this
rich market area.

U. S. Representative—Weed & Co.

~in]vi|l1hhin: |-'~-||||:-. .“‘||u|t.~u|-. ||--n
ever. make millions more from =elling
products and services to te-night lis-
teners who deliberately =it up 1o hear
their favorites, Exen alter many vears
of post-midnight radio in this country.
the real potential is stll being devel-

».luwl_ w ok W

NET RADIO DOLLAR

iContinned from page 231

s<cquence of 15-minoe serial soapers:
Wodern — Romanees, _
Evelyn Winters. David Awmity. When
a Girl Marries. and Loue [lourney.
Come fall s planned 1o add sl
another soap opera. from 12:00 Lo
12:15 pan,

Many of these serials are still avail-
able.  Program package prices run:
When o Girl Marries at S2.700: Lone
Jonrney ar 82.000: Romance of Evelvn
Winters at S2,700; David  Anaiy al
~2 300,

Wednesday and Friday remain mys-
tery nights on ABC.
10:00 pan. on Wednesdays there's the
Lone Ranger. American  Agent, Fat
Van. Rognes Gallery, and Vr, Presi-
Jf'fh'.
day night there’s the Lone Ranger.
Richard Diamond. This is Your FBI.
Ozzre & Harriet 1a lulllr'li_\ boand The
,\.'"r-'u'l,{,t

“l']ll.uill: \BC s pre=ent Cavalcaile
af Music on
The

From 7:30 1o

During the same period on k-

Saturday
Parny
[ nder

night will he
From G3:00 10
Panl W hitewan s
overall supervigion. the untque
will

tinet types of music in rotation,

Dancing
Jrnn.

Iwi-
dlis-
The
network band of some 00 musieians.
\\il'

play o sct of three speciallh arranged

hour session [eature <even

augmented 1o Lo “sideqmen.”
<clections in each of seven Lemnpos, [For
Waltzes.  polkas.  foxtron
thumba. and =0 on.

Keved for mmsic. wot talk. The Dan-
Cing Party will also have three vocal-
ists. It
ments ||-I

example:

will be sold in 15-minute seg-
SLO0O per and

AR HI

segmenl

heard over 235 stations ol the
netwaork,
ABC will doe =onie shifting around

on Thursday nights oo, Newsstand

Theatre. now on Trom 5:00 pan. 1o
$:30 pane one Thuesday, will be ad-
vanced 1o the 10200 pan. slot,  In s
place, o situation comedy lwo are

heing anditioned now, / Fly luvihing.
the Dick Hayines drama, will he moved

ol ol IIH‘ ait) Lo D00 LAl ‘Illll L

Romance  of

nake Wan {ov Hollywood Star f’.\‘nlp
\n MCA package. Plavhonse.

canteled out a week age at CBS where

hnH 5€,

il was .-»}luli.-lln'tl ]l_\ Emerson “l’ll;:.
i Alka =eltzer).
sood buy. was impressed by the shows

ABC considers 1t a
recent 12,1 Nielsen rating.  Now avail-
able as an ABC program. Playhouse
sells for =5.000 per \u‘|‘k'_\ ]I&l”-huur
broadeast.

Lee Jahneke, viee

president in charge of radio, the net-

\l'i‘urliin; | {1

work is not pushing its Pyramid plan
thi= fall.  But Blatz Beer
using the =cheme for its summer pro-

|t.'t:- Ill'l‘l'l

motion. may extend it into fall. other
LUnder the
five-minute
news strips each evening, Monday thru
Friday.

advertisers can come .
svatem, Blatz gers four
To squeeze Lhese short seg.
ments in. ABC shortens the programs
beginning at 5:00.0 7:000 10:00. and
10:145 pan

\though business at ABC s still
<low. the net has already signed up
Svivania for Sammy Kave's Serenade.
Sylvania plans to start in October with
a road show which will put on a local
two-hour program every week for its
tobbers and retailers.  The two hours
will then he edited on 1ape 10 make a
Saminute hroadeast.

ABC has also signed the Armv Air
Foree for a series of Saturday afier-
noon [oothall sames. to bezin in late
\uzust.

CBS Business i~ hrisk at CBS, Come
fall. such companies as Mars Candy.
Carnation Milk. General Electrie, Syl
vania. e Pepper. Kingan Meats will

he sponsoring a variety of CBS and
independent packages,

Mars. fur example. has signed Tor
an every-other-week broadeast of Peo-
ple Are Fanny. the Art Linkletter au-
dience  participation  show  revently
dropped by Brown & Williamson To-
haceo on \NBC. I's set [or alternate
Tuesdays. 8:00 1o 8:30 pan,

Carnation has picked up Stars Over
Hollvicood.  scheduled  for  Saturday
mornings frone 11:30 10 12:00 noon.
Similarly. General Electrie is slated to
spons=or the CBS package. CBS Foor
ball Ronndup. on Saturdavs from 2:00
to :00 pan.

Svivania. which has heen very active
recently in selling TV sets over radio
amd television networks, will add the
Grantland Rice Sports Show to its line-
pp. The program will go in the 8:00
Another sports
shiow. Sports Review, will come on for
M. Pepper ithe =oft drink) in the

to 8:15 Fridav slot,

SPONSOR




0:30 1o 05 pertod on Saturday =,

Especially encouraging 1o CBS has
been the entry of a brand-new net-
work radio user. Kingan Meat Com-
pany.
thur Godfrev's Digest from 5:00 to
3:30 p.m. on weekdays,

CBS has a fistfull of new programs
lined up for the fall.

Kingan is scl to sponsor Ar-

f"“ll.ltl(‘ ‘:nnll'\
and his Western Swing show are due
from the West coast. Gene Ravburn
and Dee Finch (moming «j.si will
walk :-t'\l'rill blocks over from New
York's WNEW. and theatrical comic
Roger Price will take over m.o. chores
on a new “ofl-beat”™ panel show. Fol-
lowing the same documentary style as
its Hear it Now program. CBS is plan-
ning six evening half-hour broadeasts
to be known as The Nation's Night-
mare and based on crime in the U nited
States.

'\llllllll;_'h l“"" 1= :-nlil out on Mon-
day thru Friday during the daytime.
some choice evening shows are still
open for sponsorship. says John Karol,
CBS sales chief.  They

mystery-dramas: Wr, Chameleon 134.-

include two

S00) and fu,\.m'r'frlr Hearthstone | for-

merly called Vystery Theatre and
lagged at 345000, Recent Nielsen

ratings for Chameleon and Hearthstone
were 13.2 and 12,8 respectively.

One CBS old-faithful, Sing ot Again,
has followed several other network
giveaways into the discavd.  Replacing
it in the 10:00 p.n. to 11:00 pon, slot
on Saturday nights will be Songs for
Sale, a simuleast m.c.’d by CBS's new
comic. Steve Allen,
sponsor of Sing it Again, has picked

\rrid. a long-time

up the first ||llnr!l'r-|mlu. second sey-
ment is still open. and last half-hour
has been signed up by Sterling Drug
Company. for Dr. Lyvons Tooth Pow-
der, et al.

Probably one of the top buys in the
CBS stable is My Friend Irmna. recent-

Iy lh'uwn'd by Lever Brothers. lrma

In one of the west’s

RICHEST MARKETS
Idaho’s Fabulous Magic Valley

Ask Hollingbery
ABC at
Twin Falls, Idaho

Frank C. Mclntyre
V. P.and Gen. M gr
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had a Nielsen rating of 1LT this spring
stood No. 6 on Nielsen's hit |J.!|-'I.|I".
\crording 1o CBS. the program’s cost-
per-thousand ranks No. 7 among aboul
100 once-a-week nighttime programs
=3.57.

‘;]"!“ i)] il'l‘. i“['llllli“ﬂ I"'Il i A2ency
commission. 1= S7.500 for Wy Friend
Trma—if a transeribed repeat is made,
Without transeribed repeal. the |-rir'-‘
drops to 37,150, Last vear's gross for
the Marie Wilson comedy was S10.000)

257 higher.

Though CBS has no special “opera-
tion” plans for selling, it too has heen
hit by the Ave-minutle news saturation
bug, From April to June of this vear.
Procter & Gamble put on a special 13-
week drive over CBS radio to promote
The net eleared three
five-minnte segments per week for the

hory har soap.

P & G newscasts by shortening some
of it~ half-hour programs,

This tvpe of “saturation™ technigue
was new o CBS with the P & G set-up:
may or may not be repeated. depend-
ing on advertiser demand.

MBS B. T. Babbitt. Inc.. for their
cleanser “Bab-0.” s credited  with
starting the trend toward mass news
.-|"'|1!-{‘I:"]|i}l. on Mutwal.  Trade esti-
mates put the Bab-O news saturation
budget at close to S1.400.000 per year.
For this the cleanser get a daily mini-
mum of two five-minute newscasts over
Mutual
hroadeast as many as six per day.

EVery outlet: some stations

Though vews has continued its sharp
upswing on all radio nets. Mutual has
probably chalked up the higgest single
increase in news sponsorship, Agains
last vear’s four news uetwork spon-
=ors, Mutual now counts 11,  They
include the A. F. of L.. American To-
bacceo. B. T. Babhitt, Beltone Hearing
\id. Blaiz Johns-Manville
Corp., Chemical, ’earson
Blade.
Farm Mutual Insurance. and V.C.A.
lLabs,

Besides the substantially
news schedule. two other Ill;]iu] opera-

Brewing.
Noxzema
State

Pharmacal. Personna

enlarged

tions of interest to adverlisers ar
going on at MBS, One is a new 1y
of sales plan which William H. Fine
\lll'illf't, ]I MBs Vo i "]'l.'ll'u-' ol Jro-
grams. deseribes as “superior 10 eithe
the Tandem or Pyramid operations,”

\though Mutual is purposely vagm
on the details of this projected selling
arrangement, sPONSOR conjectured that
it mvolves a low-cost block of shows
built around an ambitions line-up of
I:Ijn‘:i shows featuring Lo |u's~nll.'{||-

1) you need a
cealistie frrogram manage!
and today that means a
sales-progranc-merchandis
ine coordinator

VORE N 1

Les Biebl

A program marager’s job
i vadio has become a job
ol coordimatmg  the pro
G {JII:'I.IIEHTI with sales
and merchandising.

Progranuming lor radio 1o-
dav shonld be a carelul
analyvsis ol the advertiser’s
need translated nto sonnd

a sonnd on vonr station
that will attract. |-t'1~11;u]t'.
sell his listeners, all nailed
home with merchandising.

Whatever  the  pnogram-
HEWs,  1usic, ist'!wn.nlil\
i{llif. deejay, mood, block

the hirst (|Ill'\1i(|il to ask
in - program  building s
“what does  the sponsol
want o achieve:z”  not
“what'll  we  sell him?",
From ithinking like (s
spring not only radio-mer-
chandising shows that sell.
bat original, fresh shows ol
veal  entevtainment  and
.'.-f“-‘r', SO .

11 you need a program
nanager who understands
and can apply the prme
|'|<\ ol coordinating o
cram operation with sales
and  merchandising VoI
can obtaim hom at a reason
able |Ij,;|!|l' il the aumos
||h‘|1 In A
Your letter will bhe prompi
Iv amswered, with o ol
vesmme  and  oxcellent rel

leasant o

erences, by:

Les Biebl

i _\’J'Ju”\.-,u
500 Madison cAveni
New Yok 22 N, Y,
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" ]
You Can Cover
Central New York

with QNE
— Radio Station— ]

and Summer Sales are
always good in this popular'
resort area
L

Wonderful
Availabilities!

Write, Wire, Phone or
Ask Headley-Reed

WSYRALISE

NBC AFFILIATE ® WSYR-AM-FM-TVY

The Only Complete Broadcast

Institution in Central New York

-

ask

oy Braim & Co.

about the

Mavexs & Marmiy

STATIONS
IN
RICHMOND

W B G-
W00 )-v>
WIVR-v

First Stations in Virginia

ties with proved appeal.

\ sample of what Mutual may have
in i s the N\BC mystery-drama
called Private Files of Rex Saunders.
This i a Hy Brown production star-
ring movie star Rex Harrison in 26
half-hour taped mysteries over NBC.
Harrison is reported to have made all
200 programs in six weeks—at 51000
cach.  For a comparable appearance in
person. Harrison gets about 84,000 per
slanza.

Whether or not the new sales plan
is coupled 1o a large offering of taped
such  big-name
definitely
fall on MBS, Hollywood actors are re-
ported willing to take between 8750
and 310000 when offered the advan-
tages of taped recordings,  Although
the pay is refatively small. convenience

programs, transcrip-

lions are in the works for

and eapsuled carnings make them at-
tractive.  Fhere's little rehearsal, re-
cording can be done on the coast, and
a series ol 13. 26, or 32 done in a few
months or weeks means a substantial
j;li'I\[urt.
several hot availabilities are
rently open on Mutuoal during the eve-

ning.

cur-

Gabriel Heatter. popular news-
casler. is llll.-iiltlll.'il\['l'('l on \\.l'illll'rilii'l_\
nights from 7:30 to 705, Heatter ve-
]Iil'!\l'll \lnl‘rii‘ill] Ht‘lllmir-
Learre '-}Illilill‘lll'l‘ courses| as his Mon-

u"ntl_\ up

There's also an
=95

day night sponsor.
open five-minute news period at
p-m. Sunday.

Twenty Questions. with a Crossley
rating of 18,8, is still ready and willing
after being dropped by Ronson Arnt
Metal Works on 29 June. Mutual im-
mediately bought the show and is of-
fering it for $3.500 per week. net. MBS
reports negotiations with four pros-
peetive advertisers. The Shadow. with
a Nielsen of 8.1, is considered by Mu-
tual to he one of their top bargains at
24,000, Bobby Benson. grabling a
(.1 Nielsen for the 5:00-5:30 pni ~lot
on Monday, Wednesdav, and Friday
i listed at $1.200 per show,

NBC NBC will offer a stepped-up
Tandem operation plus a flock of new
Monday.  Tuesday
".\-l'llm"t'.'ll\ are sold out solid.

and
Thurs-
llﬂ_\ i:- .‘lllnu.wl l'In.‘-I'II oul, \\illl mosl

PrOLrans,

availabilities on Friday. Saturday. and
Suimday.

Operation Tandem shifts into high
cear for the second scason this fall, on
T)'H' Hf';:' .‘;}fufr'. cap-
tained by the irrepressible Tallutah. i

A0 i“;l’|rll'lll|n'r.

slated to broadeast its first four stanzas
from abroad  first from England. then

In between. stars like
\len. Fddie Cantor. Ed Wynn.
and Groucho Marx will do camp shows
for the troops.

lrom Germany .
I'.rl'l.l

There will be a shift
in time. too: 6:30 pan. to 5:00 pom.
Sundav. a half-hour later than hereto-
furtn

Whitehall  Pharmacal.  Chesterfield
Cigarettes. RCA are lined up with Tan-
dem this [fall.
minute
various prograiis.

Fach will receive one-

rotated in the
In addition. each
cets an opening and closing mention
with each broadeast.

commercials

The objective is
1o guarantee advertisers a huge cumu-
tative audience.

Long-terim NBC  radio  advertisers
have again renewed.  These include
7.5, Steel. Firestone. Bell Telephone.
Liggett & Myers. Lever Brothers. Kraft
Cheese. Bristol-Myers, American Cig-
arelle X et Milk. Schlitz
Beer. General Foods, American Tobac-

1 .Hiliil‘l'l b

co. Procter & Gamble are also signed
up for the fall season,

One company  which drn]:;n'd net-
work radieo is set for a fall schedule.
Wesson Oil has lined up a new day-
Lime woman’s strip for 1:30 p.m, week-
day alfternoons. This is outside net-
work option time and therefore does
not cover the complete NBC net—a
condition which suits Wesson. since the
company is strongest i the South and
Southwest. lacks complete U.s.
tribution.

l“:*-

his is an example of network flexi-
hility which NBC i= quick to point out
as not unique. General Mills and Swifi
& Company also buy regional hook-
ups.  In the case of Wesson. NBC will
try 1o =ell that part of its net not
bought v Wesson.

The new program operation at NBC
has been hard at work 1o capitalize on
the type of “escapist”™ entertainment
\\'I]i"h ]'“lli(' Ilr‘)\ i.l.lt"“ !"‘:"l. !‘f’n’l" Kf’]l‘l_‘ .-_\'
Blues is an unusual combination of

drama and music. concerns a small
combination of jazz musicians who
tour speakeasies in the 19207, Jack

Webb, the show's mue. suggested the
format, put what he calls
Srealism™ inmto it Pete Kelly's Blues
i< slated for Wednesday night at 8:00
po. sells for $5.500, William Gar-

tries to

IDAHO'S
MOST POWERFUL

10,000 WATTS

K G EM

BOISE, 185,000 CUSTOMERS

SPONSOR




SIMPLE ARITHMETIC

IN
MUSIC LICENSING

BMI LICENSEES

Networks
AN 2,236

FM 359

TV 101
Short-Wave 4

Canada 150

TOTAL BMI
LICENSEES . .2873*

You are assured of
complete coverage
when you program
BMI-licensed music
#As of Julv 19, 1951

BROADCAST MUSIC, INC..

580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOIWLYWOOD

Mr. Fred Norman
Grant Advertising, Ine,
Chivago, linois

Dear Fred:

You feflers shore knows how ter
pick a radie program ter adiertise
yer j;runl".'.li'f'\.’
W hen yuh chose
£t WCHS
G L 0 K s
WATCHER
ter tell th' folks
here in th Moun-
tain  State all

"bout  Mountain
(rrow n f““;’.-
GER'S COF-

FEE, yuh reely
pu.".‘! a winner!
Why Fred, when
th* CLOGK-
WATCHER
is atalkin® “bout
FOLGER'S
at 8:15 in th
mornin’, Twa
more’n  half th'
sets turned on is
tured ter WOCHS
a1t 580! An' don't
fergit, they's fire
o ol A0 0 3
in. Charleston. West Virginia, an’ th’
next in line at 8:15 has 'way lessen
halj as many lisseners! Thet means
thet FOLGER'S has reely got a audi-
ence. Fred! "Course, thet's allus true
when yvuh uses WCHS!
Yrs.

Algy
WCHS
Charleston, W. Va.
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aan. former star of Mavtin Kane, Pri-
vate Eye. comes hack in the fall in a
new NBC half-hour evening mystery
\n NBC package. its title

and time slot have vet to be announced.

progran.

n the comedy line. the nel has im-
In tl Iy line. the net has

l!lll‘ll-ll comics Bob Ellion and “‘l‘
Goulding  from a swecessful stint al

WHDI. Boston,

cased this summer and were enthusi-

They've heen show-

received, according o NBC
Funetion of the two
humorous philosophers is 1o wind up

astically
program met.

the afternoon run of soap operas with
i ]:lll;:ll. .”]l‘_\'-l'l' ‘il'lll'llllh'll for 5:45
to 6:00 pom.
182824 eross for all fivel and from
0:30 to 10:30 a.m. on Saturday. Sal-
uribay’s hour show is SLO00 gross.

Monday  thru Friday

In the comedy held is a halfl hour
show called I's [liggins, Sir. Starring
Harry MeNaughton. it comes on Tues-
day nights at 9:00.  Package cost is
SL200, gross,

NBC has brought in some new, low-
cost mystery packages, A sample is
The Whisperer al only 51.850 net. Tt
too. has been showeased for the past
maonth,

The price tags on these programs
are typical of NBCs attempts to bring
out “medium  and  low-cost  produc-
tions,”

What all of this intensive program-
ing activity and sales planning adds
up to i= an all-out attempt on the parl
of radio networks to make their buys
so attractive thal advertisers can’t re-
sisl.  And they're confident that there
are enough such advertisers around 1o
arab off the availabilities.
network sales manager: “We'll be car-
rying more nighttime billings this fall
than last.”

Said one

It's not simply a lower pricing sys.
tem nor more imaginative prograniing
that's |ILt‘I\ to hear out this sales man-
ager’s prediction. As another network
official put it: “When advertisers strip
emotionalism from the media picture
and start using mathematics. as a great
many do now. they'll soon see how
much more economical radio is than
magazines. newspapers, or television,”

* k&

ROUNDUP

(Continued [rom page 15)

graming, Among those present: Carl
Haverlin, BMI president: W. H. Sum-
merville, WWL general manager. and
George Weiss. spoxsor’s Chicago rep-

resentative,

New  York
‘.‘11'1-|la_:1(-li|| I

a WCAO

timebimyers  enjoved  a
recently e

cocklail

(HCIOs100 S

parly to acquaint

li]ll!'llll_\"]':‘ with the Baltimore station.

S B
WCAO sets up drinks for visiting timebuyers

\mong those present. (. to r.1 Helen
Thomas  (Street & Finnev): Ruth
Jones (Benton & Bowles): Charles

Hammarstrom (Paul H. Raymer Com-
pany ) : Frances Velthnys (Compton)
and Robert Riclmond. WCAO  assis-
tant general manager.

Helme’s Bakeries
increased their sales
of cookies from 300
dozen cookies per
week to 11,494 dozen;
of popcorn, from $237
in weekly volume

to $1,158, when they
pushed for Pacific
Coast business on. ..

THE HOUSEWIVES'
PROTECTIVE LEAGUE
Most sales-effective
participating show
...anywhere!




SPONSOR

TV after the freeze lifts

I all goes as FCC Chairman W ayne
Loy hapes. television as a coast-lo-
coast =aturation medium should he on
it~ way this fall alier the freeze lifts,
He looks for abaat 1500 T
by 19360 2300 ||_\ 1061 :
srants finally level off.

stalions
3000 when

Fhus. T owtlets 10 vears hence may
b maore nuerous than radio 1 today
there are about 2250 AM stations. 670
F\lers.

Today’s 107 stations cover 63 mar-
hets and 0607, ol the nation’s popula-
tion. Some 100 applications represent-
g 171 communities fineluding com-
munities now servedi have been dor-
mant in Commission files during the
freeze, These will Fe acted on with all
possible speed. savs Chairman Coy.
with important non-T\ areas like PPort-
land.  Ore.. Denver. El Paso  and
Shreveport getting first call. Neal to
e servieed will be ;1|-|r[i|:llinr|~ from
cities  like Kansas
Citv. Houston, Miami. St Louis. When

the freeze Lilts the Commission expects

One-nr-two-stalion

anather 300 applications to pour .
Chatrian Coy Jooks on the prommt
lifting ol the freeze, and the speeiy

Applause

Well done

I the mudst of disaster the 1S,
~v=lem of hroadeasting has asain dem-
aistrated its remarkable abiliny 1o per-
forme veoman serviee while taking a
~cvere batterine,

Fhe Tull story ol how scares of radio
tution= i Missouri and Kansas aleri-
dotheir listeners, caided them winate

80

Jrrom r'rrilll: ol &I}J|l|ll'.‘l|llu!|h as an acl ol
tand =ome of his fellow-Coms-
I‘:\t’ll
(wo vears ago he was champing at the

oo

missioners share the fecling.)

hit. planning expediencies that would
hurry the granting process when the
But the problems of

uncertainties.  the

time was right.
) ||iul'.
wishes of the Senate Interstate Cow-

allocation

merce Committee could not be rushed.

Some new granlees will be on the
air in jig-time duoe to prior purchase
of equipment. But for most six months
or longer will be requirved.

The avalanche of TV set purchases
slowed down earlier this vear. Some
13,500,000 will be in use this fall. But
when new stalions come into new con-
munities the total will <kyrocket—and
the gold rush will again be on for <et
manulacturers.

Stripped for action

Without exeception. the radio net-
works have gotten over the jitters and
this fall will present a more optimistic,
realistic. and alert front 1o sponsors,

Perhaps the trving period through
which the nets have heen going (and
~till arer was unavoidable particu-
larly since =o little was done to avoid
L.

Indicative of the new order of things
is the streamlining of program pack-
Some have heen cut in cost as
800z » the
Yel so far as we can deteet tns

Ages,

much  as averagze aboul

15'%.
lias been done without noticeable loss
ol quality.

Network programing is more imag-
mative than it has been for vears. A
plan which way soon he unyveiled by
Bill Fineshriber. program vice presi-
dent of Mutual. will reveal wavs that
cosls ean In‘ oul \\ll.lh' ‘ITII|1I'U\iII“_' Iill'
realize  a

b!li)]l:‘-lll.!" |r|r|ur|'|llllil_\ L

profit. Morming programing particn-

by minate inoa hondeed difTerent way -
moved o owith material and spiritual
aid can never be  adequately  told.
though muel will he written.

Andd the corollary story of how sta-
tions and sponsors outside the fowd
belt. in all parts of the nation. pitehed
m to provide reliel can only be cov-
cred fragmentarily. too,

Suflice it to say that the American

larly is ill'jl'l"_’ overhauled. with every-
thing that program chiefs have learned
about present-day audiences taken into
account,  Night programing is being
trimmed for realistic work against TV
competition. and indications are thal
al least two of the nets will be sold
~olid this fall.

So intense is the activity that we ex-
pect innovations in programing to be
annonneed  more than once between
now and September. We believe that
sales activity is apace. with net sales-
men for the first time in years rolling
up their sleeves way above the elbow
and Dbeing handsomely supported hy
merchandising.  There will no longer
be the feeling at any net that because
the T\

company

Division has the business the
is satished, The era of suff
competition. realistic pricing. and “1o
hell with deals™ has emerged.
Thi~ is how it looks to us (page 21).
\nd this is as it should be.

Secretary Sawyer's 3rd radio station

One important government servant
who believes in the future of radio is
Secretary of Commeree Charles Saw-
vear. who has just added WCOL (AM
and A, Columbus 1o the Ohio radio
properties he already owns in Davton
and Springheld,

WCOL, Secretary
Sawver pays S100.000 plus another
S200.000 in studio and oflice rentals

For 230-wat

over a 10 vear |If'l'illi1.

“\ll|-js'|-l of many an article dealing
with his ecaonomic insicht and husiness
cagacily. Seeretary  Sawyer is going
\s chiet
counsel and member of the inner cir-
cle at Procter & Gamble he had oppor-
tumity 1o check radio’s prm]ll('li\il_\'

\\i|11 l'&ll]ill ol |lll' l“ll:_' hillll.

over mamy a vear. He sees nothing in
the current picture. TV notwithstand-
ing. to give him pause,

svstem of competitive broadeasting has
proved out again. Why it always per-
forms over it head in ocases of ex-
treme cmergeney is not exacthy known,
P'erhaps it because station operators,
aware of the fael that
their facilities have become an insep-

subcons=cronslh
arable part of the lives of the people

||1|'_\ serve. are endued with a sense of
responsibility: hevond the call of duty.

SPCNSOR
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... Wholeheartedly in the public

interest. . .

Greater Kansas City—in fact the entire
Kansas City Trade Area—is rapidly
recovering from one of the greatest
disasters to strike the Midwest.

From the moment that the crisis be-
came imminent, KMBC-KFRM facili-
ties and staff were dedicated to the
emergency on a 24-hour basis. Direct
reports from the flood and fire zones—
authentic coverage from flood head-
quarters—complete cooperation with
all agencies—resulted in the saving of
countless lives and many thousands
of dollars. The KMBC-KFRM Team
was outstanding for its contribution

TO SELL THE WHOLE HEART OF AMERICA WHOLEHEARTEDLY, IT'S

“in the public interest, convenience
and necessity.” ALL OF THIS HAS
NOW-MORE THAN EVER BE-
FORE —TIED THE LISTENER TO
KMBC-KFRM!

Farm and industry alike have emerged
from the debris and are “on the way
back.” And while The KMBC-KFRM
Team enjoyed the lead in the great
Kansas City Trade Area, its outstand-
ing performance during and following
the disaster has gained thousands of
loyal listeners who, "to keep in touch
with the times, keep tuned to KMBC-
KFRM” and who buy KMBC-KFRM
advertised products and _services.
Write, wire or phone KMBC-KFRM,
or your nearest Free & Peters office.

KMBC-KFRM

OWNED AND OPERATED BY MIDLAND

BROADCASTING COMPANY



FROM MIDNIGHT TO DAWN, HE'S THE

| n ]

ART FORD of WNEI"s famous

A N’S MATINEE”

MILKMA

and he's Bstened v s[--\-.ln”_\ by a BIG ammlience yvou

may he overlookine the POSTANDNICGHT audience in il
denselv populated Metrapolitan New York arvea. where nillions a
up and about at nighi. any night. all yvear “round . .. not anly
working late. but st <1ayvine up lat
Faery week more than 200000000 of 1hese !ll‘llil]l' listen to
il |_ui|.. ot etine after a.r”.r’,r”_;_ff,r,f e AN |||1Iir'1}-<' .-.!1“\_1]--1_:

to the CONMBINED POPULATION of Scattle. Rochester. Mlanta,

~ian Dieso, Toledo, Providence and Des Moines.

v many as hfteen radio stations offer New York's post-
mibdnieht Hsteners o chotee of pPrograms, hut one station
WNXEW awith Art Ford on the “Milkman's Matinee” —
attracts a weekly audience LARGCER THAN ALL TIHI

1 OTHER STATIONS COMBINED ... AN AUDIENCE
LLMOST 507 AS BlG AS THE TOTAL POPULATION

OF THE 7 CITIES MENXTIONED ABOVE.

'l Vi iman's Matines the ortgrnal all-meht mgs=ie anid
HEWs Progrinm i~ broadeast T night= a week, midmicht (o
dawn (Trom 10 o on Satardasst. and s available to yvou at
tist hall W NEN s zeneral rates!

Yewo York's favorite station for musiec and news ... 210 Foars a day

[ ,|1 AVAILABLE UPrON REQUEST . . . .
I *From a new, special PULSE survey, “The
L Fost-Midnight Hadio Audience in Metro
politan New York.” Write or ‘phone for

| your copy: WANEW, 565 Fifih Avenue,

v York 17, N. Y., Pl.ara 3-3300.

1130 ON YOUR DIAL
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