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50c per copy ® $8 per year

E PURE OIL COMPANY voes o compLETE JOB...

:
HAVENS AND MARTIN Mo ST TR
50 DO HAVENS AND MARTIN, Inc. STATIONS ... R

The Pure Qil Company is active in all phases af
petraleum—from explaratian in search of ail to

distribution ta the consumer. The blue and white

Pure sign identifies mare than 12,000 friendly dealers,
fram Minnesota to Florida. Pure’s awn stary of their
“camplete jab” is well expressed in their well known slogan
"Be sure with Pure.”

Havens & Martin, Inc. Stations could logically use

the some phrase of confidence, far listeners and
advertisers alike know they always receive camplete,
interested service fram WMBG, WCOD and WTVR. They
comprise Richmand'’s one and anly complete broadcast
institution. These First Stations af Virginia reach and sell
the peaple in the rich markets around Richmond! For you?

WMBG »+ WCOD~ WTVR ™

Havens & Martin Inc. Stations are the anly

FIRST STATIONMS OF VIRGINIA camplete broadcasting institution in Richmond.
i Pioneer NBC outlets for Virginia‘s first markel.
| WTVR represented nationally by Blair TY, Inc.

|

WMBG represented nationally by The Bolling Co.




“COST TOO MUCH”, they said...until

AUTOMOTIVE
SUPPLY INDUSTRY

l |l '
[P

E——
i

| people started
- asking for them!

A certain manufacturer makes a tractor brake requiring
original factory installation on new tractors. It can

not be used for replacement.

This brake is exceprionally high quality...and has

an unusual safety factor... but is somewhat more costly,
s0 most tractor manufacrurers hesitated to use it

Their costs had already sky-rocketed...and they didn't
think farmers would pay more for tractors with

these better brakes. As a result, these brakes

were available on only twenty-three 1950 models.

An intensive advertising campaign on WLS “sold” the
idea and advantages of these better brakes to

farmers. .. and the demand thus created readily convinced
leading tractor manufacturers. As a result. these brakes
were offered on forty-cight 1952 models. ..

and the brake manufacturer had $3,000,000 in orders.

If you have a product or service of merir. .. you'll find
the vast WLS audience equally receptive and
responsive 1o sound reason and sincere appeal.

Better see your John Blair man or contact us today. ..
and add yours to the growing list of success stories

being developed for WLS advertisers the nation over,

The
PRAIRIE
FARMER

CLEAR CHANNEL Homs of the NATIO

STATION

VAL Barn Dancg\  cvcece”

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK REPRESENTED BY JOHN BLAIR & COMPANY




Bill Tuttle
heads UTP in
producer combine

Taxes figure
in sponsor’s
purchase of
“Omnibus”

$100,000
weekly gross
due from
"“"Omnibus”’

Rolls car
resuming
American
advertising

NBC pretesting
of film fare
reminiscent
of Goldwyn

United Television Programs, Inc. has entered into association with
Gross=Krasne Productions and Studio Films, Inc. Combination will
provide all-purpose organization in TV film field wherein new product,
production facilities, and film financing are merged with UTP's dis-
tribution facilities. Gross-Krasne produce "Big Town" and other
Lever Bros. properties. Studio Films, producer of film library, re-
cently combined with Snader Telescription Library to give SF dominant
position in musical field. Willson M. Tuttle, who resigned as v.p. of
radio and TV of Ruthrauff & Ryan, becomes UTP's new president. Gerald
King becomes board chairman; Milton Blink, executive v.p.; Philip N.
Krasne, secretary; Ben Frye, v.p. in charge of sales.

~ SR
Latest sponsor—American Machine & Foundry Co.—to sign for "Omnibus®
(CBS TV) was partially motivated by tax angle. Company is heavily
involved in defense work and under law manufacturer of this descrip-
tion may deduct 60% of advertising expenditures from taxes. Although
AM&F's 2-minute commercials will mention company's line of bicycles
and tricycles, S5-minute institutional spot, which is allowed each
sponsor in rotation, will be devoted entirely to national arming
preparations, built around Navy, Army, and Air Force.

~SR=

CBS TV looks to income of $100,000 weekly in time and talent from
"Omnibus™" between last week December and 3 May when program terminates
its season's run. Willys Overland, Greyhound Bus, and American Ma-
chinery are all committed through 3 May and network expects to have
fourth account on line for late December start. Apportioned cost to
each sponsor in time and talent is 325,000 per week. American Machin-
ery's 20-week run, with commercials and incidentals inecluded, will
cost close to $600,000. "Omnibus" has been averaging 12 on Trendex
ratings. Overall production cost of program is §56,000 weekly.

A4 = o

Rolls Royce is scheduled to resume advertising in American market
early in 1953. Victor A. Bennett Co., Rolls' agency, is now analyzing
campaign's directions and dimensions. Bemnnett reports it has yet to
decide which of air media it will pinpoint in recommendations. Cam-
paign will probably include manufacturer's lower-priced model, the
Bentley, which sells for $17,500. Rolls Royce is priced at $20,000.
r
NBC's retaining of Horace Schwerin to pretest its pilot TV films is
not exactly novel idea for motion-picture business. Samuel Goldwyn
some years ago had George Gallup do audience testing before releasing
Goldwyn productions. However NBC's move to reduce hit-and-miss to a
minimum in its TV film operations is original in that field. Tieup
with Schwerin by Robert W. Sarnoff, v.p. of NBC's film division, comes
on heels of network's use of Schwerin to pretest commercials. (See
"Check your TV commercial against five Schwerin basics" SPONSOR, 12
November 1952.)
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Martinson
uses radio
for instant
coffee debut

Dry milk
bows in with
radio and TV

Hansen
heads
farm
directors

AFTRA, nets
arguec over
commentator
definition

N.Y. oroducers
fear SAG may
crack line
via Coast

“Freedom”
backed by

merchandising

BRETORT TO SPONSORS for 15 December 1952

Joseph Martinson & Co. is latest coffee packer in New York area to
enter instant coffee field. Brand name is Jomar. Advertising is
being initiated with campaign on 6 New York radio stations through
Neff-Rogow agency. (See "Instant Coffee: bouncing post-war baby"
SPONSOR, 5 May 1952.) Incidentally, William Rogow has announced
termination of his agency as of 1 January.

=SR=

Golden State Co. introducing a non-fat dry milk—Tekko—through spot
radio and TV on West Coast—to be retailed exclusively through grocery
stores. Guild, Bascom & Bonfigli, San Francisco, is agency.

—SER-

National Association of Radio Farm Directors climaxed 2-day convention
in Chicago with election of Mal Hansen of WOW and WOW-TV, Omaha, as
Formerly organization's secretary-treasurer, he ranks as
(SPONSOR will carry section

one of top practitioners in his field.
on Farm Radio in 29 December issue.)

—SE-

Negotiations between AFTRA and networks on new wage scales for actors
and announcers in TV and radio seemed about sewed up as SPONSOR was
going to press. Union had asked for 20% over-all increase. Settle-
ment amounts to 12%% for TV and 10% for radio. One of several points
to be smoothed out concerned newscasters. AFTRA insisted on written
definition which would draw line between commentators and newscasters
so that latter could be subject to AFTRA jurisdiction. Union's argu-
ment: It has found many newscasters get less than announcers and only
way to even things up would be to draw distinction between an H. V.
Kaltenborn and a reader of news bulletins.

—-SR-

New York producers of film commercials appear divided over how long
strike called against them by Screen Actors Guild will last. Some
expect walkout to drag through January—that is, if advertiser and
agency maintain solid front. Other producers look te their counter-
parts in Hollywood to crack static situation by working out settlement
with SAG. Meanwhile practically all film commercial production was
completely shut down as SPONSOR went to press. Agencies reported
their clients were loath to have work switched to film producers in
smaller cities using non-union talent for fear of bringing on "unfair
practices" boycott by AFL. Coast producers in meantime have been
furnished data covering previous negotiations between SAG and New York
producers. Data was passed on by ad agency sSpokesman in New York.

-SR-

Frederic W. Ziv backing up Sales of transcribed radio series, "Free-
dom, U.S.A.," starring Tyrone Power, with exceptionally extensive
merchandising campaign. Merchandising material consists of anywhere
from 1,500 to 40,000 pieces—depending on size of market—of such
material as store-window posters, in-store cards, "I Like America"
club membership cards, buttons, and paper hats. Series has been
bought to date by about 600 clients.

SPONSOR
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STARTS WITH A BANG
IN

MOBILE, asam

WITH 15,000
SETS N USE

e

WKAB-TV channel 48 on the air MID-DEC.

Another TV market is ready—an eager market,

so hungry for primary television service that
15,000 sets were installed before the announced
opening date of WKAB-TV! Mobile area dealers
are still installing sets as fast as they can get
them.

For this worthy audience WKAB-TV's schedule

is rapidly filling with top CBS and DuMont

shows under interim agreement.
Represented

“Availabilities are going Nationally by

fast! Better get in touch .
with Forjoe right away!” f
onjoe -
—KABBY COMPANY
OHic N Kk, €
Al San F

in: Mew York, Chicago, Atlanta,
Los Angeles, 5an Francisco




advertisers use

ARTICLES

Vverage vadio station circulation up despite TV
Majority of stations in Nielsen Coverage Service cross-section show increases
since '49 BMB. Full NCS station reports already out; area studies next month

To the man about o sign a Film-show contract

Here are six basic points to check before you sign to sponsor a film show.
Among them: Are you protecied against law suits growing out of film rights?
Will all the shows in the series live up to the promise of the pilot reel?

“Radio-TV hest sa’es tools we ever had —Vars

Chicago candy leader says this about air media because: (1] They've kept
Mars number one in its field; (2) More than doubled its sales since it went on air

RBaitle of the seat covers

The more a type of product is advertised, the bigger its market. That's the con-
clusion you can draw from entry of national auto seat-cover firm into New Haven
market with heavy sool radio campaign. Both Rayco and local advertisers gained

So yowu want (o buy a “tandem™

Here's a buyer's guide fo the various types of neiwork radio package participa-
tion plans (ABC's Pyramid: CBS' Power Plan; MBS’ Multi-Message Plan: NBC's
Operation Tandem, the prototype|. Gives costs, minimum buy, cost-per-M data

Hollywood's new TV factorvies
CBS, NBC television cities in Hollywood may cut production costs for clients by
as much as 30%, once they hit stride. Story told in piclures, brief text

Why Phillips stresses spot
Using qasoline with differcni volatility in different regions, Phillips likes oppor-
tunity to vary its saler pitch market by-market; uses spot radio, TV programs

COMING

Fhe single vate for radio

ls it good for clients? Is it going to spread to more stations and regionals in
the near future? SPONSOR is seeking best-informed opinions

29 December

Farm radio section

Objective of this group of articles will be to help clients use farm radio more
effectively. Tepies include: Vips o consumer advertisers on farm radio: facts
ibout the farm market; farm radio tucces; stories

29 December

Haow (o Kill a TV commerveial

Picture-story in upcoming issue will tell what not to do in a TV pitch

28

30

33

26

38
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More Leading Jobbers

|

. AMES E. CAWTHON, President
s hreveport, SAYS:

in Louisiana,

Q. T. HARDTNER, JR., President

Ocean Cofiee Co.,

Hardtner Lumber Co.,

Shreveport, SAYS:

“KWKH is Ark-La-Tex's
favorite radio station”

HAROLD W. HARGROVE,

Sales Manager

Shreveport Beverage Agency

{Jax Division), Shreveport, SAYS:

“KWKH has been the greatest
single factor in building
demand”’

hreveport Grain & Elevator Co.,

‘For several years we have
| used KWKH with unfailing
success'’

Arkansas, Texas

Praise

KWKH

Every smart, progressive manufacturer knows that a
good distributor can make all the sales difference in
the world, in any market. That’s why more and more
heads-up companies are not only working with the
very best jobbers and distributors available, but are
also asking their advice about local business conditions,
regional peculiarities, and the best advertising values
in each market. They know that local men know the
local picture best.

The three men at the left are among the most success-
ful distributors in Shreveport—the natural distribution
center for the big Louisiana, Arkansas, Texas area. Read
the excerpts we've taken from letters they've recently
written us—then ask your Shreveport distributor for

his recommendations on radio in this area!

KWKH

A Shreveport Times Station

- Texas

[ SHREVEPORT { LOVISIANA

The Branham Company Ik Arka"s‘s JI

Representatives

Henry Clay, General Manager

50,000 Watts - CBS Radio



that’s what
you like about
the South’s

WJnl

The list of ronsistent WIBO adver-
tsers reads like a Who's Who of na-
tivnal and loeal business, Here are
a lew of the more-than-fifty firms
u=ing WIBOs [acilities consceutive-
ly for eight years or more:

Cottons, fne. 15 vyears
The Dalton Company 5
Gulf States Utlities Co. 15
Gondchaun's 15
hornmeyer Furniture (o, 15

Esso Standard Off Co, 14
fackson Brewing Co, 13
Plough Sales Corp, 12

Chattanvoga Medicine Co. 107
Colgate-Palmolive-Peet (o, 8

One hundred and twenty-two adver-
tisers have been on WIBO for five
YOHrS OF more,

The combination of W JBO corerage.
plus the industrial and agriculiural
growth of the Baton Rouge trading
arca, acconnts for this good com-
pany. I stays becanse i1 gets resolts,

NBC's [ | 5,000 watt affiliate in Balon Rouge, La.

AW JBO

BRL (FM)

AFFILIATED WITH THE STATE-TIMES AMD MORMING AOVOCATE

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO. |
6

, lomey |.
Wlot1

Robert J. Landry

Hans=aeross=-the-sereen

Mrs. Carl Moseby was born in Sweden. is the widow of a Ru-
manian-Greek actor. the wife of a Norwegian. and she lives. now an
American eitizen, in swank Beverly Hills, Cal. Her wealth derives
from the Brostrom family. a name with the pong in Stockholm of
the name DuPont in Wilmington. The Brostrom properties include.
among others, the Swedish-American ship line and the Scandinayian
Airline.  All of whicl would ordinarily he grist for the society
columns rather than this department of men, money. and motives
excepl for Mrs, Moseby having a European heiress” pressing interest
in a comfortable supply of American dollars which led her into the
production of movies for American television,

% +* #*

We train our binoculars on Copenhagen. Denmark. and the Moseby
production eompany which has taken up quarters there. Denmark
provides, rent free, authentic scenery for the series. First ilem of
cconomy. It seems that during the German occupation the Danes
used up energy and expressed patriotism creating a museum village
honoring their own past. This subtly illustrated that the Danes were
civilized people at a time when Germans didnt know enough to
excuse themselves when they belched. The museum village exactly
suited the needs of a series of 13 half-hour “featurettes™ derived from
the 168 world-Tamous tales of the Danish writer Hans Christian An-
derson. re-named by a Hollywonod wag. Hans Non-Sectarian Anderson.

- & L

Denmark’s own film industry was pretty kaput. Film studios and
film technicians were not busy. ltem again for economy. Finally,
out of pride. the Danish state ballet and other Danish organizations
for culture gladly cooperated on the cufl. Item for economy. Also
note: A first-class actor in Copenhagen is charmed to be paid
$150 a week.

* - L]

The Moseby company proceeds. Native production liaisons do
the contracting and the contacting (wise in any country at any
time) and finer cooperation could not be had. The cameraman is
British. as are some of the actors. since an English language sound
track is essential to the invasion of American television and the accu-
mulation of yum-yummy American dollars. Carl Mosehy acts as pro-
ducer of the series, A Hollywood studio veteran, Malvin Wald, is
writer-direetor.  His credits are elhow-long but he has taken up resi-
dence in a foreign tand, bringing over his wife ad children, becanse
this gives him a front-row seat in TV,

# * #

The movie industry of western Europe (ltaly excepted) is nrori-
bund. Henee interest in American TV filins is keen, espectally as
( Please turn to page 85)

SPONSOR




New Haven is the home of over 550
enterprising and prosperous industries, large
and small. They make it a rich market of

prime importance to advertisers.

AM
M
TV

15 DECEMBER 1952

The first vehicleuctuated traffic control service in the
worled had its humble begenning in a two-room labaratory
next to the Yale Aet Musewm on 1928, The Automatic Signal
Curpuration joined forces a jew years luter with Eastern
Engineering Company, Toduy as Fastern Industries, Inc.,
they wre the larpest manufacturer of trafic control apparatus
in the country. Their omoezing system uf trufic light
rezulation, campletely dieected by the fluw v} vehicular
travel— their radar-controlled speed checking equipment—
and theie toll recurding devices jor purkways and bridges are
in successful operation in esties across the nution. For
Eastern it is a business exceeding a million dullars yearly.

Best place to reach the people of New Haven. and to stimulate
their buying action, is at home via WNHC. They stay tuned to
the Iovice of New Haven, almost as though it were radar-controlled

by Eastern Industries. Is WNHC on your current station list?

new ha\len New England’s first

complete broadcasting service
Represented nationally by the Katz Agency



@) weESTINGHOUSE STATIONS [NC

KDKA ritTsrurcH WBZ eosTon WBZA SPRINGFIELD
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FlJI RADIO EXPANDS

Far from rceasing operations. coni-
mercial radio in the Fiji Island gronp
i= on the eve ol considerable expan-
<10,

ZJN Suva al present operates with a
S00-watl transmitter but a new 2.000-
wall transmitter is on the site and
awaiting power and audio Ene conner-
tions. (A hurricane which recently
swept the islands delayed new works
of this (|(’.~&f‘ripliull.l

Programing is of a general nature
and covers hreakfast. daytime. and
evening \tnnouncements
range from 25 to 100 words plus ses-

SesS10NS,
sions and sessionettes of one-. five-
10, 15-. 30-. and GD-minute duration.
We nse live copy or recorded material
of 78. 3315, and tape reproductions,
Program waterial is normally record-
ed at 331, on 16" disks.

ZIV rates are low in comparison
with your local stations rates. There
are 3.000 licensed =ets in the islands.
In addition free sets are made avail-
able to Fijian native villages for com-
munal listening.  Total population is
301,959, The languages used: English
for Europeans while the Fijiaus and
Indians are mainly tri-lingual. ie..
speaking English. Fijian. and Hindus-
lani.

C. I, SrrovLE

Advertising Manager
Broadeasting Dept.. Amalgamated
Wireless (Australasia) Lid,
Svidnev. Australia

BOOMING BRAZIL

We have a good markel for sponsors.
for Sdo Paulo is a boom city @ it is. as
a matter of fact. the fastest growing
city in the world.  The latest census
shows a population of 2.600.000 in-
habitants.

Sao Paulo is the most important
road and railroad ceuter of the coun-
try and is the natural supplier and
distributor for all the 21 states of Bra-
zil. 11 is the largest industrial center of
South America. There are only three
cities in the U. S, which are larger
than Sao Paulo: New York. Chicago.
and Los Angeles,

Of the three television stations in

15 DECEMBER 1952

Brazil—one in Mo de Janeiro and two
in Sao aulo
Paulista. Channel 5. programs almos

onrs. Radio Televisao

entitely with live talent. as we have
vreat difficubty in obtaining films. This
i= due hioth 1o restrictions on new hlms
andd exchange difficulties,

Television is still such a novelty that
there is some opposition to the prices
being paid }l, the SPONSOrS, who were
nsed to the prices of radio advertising.
They are not yet completely asstred
that the power ol a television ad is a
hundred times wmore effective than that
which appeals only (o one sense,

Will radio. theatre. and movies sof-
fer from the expansion of television?
Too bad. Wasn't the railway car su-
perseded by the antomobile and the
new concrete roads? Wasn'l the steam
hoat Mi|n|>innlm| |n) the ;lil'l:lmw'.’ The
uldest must ;_.:-l\l' |||i14'¢- to the newest:
this is the law of evolution.

Mako Moxtemro Dixiz Jusor g

Director-Superintendent

Radio Televisao Paulista

Sao Paulo, Brazil

RADIO SAARBRUCKEN

You might be interested 1o know

that Radio Saarbriicken has made the

Pepsi-Cola jingle so popular throngh-
oul this part of former Germany that
the children  are singing il in
I goes like this:

Pepsi-Cola. hei das zischi.

shreels,

eisgekiihlt, wie das erfrischt,

Duft und Labsal jeder Schlunek,

Pepsi-Cola gluck. gluck. gluck.
Hans H. Ti'xes
Commercial Wanager
Radio Saarbriicken
Saar. France

®  Pepsictola™s German tran=late~  intu
Fueli=h thusly :

Pepsi-Cola. how it sizzles.

ire=cooled, how it refreshes,

Fr t oand tasty, each deink.

Pepsi-Cola, pulp. sulp. gulp.

Jimele

LUXEMBOURG RADIO

Luxembourg Radio’s French trans-
miller covers up to 7570 of the total
radio homes in France and Belginm
plus the rest of French-speaking Europe
easl o Warsaw and west to Portugal.
i France itsell has no commercial ra-
dio.) There is no other effective radio
coverage for advertisers except Radio
VMonte Carlo in the south. The Fng-
lish transmitter. operaling at nighl

only, covers all of England. There isl

the

Fitting a Medium
to a Market

WY

Covers Al:l. -
of the Ridh

ACUSE

NBC
AFFILIATE

Write, Wire, Phone
or
Ask Headley-Reed

of
Fitting u Medium
to a Market

- WY

Covers ALL
of the Rich
Central N.Y. Market

Write, Wire, Phone

ACUSE

NBC
AFFILIATE '

or
Ask Headley-Reed
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no commereial radio in England either.
\s a result Radio Luxembourg is sold
out but sponsors can gel time if they
are patient enough.

Radio Luxembourg had only 32
sponsors in 1946: now has 151, Big-
U.S.-origin on the
French station: Carter Products, Col-
gate. Goodricli. Lever Bros. Biggest on
the English transmitter: Colgate, Gil-
lette, Intl. Chemical (Kolynosi. Lever,
Mars (candy 1. Miles Labs.. Phillips.
Carter. Wander. Seventy percent of
all French programs are produced by

zes| sponsors

one packager. Les Programmes de
France of Paris.

Guy Boram

U. 8. representative

Radio Luxembourg

CUBAN TELEVISION

Here is a recent list of American ad-
vertisers and their agencies using the
CMQ-TV Network in Cuba: Phillips
Milk of Magnesia (Bassave, Publici-
dad): Artistic Foundation, Mennen.
Pepsi-Cola. Ford. Pan American Stand-
ard Brands. Pan Amertcan World Air-
ways, Sherwin Williams (all Godoy &
Cross): Goodrich (Grant): Califor-
nia Packing, Esso (Guastella-MeCann-
Erickson) @ Campbell Soup. S. C. John-
son & mon. Miles Labs.. Smith. Kline
& French Labs.. Zonite (all Publicidad
Iuter - Americana) :  General Foods
{ Publicidad Mestre, Conill & Co.):
Home Products of Cuba (Soria. Ruiz
y Cia. ) : Colgate, GE, P&G {all direct).

M. A. GUTIERREZ
Sales Manager
CMOQ-TI" Network
Havana

LOURENCO MARQUES RADIO

The operation of Lourenco Marques
Radio is almost unique since. firstly, it

broadeasts on short wave onhy and. see-
ondh. although situated outside the
Union of South Afrvica. all of its mam
sponsors are located in the Union. Tn
spite. of the fact that it [aces strong
competition [from the local Springhok
Radio, Lourenco Marques billings are
the highest in its history—with no in-
erease in rates since 1948, (Springbok
i= Government-owned although com-
mercial; Lourenco Marques is in Por-
tugnese Fast Africa—sroNson.)
During the first year of operation of
Springbok Radio (1950) our hillings

dropped by approximately one-third,
hut once the novelty appeal had worn
ofl and advertisers were in a position
1o assess the relative merits of Spring-
bok Radio and Lourenco Marques,
there was a slow but steady upswing
in our billings until today when we are
doing record figures and our turnover
i)‘ illi‘r('ilsillg ffﬂ]]l Illlllll]] 1o ll]ﬂ"lh.
As you will note from one of the en-
closed leallets. the reason for this is
largely because we are able to offer
listeners in the Union at a lower cost-
per-1.000 than our competitor.

Springhok Radio is. of course. in a
very fortunate position as although it
operates on a national basis, it has
broadeast band transmitters in mosl
of the large centers.

Fravg Lavipineg

Managing Director

Davenport & Meyer (Pry.) Ltd..

Johanunesburg, commercial managers

for Lourence Marques Radio

SPANISH-LANGUAGE RADIO

Was interested to read your note of
Spanish language stations” prosperity
in vour Octoher 6 Report to Sponsars.

We established  why
Spanish-language advertisers prosper.

Our “Pantry and Medicine Cabinet
Survey” in 374 Latin American homes
in the Greater Austin Area establishes
heyond doubt “percentage of usage”
and “brand preferences™ in all hasic
lines of food and drugs,

Copies will be made available to

have now

interested advertisers upon request.
FRANK STEWART
Manager
KTAN
Austin. Tex.

INTERNATIONAL BASICS

Under separate cover we are send-
ing you an order to supply sroxsor
for 12 months,

[n the meantime. | am wondering
whether you would be good enough to
let me bave two copies of your World
Commercial  Radio Map, which 1
understand  was  published in
issue dated THh July.

ALLAN BLOMFIELD
Film & Radio Mgr.
W. S. Crawford Ltd.
London. England

your

® The wop relerred 1o abose appeared  in
SPONSOR's  International  Basics Section,  The
International Basies  Section  is available with
subscriptions, Exira copies cost 10e each.

SPONSOR




A CAPITOL RECORDS
BEST SELLER
FOR
THE PAST THREE YEARS

ONDAY-SATURDAY
9-11 P.M.

MONDAY-FRIDAY
2-3 P.M.

twice a day,

KYA

SAN FRANCISCO
Covering Northern California’s 3,000,000 People



ONE OF
Amencea’s Greates?
INDEPENDENT
RADIO STATIONS !

CREATER THAN EVEDR
v 1932

Largest Volume of Business
in 16 Years.

456 Satisfied Customers ...
87 National Advertisers
. . . Consistent Rencwals

Constant Hocpzr Rafings
. . . Among Top Five In-
dies in Nation

Provides up to 2'2 Times
Net Stations' Audicnce Per
Dollar

Top Air Personalities |
Air Salesmen . . . Merchan-
dising That Moves

All Major Milwaukee anc
Wisconsin Sports

'Round the Clock News
Statf . . . Strong Commu-
nity Affairs Voice

w E M P WEMP-FM

24 HOURS OF MUSIC, NEWS, SPORTS

HUGH BOICE, JR., Gen..Mgr.
HEADLEY-REED, MNot'l Rep.

Havrry Chesley

MI]Z SHMDHHS(]D[F V.P., Coodinator Adveriising Sales & Merchandising

Phillp Morris Co,, Ltd., Inc.

That’s a long title Harry carries around ot he has a successful
aiales record equally long to go with i, Unlv five months in his
present assismment, Harry came to Philip Morrvis alter three years
a= vice president in charge of national sales for P'epsi-Cola Co,

Big switch? Not according 1o Harry., “There’s not much differ-
cice belween selling Pepsi-Cola and Philip Maoyri- cigareites, The
common problems are disteibution. display, and mass <ales”™ he savs.

He'll have a chanee to prove his sales prowess—uol only with the
long-establiched  Philip Movris |rand of cigarettes but with the
tecently introduced king-size Dunhills. Aware of the growing popu-
larity of the lonzer cigarettes, Philip Morris coupled the class name
of Dunhill with the 85 none lenzth demanded by a large segment
of the publie.

One of the main vehicles used to carry the Dunhill sales message
is the Wy Hero show starving Robert Cumming-. The commercials
on this program typify Harry's approach, “We put the emphasis
on personalized selling as opposed to the technical rigmarole. No
statistics and vesearch mumo jumbo. We tell the pulilic “Something
wonderlul happens when you change to Philip Morris” and we mean
it. But we alzo tell them that in order Tor us to continue to supph
them with entertaining programs they have to 2o out and buy
onr product,”

Harry used the personalized selling approach when he was with
P'epsi-Cola. I believe that Faye Emerson on TV did a fine job of
setting Pepsi out of the Kitchen and into many better ¢lass living
rooms. She convineed a lol of people that a Pepsi-Cola bottle wasu't
oul of place in any setting.”

i~ first job alier leaving the Chicago College of Commerce was
with Swift & Co. Later. with the Pab:t Brewing Co. (a “premiom™
heert he worked his way up to national sales promotion director.

During the war Harry was an aide to Gen, “Hap™ Araold. later
lie hecame assistant secretary of the air stafl. Going back to Pabst, he
touk over a West Coast distributorship. He aud his partner built up
the business so suceessfully that Harey couldua’t resist a capital gains
sale of his interest in 1919,

Born in Towson. Marylawd. Harey now lives in Greenwich, Com..

with his wife and 1wo sons, * ok %

SPONSOR
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If you're looking for bigger and better markets
to conquer, here are two strong points in your
favor in the Mid-South: (1) The Memphis Mar-
ket comprises 76 rich counties with a buying
potential of over $2 Billion. (2) You can get
complete coverage of this vital area with a
single schedule on WREC. With the highest
Hooper rating of Any Memphis radio station,
WREC has the power, the engineering perfec-
tion and the quality programming to keep a
steady audience of interested listeners in a
receptive mood. And, WREC prestige adds
impetus to buying, too!

MEMPHIS NO. 1 STATION

Celebrating Our 30th Anniversary Year

REABESIS HOW

. X | 2
0 Fon & Las )ij).\h{};({,lﬁp \F@ﬂ !\ﬁmt} QA /

IN the South’s Largest Market Area

Coverned by Memphis No. 1 Station

REPRESENTED BY THE KATZ AGENCY e AFFILIATED WITH CBS RADIO 600 KC, 5000 WATTS

13






LIKE EVERYTHING ELSE wrought by
man, every advertising medium has a
hitch in it. Skywriting is splendid—
except on windy days and during
rainy spells. Newspapers are nice—
but it takes so many of them to get
your story into different markets from
coast to coast. Magazines are mighty
fine—if only your sales and distribution
pattern happened to fit a given
publisher’s total circulation. And
television is tremendous—but it still
costs so much to reach so small

a fraction of your 48-state market.

[HERE

There 1s even a hitch in network radio,
the only true mass medium. All four
networks blanket the biggest centers,
of course—but recent research reveals
that only one of the four really
dominates the 17,000,000-family radio
audience throughout Non -T'V America
... largely because this network, single-
handed, provides more stations there
than the other three combined. Mutual
is the one network with this unique
plus—and timely rate adjustments
make Mutual the one network for you

to hitch to . . .right now for '53.

MUIUAL

the plus network of 560 affiliates

1Ch



CABLE -
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ALLOCATIONS -
o {

/.I,‘,

waiting for

cable clearance
for your
TV film 0/

program?, -/

you can do better with SPOT— much better

I[f your TV program is on film, you need never wait on the cable

for clearances, or be blocked out of markets because of inadequate
cable service. Build your national coverage on a Spot basis,

and you'll find that stations clear time more readily for Spot—

in markets of your own choice. And you'll save on Spot time charges—

enough to cover film prints, their distribution and other costs.

Get the full details from your Katz representative.

T H E K AT z A G E N c Y' l"c e National Advertising Representatives

NUE, NEW YOFK 22, NEW YORK « CHICAGO » LOS ANGELES » SAN FRANCISCO » ATLANTA = DALLAS » KANSAS CITY » DETROIT
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New and renew

1. New on Radio Vetworks

SPONSOR | AGENCY STATIONS PROGRAM, time, start, duration

Cream of Wheat Corp BBDO . CBs 123 Crand (: ntral Station, Sar 11.05-30 am; start
13 Dec

Durkee Famous Foods Lea Bumnett Co ABC 165 When A Cirl Marries; M, W, F 10:45-11 am; 1
Dec; 52 wks

General Products Corp Dean Simmons ABC &0 Hall of Musical Fame: M-F 10:15-30 am; PST:

i 26 Nov; 52 wks

5. C. Johnsan & Son Needham, Louis & Brorby MBS 540 Frank Singiser; M-Sar 10:30-35 am: | Jan; 52 wks

Jules Montenier Inc Easle Ludgin & Co CB5 125 What's My Linc?; W 9:30-10 pm; 3 Dec; 52 whks

Philip Morris & Co, Ltd Biew Co CBS 200 My Little Margic; Sun B:30-9 pm; start 7 Dec

Mutual of Omaha Gozeil & Jacobs MBS 510 Mutual of Omaha Calling; Th 25 Dec; 2-3 pm
spesial Xmas prog

Packard Motor Car Co Maxon, Inc. CBS 200 Pregidential Inauguration: T 20 Jan; 11:30 am-5
pm; also Inmauguration Ball; 11:15 pm-12 midn

Seeman Bros Wm, H. Weintraub CBs 200 It Happens Every Day; Th 4-4:05 pm; 20 Nov;
50 wks

Sceman Bros Wm. H, Weintraub CBS 200 Nora Drake; Th 2:30-45 pm; 20 Nov; 50 wks

Int'l Cellucotton Prods Foote, Cone & Beldinz NBC 189 John Cameron Swayze;, M-F 10:30-35 om; 5 Jan;
52 wks

Sonotone Hearing  Aids Kudner CBs 166 Cedric Adams: Sunm 4:55-5 pm; 30 Nowv; 52 wks:

< ) also M 10:35-40 pm; | Dec: 52 wks

Svivania Electric Prods Ray S. Du:stine MB3 500 The Shadow; Sun 5-5:30 pm (15-min segl; 4 Jan;
26 whks

Texas Company Kudner ABC 337 Metropolitan Opera: Sat 2 pm to concl: 29 Nov;
18 bdests

Willys-Overland Motors Ewell & Thurber ABC 350 Presidential Inauguration; T 20 Jan: 11:30 am-
4:30 pm

Wine Corp of America Weiss & Geller NBC 186 John Cameron Swayze; Th 20 Nov: M, W, F

10:30-35 om: 24 Nov thru 2 |an

2 Renewed on Radio Networl:s
L]

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration

Amer. Fed.cr.nion of Labot Furman & Feiner MBS 150 Frank Edwards; M-F 10-10:15 am; | Jan, 52 wks

Burton Dixie Corp Turner Advertising ABC 134 Paul Harvey News: Sun 10-10:15 pm; 30 Now
52 wks

Continental Baking Co Ted Bates ces 53 Crand Slam, M-F 11:30-45 am; 17 Nov; 52 wks

General Mills, Inc Knox Recves ABC 26 Joe Emerson’'s Hymn Time; M-F 3-3:15 pm; 22
Dec; 52 wks

General Motors Corp Kudner ABC 326 Henry ). Taylor; M B-8:15 pm: 15 Dec: 52 wks

Coodyear Tire & Rubber Kudner ABC 313 Createst Story; Sun 5:30-6 pm; 4 Jan; 52 wks

S. C, Johnson & Son Needham, Louis & Brorby MBS 540 Newscasts; M-F; Holland Engle, 11:25-30 am,

H. R. Baukhoge, 12:15-25 pm; Sam Hayes, 2:25-
30 pm: Cezil Brown, 5:55-6 pm; alse five
S-min newscasls on Sat; 1 Jan; 52 wks

Kellogg Co Leo Burnett MBS 540 Bill Hickok; M, W, F 5:30-55 pm; 1 Jan; 52 wks

P, Lorillard Co Lennen O Newell MBS 540 Qusezcn f:r a Day; M-F 11:45-12 noon seg; 1 Jan;
whs

Philco Corp Hutchins ABC 330 Brmkf.u‘: Club; M-F 9:45-10 am seg: 29 Dec:
wk

Phileo Corp Hutchins ABC 310 Edwin C. Hill; M-F 10:30-35 pm; 29 Doc; 52 wks

Toni Co Foote, Cone & Belding ABC 333 Break the Boank: T, Th, 11:30-45 am sczs; 18

Nov; 52 wks

3 New National Spot Radio Business
L

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Colgate-Palmolive- Cashmere Bouguet Sherman & Marquettc, 25 mkis Annct campaign, 17 Nov; 3
Peet hand lotion NY whks
Druggists  Supply Drug supplies Ruthrauff & Ryan, NY 150 mkis 2-wk Xmas prom campaign; st
Corp 1 Dec; 8 Dec in Tex & Okia
Ford Dealers 1953 Ford autos ). Walter Thompson, 15 mkts Annct campaign; 9 Dec; 3 ds
NY to 2 wks each mkt
Ceneral Foods Corp  Maxwell House In- Benton & Bowles, NY 8 mkts One-min  anncts; 20-sec  stn
stant Coffee breaks; short-term satura-
tion campaign; Dec
Lincoln-Mcreury Automobiles Kenyon & Eckhardt, About 350 sing Anncts, varying lengths, main-
NY coast-to-coast Iy carly am time; Dec
Modene Paint Co Odor-Free product Frederick-Clinton Co, 6 cities: Boston, Anncts, partics, progs; inten-
line NY Quincy, Springfield, sive schedule launched Oct

Mass.; New Hawven
Waterbury, Conn.;
Bangor, Me.
Pontiac Motor Div 1953 Pontiac autos MacManus, John & About 500 stas Onc-min, 20-sec anncts; sup-
Adams, Detroit plemented by heavy dealer
schods  locally; saturation
campaign; Dec

Numbers alter names
refer to New and Ke-
new category

1 ¥ Richard Rawls
’ In next issue: New and Renewed on Television (Network and Spot); diirey r{‘fm‘r;.'

Station Representation Changes; Advertising Agency Personnel Changes g}};"_ﬁf”ﬁ,’:f,'f‘ :

I'ie Rowland
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Yational Broadcast Sales

NAME

Clarence G, Alexander

William R.
George Baron
Robert Blake
Ceorge Barcn Bregge
Harry Camp

Robert C. Cancpa
Neil D Cline

Stan Cordrey

John H. D'Aiutole
Fred |. Geiger
Albert ). Gilien
Richard D. Gillespic
Richard W. Golden
Byron Goodell
Payson Hall

Alford

Herbert W. Hobler
Robert Hyland

Jack Ishmole
Warren Jenmings

Cy Kaplan

Ann HKnowleton
Rebert E. Lyall

A. 1. Marshall |Jr
Jack Martin

Ed Masen

William M. Materne
Ray McCarthy
Conald Menard
Robert  Merryman
Jehn Mitchell

F. Sibley Moore
George Nickson
lack O'Mara
Kenneth M. Quaife
Richard B. Rawls
Michael A, Renault
Robert M. Reuschle
Harold Ridalls
Thomas P. Robinson
William V. Rothrum
Vic Rowland
Hartley L. Samuels
8ill Simpson

Haan | Tyler
lames A. Wethington
lohn H. White

ixecutives
FORMER AFFILIATION

RHZ-Cadena Azul nel, Cuba, mgr of opers
WSYR, WSYR-TV, Syracuse, comml sls mgr
KOWL, Santa Monica, Cal, acct exec

WOR, WOR-TV, NY, dir publ

WDTV, Pittsb, asst sls dir

WQAM, Miami, Fla, asst gen mgr

Own food firm, St. Louis

WHAS, WHAS-TV, Louisville, superv of sls
Nash Moter Co, Cinci, sls prom mgr |
WOR-TV, NY, TV sis stf

WACE, Syracusc, comml mgr

WSYR-TV, Syracuse, chg local & regl TV sis
WKRC, Cinci, publ dir

Lester Lewis Assoc, NY, prog prod

CBS TV, NY, sis dept

Meredith Pub Co, Des Moines, radio-TV excc

NBC TV, NY, acct cxec sls dept
KMOX, St. Louis, chz natl sls
Peerless TV Prod, NY, chg sls prom
WIZ, NY, comml mgr

World Bdestz, midwest sls exec
KDON, Salinas, Cal, comml mgr
Pacific Borax Co, midwest div sls mar
WSYR, Syracuse, chief radio slsmn
KCNA, Tucson, sls dept

KXXX, Colby, Kans, asst mgr, chg farm prog
WPZ. NY, mar

KMOX, St. Louis, dir pub rel

WDTYV, Pittsb, sls stf

WISH, Indianapolis, sls stf

United Artists TV, NY, vp

WIR, Detr, asst treas

KXXX, Colby, Kans, mar

John |. Edwards & Asso, Hywd, mdsg excc
WOW, Omaha, sls dept

ABC TV, NY, dir stn rels

WIZ, NY, acct exec

McCann-Erickson, NY, assoc media dir
KRSC, Scattle, mgr

ABC Sales Dept, NY, bus mgr

WSYR, WSYR-TV, Syracuse. nrog dir
ABC Western Div, dir radie-TV publ
WIZ, NY, acet exce

KRSC. Scattle, sls mgr

KFI-TV, LA, gen mgr

Wm. G. Rambeau, NY, sls mge & vp
KXOK, St. Louis. acet exec

NEW AFFILIATION

Great Plains TV Properties stns, gen mgr

Same, dir of sls

Same, sis mgr

WCBS Radio, NY, dir publ rel

Same, sls dir

WDOK, Cleve, vp & gen mgr

KMOX, 5t. Louis, mdsg mgr

Same, dir radioc & TV

WLW-T, Cinci, sls rep

0. L. Taylor, NY, sls stf

WSYR-TV, Syracuse, mzgr TV sis

WHAS-TV, Louisville, sls mgr

Frederic W Ziv, NY, radio sls prom dept

NBC Spot Sales, NY, mgr sls devel & res

Robert Mecker Assoc, NY, sls stf

Same, dir radie & TV (Meredith owns WHEN, Syra-
cuse, WOW, Omaha. KPHO, Phoenix)

CBS TV Network Sales, NY, acct exec

Same, gen als mar

Same, acct exec

CBS Radio Spot Sales, NY, acct exec

WONS, Hartford, Conn, sls mgr

Same, stn mgr

WLW stns, Ohio, dir field mdsg

Same, mgr radio sls

KNOG, Nogales, Aniz., stn mgr

Same, mgr; also vp Western Plains Bdestg Co

ABC, natl spot sls mgr. owned radio stns

Same, acel exec

Same, opers mgr

WLW-T, Cinci. sls rep

Screen Gems, NY, gen sls mer

Same, vp

KEEP, Twin Falls, |daho, mgr

KTTV, LA, dir mdsg & prom

Same, asst sls mar

KPHO, KPHO-TV, Phoenix, stn mgr

Same, sls mgar

WHUM-TVY, Reading, Pa, natl sls mar

KXRN, Renton, Wash, co-owner

ABC Stn Rels Deots, regl mgr NY & New England

Central NY Bdcstg Corp, vp

KONA, Honolulu, dir pub rel

Same, mgr

KXRN, Renton, Wash, co-owner

Guild Films, Hywd, west coast sls dir

Same, exec vp

KMOX, St. Louis, acct exec

Spounsor Perseunel Changes

NAME
Ambrose | Addis
Lee H. Bristol, Jr
John A. Burns
Arthur A. Curric
R. R. Fowler
Gerald L. Hartman

Bernard 0. Holsinger
Wilmore H. Miller
Alph B. Pcterson
James W. Riley

Jlehn K. Russell, |r
Herbert L. Shuttle-

worth,

Joseph |. Sullivan

Fred Willis

FORMER AFFILIATION

Pepsodent Co of Canada Lid, dir

Bristol-Myers Prods Div, NY, asst adv mgr

Swift & Co, Chi, radio-TV adv mgr

Sylvania Electric Prods, Buffale, ficld sls mgr

Natl Beer Whelesalers Assn, mdsg dir

Bendix Home Appliances, Scouth Bend, mg
mktg

Sylvania Elcctric Prods, Buffalo, asst gen sle
mgr, radie & TV div |

Toni Co, Chi, vp

Lever Bros, NY, mdsg mgr Pepsodent Div

Bendix Home Appliances, South Bend, prod
sls coordinator

Bendix Home Appliances,
mgr mktg

Mohawk Carpet Mills, Amsterdam, NY, exec vp

South Bend, asst

yp

Sylvania Electric Prods, Buffalo, distr sls mgr
Ohio, Indiana, Kentucky

Toni Co, Chi, dir mkt res

NEW AFFLIATION

Lever Bros Pepsodent Div, NY, adv vp
Same, adv mgr

Pan-American Coffee Bureau, NY, adv mgzr
Same, asst gen sls mgr

Miller Brewing Co, Milw, acting zen slt mgr
Same, sls mgr new appliance hine

Same, gen sls mgr

Samz, hd adv & brand prom depts
Same, mdsg vp Pepsodent Div
Same, sls mgr freczer div

Same, sls mzr range div

Same, pres

Same, ficld sls mgr

Same, also air creative adv & media res

New Ageney Appointments

SPONSOR

Cannon Mills, NY

Chrysler Dealers of NY

Consolidated Home Furn Co. Chi and SF
Dodge Dealers Assn of Kans City

Jehn H. Dulany & Son, Fruitland, Md
Kyron Foundation, Chi

Postal Finance Co, Omaha, Neb; and Mu-

PRODUCT (or service)

Stockings, towels, bedspreads

Chrysler autos

Dodge autos
Dulany food:
Medical products
Loaning by mail

tual Lean Ceo, Sioux City, lowa

Procter & Gamble, NY
Swank, lInc, Attleboro,

Mass

Gleem toothpaste
Men's jewelry

Appliances, houscwares, clothing, etc.

AGENCY

N. W. Ayer & Son, NY lcff 2 Jan)

Bermingham, Castleman & Picrce, NY
tfor TV in NY arcal

Bozell & Jacobs, Chi

Scott Assoc, Kans City

Erwin, Wasey & Co, NY

Irvin Rose Asmency, Hywd

Bozell & Jacobs, Chi

Compton, NY :
A. |. Silberstein-Bert Coldsmith, NY

Nwmbers after names

refer ta

Heu e gor

Hheet [, Gillen (1)
Vevander 1]

(.. 17,

\l'[l

Heavson Hall

i |1,

Lol

Vilter (59
{1 L. Shuttleworih (5)

Wristal. Ir. (3)

Lindirorser |,

Hornned Halsingee U5)
j. [

I. 1. Sulliven (3)

Letlige

rl'HfJi u’\'i'

1

Lfilis 15}

wrefe 13)
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“..OUTSTANDING
HUMANITARIAN SERVICE"

Community service is its own reward,
but enterprise that wins such an award as thié |
means audiences that reward the Advertiser.
For greatest shows, :

brightest stars,

richest returns, it’s

TELEVISION CHANNEL
SAN FRANCISCO, CALIF 5
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. For the first time in three yvears, circula- i
. tion figures and up-to-date ecirveulation .
5 alues of radio have been measured. The .
- A. (. Nielsen Co. has just released the %
: results of the most comprehensive radio p:
- urvey ever undertaken, covering every :
: country in the U. S, In this advertisement .
: NBC makes the first published report on .
. the Nielsen Coverage Study. ?

Here

IS the truth

RIGHT NOW, THE VALUE OF NIGHTTIME

NIGHTTIME RADIO
DELIVERS A MULTI-MILLION
RADIO AUDIENCE:*

. at the lowest cost-per-thousand cireulation in
radio’s history.
.at only a fraction of the cost-per-thousand cir-
culation of any of the nation’s top magazines.
While the cost-per-thousand circulation of
printed media has been steadily inwereasing since
1949, the cost of nighttime radio has been
decreasig.
And NBC Radio’s nighttime costs have shown
the greatest decrease.
NBC's cost-per-thousand is now lower than any of the
networks . . . only 33 cents.

1949-1952 TREND OF MEDIA COST/1000
RADIO NETWORKS (EVENING)
PERCENT DECREASE
NBC 17.5 I
CBS 14.3 IR
MBS 9.3 I
ABC 9.1 IR

PERCENT INCREASE

MAGAZINES

Lavns' Hovs JoURNAL 7.7

Goop HOUSEREEPING 8.4

WoMan's HoMe CoMPANION 8.9

BETTER HOMES & (GARDENS 11.8

LiFe 14.5

MeCaLL's 16.0

SATURDAY EVENING PosT 16.9

COLLIER'S 24.6 .
Look 25.4 é

SOURCES: cosTs, Radio: Net Lime cost ' hour,
+ Circutation Ka weekly frequency
: HN i Magazines: Net cost Black and
Magurim ABC first ais White full page bised on the use
euch veur of every jssur in o year,

reekly Audience;
1948, NCS for 1t

*8,335,000 new radio sets have already been sold this year




ahout nighttime radio

RADIO IS GREATER THAN EVER BEFORE

NDBC nighttime radio reaches more homes per dollar
than magazines, newspaper supplements, or network
television.

And NBC nighttime Radio does more for your ad-
vertising dollar than any other radio network.

Circulation — The new Nielsen Coverage Survey is
the largest personal interview study ever made (a
sample of 100,000 homes). It shows an NBC Radio au-
dience of more than 16,000,000 homes on the average
night . .. 25,466,870 different homes weekly ... and NBC

reaches additional millions of homes in successive weeks.

NBC Radio's nighttime aundience exceeds the next
network by 1,275,000 liomes eael weel.

Sales Effectiveness— NBC Radio is the only net-
work which has tested and proven its ability to sell ad-
vertisers' produets today — even in television markets.
NBC-advertised products sell 209, to 1117 better

among their listeners than among people who are ex-
posed to all other advertising. Herve is dociinented proof
of NBC Radio's outstanding impact on the habits of
millions.

Merchandising — Today, NBC Radio is the only
network fully equipped to merchandise products sue-
cessfully at the point-of-sale. Under the leadership of
NB(s twelve district supervisors, NB('s aftiliated

stations actively work to sell their advertisers’ products.

Facilities — The farthest reaching voice in the nation
is the NBC Radio Network. Through NBC’s superior
facilities, advertisers may reach millions of homes

virtually untouched by other national media.

Here, then, is the truth about nighttime radio. Never
before has it offered better values. As Radio continues
to offer even greater values to advertisers, so NBC
continues to offer the greatest values in Radio.

Sources for all atatements available on request

NATIONAL BROADCASTING COMPANY

a service of Radio Corporation of America
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FACTS ABOUT

N

IN LOS ANGELES

America’s Largest

AUTOMOBILE

and
2nd Largest Retail
'.KMarket S

L0S ANGELES
HAS MORE
AUTOMOBILE RADIOS

than these cities combined:
Dallas, Miami, New Haven, Omahe,
Salt Lake City, Providence, Trenton,

Syracuse, Springfield, lll. have

TOTAL RADIO HOMES

27venks

of service in

America's
THIRD LARGEST
MARKET
4
HIW YORK
AGOD
::Ilf FRANCIZD
L0 ANGILLY
CHARLDTTE T
pLTROIT
ATLANTA
i HARRY MAIZUSH | |
31, Louis President s Grmiral Manags |
PALLAS
spLLSE 1952 Out-ul Home Listeming Survey
Pu il 1

New developments on SPONSOR stories

5 ‘s iy
See: “Five ways to promote TV programs"

Issue: 20 October 1952, p. 10
Sllbjecl: The TV program guide maguzines
0 0 provide a top-noteh promotion vehi-

cle for TV shows

The program guide magazines are one of the fastest-growing
means of TV show promotion. providing advertisers with an aundi-
ence of TV viewers who are not <atished with cold newspaper
program-hstings  and are willing 1o pay for comvenient-to-read
schedules,

There are some 23 TV program magazines published weekly in
IV markets acvoss the nation. Total circulation at present: roughly
L.200.000.  Leading the field are 71 Guide. with an average ol
175.000 copies in New York: T1 Forecast. with 210.000 in Chicago:
Tl Digest. with 180.000 in Philadelphia (these three are mem-
Irl‘l:- tlf \I“:l.

Surveys show the anfluenee of these magazines as programeinfor-
mation sources, Advertest Rescarch recently completely a study for
Tl Guide 1616 Novemher 19520 querving 757 TV sel owners in
the New York wetropolitan area on where they got TV schedules,
OF these, 204 used T Guide. This percentage outranked the
combined showing (17.29 1 of respondents using full-week scheduoles
in Sunday or weekend newspapers. In the daily field. it ook seven
major newspapers combined-—New York Journal-American, Post.
World-Telegram, Times, Mirror. Hevald-Tribune. and Newark News

to lure about as many (28.0' 1 information-seekers as T1™ Guide
slone attracted.

When Market Facts, Ine. made a survey for T17 Forecast maga-
zine in the Chicago metropolitan area. they discovered that 174000
families had seen the most recent issue of Forecast: 150.000 the
fatest Chicago Tribune weekly TV supplement: 147.500 the Chicago
Daily News weekh TV supplement. Foreeast outsells the Saturday
Fvening Post. Life. Time. Collier’s. and all other weckly magazines
~old on Chicago newsstands, according 1o the survey,

An example of what advertising in such a magazine helped do for
v ne show comes from the Borden Co. That sponsor started to carry
“spotlight ads™ on its Treasury Men in Action. (NBC TV, Thursday
8:30 panet in 11 Guide early in September. The show’s New York
vating (American Research Bureau) at that time was 348, One
month later 12 October) its rating had jumped 1o 404

Tl Guide. TI" Forecast. and T1 Digest recently grouped 1o offer
<ponsors special combination rates for advertising in all three. These
publications also act as advertising represematives for some 15 other
program guides (same. published in different eities. have the same
vames via [ranchise: 71 Digests. for instance. appear in Phila-
delphia. Pinsburgh. and Atlanta i,

Advertisers buyving space in the guide magazines 1o give their
shows an extra push include: American Tobaceo Co.. Bendix Home
Appliances. Bristol-Myers. Celanese Corp.. Dul’ont. Hazel Bishop
International Silver, Texas Co.. Westinghouse. Johnson & Johnson.
VMagnavox Co.. Nash Motors, General Foods,

Here's how AL L. Sezal. advertising director of T Guide. calalogs
~ome of the alvantages the program magazines offer advertisers and
televiewerss 1) Tlll'_\ are handier 1o refer 1o than newspapers: 121
though issued weekly, they are used daily and kept around: this
gives o “spotlight™ advertiser extra exposures: (3) the contents
catch the viewer at just the right time—when he's in the maood 10
view: ) they serve 1o heighten his iuterest in what he sees on
video via editorial features which personalize the stars and their
hows. Alsoo they assure the advertiser no waste eirculation since

virtually every reader is a TV set owner. kX Kok
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Salemaker has had . ..

. and his boy does a man's job on a junior sized budget!

Like his famous Daddy, Salemaker Jr. gives you

smash impact spot saturation at low cost. For complete
details call or wire KRSC MNational Sales or our

nearest rep.

AYl8
sells ALL the big
Saattle Market

Represented by:

EAST: Geo. W. Clark, Inc.
WEST: Lee F. O'Connell Co.
Los Angeles
Western Radio Sales,

San Francisco



Master

of
Ceremonies
and

Sales

WBTs cheerful, chipper Fletcher Austin gives the charm .:
and conviction to a banquet or a break which have made

him one of the mosl popular of Carolina pl'l'.‘-“ll.’llitil'h -

on or ofl the air. Riehtly representative of WBT's

superlative air stafl. Fletcher can make vour commercials

sing and sell among 3.000.000 WEBT-Carolinians.

COLOSSUS OF THE CARQOLINAS

CHARLOTTE, NORTIL CAROLINA
JEFFERSON STANDARD BROADCASTING COMPANY |

Represented Nationally by CBS Radio S pot Sales
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BBDO's Frank Silvernail, menager radio-T1 timme buving : Hojpe researcl, pernse vopy of YOS report 1 will be re

Wartinez, timeliirver: Theodora Anderson, manager ol radio-T1 fring U5, data lrom Nielsen (orerage Se ‘ I

- Average radio station’s
-~ oieculation up despite TV: Nielsen

Inereases since 49 BMB shown Ly majority of
stations in Nielsen Coverage Serviee cross-section. Full NCS siation

reporis already out: area studies coming in January “53

‘_1r rom the point of view of station  vice station reports already in the  month. the A, C, Niel-en Co. has just

coverage. how big is radio todayv? hands of station subseribers. and with  released the first round of answers to
What's the effect of TV on radio multi-station area reports due on the questions st h as those above.

during the past three years? desks of agency timebuyers in g Basis [or Niclsen’s findings was 1
\re radio listeners luning to a great- cross-seclion group of 96 radio <ta-

er IIIJ!II]“’]' lli slalions now. In'i';ll]h’l‘ H””I““”I“”“”m:||I|“||”|I|H|”|HI|”HH”””””l”““"”””:”'I:"I””“””H lion= ||IIII!I;-'|IHU| ||Il‘ counlry. chosen

there are more radio stations today from the 2300 reported on by NCS,

than in 19497 status re por t hese stations have had no change of
With the first Nielsen Coverage Ser-  [JIIIMMMIMIITMMIIHOTIG0ITI00, - pow er. afiliation. or frequency between
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|
ol the 1919 BMB coverag ing the dayhight hours was lar from hitting more families, the multi-market

L d the NCS study. held work uniform. The spread ran all the way ~pol radio advertiser who has done his |
fome last spring from a drop of % o a gain o buving carefully can thus look for-
(IT: er-all hndings o this groop  2153% among the NCS panel outlets.  ward to audiences generally larger 10-

Lalye Cluorls g apenny, s =~mutlarly, the mighttime increase dayv than they were three vears aco.,

| carl thal radio 11 was= not untflorm amone NCS ~tations. 0. There's still a ll'lll_'.'ll i lryine
il ™ rrutabion that 19019.1032, f'\l-| -0l ran as low as Lo .}]-'-1\ _:l'!l-'l;liiljl'.- Lo -|u'l|[-i' Clses
igo—is «till King of the  63%, and gains went up 10 1127, \s the chart at rizht shows. some ra-
h the Boyine st L Inoa general sense, inereases weri dio  outlets went  azainst  the form

el irelully 1 whieve th Fomnd most Iregpuen Iy mong slations chart= and made zcains allen nluiin '
sults<. Here are the highhehs of =mall and medivm size. and = <izable) against television competition
the Nielsen fnvestizativn creases were most noticeable  amone Uther stations with no T\ -l‘llilil'!“illll.
I Fhe averave U, S, radio station  large stations. accordinzg 1o Nielsen it was found in the Nielsen data.
th tossssecfion eroup =howed an However. this doe n’t mean that the  had sustained losses. The answer is
rease in the size of its “eoverage”™  day of the big powerhouse stations is  obvious; When a timebuyver gets down
It vewlation among famnhies— oot over. Far from it. Large stations are to the market level and starts 1o weigh
Lhe itnmber ol = uar miles covered b almios=t alwavs comewdentally Jon ated one outlet :i;_'ilill.-1 another. the choier
the station’s signaly between 1949 and TV markers (New York. New Ovleans. st still be motivated by sueh things
1952 I 117 i the daytime [he  Los Aneeles. eteo) and thus are more  as [|=<'1]II.I|'|I_\ of the station’s local pros-
verage nighttime coverage gain was  exposed 1o TV e influence. Their re- gramine. its audience promotion and
0 i the 90-<tation group. matning awhences arve =ull enormous. merchandising jobs. and the know-how

2. This 1177 averaze increase dur- 5. With the average radio station ol its management,

NENATE s thle 10 sell air media on basis of new, competi \BI s chief rescarcher, I M. Beville Jr. (seated). examines media
wortded by NCS and Dr. Ken Baber's SAM fignres wirth H. W, Shepard (\NBC O&A0) statvonsy, NCN's 1. Churchill
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Typical individual radio station circulation chaunges, 19§9 vs. 1952

(These 12 stunions of varying size were selected at random for svosxson by A, (. Nielsen from

its complete NUS cross-section of all U.S. radiv stations with same laeilities in *19 and 521

: 1 Lw I 10-25 10-25  Under 10 + 8 4+ 39
: 2 Med Y 25-100 25-50 10-20 A T
: 3 High Y 100-500 50-100 50-60 G 27
4 Low Ind 10-25 10-25  Under 10 11 112

5 High X 100-500 250-500 30-40 PR 2t

= 6 Med W 25-100 100-250 70-80 51 =83
7 Med Ind 25-100 10-25 60-70 L35 L 100

£ 8 Lw W 25-100 25-50  30-40 2 none
_ 9 Med X Over 500 100-250 40-50 —11 21
= 10 Med I 10-25 10-25  Under 10 182 -+ 42
11 High Ind 100-500 100-250 Under 10 " E oY

= 12 High Y Over 500 100-250 30-40 ~30 16

More data from NCS study: Brief-
ly. that's the first round of nug-
gets panned by Nielsen researcher:
from the data deposits of last spring’s
field work. And. since radio and TV
coverage were heing measured on the
same base for the first time, there were
other highlights:

1. The influence of TV on radio
station circulation depends on the de-
aree of TV set saturation in a market.
Thalt. of course. is obvious to any time-
buyer. But timebuyers are oflten not
aware of the fact that it takes a good
deal of TV saturation before any rec-
ognizable dent is made in radio. For
instance, Nielsen researchers learned
that among radio stations in whose
home counties the TV ownership was
1097 or less, there was an average
circulation increase of 2177 in the day-
time and 3197 at night. Where the
home-county TV set penetration was
509 or more. daytime radio coverage
was off an average of or'y 477, al-
though it slumped 307 ¢ nicht,

2. U, S. audiences are developing
stronger loyalties to individual radio
stations. That is. they're listening to a
smaller number of different radio sta-
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Nigh—over 5,000 watts; Medlum—3500-5,000 watls;

Low—under 500 watts, 1Given as

Index i tecal population; dees

NOT compare with rlreulation fAgore at feft

BUB-type data of SAM
also due early next year

Dr. Kenneth C. Baker, head of the
Standard Andit & Measurement
Serviee, has already sent some
400 SAM Station Reports to
subseribing outlets; ad agencies
will receive theirs soon

tions every week, perhaps because of
TV competition and perhaps the fact
that much of the listening done to
secondary ( kitchens.
workshops. ete.) usually involves lis-
tening while working and thus the <ta-
tion dial is twisted less. According to

sels garages,

Nielsen. the average number of radio
stations listened to by the typical U, S.
home is down 1177 in the daytime and
down 2977 at night, as compared to
1949 levels.

3. As expected. when radio station
listening and TV viewing are lumped
together, the combined total shows a

greater number of tuned-o  stations
than the radio-only figures for 1949—
but not much more. The combined to-
tal number of AM and TV outlets
dialed weekly by a typical home was
57 higher than the number of radio
stations alone three vears ago.

Implications of data: \Vhal do such
fizures as those above. and in the
chart on this page mean to a radio
advertiser and his ageney?
Simply this:
o As the NCS data arrives at agen-
( Please turn to page $06)
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oencyman ahout o

100 a lilm-program contract . .

A ook helore you leap may save many headaches plus thousands of

dollars. Herein six practical pointers on how to be cautious

""1-\\ 'V program vehicles are as
flexible as the \f1|rl-||].11 ed videao filin
shiow: films ean cover anything from
one to OO0 TN markels.
ol TV programing ofler as many pos-
sibilitics fon
agencies to take a contractual pratfall.

"o

v wellknown lu-\rl.'lj_-l- adyertiser.

Bul few types
bhoth large and small ad
inslmee:

who wanted extra TV impact in a Mid-
west markel, was uree d n---:-nl|_\ by his
ageney o buy a hall-hour spot film
The <how was
who liked it
The AgZeNey made a hirm come

MO an 1o o the _iull_
sereened Tor the elient.
Al e

mtment with the fillm distributor. and

drew upa 20eweek comtract with a
IV outler Tor the time.  Then. the
I‘{ll\\ [l“

\nother heverage fivm, the ageney
discovered 1o its horror. was sponsor-
il
Midwest TV arket. just a few miles

ing the same series i another

awiy.  Thonsands of viewing families
lived i the large “overlap area.” the
the wo TV
markets that veceives a TV signal [rom
both,
the same TV filnis. a few nights aparl.

suburhban area belween

Ve these families could see
-]-ul:-nn-‘l v twe arch 1'u||||n‘|itu£'.-.

Meanwhile, of detail erews
and salesmen were calling on the same

Iwn =els
retatlers. armed with embarrassingly

stnilar  werchandising  material  and
jrrivn ulion kits,
ey ey Lot - the |H'H rge ii'}\f’lli'&"l‘
phoned lis agepey and demanded to
Kies il think
they
Phe ageney was soon i an uproar.

\|r1.’:-||_='-

the-seenes

what, exactly., thiey

Weere llnlli'_'./

helind-
The

HF(NEL \I- P\ 1|l|-1 Lr wils :.'I“r'-| till |1I=‘

were called, and a

wvestication started.

carpel first,

“The histeibotor who <ol us the

28

show dido’t wll me abow that next-
door markel.,” he }I]l‘ﬂlll'll.

In turn the distributor shrugged his
shoulders and said “Look, 'm busy
You dida't ask. |

figured vou already knew and it didn'y
matter.”

21 hours a day.

The timebuver who made the deal
with the station was the next man at
bat. “No_ I didn’t check with the sta-
lil‘n. or [Il" |"}|“. Lo = lr anvong "I""l'
was sponsoring that film series in the
next marke.” he admitted. =1 thought
that had been done by our production
I u|llt‘ when the deal was made wih
the distributor. | was just told to bhuy
a zood time slot”

This cmbarrassing experience  [or
one of the countiy’s leading ad agen-
cies—names are heve omitted for ob-

[

film
O ———.

vious reasons—could have been easily
avoided. A phone call from the pro-
aram buyver 1o the film distributor. or
a checkup by the timebuyer would
il the calls

had been made before the TV contracis

have avoided the mishap

were --i:_':]t'l].
We ey our best to help advertising
.l;l'ul‘it':-. hecause this is still a "l't|;_'-

ling business.” was a recent commentl
from a tvpical hlm distributor. who
added “hut we can’t do all the think-
ing for everyone.  Very often. agencies
won't even Lell us the name of the man
with

formation. or else somehody always

we're o contact last-minute in-
forgels o write a menw o somehody
clse,”

filin
ducers, distribotors, ageney executives,

[nterviews with leading pros

and others connected with the hooming
business of TV films. produce similar
When :-|i||-ll|r:-' aveur. moslt
agree. iUs because someone forgot to

reachions,

read the hne print of a film-show con-
tract. or else [ur}lui to include a vital
vlause.
Every week. situations like these
oceur s
e A major New York ad ageney re-
cently forzot to include in its time con-
tracts with slations a clause eovering
|-rm-|n|stiml.-. when a multi-market deal
was being made for a syndicated film
The TV statious on the list. for
the most part. =oon commilled them-
selves 1o other clients for the film time

slots, sinee it was presumed they would

"Ill\\.

b unocceupied when the film series was
uver,

During the recent election campaign,
however, there were several preemp-
tions ol the show’s local slots for politi-
The
ageney’s contract with the producer
called for the sponsor 1o pay for all the
films in the series. a standard practice.
But failure to include a clause in the
agency’s time contracts with stations,
which guaranteed an automatie exten-

cal o1 special-events coverage.

ston of the sponsor’s original time slot,
lelt the ageney’s client at the merey of
stations when it came to “make-zoods.™
Result: Several of the sponsor’s best
films were shown in weird slots by sta-
tions who had nothing clse 10 offer,
jl:l\'ill:_' ;il!'l'ucl_\' c|i.-=|1m-'|'l| of the time.
The ageney is still apologizing.
e« Not long ago, another large ad
ageney lined op over 30 stations for
a syndicated film show. But the agen-
ey's TV program buyers neelected o
confer with the ageney’s timebuyers be-
fore the |llll‘l‘|lilz-i|l;£ of local slots he-
I Please turn to page 70)
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I. Can pilot-film quality be maintained?
Pilot may have cost twice that of run-of-mill
show in film series. Check producer’s repu-
tation, and/or his other TV film programs.

2. Does your time buying match the me-
chanies of film distribution? Simultaneous
multi-market starting dates may mean costly
extra film prints of your client’s TV show.
3. Do you have market “exclusives” aml
automatic  “first refusals?” TV markets
sometimes overlap; a competitor may be
sponsoring your film show in one of them.

|@'I'mh-n\|.~n<1 & Underwood
ul
1
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Six points to check bejore you sign a film-show contract

-!- .-h’f' _]'flu i"lfJ."i"r.”r.'F :-N Case Ujf' ;H."J'JHP."I-HH
of your T film  slot far special events?
Your contracts should automatically extend
your .rv,&:i.-fm tirne slot on Tl outlets.

3. Is vour “new” film show really a new
package? Many reruns are quite success-
ful, but your show may have been aired for
a competing advertiser in the same market.

6. Are you protected against print-damage
costs or Tl legal suits? Clauses covering
these possibilities should be in both the
tine and film contracts drawn by the agency.



TELEVISION

Mary Hartline is heavily merchandised as star of “Super Circus” on
36 ABC stations. Mars spent $750,000 on Chicago kid show this year

HABIO Art Linkletter ribbing contestant in "'People Are Funny" with Pro-
ducer John Gudal in rear, Mars uses radic for adults, TV for kids

“Radio and TV oreatest sales
(ools we ever had -MARS

Chicago candy leader attributes top place in field to broadceasit media

(1 1y Al
’ lic greatest sales tools we ever
had!”

That’s how Victor Henry Gies, Mars.
Ine's v, in charge of sales and adver-
tising. describes radio and TV,

Here's why:

. Radio and TV have kept the Chi-
cago candy leader on top in over-all
sales o the hiehly {'Illﬂipl'lili\i' S160
million-a-vear  chocolate-covered  bar
business <ince it plunged into network
racdio in 1939, 1 Mars devoted 812.3
million of f1s S14.2 million adyvertis-
ing expenditures  between 1939 and

]”‘J'J Loy [1“‘ |rI'H.'IiII 1] III"IIiiI, i{i'i"!l'll-

30

ing to PIB and Bureau of Advertising
figures.)

2. Radio and TV have more than
doubled Mars sales in the same peri-
od—1939 to 1952,

3. Radio and TV have kept Milk,
Way first in the 5¢ chocolate-covered
bhar race,

Actually candy is a 8965 million-a-
vear business with the chocolate-cov-

A 0

case history
e

ered bars comprising the largest single
line. Hershey dominates the industry
with its solid chocolate bars, selling
some S70 million a year. [Its sales
grossed S156 million last vear for all
products,  Instead of advertising, it
practices detailing, which will be ex-
plained later.

But Mars leads the chocolate-covered
har field in sales and radio-TV expen-
ditures.  Its air philosophy. strategy,
and experience should therelore prove
of interest to admen and sponsors.

Ierc's the Mars story. as related by
genial. law-trained Vie Gies and his

SPONSOR




equally friendly account executive,
Ralph E. Ellis, at the leo Burneit Co.
in Chicago. Gies started with the firm
as a retail salesman in 1925 a1t S150 a
month: rose to veep in 1949, Ellis has
heen on the account since 1941, first
with Grant Advertising in Chicago and
then in 1949 with Leo Burnett when
Mars switched agencies.

Both point out that Mars got to the
top because it (a) introduced a new
tasty candy to America—milk choco-
late-covered nougat bars (the formula
was whipped up by founder Frank
Mars in the kitchen of his home in the
early 1920°s): (b) it maintained the
quality of the product over the years;
(c) it has consistently advertised most-
ly through broadeasting since 1939,

During this period Mars spent $14..
287471 on national advertising. ac-
cording to PIB and Bureau of Adver-
tising figures. Of this, $12.346.636
went into radio and TV, $1.598,835
into magazines, 5342.000 into news-
papers. Of the air total. radio got $10.-
488.893 and TV $1,857,743 (time esti-
mates only).

Here is a conservative estimate of

the Mars ad budget for 1952:

TFK S1.100.000

Radio 600,000
Magazines 150,000
Trade papers 30,000
News papers 25.000
Transit 15.000
Miscellaneous 80,000
TOTAL 22,000,000

(One of Mars’ biggest competitors
fizures Mars actually spends §3,620.-
000 with at least $35,000 a month
going for TV announcements in 15
markets and $250,000 a year for comic
books. )

Mars on the air: [_,‘uring ithe 1039-
1952 period Mars has had 10 radio
shows and two TV programs. It is
now on the air with the $16,000-a-
week People Are Funny (CBS Radio
187 stations 8 to 8:30 p.m. Tuesday ).
starring Art Linkletter as nm.c.. and
with Super Circus (ABC TV up 10 36
stations 5:30 to 06:00 p.m. segment of
hour show Sunday) starring Mary
Hartline. Claude Kirshner and CLff
Saubier, and costing Mars $750,000
for the year for time and talent.
People Are Funny gels the adults:

“Dr. LQ." starring Lew Valentine carried Mars
banner for most of 1939-47 period. It was first
Mars AM show, [M.C. Alan C. Anthony, rear)

Super Cireus, the small fry and the
parents (half and hall).

Throughout the past 14 years Mars
has also used a print schedule—mostly
magazines like Life. Look, and Col-
lier’s, plus dailies for specific cam-
paigns,

IU's currently using transit, namely

O 0 0000

Mars has concentrated on air advertising since 1939

(Sales have risen 120 in same period}

T O OO0 OO 0
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] YEAR NET RADIO NET TV MAGAZINES NEWSPAFERS TOTAL o] ‘

1939 253816 none none 3,500 257,316
1940 544714 none none 2.000 546,850
1941 785,028 none 136 500 785,945
1942 158,328 none 417 none 346,448
1943 none none 188,120 30,500 210,158
1944 440,772 none 179,658 500 507,382 =
1945 989,790 none 66,110 12,500 1,145,090 =
1946 1,194,313 none 142,800 none 1,194,313 =
1947 1,324,142 none none none 1,533,192 =
1948 1,542,062 none 198,050 122,500 2,079,322 =
1949 1,541,411 37,350 414,760 54,500 1,633,261 =
1950 389,560 431,183 144,154 115,500 1,080,397 =
1951 1,030,856 595,279 178,330 none 1,804,465 =
1952 294,101 793,931 86,300 none 1,174,332 E

(6 mos.) =
Totals | $10,488,893 | $1,857,743 $1,598,835 $342,000 |$14,287,471

SOURCE: IPIR and Bureau of Advertising (talent and production costs for radlo and TV po! Included, nor are spot tadio and TV)

T T T
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MARS AIR

like theu.

STRATEGY
{as expressed by Victor H. Gies, v.p. in charge of sales and advertising)

1. Pick the media that give you most impact per dollar spent.

For Mars that's TV with radio a close second.

- lter yon've selected vour media. try 1o pick the most suitable
vehiele for reaching the market you're aiming at. For
Wars, a candy :.r.'um:fm'.*p.'h-r_ .'."u’_\'rf' a kid TV show I-T""II]lt‘l'

Circush and the adult People Are Funny radio program,

$. Uerchandise your radio and T1 programs. Anvone who [ails

to do so is ignoring the biggest factor in advertising,

I, lntegrate your commereials into the program. The public doesn’t

Vale them part of the show as much as you can.

the Chicazo Motor Coach, New York
submay =trap hangers used 1o see Mars
cards, Mars 1=

Uspc I.ILl U .

also in the trade press.
contfectionery. the-
atre. vending, tobaceo distributors. 2nd
drog trade journals at both the retail
.||!I! \\1:“!' "-1'? I' \"l.
Outdoor advertising, much used n
the 19200, was dropped in 1932-55.
Hire's a brel look at Mars™ radio
expericnees over the years:
Dr. 10,

ler 1=

Mars chose o good <how
with Lew Valentine over NBC

ter radio 10 April 1939 ar Grant Ad-
verbising's suggestion. The program
had an early success and was gradual-
Iv increased from a one-station opera-
tion to a regional network and finally
a [ull network by the end of the vear.

Dr. L. made more than a joke
femous ("'ve ol a ludy in the bal-
COny . Doctor! ™) belore 11 was tll'n]l'll'tl
in 1019: it sold Mars candy. especially
Milky Way. as well as the Dr. LQ. bars
twhich were l:llr]P]!l‘il with the proe
gram b and other recular Mars hrands:

Vurs and Leo Burnetr Co, offreials who ;.Ifrm Vars advertising strategy attend inaugural of

VWars" sponsorship of Super Circus on ABC TV ecarly this vear with ABC executives. Seated

Lotors G A Verpon, ARG TV Lea Burnett: George Hurley, Vars exec, v, and gen. mgr,

Vicror U, Gies, Vars vope and dir. o) sls. and adv. Standing s Tomes Sticton, ARC TV W illiam
W edidell, Lea Purnett Bedostg, Dept, head : Ralph Ellis, Buraete AJE: 1 1. Norton, ABC T

5

b !
E
o

"

Snickers. 3 Muskeleers. Forever Yours,
Mars Cocoanut Bar. and the 10¢ Mars
Bar.

Dr. 1.0 ran from 1939 10 1942, was
sponsored by Viek Chemical to 27
March 1944 aflter Mars let it go be-
cause of war rationing and sugar short-
ages, then vesumed under the Mars
banner in 1934 and ran through 29
(’l'hi!lvl’ 1019,

“We dropped it late in 1949 hecause
we were planning to go imto TV)”
Gies sand.

Dr. 1) was swilched to ABC as a
sustainer ¥ November 1919, P, Loril-
lard used it to sell Embas=sy cigar-
eites 4 January 1950 1o 22 November
1950 when it went off the air,

Meantime Dr. L.Q. Jr. van in 1941,
1918, and 1949 over NBC as a chil-
deen’s show., What's Your Ildea sold
Mars candy in March-May 1941 over
NBC. Then come Curtain Time in
1945,

Starting 4 July 1945 Curtain Time
ran until Mareh 1950 over NBC and
proved a suceessful vehicle for reach-
ing much the same lype of auwdience as
D, 1. but on another night of the
week, Dr. 1.0, was on Monday: Cur-
tain Time, Wednesday, then Thursday
istarting 11 October 19451, 1t was a
three-act light comedy-drama.

Mars and television wedded in 1949,
but meantime there were these other
radio shows since Curtain Time was
|:I'l|p!}l'(|:

l. Falstaff's Fables, a five-minute
children’s show five times a week over
ABC 18 September 1950 10 15 Decem:
ber 1950. 1t featured storv-telling,

2. The four-show ABC Pyvramid
P’lan in the first six months of 1951:
Stop the Music. Inner Sanctum. Can
Yon Top This. and Bob  Barkley,
linerican Agent.

IZach show ran a hall hour weekly;
they zave Mars [our impacts a week,
were used 1o reintroduce to the pul:li(‘
some of the lesser-known bars, namely
the Mars Cocoanut Bar, Forever Yours,
3 Musketeers, and Snickers.

Results. according 1o Gies and Ellis:
“t did the job it sel oul Lo do.”

3. People Are Funny. the Mars ra-
dio heavy today. which Mars took up
9 October 1931 falternate weeks) and
weekly | Januvary 1952,
for a 3%-week run and is |.'rin'-!. Art
Linldletter. the star. has sold a lot of
candy with i,

Mars likes People Ave Funny, as

( Please turn to page (1)

It's on now
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SUPERIOR AUTO WA

o\

N G

Local adrvertisers necedn’t

fear entry of national Firm
into their market if they fight back with effective air advertising. That's moral
of New Haven auto seat-cover battle described below, Rayco, national firm,
stimulated local firm, Superior, to intensive air campaign. Result: sales up

battle of the seat covers

When Rayeo came to New Haven with spot campaign,

local firms which advertised held own or gained as demand expanded

Il‘.-: long been an axiom among ma-
jor national advertisers that the more
a type of product is advertised by com-
peting companies the more sales there
are for all of them. In other words,
competitive advertising doesn’t neces-
sarily benefit brand A at the expense
of brand B but may mean increased
sales for both.

On the local level. though, this axi-
om is often overlooked. When a na-
tional product or service enters a mar-
ket with heavy advertising, local firms
are usually alarmed at the competi-
tion, assuming that their sales are now
in immediate jeopardy.

15 DECEMBER 1952

That local firms needn’t retreat fran-
tically in such cases and that the axiom
applies locally as well as nationally was
demonstrated recently in New Iaven
when the Rayco Manufacturing Co.
cntered the market and began a heavy
radio and newspaper campaign for its
automobile upholstery,

Rayco’s sales quickly started climb-
ing but a local firm which launched
ils own counter radio campaign also

T

case history
O

spurted up. In fact the sales of most
seat-cover firms in New Haven which
advertised stayed on an even level or
went up. Rather than hurting the local
competition. Rayeo’s entrv into New
Haven. plus the increased local adver-
tising. actually expanded the market
for automobile seat covers.

Here's how the New Haven batle
of the seat covers hesan.

Rayco. with branches in over 60
cities. went into New Haven in April
1952. It operates on the franchise sys-
tem most frequently associated with
Howard Johnson. supplying local Ray-

(Please turn 1o page T4
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N0 voir want (o buy a “tandem”

All radio nets offer package plans under various names: they all add up to

to same thing: low-cost-circulation.

Herewith are details

Buyer's guide to package participation plans offered by radio networks

| PROGRAMS

COsT

NO. OF STATIONS

AVAILABILITIES |

FIVE-SHOW
PLANS

Minimum buy:
onc announcement
in any show

onc time

THREE-SHOW
PLANS

Minimum buy:
three onnouncements
across-the-hoard

one time

PYRAMID
PLAN

abe

Cafe Istanbul
Sun. 8:30-9:00

Defense Attorney
Tues. 8:00-8:30

Life Begins at 80
Wed. 8:30-9:00

Top Guy
Thurs. 8:00-8:30

Michael Shayne
Thurs. 9:30-10:00

$3,214-54,119 for
each anct, de-
pending on the
frequency and
number of shows
bought., The fre-
quency discount
given only for
buys of 52 weeks.

Will sell less than
full net “within
reason” or if net-
work feels that
the advertiser
will eventually
buy the full net.
Clorets first buy:
4 states

All 15 ancts, ar
now open. Nev
lineup of show
offered in Oct
Pyramid was orig
inally a three
show operatior
but was changec
to five last May

MULTI-MESSAGE
PLAN*

1720

POWER
PLAN

( /9 y

Adventures of Fzlcon

Mon. 8:00-8:30

That Hammer Guy
Tues. 8:00-8:30

Crime Files—Flamond

Wed. 8:00-8:30

Official Detective
Thurs. 8:00-8:30

Movie Quiz
Fri. 8:00-8:30

FBI in Peace and War
Wed. 8:00-8:30

Meet Millie
Thurs. 8:00-8:30

Mr. Keen
Fri. 8:00-8:30

$1,500-$2,000 for
cach anct. de-
pending on total
annual no. and
the no. bought
each week. Max-
imum discounts
for 39 ancts., at
least 3 a week

Talent: $4,550.
Time: $16,676
gross. Annual
dollar plus 52-
week discounts
of 27.5 to 53%

Will  sell short
net at higher
cost per anct.
and subject to
recapture. Sold
a split net to
food firm but
firm bought en-
tire plan in South

Full network of
200 stations s
offered. Split net
discouraged for
“technical” rea-
sons by CBS

All 15 ancts. are
open but Gener-
al Mills and Cam -
el may continuc
their  participa-
tions. The possi-
bility exists that
4 ancts. per show
may be offered

Openings for 2
sponsors as of
now. A third
opening will be
available by first
of year

OPERATION
TANDEM

nbe

Red Skelton
Tues. 8:30-9:00

Barrie Craig
Wed. 10:00-10:30

Judy Canova
Thurs. 10:00-10:30

Time and talent
package price of
$15,000. No dis-
counts given no
matter how long
the buy

Full network of
196 stations is
required.  New
“759%" formula
does not apply
to Tandem Plan

Openings for 2
sponsors as of
11 Dec. Emerson
Drug is in for the
rest of the '52-
'53 season
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“Refers to new Mutual plan beginning 29 December
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Alh'l'rli!‘l‘rh keeping  their  eyes
peeled for short- or long-term satura-
tion buys in network radio have a
broad selection of “tandem” plans to
choose from these days.

Since CBS unveiled its
July, all the networks have been repre-
sented with a plan of some kind. The
plans differ in a number of respects,
so for advertisers interested in com-
parison shopping or finding a plan 10
serve a parlicular need SPONsOR has
worked up details about each of them.
Included is information about prices
and discounts, availabilities, shows
offered, and minimum—buy require-
ments.

The plans have heen liberalized
since NBC formally introduced the
idea with its Operation Tandem more
than two years ago. The networks are
now m;lking more of an effort to al-
tract small-budget  advertisers  and
those who want to buy in for just a
short time. But the hasic idea hasn’t
changed, namely that an advertiser
can reach a lot more people at less cosl
through buying single participations
in a number of shows than through

entry tast

0000
programing
OO

buying a single show complete.

As now set up. the network plans
consist of groups of three to five night-
time programs divided into three pur-
chase-segments (cach containing one-
minute announcements) plus opening
and closing billboards for all adverti-
In two of the plans, an adver-
tiser can buy as little as one announce-
ment in one program. In the other
two, the advertiser must buy a partici-
pation in each of the programs offered.

sers.

The nets can point to a number of
blue-chip advertisers who have used
or are using these plans.  Among them
are P&G, General Mills. Liggen &
Myers. R. J. Reynolds, Whitehall Phar-
macal, Smith Bros.. Emerson Drug,
General Motors. Chrysler, and Ford.
The biggest American Chicle,
has bought “em all except the Mutual
plan. has been selling via the plans
since the fall of 1951, and is currenthy
using CB3.  Plan salesmen never miss
pointing out that American  Chicle
sales for the first hall of 1952 are one-
third higher than the corresponding
period the vear before.

user,
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But American Chicle is pulling out
of the CBS plan at the end of the year,
leaving it sponsorless for the moment.
This situation spotlights the fact that
the plans are rarely sold out and tend
to hold clients for short bhursts only.

Among certain circles this canses no
greal unhappiness, Their initials are:
station reps and many network affili-
ates. Reps and stations have been at-
tacking the plans ever since thev were
introduced and the sale of groups ol
participations has become perhaps the
bone of conlention in
network-afliliate relations.

The stations™ gripe is that tandem-

mosl serious

type plans are taking money oul of
their pockets by encroaching on na-
tional spot business.  Their horrible
example is American Chicle.  whose
air advertising was purely a spol opera-
tion before it took a whirl in the net-
work landem plans.

Furthermore, the
going into tandems and other tech-

stations say. by
niques which make network buying
more flexible, the nels are hurting
themselves in the long run by under-
mining the concept of network pro-
graming.

lhe networks deny they are hurling
their alliliates.  Their
aim, they explain is to broaden the

lIlt'I!l:‘-L‘I\'t‘r- or

base of network radio to make it more
attractive for smaller-budger  adver-
tisers., The flexibility is designed for
advertisers who need network  pro-
graming rather than spol announce-
ments bul aren’t |l:'i~|u|l'w| 1o under-
take conventional sponsorship,  These

plans. so the argument winds up,
strengthen the networks by making

them more attractive buvs,

What plans offer: The lirst I']‘“' of

this type. Operation Tandem. was in-

troduced by NBC in November 1950,

The other nets have their own names
( Please turn to page 60)

Four of five shows are mysteries,
including Marlene Dietrich show

abc

FBlI show leads off pregram trio
aimed at |ate-in-the-week shopping

chs

New Multi-Message Plan returns
"Adventures of Falecon" to net

mbs

Red Skelion was CBS one-shot buy
last year, is now in NBC Tandem

35
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cs Vammoth rebearsal halls in new. 375.000-sq.-ft. CBS Television City. located wext door to big TV
.

studios aud dressing rooms. ave steps i an assembly-line technique of video program production

Hollywood's new TV factortes

New era in high-speed.

’;ﬂ-l Kids with a new and --u1r|]-|i’\

ol al eleclne  rains,  sponsors anl
PLER P LR WA T LA T I B (il -nlil-}H-_' and .||r-in:.'
aver the technieal sadsetry of the re-
centhy apened GBS and NBC ”u“}-
woad TN pland without knowing ex-
ctlv how thes v ine o work. and
what they 1 n

\Miready, the 1t ¢ ool these videas
factories s hetne Telr i TY netwont

Bedibes. o a Jiotam-thesarm
\ ey aiven 1o 1 I IFrom CBS
v

low=g¢est live TV is ushered in by CBS and NBC

Television City -a self-contained. 375« fevery fourth Sundayv, American To-

000-square-foot manunoth  with (on baceoi: Art Linkletter’s Houseparty
bie live studio= the following I Mondayv-Friday davtime. for Lever,
hiows are now |||r|_‘_- fid 1o the nel Kelloge., |'i“-|'lnl\ 12 Weer Millie (sus

works Life With Luigr ( Mondavs, Gen laming .

cral Foodsi: My Friend Trima (Fri ANBCs smaller. but due-to-expand.

dav<. 13, ). Resnolds) e Jack Benny Buthank studios are [eeding two ma-
jor live shows froan the one big studio
e AT AR Wit ow i service: Al Star Revne 1 Satur-

(O AT Py e =€EAY ]
U | davs. for Del Monte. Pet Milk. anid
costs Kellogg)  and  Hollywood Opening

00 R A ( Mlease turn to page 72)
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Outside, new CBS TV City is clean and functional (left. above) and provides giant parking lots
for cars. trucks, Carpentry shop (right) is 14.000 sq. ft.. employs 35 people to construct sets

Gone are badly lit, crowded dressing rooms in new CBS video plant. Iustead. actors make up in
spacions, air-conditioned quarters (left), perform in gadget-laden new television studios (right)

New NBC video “factory” is still growing on huge, 48=acre Hollywood site

NB First of four big units is in operation in NBC TV Center on West Coast (left, below). Inside,

large studios seat 500 people. Center has evervthing built in from echo chambers to prop storage




Why Phillips
stresses spot

Regionally distribuied
products dictate use of

spet air advertising

’,hillips Petrolenm Co. stockholders
wore big smiles early this year as they
thumbed the pages of the annual re-
port for 1951. It told them: “The
vear 1951 was one of the most eventful
and satisfactory in the history of the
company.  All-time records were es-
tablished. . .zross income for the year
was S610.770,007, an increase of 870.-
707011, or 14°% higher than in 1950,
the previous peak yvear.”

And despite the ravenous bites of
excess profit taxes and increased pro-
visions for depreciation. net earnings
were up 437 over 1950,

Just as bright was the report for the
first nine months of 1952: cales of
finished hguid petroleum products up
about 247, This at a time when the
industry. according to a Phillips execu-
tive was averaging only a 6% in-
crease.

Part of Phillips’ rise can be attribu-
ted to expansion in the fields of natu-

(i

case history
A

Phillips stresses program bnys

Chicago: WLS "National Barn Dance" has
been a Phillips' mainstay for a decade because
of audicnce size, wide promotional possibilities

Minneapolis: Local popularity of Columnisi
Commentator Cedric Adams pulls wide listen-
ership for WCCO's "Talent Scouts," aids tie-ins

19 markets: New NBC TV-distributed "Doug-
las Fairbanks Presents" film, shown in 19 cities,
replaces "Game of the Week" football film

SPONSOR



ral gas and petrochenicals.  But high-
ly significant is the fact that Phillips
added the hefty sales punch of TV 1o
its long-successful vuse of radio adver-
tising in the fall of 1951, This year.
Phillips” 20th anniversary in broadcasl
advertising, more than $1.200.000 of
the company’s total ad budget of $3.-
500.000 will be split evenly between
radio and TV (newspapers get $1,000.-
000; billboards. farm papers. taxi
posters ete. get remainder).  (For
Phillips” earlier broadcast history see
sroNsor 24 October 1949.)

It was in 1951 that Phillips made its
spot TV debut. dropping network ra-
dio in order to do so. bhut retaining its
spol radio programs.  With Phillips’
sales approach pegged on tailor-making
easoline to various climatic conditions,
the flexibility of a spot operation of-
fered many advantages,

Frank W. Mace. Lambert & Feasley
v.p. and Phillips account execulive,
told sroxsor: “Although we found our
network radio program was getting an
increasing share of audience. the size
of the audience itsell in TV markets
was diminishing. Accordingly. the de-
cision was made to use spot TV in the
19 television markets in our sales terri-
tory and to backstop this effort with
spot radio programs in 35 markets,
some of which were in TV areas. Our
regional distribution pattern (Phillips
is not sold on the Fast or West Coasts)
made a spol operation the logical
conclusion.”

MOW T WATEH pO0OTRLT

oo Hech ()

POVT KTEP 000 TR @ T gk

TV offer hypoed traffie: Footbsll booklet had 2,250,000 takers, won
dealer enthusiasm because gift was

available only at service stations

For its entry into spot TV the com-
pany decided to sponsor Game of the
Weel, a onc-hour film featuring the
outstanding Big Ten or Big Seven
football games played the preceding
Saturday. This program was chosen
to reach the predominantly male audi-
ence at which Phillips likes to beam
its sales pitch for Phillips 66 Gasoline
and Phillips 66 Heavy Duty Premium
Motor Oil.

Getting a well-edited film on viewers'
screens in Tulsa, Omaha, Grand Rap-
ids, et al.. within a few days alter the
game’s completion called for [ancy

0. E. Beitis (top), Fred Rice head Phillips ed team

Tight liaison with Lambert & Feasley agency is maintained by Phillips ad
execs, all agree with ad manager Bettis' radio-TV sales philosophy:

“Phillips has always believed in the effectiveness of radio
advertising, and, of course, have used it continuously over the
past 20 vears. e have also been substantial users of

television during the past two veurs. We feel that good
programing consistently used can be un effective means ol
obtatning product identity as well as product sales. e
sincerely believe that redio will continue te be « major medinm
although the advent of television must necessarily result in
some Lusic changes in radio purchasing habits, Radio time and
talent charges must be adiusted to the decline in total

radio listening, particnlarly during the prime evening hours.
Our present plans call for an approximately even division

of our broadcust expenditure between AM and T1."

15 DECEMBER 1952

footwork and newsreel precision (a
process which will be detailed later in
this articlej,

With the foothall season just ended,
Phillips is maintaining continuity by
using the same time slots in the same
markets to air Douglas Fairbanks Pre-
sents. a new hall-hour film package
produced in England by DougFair
Productions and distributed by NBC
TV. 'The series will be used until next
fall.

What Phillips will do then is still up
in the air. Il the NCAA removes ils
restrictions on live football, the oil
company menlIll) wouldnt want to
buck extensive live TV coverage with
a footbhall film. In that event Phillips
would have the DougFair series to fall
back on.

Phillips aud radio: For i:s 5600.000
spol radio expenditure Phillips is high-
ly program-conscious, sclecting shows
which have a definite plus value rather
than announcements in most cases. In
Chicago, for example. Phillips is in its
10th straight yvear of sponsorship of
WLS 'National Barn Dance, a program
which ]’hi“ipr‘- aired over an Sl-sthtion
ABC network in 1949.50. The show
is broadeast during prime TV time
(8:00 to 9:00 p... CST. Saturday)
It ]’hi”ip.‘- feels that the wide cover-
age offered by WLS™ 50.000 watts plus
the station’s adroit promotion makes
it a good buy.

Phillips sponsorship of Talent Pa-
rade on WDAY. Fargo, has turned out

( Please turn to page U0)
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PERFUME PACKAGES

GARDEN IMPLEMENT

<1t Bemae Enterprises, Ine. AGENCY: Marfree

L CASE HISTORY ; Via participating one-min-
ements on the Earl Nightingale radio shou

' hrongh Friday, 3:15 1o 4:00 p.m.) this spon-
/ -|,'-’-.'rHr Ilr'r‘“.‘HH' i"ff{'l".'rfll_'f'\ ‘p"m' SO0 each.
ldvertising. Chivago, agency for the Memphis

v packuging firm, ran the campaign on WGN [or

el Is a reawlt af this advertising, over 15,000

[or the per fume packages poared in. Thal's a gross
~18.000 from a total air expenditure of 54.275.
J I

PROGRAM: Earl Niglitingalk

N, Uliegen

MEN'S SLACKS

——

SPONSOR: Garden Tiller Co,
CAPSLLE CASE HISTORY: The Merry Tiller s a gar-
den implement which this company plugged in 105 an-
nauncements on KDY L between 22 Mareh and 13 July
1952, During this period, sales of the tiller increased

AGENCY: Featherstone

more than A0 in this market: records showed that
euch annowncement produced an average of over four
sales. This radio advertising. costing a total of $682.50,
was directly responsible for a sales volume of more than
£85.000. Sponsor to expand radio eampaign next season.

KDYL. =alt Lake Cin PROGRAM: Announcements

—

RE-UPHOLSTERING

SPONSOR: Berkley Tall Upholstering Co.
CAPSULE CASE HISTORY : Berkley Hall was making a
speeial offer to re-upholster any three-pieee living room
sutte for S69.50. Newspapers were yielding some re-

AGENCY : Direct

sponse, but the firm wanted more business. As a (rial,
they broadeast one annowncement (eost, $4.50) on
WAVZ. The upshot was: 13 phone calls eante in—a po-
tential of at least 3900 in sales. Sponsor has sinee bought
a helf-hour program on the station: cancelled other ads.

WAVZ, New Haven, Conn. PROGRAM: Announcement

PAINT

SPONSOR: Rite Men's Wear AGENCY: Direet
To put its KGHL advertis-

g (o a test, Rite Wen's IWear deetded to run one an-

CAPSULE CASE HISTORY :

nouncenient every day for a week plugging men’s slacks
at three pairs for 515, They used no other means of ad-
vertising, even hid the merchandise under the counter
and made the customer ask Jor it. Within three days,
their entire .\H‘H.:-ll u}' 10 dozen p«rh's n,!- slacks was gone.
The radio « apy was ;::‘U.’H;;.‘f‘\ t'f:t:.'."l:f‘;;. f:.‘n‘ st weeks later

customers were sl r!.\f.f-.ff“.{ ,"'U.' the slaclk .\'.'Ji'f‘."{.'i'.

KRG Balling-, Mont. PPROGERAM: Announcements

SPONSOR: Rothkopfl Pharmaey AGENCY: Direct

CAPSULE CASE IHSTORY:  Seahicall is a waterproofing
paint which seals as it decorates. Rothkop| Pharmacy
invested S105 in an initial stock of the paint. Between 1
February and 15 Awgust 1952—a period of six and one-
half months in which Sealwall was not advertised— Roth-
kopf trned this stoek over one and one-half times. Ou
17 August, Rothkop| started 1o promote Sealwall on its
five-minute newscast (Sundays, 1:00 pan.). During the
next one and one-half months, the same amount of stock
was twrned over twice, Cost: about $20 a show.

WXLW. Indianapolis PROGRAM: Newscast

CANNED TUNA

PARTY APRON OFFER

SPONSOR: Colombia River
Packers Assoe,

AGENCY 2 Botsford, Constantine
& Gardner
CAPSULE CASE HISTORY:
Lumble Bee Braod Tuna on s Housewives” Protective
Lewsue program carly in Apreil 1952, Food broker Clig-
I Dellaey Coo, Washineton, 1), C.. reported that De-

Vark Fvans began plugging

tieeen | dpeil aud 3Y Adugnst 1952, sales rose 2005 over
the s period of 1951 on all Bumble Bee Brand Tuna
itemrs, This inelwded a 3200 fnerease in sales on Light
Clagetr & Delluey were so !r!lf‘l‘.i'.\t‘ri they

.'--r'.'-’.i.'.".'f'.'."_fli‘if] [} f!-fr' \;JUH.\r'! H‘HJ'.' -‘r?f' reneu.,

Wear Tunu

WTO Waslimgeton, D, PPIROGI AN Honsewives Mrotegive

e

AGENCY : Foote, Cone &
Belding

SPONSOR: La France Bluing

theneral Foods)
CAPSULE CASE THSTORY : For three weeks during Au-
gust 1952, this sponsor offered an organdy party apron
to all listeners sending in a La Franee box top plus 50¢.
WOR's NMartha Deane program  (Monday through Fri-
day. 10:15 o 11:00 @ as well as more than 50
other women’s shows thronghout the country ecartied
the offer. Martha Deatre drew 2.001F requests: this not
only ontpulled every other program on which the offer
was made. but constitinted 20 10 23°0 of total returns.

WO, New York PROGR AN : Martha Deane

— ] a-:-_a.-—ﬂ'_r.:_
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adjacent to downtown Tulsa are now being
purchased for a $39,000,000 Civic Center as the
result of a §1,500,000 land buying bond issue
approved by Tulsa voters on February 26, 1952.
This means that the Oil Capital of the World
will continue to maintain and improve its
enviable position as one of America’s most
beautiful cities. First on the Civic Center project
is a new 54,250,000 County Courthouse which
will be under construction early in 1953. Other
probable buildings including an auditorium,
city hall, library, auto hotel and many others
will follow.

If you have advertising dollars to invest in a

50,000 WATTS

OKLAHOMA'S

15 DECEMBER 1952

market where people are progressive, eager for
the better things of life and have the money to
gratify their desires, here is the market for you!

And, if you want to reach most of these people
all of the time and at lowest per customer cost
... PLUS additional hundreds of thousands of
prosperous listeners within KVOO's 50-10097
BMB coverage area . . . KVOO, operating 24
hours each day, is the station for you as it has
been for informed adverusers for more than a
quarter of a century!

Call, wire or write KVOO or your nearest
Edward Petry & Co. office for availabilities.

RADIO STATION KVOO

NBC AFFILIATE
EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

GREATEST

TULSA, OKLA.

STATION .
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TRULY THE

ST MAGNIFICENT SERIES

OF TELEVISION DRAMAS EVER PRODUCED!

ADOLPHE |
MENJOU |

YOUR STAR AND HOST IN

EACH MAGNIFICENT HALF-HOUR DRAMA A VIVID AND REWARDING EXPERIENCE
IN TELEVISION ENTERTAINMENT!

Planned for 3 Full-Length
Commercials Plus Opening
and Closing Sponsor
Identification!
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s

by Bob Foreman

Ful' a number of reasons—all ol

them strange as well as unwarrant-
cd—the medium of television i<
held up to eriteria 1o which no
other advertising mediune s sub-
jected. For exaniple. we hear ad-
verlisers <Lite that “we've been in
TV for 13 weeks and haven’t been
able 1o trace any definite sales re-
sult=.”

Perhaps at i~ hecause of the
many and highly publicized fasi
<ales tnercases which television has
raked up that folk=
expect the mivacle daily. But sinee
when does the experienced adver-
Li<er expecl a <hon l'}i’l(' of pro-
downward

<ome other

mation Lo change a
sales curve or 1o send soaring one
that is level or only elimbing in o
~teady fashion? Not in magazines
where he usually gives the cam-
paign a vear to lake elleet. No
i newspapers where he usually
builds great frequeney over siza-
ble lengthis of time before he es-
pects results (I'm talking not about
retail advertizsing hut about nor-
mal product promotion of a na-
tional nature). Not even i radio
where his whims and expeetations
are nsually more prononneed thas
in the <pace media. Why in TV?

Why TV. especially when mosi
advertisers have no valul wavs of
actually finding ont what one me-
dinin i= doing for then. sinee they
vsually run the others conenrrent-
I Tu other words, they re so =el-
dam i position 1o know vighn oft
il e editm is pnlling its weisht

aid mores They ean’t Toeeak o
the ~ales vmpact (iF any ) of T
Croin thie ather advertisinge eflor-
i whiel they are involved,

Oune of dthe efiteria n=nalls

III"|||-'|| VL the television adver

ti=ine = o ~omewhat lonse coin

parison between sales results of
TV areas versus non-TV areas, I
the incrcase in the areas which
have the show (or spots) is sufh-
cient to warrant the cost of the me-
divm. ad manager and agency can
=it back and look smug. 11 not. off
with their the White
Queen said (or was it the Red
Queen?).

]Il"i][l.‘- as

Yet this is a rather shoddy mea-
sure of advertising effectivenes-
for at least two reasons | can think
of and probably a dozen that you
can bring to mind. The first i= the
incontestable  fact that TV mar-

kets are. by and large. the big
metropolitan centers where compes

tition i= at its fiercest and adver-
tising (of all varieties) therefore
takes [trll;:r'l' to make itself felr.
Secondly. very few advertisers.
perhaps none. know exactly how
long it takes any specifie campaign
to catch on. Study the eigarette
field. Tor mstance. and vou'll dis-
cover in this supposedly  highly
responsive classification that there
i no clear pattern of how fast u
caimpaign works or even what ty pe
of campaign can be counted on
for =necess. Copy themes which
lave sold cigarettes snecessfully
vary from <uch appeals as throats
and doctors to the color of the
package (Lueky Strike green has
gone to war) and generie appeals
siueh as reaching Tor o smoke rath-
er than a sweel,

< it this vear™s campaign tha
i= doing the selling or the aceuni-
Lited effeet of Jast vear™s and this
vears=?  Who koows?  So even
within the realmn of the <simpler,
traditional media we do not know
the answers tooa lot of vital 861
quevies, Yer with TV we Lerome
aw hilly ingui=itive and minus in-

answers hurl  the
hlame at television accompanying
it. like as not. with a cancellation.

mediate we

Which brings me to another
bugaboo that I van out of space he-
fore coming to last issue. 1 was
about to deliver a mild philippic
or two while discussing commer-
cial film-production on the inane
ceilings put on these important ef-
fort=: money ceilings. that is. Why
advertizers look for $300 commer-
cials and get apoplexy at $3.000
copy  (assuming it 1o be well
done). I don't see. since these com-
mereials quite often vun i pro-
arams= cosling upwards of $20.000
m time spots which cost perhaps
£25.000. Or perhaps the “exorhi-
lant™ commercials appear for 26
weeks.  gosh Kknows how manv
times in. sav. 30 or 40 markets.
and are spread over a time budgel
of hundreds of thousands of dol-
lars in many cases,

You seldom if ever can produce

“a good space campaign for 107

of vour space cost. In fact, if
von're in four-color work and have
a name artist assigned to vour
campaign. vou may even double
this figure. But in TV? The dry-
ing towel comes out at 8 or 97, .

So all 'm getting at is in some
ways let’s not consider television
0 different.  Let's give the new
baby at least the hreaks that his
vothers and sisters get. Other
wize it might wind up feeling like
a stepehild and get a complex,

¥
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SPONSOR: Sauce Arturo—Premicr
Foods

VGENEY S Peck Advertising Agency,
N.Y.C.

PROGIRAM Announcements

PIRODUCEICE Animated Productions

The only bone T have to pick with this
announcement is that the words of the
lyrics are a bic difficult to undesstand. Cn
the other hand, the animation which ac-
companies the ditry is excellently done and
the use of sull pictures with opticals to

give the soot pace, motion, and interest is

SPONSOR




It's EASY to pick the winner
in Kentucky radio!

55.37% of Kentucky's total retail sales An impressive number of leading adver-
are made in the area covered by WAVE tisers buy WAVE exclusively in Louis-
alone. To cover the people who make ville. There must be a reason. Ask

the rest of the State’s retail purchases, Free & Peters for all the facts. You

you have to use many of the Srate’s might be surprised!

46 other radio stations.

WAVE

5000 WATTS « nNec o LOUISVILLE
&
A

2 Free & Peters, Inc., Exclusive Nuational Representatives
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This 1s Miss Wilson

This is what she says

“The Sheflicld Federal Savings and Loan
Assoetation (of whieh Miss Sarali Wilson 1s
execentive vice-president) has long sponsored Fulton
Lewis, Jr. on W LY (Shetheld, Ala.) e
reaches people who sooner or later are in the
markel for our type of service. We
believe that the clear eat explanations which
Mr. Lewis has for his views (which we do not
always agree with) let the average person make his
own decisions. e reaches the andience we need to
reach — consistently.  He deserves the vast

Sollowing he has in the Musele Shoals
area. e s doing a good job for us.”

This 1s Fulton Lewis, Jr.

whose S-times-a-week program s availuble 1o loeal
advertisers at locul time eost plus low pro-rated talent
cost. Currently sponsored on 864+ Mutual stations by
752 advertisers (among them 60 savings institulions
and banks), the progrion offers o tested means of
reaching  customers and  prospects. Cheek  your
Mutual outlet  or the Co-operative Program Depart -
ment, Mutual Broadcasting System, !HH0 DBroud-
wiav, NYLCD I8 (or Tribune Tower, Chicago, 11).

superb. Throughout the middle portion
of this announcement, these stills show the
various kinds of vegetables such as toma-
toes and peppers which are used in the
making of Sauce Arturo. Good taste ap-
peal at low production cost! Each still
merely dissolves to the next; thus the lab-
oratory provides the motion necessary to
maintain interest in the announcement,
Utilizing this same method of main-
taining pacz economically, we then pro-
ceed to still pictures of the various dishes
on which Sauce Arturo can be used. Here
again a simple piece of photographic art
work makes it unnecessary to get involved
with the srecial lighting and camera work
necessary had these dishes been actually
filmed live. The song is reprised at the
end of the announcement providing a
well-packed minute full of information
and taste appeal as well as good package

identification.

SPONSOR: Robert Hall Clothes, Inc.

AGENCY: Frank B, Sawdon, Inc.,
N.Y.C.

PROGRAM Announcements

FRODUCER ; Transfilm, Inc.

This well-known (it is heard in over
70 markets) radio jingle has now been
translated onto celluloid—and a rath
er faithful presentation results. The open.
ing portrays the ditty in full animation
with such words as “values” and “prices”
being spelled out dramatically. The mid-
dle portion of the spot is a straight voice-
over rendition of the Robert Hall con-
cern's basic approach—that, there, your
money goes, not into fancy surroundings,
but into the product.

The video makes use of rather limited
animation in an effective manner, bur I’'d
still like to see a few feet of live film
showing the actual clothes on the racks—
just to make sure everyone gets the idea
that Robert Hall really has the goods on
hand.

The payoff is animation, too, and eluci-
dates on the fact that the store is open
dill 9:00 nightly. All in all—a pretty ef-

{ective animared announcement.
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. What's yonr opinion? :

) o son alwars asgree with 1lob .
Fareman when he lands or lambasts 3 4

* conmmercial ¥ Bol amd the editors

. af SPONSOR would be happy to .
reevive and print commenss from .

" readvres o rebuttal; in ired in quali-

. hied ageeement, Addreess Bob Foreman .
voo SPONSOR, 510 Madisan Ave,

L] .
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This is Milwaukee® ...

and here’'s why...

Diversified local programming is the main reason more people
in Milwaukee and Wisconsin listen to WTMJ than any other
radio station.

Primary coverage alone blankets 628,916 of Wisconsin's total
of 945,635 radio homes.

Thirty years of radio service to the people of Milwaukee and
Wisconsin has won a steady, loyal listenership for WTMJ,
listenership that pays off in sales results. That's why Ameri-

ca's leading advertisers continue to renew radio schedules on
WTMJ.

Get complete, up-to-the-minute sales facts. Contact your
Henry 1. Christal representative. He has facts and figures to
show you how and why WTMJ dominates in Milwaukee . . .
in Wisconsin.

" "J Represented by

THE MILWAUKEE JOURNAL RADIO STATION THE HENRY 1. CHRISTAL CO.

5,000 WATTS ® 620 KC ® NBC New York @  Chicago
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No one was more surprised than Thomas A. Edison when in 1877
a cylinder covered with tin foil faithfully repeated words he had
spoken. Many years later, as he listened to a modern recording, he
may well have remembered those first words. They were simple,
“Mary had a little lamb...”, but the uproar they created swept
round the world. They heralded a new day in the world of com-
munications. Few people those days recognized the true scope of
this invention or even what tremendous influences it was destined to

have in almost every industry.

One of the most widespread influences has been in the field of radio.
Edison’s discovery paved the way for programming as we know it
today, opening vast new opportunities for popular broadcasting . . .
opportunities that have made possible the progressive policies and rapid
growth of the STORER BROADCASTING COMPANY. This year STORER
STATIONS are celebrating 25 years of broadcasting in the public
interest. This public trust is a responsibility that has been accepted and
firmly maintained for this quarter century. It has built a strong
following in each of the eight markets served by STORER STATIONS

. « . Stations where wise buyers hear what wise sellers have to say.

WGBS, Miami, Flo. ®  WIBK, Detroit, Mich. ©  WSAI, Cincinnati, O.

YiARS

"

(LU

Fuilit i 4
HEF ) A

NATIONAL SALES HEADQUARTERS:

.o aname lo remember

STORER BROADCASTING COMPANY

WSPD, Toledo, ©. ® WWVA, Wheeling, W. Va. ® WMMN, Fairmont, W. Va. ® WAGA, Atlanta, Ga.

WSPD-TV, Toledo, O.

WJBK-TV, Detroit, Mich. e  WAGA-TV, Atlanta, Ga. e  KEYL-TV, San Antonio, Tex.

488 Madison Ave., New York 22, ELdorado 5-2455 L] 230 M. Michigon Ave., Chicago 1, FRonklin 2-6498
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ONE OF THE THREE BIGGEST U. S. MARKETS
Big Aggie Land

Where WNAX-570 Tops Competition 10 to 1

THE COUNTRYPOLITAN MARKET of WNAX resembles a hig city market,
except that its shopping centers are 60 miles apart mstead of 6. The farmers.
ranchers and 1own folk of Big Aggie Land think no more of driving 60 miles than
you do of driving 6. It's a thriving market with a tremendous appetite for goods
and services. a million radio families with effective buying income of $1.2 hillion,
267 counties in Minnesota, the Dakotas. Nebraska and Towa which constitute the

third largest market in the U, S,

PROOF THAT WNAX effectively taps these country-
politanr riches 1= again found in the 1952 Diary
Study: WNAX has top rating in 486%% of the 500
segments covered—Dhetter than 10 to 1 over the near-

est competitor, One of radio’s most important buys.
with unsurpassed coverage and thirty years of listener
acceptance. WNAX merits consideration for your
1953 market plans. Five cents buys 1.000 radio
homes on WNAX. More data from The Katz Agency.

our national reps.



Harvry Trenner

Vice President Radio-TV
William H, Weintraub Co,

agency profile

When Harry Trenner. shorthand champion of England, came to
the United States in 1923, there was every reason to believe that he
had broken the thread of theatre advertising which had run through
his family for three genevations. But Harry. a protege of the short-
hand system inventor John Gregg. soon became bored with pencil-
ing pothooks and symbols for a Philadelphia utility magnate.

Bzek to theatrical advertising he wentl—until he discovered the
fascination of radio in 1933. He sold time on stations in Wilkes
Barre. Syracuse. Buffalo. and Roanoke: then settled down in Bing-
hamton for nine vears, still selling time. Joining the Mutual Broad-
casting System in 1942 he soon discovered that his best customer
was the William Weintraub Co. So he did the logical thing--went
to work for Weintraub.

Taday. as radio-TV v.p. of the agency, Harry finds himsell a <ome-
what reluctant best man in the marriage of his clients to TV. e
says. A client who's going to stay in business will have to use TV
ultimately, I he doesn’t begin to learn now he is likely to be
knocked out competitively in the years to come, TV's still in the
evolutionary stage. Changes in video techniques are taking place
constantly.  The pressure on the advertiser from his own retail
ing outlets as well as competitors is terrific.  Probably there are
more people in TV defensively than offensively. It's a good thing the
medium is turning out to be such a useful sales tool.”

Harry ought to know. By use of the Amos "n” Andy show on CB=
TV Ill:ll:kr‘-tn}l[u'l| with a Ill-u\} spot ratdio ('illl][lili;,[lli_ the Blatz
Brewing Co. has bolstered powerfully its earlier entry into national
distribution, vyving with Budweiser, Schlitz. Pabst. and Miller for a
slice of the premium beer market.

One of Harry's proudest achievements came as a result of his
nocturnal habits. As Harry puts it. “It used to burn me up when the
TV sereen went blank at 11 pan. It seemed to me that those people
were trying Lo put me to bed before 1 was sleepy. So we went oul
and sold the Anchor Hocking Co. the idea of sponsoring Broadway
Open House on NBC TV. Working a co-op deal with local breweries
around the country. we soon had a whale of an audience at a minnow-
price. Anchor Hocking got so far behind in orders from breweries
for throw-away bottles that it had to pull in its advertising horns,”

When he's not at his desk or out on the golfl course. Ilarry joins
his wife and son in their New Rochelle. N, Y., home, You'd never
know it from his waistline. but Harry says his hobby is eating. * * *
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Y0U WANT
COVERAGE?

Say “WHEN"’
TELEVISION

Sound programming that cre-
ates viewer preference, plus
smart merchandising, makes
WHEN your best TV “buy” in
Central New York. Here's a
rich market that will look at
your product, listen to your
story, and buy, when you Sell
via WHEN.

YOU'LL GET
RESULTS
=

=
ON CENTRAL NEW YORK'S MOST
LOOKED AT TELEVISION STATION

Represented Nationally
By the KATZ AGENCY

CBS e ABC ¢ DUMONT

TELEVISION

\ SYRACUSE,

A MEREDITH STATION
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The

picked panel

sEEASTY S

Wi, Osserman

Ta the above

question | have

good  an-

and

that is question-

able. In order of

their — reliabiliny

the ;llt;t] ANSWEeTs

dare:

Lo dont know.
and

lwo

swers one

Mr. Braine

2 1 lIf'Ill’I]II‘.‘u

The third unreliable answer is con-
siderably longer and not nearly <o well
defined. ;

Before getting into il it is necessan
to establish ground rules in the form
of two assumptions. These are:

a. That the demonstration commer-
cial in question is interesting. in-
formative. ¢lear. and well pro-
dueed,

b That it is presented within a
complete program rating around
25.0),

\ program with this order of rat-
ing will i four weeks reach about one
hall of the TV homes in its coverage
area, The average family which has
will have
twive, and

seen  the program at all

viewed the demonstration
the program will till he aceumnlating
new viewers at a consuderable rate,

For o commercial measoring up to
the standards set in assunption (a)
above. four weeks is u|l\in|1'~}_\ el ey
long an the air,

At the end of eight weeks the rate
ol acguoisition of new viewing liomes
will be approaching its fanit. and most
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iow long should the same demonstration commer-
cial be repeated on a network television program?

Samuel Osserman

of the impressions heing made by the
demonstration will be repetitive, Thiz
i« not necessarily bal, however. since
frequency of impression or repetition
i= one of the traditional hig muscles of
advertising,
I don’t think eight woeks is too much
exposure for a good demonstration,
In fact, | think a really good one
<hould hase an on-the-air endurance
u[ I'runl 1) {o IH 1\'|“(‘Is;_-‘~,
Gorpox C. BranE
Divector Radio-T1  Research
\. W, Ayer & Son
New York

A television com-
mercial,  particu-
larly a
slration commer-
cial, should he
repeated . . . bul
only as often as
its selling power
remains effective.
I helieve in
hut
tt‘||('|i|iu|: <hould

be limited <o that it never reaches the
point where effective selling  demon-

demon-

Mr. Bliss

repetition

stration r)l:mgl’.\' Lo ull!'f-r-;mn.-&i\'r' mao-
nolonons acling.

There is only one way to “hake a
cake.” “drink a glass of wine.” or “use
|nnlh|.‘u~i|f‘." and as long as the adver-
tiser wishes 1o remain in husiness. he
musl the television
andience that makes ap his retail mar-
ket how his product fits into the con-

sumer's life,

demonstrate 1o

The <elling message of almost every
product s basically the same, Natu-
rally, there are various  approaches
and techniques in the presentation of
the commereial message which make

Chairman of the Board
Acousticon International
New York

it more digestible and make the listen-
er more receptive. The repetition of
the demonstration depends upon the
fre-
quently the demonstration is repeated.
In weekly programs. | lhelieve the
demonstration can be repeated for as

product demonstrated  and  how

long as the program is on the air . . .
il interest in
tained by changing  actors, clothes,
props. and ecamera angles with each
commercial,  Every director has his
own method of adding interest 10 a
commercial ]}l'{'.-('nlnlinu. This flexi-
hility. in effect, makes the demonsira-
tion appear to be continually chang-
ing. though it is actually repeated.

the commercial is re-

The flexibility found in live-demon-
stration commercials  does not exist
where filims are used. Where there is
a heavy schedule of spats. the expense
involved in the preparation of the
films makes such constant changing
prohibitive.

At our agency we had an interesting
experience  during an intensive spot
schedule. We found that using only
three different film commercials, alter-
nated during a 13-week schedule of
over 40 spols per week on a single
stalion. we received an exceptionally
fine reaction, The commercials adver-
tised Chateau Martin Wine . . . and
included an animated character . , .
Gaston. the Singing Frenchman. who
“sold™ the wine to the melody of a
t';lli'hg.' Lune.

Repetition of the message, particu-
larly ol the musical jingle, gave us a
mostL desired impact. A cheek on con-
sumer  reaclion to  the commercials
show that the continual repetition of
the television commercial greatly in-
creased viewer-education on the prod-
uct. They “memorized™ the theme and

SPONSOR



remembered the jin',‘ll- so well that
they found themselves humming it.
There is no limit to the number of
times a demonstration commercial can
be repeated on television if the com-
mercial is properly seasoned with a

occasionally  spiced

new angle and : .
with a “different approach”™ during its
schedule.

Bex 1. Buiss
President

Ben B. Bliss Co.
New York

stralion commer-
cial  should  be
used just as long
as it can keep re-
tail cash
lers ringing.

regis

Sales. sales. and

sales are

maore
the best barome-
Mr. McGuire ter of its ellec-

Liveness,

Assuming then that the life expec-
lancy of your demonstration commer-
cial hinges on its sales effectiveness,
let’s probe the makeup of an effective
demonstration commercial defining it
first in terms of simplicity and second-
ly in terms of its association value.

For the television viewer, alias the
consumer, forgetting is easy. Remem-
bering is hard. Thus, it is the adver
tiser's task to make his product name
remembered above all others—to en-
grave il in the viewer’s mind so well
that it remains there until he makes
his decision to buy,

The first cardinal rule in helping |
I]|l' \'ir\\t‘l‘ l'l ert‘lII}It'r i-“: K"l'll _\"l“' |

demonstration simple. Make it easy to
understand: easier to remember than
to forget. Psychological studies have
|rrm|’|] that fnr;:t'llfn_-_f l:_\ the average
human being begins almost immedi-
ately. In fact. within
forget more than 6097 of what we've

18 hours we

learned during the preceding day.
Recent Schwerin te:ts conducted for

NBC substantiate the fact that elabo- .

rale and arty props, dissolves, and

other niceties of television that sin |

against simplicity. double TV costs
amd clutter the commercial without in-

creasing its sales effectiveness, More- |

over, audience recall by nearly 1.000.-
000 people to 6.000 commercials was

greatest with simple, inexpensive com- ‘

mercials,

(Please turn to page 84)
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The same demon- |

LOWEST COST
MAJOR
STATION BUY
IN THE
DETROIT AREA

COMPARE .. co.«c

AGE WITH THE COST AND YOU'LL

DISCOVER WHY THIS GREATER

“DOLLAR DISTANCE” BUY IS

RINGING MORE CASH REGISTERS

THAN EVER BEFORE FOR AD-

VERTISERS.
*

CKLW covers a 17,000,000
population area in five
important states!

Adam J. Young Jr., Inc.
National Representative
L ]

Guardion Building

Detroit 26, Mich.

I F. Cumpeou, Pres.
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Sound’s wonderful!

The early radio was a wonder, all right. But its 105 million modern day
descendants are phenomenal! Clock radios, for example, can start the coffee

perking at the same time they're waking—and selling —your customers.

The spot radio business has made some pretty startling advances, (00.
Today, it's on the job everywhere: in virtually every U.S. home . ..in 23.5
million cars and through other sets numbering an additional 39.0 millions.
Today, you can sell your product anywhere, at any time. in a4 manner as
scientific as it is persuasive, with spot radio. And you can sell more through

CBS Radio Spot Sales.

Because for twenty years (to this very month) CBS Radio Spot Sales has
pioneered the use of scientific methods—and developed newer and more
exacting ones along the way. Today, with a single call to CBS Radio Spot
Sales, you can get «ll the information you need to engineer a successful
campaign in 13 of your biggest markets. (Your call assures you that you
have at your disposal the biggest research, sales service and promotion
departments in all spot.) And you're assured of biggest results, too. Because
the 13 stations represented by CBS Radio Spot Sales are “Radio’s Royal
Family.” Each one delivers the largest average number of potential cus-

tomers in its market, every week. month after month!

Sound’s wonderful? You bet it is! Call us for details on any one or all

13 stations. Or just call to wish us Happy 20th Anniversary.

CBS RADIO SPOT SALES cepresening radiors

Roval Family: WCBS, New York—WBBM, Chicago—=KNX, Los Angeles—WCAU, Phila-
delphia— WEEL, Boston—KMOX, St. Louis—WCCO, Minneapolis-St. Paul—KCRBS, San
Francisco—=WBT, Charlotte—=WRV A, Richmond=WTOP, Washington—KSL, Sult Lake City
WAPI, Birmingham—Columbia Pacific Radio Network and the Bonneville Radio Network
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“Today.” born amid doubts,

Itwas in an atmosplere of pessimis-
tic prognostication that NBC TV s pio-
neering  ecarly-morning  <how, Today,
mardde its debut in Januvary of this year.
Who in heaven's name was going lo
waleh videa between 7:00 and 9:00
wan.? The show quickly came up with
the answer when its very first sponsor,
Kiplinger Washington Agency, pulled
16.000 requests (for sample copies of
it~ nurgazine ) with its first one-minute
announcement  on the slhhow, (See
spronsor. 28 January 1952.)

Shortly, Today will celebrate 15 first
anniversarv,  Since it started, and
through the middle of November, it
has had 42 different sponsors selling
everything from cold tablets and cars
to Hoor wax and insurance. These ad-
verfisers purchased a total of 761 seg-
ments on the show (1 is sold in five-,
seven-and-one-half-, and 10-minute seg-
MeN=: mosl sponsors ]:ll)‘ schedules of
the five-minute slices),

\ccording 1o Awmerican  Research
Burcan figures, Today has also con-
siderably inercased its audience.  In
Janwary. it was  reaching 512,000
hontes per average 15-minute segment
(in the East and Midwest area where
it i= seenl s in Oclober, it was reach-
ing 811000 howes in the same unit.
L= total andience rose from 12138000
in January to LO27.000 in October.

Guided by M.C. Dave Garroway,
Todav offers s varied fare of news,
reviews, comedy. and music Monday
throngh Fridayv morning on 10 sta-
tions of the NBC TV network.  Per-
haps it is because it is on al a time
ol the dav when it can reach the whole
family (for at least part of its 1wo-
lonr period) that the program has ae-
auired such o wide variety of sponsors,
To the ladies. Ponds Extract Co. and
Fastea. Ine, sell cosmetios: Pepperell
Manulacowring Co., <heets and Lilan-
kets: Doeskin Products, napkins and
paper plates: General Foods, Suogar
Crisps, O greater male interest are the
automobile e hes of DeSoto. Kaiser-

56

lives (o tell succeess story

IF'razer, Pontiac: and camera plugs ol
Polaroid Corp. and  Sawyer's, Ine.
Pure ['ac Corp. {(milk coulainersi,
Jackson & Perkins (rose plants) and
six publications add 1o the sponsor
variety.

Currently, and for the past month.
Today has been featuring a special
Christmas sales device for sponsors
who wish to tie in with the holiday,

lh— -
Nearly 2,000.000 viewers watch "Today' daily

From a TV shot of the world’s largest
Christmas tree in Rockefeller Center,
New York (where the show origi-
nates ), the camera dissolves 1o Garro-
way at his news desk looking at a tiny
tree banked with wrapped gilts at s
trunk. These are. of course. sponsor’s
products which Garroway proceeds 1o
unwrap and plug. Sponsors using this
gimmick include Polaroid Cameras,
Noma  Eleetric Corp.. Ponds.  and
Parker Pen Co. * ok *

Lima. Ohio tells ‘em how
to proncunce it via radio

The people in Lima, Ohio. have long
wanled 1o do something about correct-
ing the pronunciation of those who re-
fer 1o the city as “Leema.” Recemtly
they got their chance through the me-
dinm of radio.

When the first letter from a service-
man in the Pacific concerning the hy-
drogen bomb was published by The
Lima News. it was picked up hy the
Associated Press and subsequently the
Hl'l\v\lil'k ('(_l"ln]l"'"l;“Ur.‘;, \\'lll'l “1("'“ r(.‘r-

erence to “Leema”™ and *The Leemn
News.” This was too much. Local sia.
tions WIMA and WLOK got together
with the Lima Association of Com-
merce, The Lima News, and Ausiin
Productions and 1-uu||m:-ut1 a short
verse which would unmistakably  sel
the matter straicht. They sent it 1o all
network commentators in the form of
a small recording:

In the land of the Nama

There's a city named Lima,

Sueh a city’s in Peru, “tis true;

But bLe it known, commentators,
Pundirs. prognosticators:

For once we've gol news [or vou.

In our fair Ohio eity

Oft mispronounced, a pity

The lama never was, nor the “leem™:

So remember what we say,

I's Lima, U. S. A.,

The eity's pronounced like the bean.
* * %

Voices of sponsors give
station breaks on KEPO

There is nothing unusual about spon-
sors using station hreaks for commer-
cial purposes. But there is something
distinetly different about the way spon-
<ors use breaks on KEPO, El Paso.

First of all, the recorded voices of
the sponsors themselves give the sta-
tion identification: and secondly. the
sponsors don’t pay a cent for the time.
It’s all part of a new promotion scheme
KEPO has dreamed up.

The KEPO sales office contacted all
KEPO advertisers, regardless of sched-
ule size. and personally invited the
head man at each to record two sta-
tion breaks (one to run four 1o six
seconds, the other 10 1o 12 seconds in
length). This practically all the spon-
sors were happy to do. They recorded
announcements which said. typically:
“This is John Doe of the Friendly Fur-
niture Co. reminding you that this is
KEPO. the friendly voice of El Paso.”
Or. “This is James Smith of X-Premi-
um Beer saving that for preminm lis-
tening it's KEPO . . . El Paso.”

On the air. KEPO rotates the bhreaks
according to the order in which they
were recorded. with proper regard for
competitive adjacencies, so that each
advertiser is heard the same number
of times,

KEPO developed the promotion with
several purposes in mind, among them:
(11 to give the advertiser a plus-sery-
ice al no greal expense to the station;
(2} to obtain direct or implied approv-
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al of the station from well-known busi-
nessmen in the area: (3) Lo give sta-
tion breaks enough distinction to cause
listener comment.

“The promotion is paying off in ad-
vertiser good will and audience reac.
tion alike,” says KEPO President Mil-
ler C. Robertson. “To increase our
return, we photograph each spunsor al
a KEPO microphone, [rame the pic-
ture. and send it to him—and now we
are seeing our call letters displayed on

oflice walls all around town.™ * k k

Briefly ...

Right on his WTVR news program
and in full view of his audience, News-
caster John Shand |‘w‘v|:tl'\' fave a pillt

Shand calmly did newscast while blood flowed

of blood for Korea. On 13 November,
Shand started his noontime program
on the Richmond, Va., TV station by
introducing Dr. Robert Sturges. Dr.
Sturges stressed the dire need for blood
in Korea, then requested Shand to
demonstrate how easy it was to give
blood. Shand rolled up his sleeve, lay
down on a cot and, while two Red
Cross workers prepared his arm and
drew the blood, he did his telecast of
news. weather, and best market buys.
* * E

This time it's a TV chaunel into
which Shirley May France. [ormer
English Channel aspirant. is taking a
l|i||. On 10 November. Shirley May

i Please turn to page 82)

I+l

| -|i

'
h—_—r

Channel swimmer turns TV actress (WJAR-TV)

15 DECEMBER 1952

ONLY
ONE station

*

o compact morket of 53
counties in Eostern New
York and Western New
England whose effective
buying income is exceeded
by only 16 states.

@ 22 cities

® 458 towns

® 53 counties

® 2,846,300 citizens

® 840,040 radio families
@ only NBC station

@ more goods purchased than 36 states

® more spendable income than 32 states

the CAPITAL or toe 1710 state

Studios in Schenectady, N. Y.

REPRESENTED NATIONALLY BY HENRY |. CHRISTAL

ATION
B QERERAL ELECHEIG NEW YORK — CHICAGO — SAN FRANCISCO
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What's New in Research?

Poll among TV set owners in N. Y. area
on what party spent more in campaign
showed 379% thought it was Republicans
as against 8.4% who credited Democrats

_‘..'_"'.a't“ul 5
BOST

MASSACHUSE 77

,'.._uullwi

Il mvee
i Wiw

ISLAND

CONNECTICUT

Represented Nationally by |

Weed Television
In New Englend — Berthe Bannan

Which political paerty, the Republican or the
Bemocratic. do you think used the wmost time on
television during the Presidential campaign?

Republican - 36.9%
Democratic = 8.49,
About the same 25.0%
Don't know 29.7%

Of wll the speeches and rvallies that yew sawe on
dueving the one
cvent do you best remember?

television cumpuaign. which

Stevenson Madison Sq. Carden Rally 8.9%

Nixon Campzign Fund Speech 8.1%
Eisenhower Madison Sq. Garden Rally 5.7%
Eisenkower Election Eve Rally 2.6%
Stevenson Election Eve Speech 2.1%
McCarthy Speech (attack on Stevenson) 1.8%

35.4%
45.0%

All others
No special event

SDURGCE: Adveriost Isseareh stidy condueted ewelusively for SPONSOR during period 616
Novewnber 105

RESPONDENTS: 7 crsonnl Aolerviens with men apd women In TV homes  througlunt e
New Yorlt wetropolitan aren

Key observatious emerging from stndy on TV
viewer impressions abouwt campaign spending

The area in which this survey was talen proved on election day to favor the
Repulblican nominee, The rvote in terms of perventage was: Eisenhower.
529 Stevenson, 1850, The ratio would indivate that the large number who
thought the Republican had the much greater edge on spending were not
entively influenced by political bins Ghat is Democrats atteibuting their
vandidate’s defeal w the _mm";r:hrhh the f\'r'pnﬂ”unf.\ haid fots more money
to spend V. Dt will be noted that the number who thought the Republicans
sprent more was about four times the number who zuessed the Democrats
did the heavier svending, This partetulur ratio is reflected to a certain
extent by the interim reports on campuign expenditures which have been
fled by the New York State Republican and Democratic Commitiees with
the Secretary of New York State, The state GOP committee reported thet
tis capenditures on the Presidential campaign was 3617383, while the state
Democratic committee reported an expenditure of $336,557. The ratio on
the Republicen side (s almost two 1o one, Also of pertinent note in this
(1

rellies than by studio or Spee tul occusion speee fes, and (2) controversial

study wre these sidelichis: Vaoters seem to be more fmpressed 6

sulijects apparently make an impression that is veryv well remembered,
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n 3
he line of men and women X

waiting to register at the Blood Donor
Center moved lu'i.i-H_\' past the receplion
desk, The truek driver fingered his eap
nervously as he listened to the people
behind him. They talked about why
Ilit‘)‘ had come to ;{i\'l' bload,

He heard the young kid with the crew
haireut say he was being drafted and
figared he might soon be needing some
blood himself. He heard the blonde airl
say she was a Civil Defense worker—
and how it was important to build up
our blood reserves against the chance
of a sulden air attack here.

Then the truck driver turned and spoke
.« « the words eoming in spurts as if he
were deseribing a picture moving hefore
his eves . . . “There was no time, see?
She eomes running out from bebind this
parked car right under my wheels, She's
wearing piglails. and the way the sun

is =hining on her hair, she might have
been my kid. 1 bring her 10 the llu.-]lil&ll
. .and it takes 3 [Iilllr of blood hefore
she opens her eyes . . .

“1'm here now,” the truek driver
added. *to make my first installinent on
those three pints of blood!™

15 DECEMBER 1952

WHO GIVES BLOOD? Different [ll"'lrll' ... for different

reasons . . . vet all sharing this great. unifving experience, \ \
‘tuur l-]mnl may 2o lo g combat area. . . loa loscal ||u~]li|.1l A\ \

.. or for Civil Defenze necds. But of thi= you can lw <utre \\‘ \\'
—wherever it goes, this priceless, painless gift will some

day save an American life! That’s why the need for blood
is always nrgent!

Give Blood Now

CALL YOUR RED CROSS TODAY!
NATIONAL BLOOD PROGRAM
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TANDEM PLANS

i e
fresm paze 351
[ ] 1 VB eall= it the Pyra-
meked Plan: CB=2 the Power Plan, and
\ 1h \Vphti-NMes<ace Plan,
AR E 1 I ines. they all adi
tp e th swdtiee L low-t'ast erren-
latin I ey are bhas |||\ what mizh

be callid saturation-participation plan
I h nelwork has |-|-|-\J-| a st
three  to five  hall-how progras
carved  each show inle Lt il
Mutual 1~ constcerme  fow
oflered  thies frant e rprations aneh o

LI 200y,

The <elling mimnnek s this: i
spreading  his jessace in =inale
nouncements over i three [rogran
the advertiser eet= a laroes U'I'l”ll‘.
cated  awdhence Lor aboul the sam
price dand masbe lez<t ol one com-
plete prozram with  three announe
menls. o other wonds, the networks
paint out. il s the greatest numbe
ol difierert homes the adyertizer wants
saturation participations are for him,
The s[Hons=or may even find- —the net
sav he will find—that these plans also
offer the best network bus= 1o terms of

aros~ (or duplicated i’ homes reached.

The sponsor. however. cannot get
program identification. which means
Lie can’t usuclly merchandise his pro-
aram to salesizen. dealsrs. and the pub-
liv. He also misse= the flexiilitn of
spal announcement buys sinee he can-
tol choose the Lest lime seqment in
a particular market to sell his goods,

5 . T
However, salural on-pariicipabion an-

* * * * o * * *

e The need lor radio—the l'ulltilll:ill,'.’.
need i= Luill rizht into the fzer that
last year people Longht 10 million ad-
ditional ser=. 1

Fhat's more than twice
as many rodios purehased as television
=tt= purehie-ed,  Thi= veer, radio sel

siles are =l ronning 1two o one over

television™,=*

JOIIN J. KARDL
Vice Prosident

CBS Radio
* * 3 * * * * *

nouncenien’s are inside the progran.
not between programs. as a spol an-
nonneemonl would e, And the ageney.
of course. finds it casier to buy an-
touncemenls via the network |llalrl~
than via scores of dilferent stztions.,
The four network plans divide nicely
into two types.  The ABC Pyramid
and MBS Multi-Message 'lans each
have five programs and permit the ad-

vertiser to buy only one announeement
il he wishes, The CB= Power Plan
and NBC Operation Tandem are three-
<iow plans and the advertiser must
buy one announcement in each of the
three prograns. This across-the-hoard
buy can. however. be a one-shot (Tor
a i;l|1.~ll|1‘ comparison. sce network-he -
network chart. page 311,

Here are the different plans in detail:

ABC:  Pyramid. which  has  gone
through many program changes and
repricings since ABC made its initial
trndem bid in the spring of 1951, now
consists of four myvsterv-tvpe  shows
and one pancltype show.  This em-
}rll:lr-i- on nyslery hows is bha=ed on
twor well-known facts: They are (1)
fow-cost and (21 popular.

ABC does not Lelieve that four mys-
tery shows will tend to eut down the
number of unduplicated homes listen-
ing to all four.  William Fairbanks,
ABC's Eastern radio network sales
manager. feels that it isn’t the type of
program that causes aundience dupli-
cation hut the ||;i_\ ol the week.

The programs include:

Cafe Istanbul - Narlene  Dietrich’s

the New York station
iwwhere listeners listen
and sponsors sell ... key
station of MUTUAL
Broadeasting System




den of intrigue has been <hifted 1o San
Francisco [rom the Middle East.  [li=
$:30 Sunday evening time period pre-
cedes Walter Winchell,

Defense Attorney

worntan allorney wlhio {'}|Lu1|}:}m|_~ Lhe

It is the slory ol

Starring is Mercedes Me-
Holly wood
Oscar for her supporting role in Al
the King's Men.
on radio since July 1951,

The Jack Barry

show follows Sterling Drug’s Myster

unierdog.

Cambridge. who won a

The show has been
Life Begins at 80

Theatre and precedes Mr. Presudent.
ann ABC co-op [eature.

Top Guy and Michael Shayne hoth
are presented on Thursday nights. the
former at 8:00 and the latter at 9:30.
Top Guy is a police commissioner and
Shayne is a privale-eye.

\I;( lllli'.‘- nol t'\f!:'{'l Lo ."-l.‘“ TUIU (;r:_*.
and Michael Shayne 1o the same spon-
S0T. =0 ;11'11|;!”_\ the maximum lin-'uln
for one advertiser is [our shows, Pyra-
mid started off with three shows at the
beginning but enlarged the group 10
lessen the chance ol |II'UI|III'|. conflicts,

The rates for Pyramid are pegged to
the network rate card and the sponsor.
in effect. pays no wore for 10 minutes

IR

ol o Pyvramind =how than he would Tor
a Byve-minute AL

retneement

shaw. One an-

can be bought bt dis-
counts are given for buying more than
e show a week and for --ll.'-\\l'i'!\ buys.

Ihe
buys are: SLLLI9 lor one program a
wech., $7.70 1 for two a week. S11.270

[onr

prices Tor less-than-52-wrok-

for three a week and 15.020 Tor
a week, The 52-week prices are 53.570
for one program a week, 20009 for
two, £9.042 for three. and $12.855 [or
four. ABC estimates that a four-show.
2-week buy will deliver to an adver-
tiser 1,000 gross homes for $1.47.
Pyvramid has no takers at the present
time but ABC is making a special pitch
to the manulacturers of hair prepara-
ABC circulation. the

“correlates positively™

Lons., network

SHYS, witlt na-

tional drug sales patterns,

While

short network ]!ll_\\ [y |'_\|':|t|ri|1, il it

ABC isn’t exactly offering

[eels the advertiser has “promise.” he
can get less than a [ull network. AB(
originally sold Pyramid to American
Chicle (for Clorets) i lour slates
bt the network had a good idea Chicle
would expand s coverage. later.

A
network, al-

Chicle did buy the [ull

thoweh o b oot made any prior con
mitment o do <o There 15 a Jrovind
of course. at which a short netword
will not [raas off Tor the advertiser sines
his talent costs are the ame. no matler
liow many slalions he huvs

VEBEN: Mutual will stavt a new Multi-
Message Plan 29 December to replace

its current |l|;m_ which features MGNMI
movie stars and was part of the MGM-
Vutual deal giving the latter six hours
u!" |niul',:|'.'lri|i||_;_' \\il|'l il _‘_'L'linll]'l-lh H-l|
Ihwood ||.‘I\-II,

While the MGM-Mutual partnership
touked like a good thing when it started
al the begmmning of this vear. ralings
Like AL

Vimual Agures that low-cost mysteries

didn’t reach expectations.

are the best bet. favors mysteries o
Lo one,

The new plan will be part ol an

hour-long  block  program  scheme.
Here's how 1t will work:
From &:00 to 8:30 1. Monday

through Fridav. Mutual will offer a
tandem plan 1o national advertisers,

From $:30 10 9:00 p.m.. programs
of a smmtlar nature will Tollow o
local and regional sponsorship.  This

In all the world there isn’t another

station like WOR.

For years, its powerful voice has reached into

14 states—and today its programs serve

downright devoted audiences throughout this

26,000,000 listener market.

For years, such WOR-established personalities

as John Gambling, Martha Deane, and

the McCanns have been winning the

confidence of listeners—a must factor in selling.

WOR also has new stars—stars who will be

selling the New York market for years to come.

That’s why WOR sells more products for more

advertisers than any other station in the world.

Let us show you how WOR can sell for you.



second linenp is i tune with Mutoal’s  the vears the other on the amount

[onetime cmphasis on co-op shows, Longht within one week.

M ay ldventnres o) the Faleon FFor one or two announcements ey
will T Tollowed v Hall al Fantasv. week, the 1933 rates are as lollows:
The Faleon is anold Mutual <how g1l of one to 12 announcements dur-
which went to NBC Tor a while g the yvear, 52,000 |'u'|' announee-

Fuesday —Thar Hammer Guy will pent: 13 10 25 announcements during
e Tollowed by High Adventure. The  (he year, S1B00; 20 1o 38. $1.700; 39
forier = a new show, [eatnrimg none Gy 1;|nm‘. S1.000,
other than Mike  Hanuner. Mickey For three o more announcements
Spillane™s Tabulously  popular pockel
ook creation, The sex amd violenee % * w * - “ v -

will be toned down Tor radio, soll radio is used on a thoughtful basis

Woodnesday — Crime Files  of Fla-  —if program~ are bonght with sonnd
knowledge of the Kind of audience they
! ) i attraet, and i commereials are planned
Frghrers,  Flamond s a psychologist ot 10 fit the program and 1o make

womd  will be followed by Crime

whio o= MBS promotion puts it. “hy- wse of sonnd <elling principles proved

e Pl lbeies Tap s nwer: e by wdvertisers and research working 1o-

L "'_}"“'" oL L 18 sether—the medinm  can continne 1o

show. while now to the network, pro- el goods and do so more ceonomieally
dieed zood vatines on W OGN, Chivazao, than any other form of advertising.**

Minrsday — Official - Detective. now HORACE ‘“"!“ l'.'l"'\

; - A President

o MBS Sundayv=. will e fallowed II\ Sehwerin Research

John Steele. Adventurer. * I * * 7 It & o+

I"l’inl-'l_\ WVovre I“}H‘f.‘ will be Tollowed

I True or False.,  The former will per week, the comparable rates 1o the

feature Jolmny Olsen and s a revised  above schedule are $1.900. 81,700,

version of WMovie Matinee. SLOMYL, and 31500,  Smmmer 1953

The advertiser buying o the Multi-+ Bays will cost a flat 81500 for each
Messace Plan gets two Kinds of diss ansouncement,
counts, One is based on the total num- \ssuming an  average  program
ber ol aunouncements bought during  rating ol 2.8, Mutual estimates that

1000 WATTS
most far reaching station

Charleston's

"My boss sent a note out to the kennel
t'other day, and said I was yapping too
much in this column, that it was too
long, and that you folks wouldn't read
it.

“So, I ain’t gonna talk about our ex-
ceptional coverage, wonderful person-
ality shows, local programming, high-
est Hoopers, merchandising aids to
our clients, and extremely good sales
results.

“I'm mad with him, so I ain’t gonna
say nothing. Just gonna sit here by my
fire plug, and sulk!

"So there!”

of CHARLESTON
 SOUTH CAROLINA

Forjoe and I}nmpany

All this and H t551
S. E. Dora-Clayton Agency is and Hoopers too

62

at 31.500 an announcement, the adver-
tiser will reach 1.000 gross homes for
81,22 or LO0O unduplicated homes for
an additional 81 cents.

Saleswise, Mutual is doing  better
l‘i;.'hl now than any other network =o
far as tandem-lype shows are cons
cerned.  Multi-Message i= enrrently
73 sold out. General Mills has been
running about five announcements a
week: Camels, about four. The net-
work is split with a Richmond.
food concern. C. F. Sauer. having com-
pletely bought out the plan (15 an-
nouncements a week 1 in 10 Southern
states.  No one has signed on the
dotted Tine for Mutual's new plan but
John . Overall. MBS Eastern sales
manager.  reports  that  ehances  are
very  zood ™ that General Mills and
Camel will continue sponsorship.

CBS: \ pewcomer Lo the tandem field.
CBS started out with a two-show sum-
mer entry in July and expanded it 1o
three in fall. (Trade sources say that
CBS wasn't overly anxious to join the
other three networks because of sta-
Lion ll]}[luri.ltinll.l

So  far, this s the sales picture.
\merican Chicle was the only adver-
tiser in CBS" summer parlay and has
heen the only steadhy customer in the
1952-33 Power Plan,  Liggett & Myers
was in for a short stay,

The Power Plan ]Jill’]l i= |.1P;_vg¢'l| 1t
fate-in-the-week  shopping.  Using a
Crowell-Collier study  which reported
that 90 of all grocery =ales are con-
centrated  during Wednesday, Thurs-
day. and Fridayv. CBS laid out its
schedule accordingly, 1t seeks 1o al-
Iract grocery manufacturers with the
following trio. all starting at $:00
pen: The FBLUin Peace and Woar: Meet
Willie (with Audver  Toueri: Mr.
Keen. the latter a holdover [rom the
sununer plan.

Fach sponsor gets a one-niinute cam-
mercial inoeach program plos hill-
Loarding at the heginning and end of
cach program  a total ol nine sponsor-
identiflving mentions per week,

CBS estimates the advertiser can
reach 9,000,000 zross homes (23.000).-
000 Tisteners ) or about 5.500,000 dif-
ferent homes during a week.  The cost
i= SEA50 a week for talent plos the
appropriate rate, in terms of the spe-
cihie adverti=er’s discount elassification
LCHS gives annuoal dollar discounts)
for a hall-hour ol nighttime time,

SPONSOR
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If you like the
GRAND OLE OPRY
You'll like WSM’s

Ernest Tubb

Rophestl 70
a Y Vickene ie“i_“
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MNow you can hear your faverite Grand Ole Opry shats on
the big WSM Friday Night Feolic. Tune in this Friday
night for this great lineup of thows

7-7:30 P.M....Visitin' Time

Sponsored by Marton Solt

7:30-8 P.M....Ernest Tubb and his gang
Sponsored by Mortho White Food Produets

8.8:30 P.M....Roy Acull’'s Housewarming
Sponsored by TEMCO Gos Appliontes

8:30-9 P.M....George Morgan Show

Sponsored by Sal Hepotito

9-9:30 P.M....Eddie Hill

Sponsored by Rondy’s Record Shop

H L ]
ear the
FRIDAY NIGHT FROLIC S
650 o
on your radio dial NASHNVILLE |
il ek S — . — b

Although WSM's ¢

out solid, the 112 ¢ Opry star-sty I "
v 2 Confral © wdded Fridav NG 3
schedule entral Sou day Night Frolic is sold
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everywhere but only ( '\};! 0 explain why there SR
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f ‘jk Irving Waugh or any Petry SR
or the ful) story., : ry Man WSM
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.SU.OUU Woalis

|RV'NG WAUGH Camm a .
1 m [
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[ PCONAINIES

SELL Your Product!

WALTER COLVIN—
(*Joe's Show'' —
"Spinncr Sanctum™)
Known as “‘Joe Chrys-
anthemum"' to a
tremendous  following
of both Nexroes and
whites, Walt spins
the fincst platters an
the jazz, blues, and
be-bop department.

PAUL "BUZZ'" BER-
LIN — ""Mission in
Music'" — "“Dinner
Date' Houston's
Number  One — the
most  popular radio
personality  ever fto
hit  town—with an
audience greater than
all other pop music
jockeys combined!

!

BIFF COLLIE— " Col-
lie's Corral'—"'Hous-
ton Hoedown''! Rill-
fienrdlraied as onc of
the top Western joc-
keys in the nation,
Bilf's sensational
popularity and loyaity
to his commercial
products makes him
the finest sales wve-
hicle in the market

FOR CONSISTENT SALES RESULTS
PUT YOUR PRODUCT ON A K-NUZ
PERSONALITY PROGRAM

64

Call FORJOE
National Representative
or DAVE MORRIS
General Mznager
KEystone 2581
TWX HO-414

HOUSTON'S LEADING INDEPENDENT

Gros= lime for Power PPlan comes 1o
210,070 a week with annuoal dollar dis-
counts ranging from 275 1o 157,
v 52-week advertiser also gets an addi-
These dis-
counts are applicable 1o the advertiser's
total purchases i CBS radio.

tional discount of $.5%.

Faxen an advertiser coming in once
automatically  gets a discount, since
he spends more than S10,000 a4 year.
A\ onetime advertiser, therefore. gets
Power Plan for a total of about S10.-
040D, assuming he |nu)- |ml|lf:|;_: else on
the network, A 13-week run means o
total weekly eost itime and talenti of
about #1500 and CBS estimates on
that basis. that the plnu hasz a polen-
tial cost of 22,81 per 1.000 diffzrent
lomes per week,

Thearetically, CBS will sell spht net-
works to advertisers il the “technical”
problems aren’t too great.  lu actual
practice, CBS is offering the plan as a
complete network packase. requiring
the purchase of 200 stations,

RBC: olike ARG, which increased
the mumber of it Pyramid  shows,
NBC some time ago reduced = Opera-
tion Tandem from five to three pro-
arams, ABC has made it a
poliey Lo require acrosssthe-board buys

Siee

in tanden. it found the five-program
vosls were oo ]I.If_'ll for most adver-
NBC zl=o started out with a
vequirement for 13-week contracts hut
that has heen dropped for the present
minimum of one week's purchase.

lisers,

Operation Tandem is the only plan
in which the adventure-mystery type
of show does not predominate. ls sole
thriller is Barrie Craig. a private-eye
opus. The other two shows are Red
Skelton and Judy Canova.

NBCs price is a flat SIS.000 (a new
low higuret with oo diseounts, The
advertiser must take the entive NBC
network of 196 stations. This hasn’t
diseourazed Emerson Drug. which has
Lought the 1952-53 season to push
Brome Seltzer. Smith Bros, used the
plan for the five weeks
“w't'mlu'l I illlrm'llt't‘ it= new t‘h]lll‘n-
phy Il
Plymouth was in recently for one week,

The Smith Bros. buy is a good exam-
ple of the special uses of the saturation-
participation type of offerivg. In com-
ing ot with a new product, Smith

ending 11

mentholated  couzgh  drops.

Bros. didu’t have a elear idea of where
So il ook advant-
age ol the hroad coverage offered In
ABCs Operation Tondem to reach as

its markets were,

many homes as possible,

ABC estimates Tandem’s  cost-per-
LU gyos= homes at 3136 or aboul
S1.50 for LOOO different liomes. Last
season  Operation  Tandem  delivered
LO0O0 messages at the rate of S2.00,
To equal that figure this season, NBC
savs, Operation Tandem would need
an average Nielsen rating per program
of 5.6 and the network is =ure that it
will top this with points to <pare. On
the whole. tandem plans are the new-
eat, and at this point encouragingly
wellsupported. wethod of time huy-

ing on major networks, xox Kk

RADIO-TV FOR MARS

I Continned from page 321

daes the public (show rated an 8.0
Niclen for second week of October.
reached 3.771.000 homes, which put it
in sixth placel. Mars expecls 1o stay
with it despite ristvg TV costs,

And the rising eost of TV is what's
taking money from other media, Gies
indicated. For example, Mars’ expen-
ditures on ”ur('f)‘ f)rmt.’], its first TV
venture, over the NBC TV net tripled
Fetween September 1919 and - June
1052, when the show  was drapped.

Results were gond from the start, how-
ever. and Mars increased s sponsor-
ship from one segiment to three in
June 1950, then dropped back 1o two
i December 1950,

Current TV show: [",;u'l_\' this vear
Mars bought half of Super Cireus over
ABC TV out of Chicago and for a
time. until Jime. had two TV shows
vunning.  Super Cireus, costing Mars
ST50.000 a year. uses all available live
markels, from week o
week, plus 17 by Kinescope—or about
36 ill .'l".

How well did two TN
radio program pull?

Mars ran a premium offer on Howdy
Doody and Super Circus and a contesl
on People Are Funny in Feliruary-
Mareh and got over two million wrap-
pers in all,

Gies sayvs Mars will accept Kines now
wouldnt have a
the quality has improved
and i's harder 1o get openings for live

which vary

shows and a

where his company
Vear agog

h’l(l\\s.

[ncidentally. he predicts some cur-
rent TV network advertisers will have
to go into spot TV instead when there
are hondreds of TV stations. Reason:
Cxpense.
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Shortest distance between buyer and seller

...anelevator that takes advertisers around
closed doors. Write Norm Knight at 510
Madison Ave., New York 22, for “The
Happy Medium,"” with suggestions for get-
ting the most out of your radio-TV trade-
paper ads.
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media selection. he savs: “We

I edhia that give us the cover-

) wanl In our case it's radio
\ mosth, We see no trend in
ractices. al least—except in the
cool TV expenditures due to ris-

Candy Facts: 1| Gies i concerned

vhoutl costs, ol least sales are .1|=|I I'ts-
g for Mars,
Ciaes won't give out am exacl figures
Mlars is a elosed corporationi. but
hete's an mdex of Mars sales for the

Recent official Hooper Ratings
show WSIS, the Journal-Sentinel
Station, FIRST in the morning
FIRST in the afternoon FIRST in
the evening! For the flinest in

AM-FM coverage, it's WSJS

in Winston-Salem.

Represenled by: HEADLEY-REED CO.

1051

over last vear!.
Indusin that Mars

~ell= 4|]i|||u\||||.m-|'_\ ~35 million to S10

1036.52 NIE

2N): 19532

||1'!|1n11 1939
220 4 107,

eslimales  are

million worth of candy a vear.

“We are making as good as oy bet-
ler progress than  our r'-llu'u'litlll-."
Gies savs “hut i’ hard 1o determine
thein ficures
available are the Government’s. and it

siles because the only

vives sales of

f'i!f'}ui_:,'f' I'_'IHIIIF-. |o!|”\
conds. bar goads, and  general line
without breaking them down ta choco-

Fate-convered candy in monthly r|-|m:l‘-.“

# Winston-Salem
is the home of

R. ). Reynolds
Tobacco Co,

\inual
though they run 14 months after the
of the year. A glance at the
Dept. of Commerce’s Business
February
1952 covering 1950 confectionery sales

reports do.  however, al-
t'lnr-t'
LS
Information  Service  for
and distribution shows the following
picture based on reports from 7144,
ol the industry

Dar :‘.‘Hf‘l’!.\ ~300,855.319
Wolded chocolate 03.430.555
Chocolate-covered 178.520.84U

(Other bars

Package goods
Bulk goods
Peuny goods

TOT AL

=

)
32.897.954
192,152.470
103.173.435

21103165
S050L.053.940

This is based on reports from 456
confectionery manufacturers.  Actual
total 1950 sales: 8924 million.  They
rose Lo S065 million in 1931: were
S345.802.000 for 1952 i(through Au-
gust)t or 1% under the corresponding
period of last vear. Bar goods alone,
however, Tell off G,

Gies 1= concerned over the decline
in per capita consumplion. “ln 1941
it was 19 pound=.” he said. “ln 1951
this had .‘-|i|||n~|| to 17.4 [unnul.-«. Tal-
ing 1929 as a base. the ratio of dis-
posable  personal income spent  for
candy dropped 7% by 1951, In 1948
this index stood at 6°; above the 1929
base. Therefore this drop in the ratio
||[ '|i~|lll-;llr}t' !lt'l':-lllt;ll illl e rl'fi‘i\'l'll
|n_\ the 1':l|ll|_\ illtll!-ll’_\ ﬂlnmu'll 135,
in three yvears.,” Reasons, Gies savs:

i H‘I.‘in;.: |l|'il't'.- due to I’i.\ill;.: cosls,
some of them unreasonable,

2. Decrease in quality amd there-

fore less value to the consumer.

The latter is more important. he
savs, Lse of substitutes like vegetable
for cocoa butter. making chocolate-
looking candy that doesn’t contain or
taste like chocolate. hurts the indus-
try. Gies” reasoning: “Chocolate is the
most popular candy made, 1 you
don’t taste it vou et down on vour
run.-lunpliun.“

He adds: =l hold the
quantity  (at the same price). al least
Vil

vou can't
vou can hold to vour quality.
that’s what Mars has done,™

Big trend. he saud, 1= 10 packages
ol 539¢ and down, This size has shown
a large increase in the past two amd a
hall vears.

Fonnld

larger pereentage of ttal candy sales

stores now  account for o

than ever hefore, Supermarkets have

SFONSOR



awakened o the fact that  candy
brings more profit for the space al-
lotted to it than most other items. The
profit margin is 20 10 25%.

According to Gies, vending machines
are now responsible for 6 1o 107 of
all candy sales.

Who are the biggest candy consum-
ers? Gies says the age group flive to
22. “Consumption then drops slightly
to 80 or 90,” he adds with a smile.

Of the 456 candy manufacturers that
report their sales 1o the government.
&1 make chocolate-covered bars.  =o
Mars’ competition is rugged.

Mars® ad philosophy: Here = Mars
radio and TV advertising philosophy.
as hammered out during the past 11
vears that it has managed to stay on
top, according to Gies:

1. Use the media that give you the
greatest impact per dollar, Mars has
found that radio and TV do just this.
with TV ahead even though it dvesnt
give the same coverage,

2. Choose the vehicle that reaches
yvour marketl, Nearly everybody cats
candy.  Choose the markel scgments
you want amd go alter them,

3. Merchandise  your  programs
through field work and in-store mate-
rial. This is one of the biggest things
in advertising. Food products espe-
cially lend themselves to it

4. Get people to listen to your com-
mercials by integrating them into the
program. People dont like commer-
cials, Sugar-coat them.

Here are the people at Mars who in-
fluence advertising and sales policies:

President. W. L. Kruppenbacher
(also  board chairmani. Executive
Vice President-General Manager G. B.
Hurley, Vice President Gies in charge
of sales and advertising. and these
sales executives. who are under Gies:
General Sales Manager Ben Bouchard.
Eastern Sales Manager C. A. McDon-
ough. Western Sales Manager L. R,
De Rosa. Sales Promotion Manager
Harold Flaig (who has retail crews),

The Leo Burnett team is headed by
Ralph E. Ellis. account supervisor and
executive. Other Leo Burnett person-
nel dealing with the account are:
Broadeasting Dept.—William Weddell.
v.p. in charge. and David Dole, man-
ager, assisted by George Wilcox and
on the West Coast (Hollywood ) by
Wendell Williams. Gordon Minter. and
Wally Ruggles. They negotiate con-
tract arrangements and handle show
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production.  Wilcox  handles
Circus in Chicago: Ruggles and Wil

.\,‘llju‘!

liams handle People Are Funny in
Holly wood. and Minter, the TV copv.

Frank Newton is ereative director of
all radio and primt copy: Joe Holfman
writes all Mars radio copy and some
of its print copyv: Jack O'Kielle heads
TV Creative with the
writer on Super Circus. Leo Burnetl
and the Burnett Plans Review Board
steer and okay all campaigns. Albert
Meyer. the merchandising manager.

Don Tennant

works with the team on sale prowmo-
tion. premiums. and other merchandis-

ing plans, Media divector = Aethur
Porter: Ken Fleming is supervisor ol
space and timebuyers: Mars print huy-
or oIS (;l'nr;_:v Miller. and Mars broad-
casting timebuyer is Mrs. Helen Stan-
Robert Kelly, service nmuanager,
keeps the whaole thing on schedule. fur
some 52 million is involved,

The Spanish-style AMars plant. lo-

ley,

cated in Chicago on the outskirts of
Oak Park. Ill.. has become a
place.  his 12 beautilully
Inside hospital-like ¢lean-
There S25.000

show
acres are
landscaped.
liness prevails. are

worth of paintings in the administra

O STON

AKIM A

Beans, boats or bonnets—if it's a na-

tional account, you'll advertise in Bos-
lon and about sixty other major metro-
politan markets, It doesn't take a gen-
ius lo see why.

Your real task is the careful selection
of clearly defined secondary markets.
And that's why we say “afler Boston,
comes Yakima, Washington.”

Many a national advertiser (and more
every vear) has found Yakima a rich
and rare secondary market.

Miles and mountains define it.
agricultural

Rich
crops and a booming

atomic and electrical power industry
distinguish il. Yakima is a secondary
market of first importance in the West.

.
R

KIT vsc-asc

THE BRANHAM COMPANY

YAKIMA, WASHINGTON

Ve B Eap. L e
KYAK = -

GEORGE W. CLARK

A0 MIA < e s

WEED AND COMPANY
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2765

Independent . -
Retail Grocers

in Baltimore say:

WEFBR’s

the station for us!

vear since 1936, the
powerful Independent Retail
Grocers Association of Balti-
more has turned to Baltimore’s
promotion-minded, know-
how station, WFBR, to make
sure their Annual Food Show,
held at the Fifth Regiment
Armory in Baltimore,

Every

goes
over with a bang.

Every vear WFBR has thrown
ihe full weight of its promotion,
programming, merchandising
and production departments
behind this great food event.

The result? Every year, bigger
crowds, more exhibitors, better
displays—and firmer loyalties,
friendship and cooperation be-
tween the 2765 members of the
Retail Grocers
WFBR.

Independent

Association and

For real showmanship, solid
merchandising and active,
day-in, day-out promotion, ask
your John Blair man or write,
wire or phone. ..

ABC BASIC NETWORK

5000 WATTS IN BALTIMORE, MD.
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Hon oflieesc Much of the plant is air-

conditioned. To prevent spoilage o
deterioration. only a few hours” sup-
ply of milk is kept on hand.,  The milk
1s transferred [rom inconting 1ank cars,
m lact. directh o the candv-makine
vals.

President Kruppenbacher savs, =Tl
anly Wit wre Ir{ll‘-

could make our

freshier would be 1o |-I'ill;: the cow
right o the fli.lll!,”

Al hoxes are eoded: Mars field men
can thus keop

arelul cheek on inven-

tories ol dealers. azsure that bars are
Lept fresh.

Frank Mars was responsible Tor all
this, A\ super-salesmian of the same
stripe as the late William Wiizley Jr.,
hie toured Ameriva in the carly 19207
Lo learn whal Americans likad in the
way of eandy bars, e discovered they
liad \'Nr]uln-ui a new taste bud espe
cially for mahed milk and particulzely
lor chocolate malted wilks,

He  returned 1o his  Minneapolis
home and bezan 1o mix, blend, 1aste.
and diseard perhaps a hundred batehes
until he came up with a candy bar thai
was different. That was Milky Way, It
nol unl_\ cauzht on from the start bt
m 10 vears had grown from kitchen-
stove volmoe o g 830 million-a-vear
nlerprise,

Mars died in April 1930, His son.
Forrest Mars, i< one of the directors
of Mars. Ine. Forrest Mars helped
found M&M. I.ll!.‘ ol Newark., \. J..
with Bruce Murrie, son of the oo jresi-
dent of the Hershey Chavolate Co.. and
1S now l-nr.tlll.
V&M changed s name to Hawley &
Hoops, Ine. lale in October,
“How TV took a candy out of 1he
doldrums" sroxsor, 16 June 1932,

its chairman of the

- e
1 e

Mars® competition: \Whal's the com-
petitive candy picture look like?
Several facts stand owt npon care-
ful =tudy :
s Biggest candy mzher Hershey
has pever used any advertising a0 all,
Nestlé, one of the 10 ]*il'."'_'i"'-l. LTRSS T T
radiv or T\

bt u'nltlluu- hoth for ns other prod-

to sell s chocolate hars

oets. Reason for Hershey's lack of al-
vertising: large proportion of its sales
consists ol choeolate 1o manufactnrers
loth com-
practice  detailing 2

rather than 1o consumers,

panties syslem
wherehy salesmen call on retailers and
retailers” orders direetly on 1o

il:l.‘-.‘-
wholesalers. to whom Hershey  and

Nestle sell their chocolate ;zlml]-.

Hershey's general sales manager. J.
). Gallaghe r, 1old sroxsor: “*We're not
against  advertising  but foun]l  our
present operation best.”

Nestlé
Merchandising

\dvertising  and
Don  Cady
saied: “Currently the major part of
Nestlé's
|-|m||ui_- i= in the field of Semi-Sweet
Chocolate Morsel-. Eveready Instam
Cocoa. and the new Nestlé ehocolate
milk drink product, Quik, Ne=tlé does
some adveriising of bar goods in Sun-

General
Manager

expendilures  an chovolate

dav supplement eomie seetions in se-
lected cities throuzhout the country,”

spoxsor estimates Nestlé will spend
S1.000,000. o Lilth of i
and a

about a

budget, on television lesser

amount on radio this vear to adyer-

tise all products, In TV

it has a 15

* * * * * * * *

*3As we observe commereinls which nse
demonstrations as a form of econtent
vwe see that they fall markedly above
the norn premiom  against other
commercial types of about oue-third,
amd in the allkimportant area of trans-
mitling seliing messeges demonstration
does un ltlpmlll‘!l jn:r.

-
LEYTON CARTER
GCallup and Robinson
- * * - - * - *

minute  participation  on  the Kats
=mith NBC TV show for Nesealé. In
radio it sponsared Bold 'enture, star-
ving Humphrey Bogart and Lauren
Bacall. in New Yoark. for Neztea this
vear.  Inoaddition participations  an
T\ <hows and supplementary  radio
were used in other markets through-
out the country to sell Nestea,

Nestlé's

for i1 chocolate plmlul'l.- 1=

Hershey [l;!a- noo ageney
agenvy
Ceecil & |'l‘v:-|rrL}. where Jolhin Beres-
Nestlé's
Richard
lis ollice is in White Plains,

ford is the arcount execulive,
ad manager under Cady s
'LI“‘]-T'IA
N X

e Live of the top 17 firms have TV
sixth  (Nestléy has one
for a non-candy  produet.

~hows. the
.I.\\n 'l-'l\l‘
radio programs. Four others use T\
ammouncentents and five air rvadio an-
nouncements,  To recap: 10 of 17
candy  companies polled by spoxsor
are in IV, seven are in radio.

amonyz the
thes
learned this b= the best way o reach
children

Coneentration on TV

candy  firms  indicates live
biggest candy eonsumers,
The five companies which have TV
shows are: Mars. Saper Circus: MAM.
Candy Caruival: Walier H. Johnson.
Rootie Kazootie (slavting 3 January )
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Sweels Coo of Awmwerica. Tootsie H}.u-
podrome and Paul Whiteman's T
Teen Club (hezan 22 Novemberi, and

Fred W.
fective 2

In addition Peter Paul, D. L. Clauk.
Nestls. Life Williamson
(General ) arve using or have used TV
announcements this vear. 1. L, Clark
<ponsored Tome for Beanie on WCBS-
TV in New York until October and
Hollywood Candy had Hollywood Jun-
ior Cireus out of Chicago until March.

\mend. Hail the Champ (el-
December.

Savers. and

In radio Mars and Williamson (True
Detective Mysteries) have the .:|1|\ nel-
work shows. Peter Paul, Lile !
New  England  Confectionery. . ],
Brach. and Cadbury-Fry have used or

d\t I'S;

are using spol.

cuesswork.  Sinee

* published, the ex-

e Rank is pure
few sales figures arc
perts disagree on how the companies
S156
lead the parade, with an cstimated $70
million in chocolate bars.  Ralph Ellis
ol Leo Burnett lists the chocolate-cov-
ered candy competitors in the "oHowing
order: Mars. Curtiss. Peter Paul. Wil-
liamson (General Candy is the holding
company ), D. L. Clark. E. ],
and Walter H. Johnson,

Hershey accounts for an estimated
807 of the \nd
il you count Hershey and Nestlé in the
above, Hershey would rank first and
Nestlé between Williamson and 1.
Clark, according to the industry.

A study of the candy trade. retail
and wholesale. leads to these estimates

rate.  Heisheyv's million =sales

Brach.

solid bar business,

of candy sales:

Hershey =70 wmillion
Mars 3510 million
E. J. Brach 35 million
Peter  Paul 30 million
Curtiss 3 million
Hollywood Ca 25 mallion
New Eng. Conlec 20-25  million
Willlamson [t-rlul al) 20 million
Life Savers 174 mllion
Hawley & Hmlp-‘ (MEM ) 16 million
Nestlé Chocalate . 15 million
Jaumes O, Welch 15 million
Sweels Co. of America 1 million

D. L. Glark B0 million
Wialter H. Johnson 5 million
Fred W. Amend -8 million

So far as individual pieces (both 5¢
and 10¢) concerned,
based on industry estimates lists the

are this survea

candies in the following order: (1)
Hershey Ahnond Bar, 1(2) Hershey
Chocolate Bar. (3) Peter Paul Mounds.
(41 M&M's  Candy. (5) Hershey
Kisses. (61 Life Savers, (7) Mars
Milky Way. But Gies of Mars dis-

agrees with this and says Milky Way
ranks ahead of all but the Hershey bars.

A recent Candy Industry survey of
the 10¢ market among 2.000 jobliers
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amd a list ol other volume buyers
ranked the hirst five
tike this: Peter Paul’s Almond  Joy,
|” Paul's Mounds, ershey's Milk

Mars Toasted Almond

[0e candy ilems
eler

Chorolate. 3ar.

and Hershey's Almond Bar,
There are 120-=0ome dime  confec-
tions. and the trend from 3¢ pieces 1«

continuing.

Rank and sales are important when
stacked up against advertising expen-
Here is what Candy fndusiin
“l'ﬂ']!:llr'l \l:il"-
chief competitors will spend in 1933

ditares.

(2 i=sne ) estimales

o conlectionery adverlisine

I\ |H'\\-il;i||l'[-_ Llll! mavazine-

gy I i
[or por 1\

laniters |

LHawles 4] 1

Lafe 1 n

Ii. )

1 | Wl R

Cartis

Nestl AR ST ol 1
clnnoline prodauacts

Fred W. Amend=3500,000 (will Bave TV

Hollvwood  Cand SO, 000

Williamson [ Geneial LU0
ranm, u o 1A

New  Eng. Confect 37 W s

lames O Welch ST

swerts Coo, ol America=5250.000  ( ha
RS

Walter BT Jubison- S200,000 {will has
gram

w...ze,!///

IS ONE OF THE NATION'’S
MOST POPULAR STATIONS!

Last year, WDAY was swamped with 145,659 letters and
posteards from its listeners! This is the equivalent of a
letter or card from over 70% of the 211,550 families who
listen regularly to WDAY—an average of slightly over
399 letters per day, including Sundays and holidays!

FREE & PETERS, INC.,

NBC ¢ 5000 WATTS ¢ 970 KILOCYCLES

Exclusive National Representatives
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(Candv Industry estimates the con-
feetionery husiness will --'u‘l.':l 23 mil-
|- 1 i :ll\' Ili-i]l_’ Iill ]“—I;

articles on

[ Ry [rEvieus SIPONSOR
cathhy s also “Candy on the air.”
seonsore Mareh 1958, and Bar candy
o the wir” sroszsonr. 15 Januvary

19151, )
Concludes Mars™ Vicw
“Muost of the candy companies using

(iiesss

the hroadeast media are concentrating
on children’s TV shows to reach the
Vounger consimers.  So are we (with
Super Cirens. which ol course gets
|-lu||1_\ if Srosa-tps toal . Welre

confident of the Tuture hecause we leel
vidio and teles ision are the createst

"'-"l"“ |'“'F“ Wi e ir ll-.llr * koK
s ks the Tollowing  for talking wah
il mo ot vepiibdtn ok Hoas aartie'e
Pheashes Coereral sa! Masaeer ). ) Ceallaghey
SNestle o Corneid Vlvortsane  amd Merehadising
Mamager Do € iy Neald Nadverdsing Moo
ol Goovbeds Peter Panl Slvestisimg . Manage
[ TR R g TN Vi Piesielear Mark B, Buoyon
Woillumm Esty € P Conssonw, edliton, Clanedy In
el Caamlingd] it o 1o Riwiw £
Vol New Poglid Conledtionery folin
Weguaduil o Froshies L | for  Nesthe
Cadnthin | RTTRITH Paysor’s AiF - g

i Mozgenheamer: Meney Manor of BIS10)

Copvann,  Branklin  Bistid IV e buve

i b Jobioen U ey Edsen ol

Foseine N don Sweets Co, of Ninenicn

aml o Ol Philip 10 Gott, pressdent, Na
prenal Comlectors” Assig Ve President Bkl
Fowbbevne ol Noloes, Lintave Matlev & Do,
Vol b Wallimmson cGaeneral Cands s, amed olbi s
ol the Walter 1 Johimson Camdy Can, el Caaliss
Canilyv s waedl as Nars and 1he Leo Binnett £n

James M. LeGate, General Manager

5,000 WATTS + 610 KC - NBC

National Rep ., George P. Hollingbery Co.
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FILM BUYING TIPS

(Continned [rom page 28)

Lelt 1o themselves. the lime-
buvers happih built a station lineup
in which the 30-0dd markels

scheduled to start on virtually the same

san.
were

day and date.

Then. =omeone discovered that the
original contract with the producer
called Tor a maximam of 10 film prints,
vittually the standard wmonnt for a
“national” =ale.  Additional ones were
1o cosl S40 a " int.  Result: The agen-
v nrarly went erazy jugeling starting
dates around <o that the 10 prints
could e "lji.-_\n-lml" tie. shown on
one group ol stations, then routed 1o

\I.‘-ll‘

the agency was teying hard to avoid

the next grouj. and the nextr.

charges for 20 extra prints a week al
=0 earh for 20 weeks.

\ ecting hetween the distributor
cned the tiieeboverss at which the agen-
eyvmen would have heen told how moeh
fime is needed to route prints among
the stations. could have forestalled the
erisis. Again, somcone forgot 1o look
before he leapsd into a TV Al con-
lrart,

I the box on page 29 and o the

RIS

Millions of 'Em... But

...that’s just part of the Miami story!

We've 600,000 year 'round residents
...the majority of whom derive their
income from local industry that, in
many cases, manufactures products
distributed throughout the world!

You might be surprised to know
that there are better than 1,150
manufacturing plants in the
Greater Miami area!

And, WIOD has served the Miami
market well for over 26 years!
For the details...just

call your Hollingbery Man.

paragraphs Lelow. spoxsor presents
six of the most common causes of has-
sles between advertising agencies and
ﬁ]lu :-l'“t't».

]lii!lll_\ checklist of [-1!3—:-”1'*' CIror=, Sinee

They can be used as a

seldom do 1wo agency film contracts—
and distribotor contracts. for that mat-
ter —look
l\lll-\\.-:

alike. as every timebuyer

L. Can the il series live up to
the “pilot”™ film? 1= only natural that
a producer will often lavish extreme
care or extra money when making a
pilot filin for a TV film series. 11 the
serics isn't already completed when it
i~ offered 1o an agency for sale fand
the pilot Al thus proved o e a rep-
resentative sample i, agencies will have
1o rely on the good reputation of a
producer or distributor o maintain
the quality. Il a il series turns sour
alter the first few shows. there's noth-
ing much an agency can do, Indepen-
dem producers usually cet their finane-
ing lor a series [rom banks on the
streneth of a 13-week or 26-week con-
tract: therefore. theyre not likely 1o
oiler cancellation clauses freely.

2o s vour time Laving ratlored 1o
the mechanics of fibu distribution and
ronting? A= ;millll-d oul above. the
scneral industry practice among dis-
tribntors and producers of TV filins
i= 1o offer no more than eight or 10

"f[ |'."”

“national™ price,

prints as part of the show’s
That's hecause much
that
print. when put on a “hieyeling™ sehed-

irial and error has shown one

ule. van cover three or four slalions
About
<in “play dates™ per print is tops.

withont nuch loss ol quality,

Some agencies, however. constantly
walk into a standing order [or extra
prints. becanse they didn’t allow sufli-
cient time hetween play dates 1o route
prints amony stations,  Other agencies
va to the other extreme. never buving
extra prints and spreading a few flms
<o thinhy among o many TV stations
that the prints never get back to the
distributor for o periodie mspection
asainsl  damages from normal wear
and tear. Result: headaches in either

e,

3. dve von granted “exclusivity”
in existing and overlapping markets,
and U fiest refusals”T fnonew ones?  In
todan s Lrisk TN filn husiness, a spon-
sor may find someone else sponsoring

SPONSOR



the “second run™ of the filin
show in the same market before he has
"!ilrl

the agency's contract with the distribu-

=i

fimished with the run.” unless

tor expressly forbids it.  Also. he may
findd that he’s competing with his own
film show in “overlap” markets—such
York-Newark, DBoston-Provi-
. Fort Worth-Dallas, Rock [sland-

Davenport

as \u‘\\
dence
unless his ageneyv’s been
careful.

Not to be overlooked either are new
TV markets. which may often be de-
sirable extra huvs lor both regional
film
film

and national  advertisers  with

shows, Contracts between  the
seller and the agency should inelude a
“first refusal™ clause covering any new
TV stations that may go on the air—
amd more are coming on in 1953—in
the '-]Jllll."ill"\ lerritory \id, station
lists <hould ul\\.‘i}u lie checked 1o see
that no new markels are being over-

looked by timehuvers.

I. Are you completely covered on

preemptions. and other  forms  of
“misses” in your station conlracls?
The Tact that many an agency forgot

to protect itsell properly against this
headache was apparent during the re-
cent  Presidennial  electioneering. I
one-slation  markets -like S Louis
(IKSD-TV) and Pittshurgh (WDTV)

this was particularly evident.  As
pointed out carlier in this report, sta-
tions who don’t have a preemption
clause clearly spelled out aren’t always
likely to offer the advertiser his vegulan
slot for Une

sponsor, lor inslance, was offered two

e a ““||']kl'-_'_,'lllll|.'-
“make-goods™ on Saturday mornings,
8:30 to 9:00
mid-week evening slol was twice pre-
empted by a Southern TV station to

an.. when his choice

carry special political shows,
\zencies should also remember that
a serious reshuffle in just one station’s
scheduling. as a result of a loeal pre-
emption, can somelimes throw the en-
operation  oul  of

tire. “bicyeling”

whaek for the spansor,

vou're alout to
Distribiu-

borrowed-

3. {re vyou sure
buy and place a new show?
tors generally dislike the
fllilll-“u“_\\\um} term “second  run.”
Often. network flm shows like Fire-
side Theatre have played ffth or sixth
runs in markets with ratings and audi-
ences as big as the original telecast.

But it’s a wise move for an agency to
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vheck on a <how’s market aneestiy \
distetbutor could 1ry 1o palm a second
or third run at premium prices. having
.iillll't lll”\ a4 new ‘-I'[il« ol Iv;"llill_'
and elosing titles 1o the <how., o
A =pOHsOr iy buv a show for a ma

ket mot

COVETE li I'\

unless iws s
Lhal
hshed o

L]ln\\lll:
the agency EIE

peling  sponsor has  just
successiul run a fow months earliey in
the same market with the same series,

While on the -1||-_i1- t of reruns, it's
interesting to nole that SPONsors sunie-

tines wanl 1o extend flm contracts 1o

- - = = =

no=econd orun i i T b kel
\vencies should yemember, how

that this may caogse trouble
station markets. where the station 1=
Looked salid for month= ahead. With
their time al pPremiuin, the mana
inenl= ol =otn -1:|'_-]_- =Lalron ~elu s
hasve relused o rerun Ghins for the
SAME sponsor uiless !in"!-'-- al 1ea=l a
lo-amonth lapse. I the rerun i=
comncide with any nattonal or near
||.1IIn||.lJ niert ]I..rllnii'-il'l:_- U Prodiiolion :!

wise [or

effort. it's

i owell in advance.

ALCnNeles o vleda

L :
' ¥ i "
T \ L " ha
vl ' e ' »
; o GO 1 O 1 R | B
i 1
; N (] i: :. ! {

You can’t cover Indiana’s #2

market from another state.

Qur rates are local and include
complete merchandising distri-

bution and promotion assistance.

We serve 400,000 loyal listen-
ers in Negro, rural, industrial,
and four nationality groups.

Only the Gary Sales Plan sells
Indiana’s second market.

Call us without obligation,

“Tha ©. Coe..
Gen. Mgr.—WWCA

No. 2 Market

WWCA

Gary Indiana’s

Radio
Monster

71



about
this
sirike ..

..... which has heen called
by the Sereen Aetors Guild o

halt  produciion  of filnred

commereials Cor television.
Merits of the aside—

LR B0

bhecanse  competent and -

formed  rvepresentatives  of
advertising agencies, produe-
ers and the Goild are con-
tinning to make every effort
to vesolve the knotry issues
stmuding in the way of an
agrcement—what can you do
right now 1o

sulisfy - vour

necds for film spots?

Our organization of experi-
enced TY film ereators . L .
il edi-

wrilers, directors,

tors. animation  artists  and

technicians . . . is at your dis-
posual to help you stay on the
air  now—mwithout vielating

the  Sercen Actors  Guild

strike edier.

Call...wire...write
TRANSFILM and ask for

W, Burnham

A AL

35 Wear 2.1 100

15 Street
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G. re you completely covered on
any liabilitics Jor damage to the film
prints. or anv swits whick may grou

out of the showing of the films?

W hin

=eriee 1= i the hands of an azeney. the

a fbn print from a show
ageney lor s insurance vompany |ois
u=tally considered directly .-a|mrlr-i|l|l'
for any damage that may happen Lo it,
When i0s i the hands of the distribu-
tor, the distribntor’s responsible, When
il i= in transit. via Air Express cte..
e ~'lli|:;:ill:_' company I= l'l‘.-[lnll.-illlt'.
But what happens il a station ehews up
a print =0 hadly—pos<ibly becanse of
an equipment failure, or <loppy ent-
ting that it has 1o he replaced?

Unless the time buyving  contvact

spevilies that stations are responsible

¥ * * * * * * *
seln Coba it is estimated that. on the
average. five people sitin front of evers
TV set that's turned an. And, according
ta a MeCann-Ervickson survey in Rio de
Janeciro—the Brazilians are even more
excited  alout TV, On the average.
cight people it in front of every sel
tnrned on, Amd, what’s more—during
the evening honrs in Rio. 90% of ihe
sel=  are  in n=e!  Those nvighhors
azain®®
ALFRED J. SCALPONE
Viee President
MeCanun-Erickson, Tae.

* * * * * * * *

for the print when it is inoa station’s
hands. the sponsor may get stuck an
extra =210 or 850 for another print
pins shipping  charges il accidents
‘I.‘Ill|l|'|1.

IFilms may themselves bring on suits
ol many Kinds, [rvom libel o plagiarism.
Viany of these. as they are in most
film legal questions. are ol a crank
agencies  should
cheek their contracts with distributors

natnre. However.,
ar producers in every case to make
sure they contain an indenmification
clause.  This should hold the sponsor

Cand ageney ) harmless [rom claims
and counsel fees arising from the tele-
casling ol the filim.

Sueli clavses should also apply o
amy relroactive union raises [singers,
aclors. wrilers) in connection with a
film series which has already  been
completed and which is being <old as
a packaze. On a film deal where the
series is st i production. agencies
may expeet to see a clause whieh s
just the apposite. one which gives the
producer the option to inelude in the
package price any extra union rajses

he may enconnter. *E X

HOLLYWOOD'S TV CITIES

(Continued from page 301

Night (Mondays. Ennds). Some two
dozen other NBC- and CBs-aired video
shows. live and film. also originate on
the West Coast, but are not as vel as-
signed to the new plants.

\s the pictures on pages 37, 37 indi-
cates the new studios are vast. intri-
cate. functional. and house under one
rool everything Trom carpentry shops
amd scenie stovage areas Lo makeup
What the

pictures don’'t show i= that all these

rooms and repair centers,

physical. electronie. and  engineeving
il1||u'u\ enents add up to a4 new concepl
in T\ =tudio operation: flexibility and
lower cost= with more opportunity for
creative programing, The various large
studios at the disposal of the TV pro-
dueers as well as the up-to-date equip-
ment will be greatly  enconraging 1o
sponsors, who will see. more than ever.
how the production money is nused,
I's Tong heen felt in New York City.,
<till the biggest prodocer of TV enter
tainment from the standpoint of sheer
that T\ operating practices
reached the limit of effi-

volume,
theve have

CBS

0& RADIO

(COLUMBIA BROADCASTING
SYSTEM)

@ “MOVES

e
2 KFM
550K. C.

KFMB Rodio

Station, Son

Diego, is proud
lo announce thol
os of Dec. 12 i1 is
now the oulletl for 9 J
the Columbio Broad- ”’_
cosling Syslem 2

Rodio Network.

First on the

dial at 550,

SPONSOR



cieney. Lacking similar TV centers”
in New York, the TV networks still
face a nightmare of production logis.
tics in which a show’s scenery may e
stored on the East Side, the actors re-
hearsed in an uptown hotel’s ballroon.
the show aired from a converted movie
house on the West Side, and sound and
Ili!"llll‘ fed to network control center
in midtown Manhattan, Truckine and
handling charges have been cut 1o the
bone, bul they're still a huge part ol
the \\H‘H_\ cost of |n|'n||1irli-lll. The
multiple rentals on dozens of laree an:l
small New York TV warchouses, thea-
tres, rehearsal halls, Gl vaohs. prog
storage, ele., come lo [antastic totals.

T, live TV rosts have vlten soared
to the point whers they begin to look
Mans
a sponsor has made the switch 1o celly
toid for just that reason. Thanks o the
West Coast studios, live programing j«

more and more like film costs.,

back in the running stronger than ever,
since NBC and CBs engineers figure
that the amount of time and mones
needed 1o put on a live show in the
Iwo new ”uu_\ wood TV centers will
evenlnally he cut anywhere from 20

* * * * * * * *

*¢Today, mass advertising is cmployed
to develop and sustain <elfselection,
while mass promotion methods stimu-
late the volume requirements of self-
serviee.*®

SIDNEY W. DEAN JR.
Viee President
MeCann-Erickson. lue.
* * * * * * * *
to 30% . In effect. these live video fac-
tories—particularly the giam CBS T\
LI‘\ were designed 1o correel  the
faults that still plague the TV produe-
ers in New York, just as the RCA
Building in the 1930°s was designed to
carrect the shortcomings of NBC's ald
radio studios at 711 Fifth Avenue
CBS's and NBC's Hollywood T\ plants
will undoubtedly serve as the model
for all future TV construction,

One more aspeet of the NBC and
CBS TV plants is likely to alter much
of the trend in TV programing during
1953: Both are located in Hollywood.
While the day has long gone when
California’s biggest attraction to the
producers of assembly-line entertain-
ment brilliant
shine, Holly wood remains the nation’s

was the outdoor sun-
chief talent center and gathering plac
of praduction know-how. Now, spon-
sors will be able 1o draw on these tal
ent pools as they have never been able
to before in TV—and they’ll have

15 DECEMBER 1952

i'-lll
River Rouge in which 10 work with

plants  u=  =elbcontained  as

these raw materials.

\s a CBs TV exeeutive pointed oul
lo a sroxsor observer at the recen!
cercmonies for Columina’s
sadget-laden new TV

canse everything needed for TV pro

dedicatory

factory ; I'l

duction is under one roof, the adver-
tiser will et more for his money,”
=ponsors and agencies may be in-
lerested to know some of the names of
the men and the firms chiefly respon-
<ible [or the two Wesl

Coast vide

J'..||{~ now houstme GBS and N
For CBS: Frank Stanton. presiden)
CB>. Ine.: Jaek L. Van Volkenbure

IHoward \In'l‘,.'ij.::l.

- Pereira and Luck-

ll!r'~|li!‘ll|_ chs T\
v of CI3S, Ind
man. architects of Ch= TV City

Far NI |l||~|']-]| I MeConnell,
president. NBC: (), B. Hansan, V.-
and NBC ehiel enzineer: Joe Arnone
SUpEry s of NBC construchon: Gor
don Strang, construclion superinten-

F-lel’{ i\ We=t, \I:I Vi 1oy Lhe

Vistin Co.. buld-
x * *

dent :
Western network:

ers and enginesrs

WSAZ-TV . . ..

Covers the rich
CHIO VALLEY

EXCLUSIVELY!

WSAZ-TV, with its Huntington-Charleston
HOMETOWN PROGRAMING, is close to the
hearts and the purse strings of over 3,000,000
persons in the rich Ohio Valley — 103 counties in

West Virginia, Ohio, Kentucky and Virginia.

)

i

MARKET DATA:

1951-52 (Total Areal

POPULATION: 3,299,300
FAMILIES: 812,000
FOOD SALES: $479,404,0C0
DRUG SALES: $ 48,506,000

RETAIL SALES:

$1,828,557.000

EFFECTIVE

BUYING INCOME:

0la

$2,873,118,000

'{;: : 84,000 WATTS—CHANNEL 3

Affiliated with all four Television Networks

WSAZ-TV

HUNTINGTON, W. VIRGINIA
represented by the KATZ AGENCY
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SEAT-COVER BATTLE

(“onttnued [rom page 331

ranch owners with !rT-mIn!iull and

=ing Jil\l"{‘.

merchandisinz

how, amd Raveo seatl covers,

Raveo was soun the largest sealwov-
Haven with 31
announcenents over

wlvertiser in New

ii.llnl-'-l‘”

AT

Your Pre-Publication Offer

“22 TELEVISION TALKS”

transcribed from the

BMI TV CLINICS

WAVZ. New Haven independent, cou-
pled with frequent large-space news-
paper ads,

Completing  its heavy  advertising
?-l'hl‘!lll]l'. “U_\l'll recened T\ :-l.l]iplll'l
from two weekly participations in The
Vight Owl on WNBT Sunday, Monday
and Wednesday nights. The New Ha.
ven store also shared costs for a one-

An important book covering
many vital phases of TV
“know-how,” from
programming and Glm

use Lo operations.

OHered to TV, radio
and allied industries
at the cost of
transeribing and
printing.

Pre-publication
price:
83,60 postpaid

The twenty-two subjects embrace all
important aspects of television pro-
griunming. The book is a practical
symposium of TV data by men of wide
experience and recognized pioneers in
television,

In addition, a good portion of its more
than 250 pages is devoted to condensed
transeripts of the Quesrion and
Axswin sessions of the Clinies. These
intense general discussions by the
broadceasters attending the Clinies
raised such TV topics as how to make
use of films ... how to eut costs . . . how
to build or remaodel a plant . . . how to
maintain public sercice . . how to hold
ane how to direct the
other TV operations.

an audience

Includes Chapters by

BENNETT LARSEN—WPIX, New York
ROBERT D. SWEZEY—WDSU-TV, New Orleans
CHARLES F, HOLDEN—ABC-TV, New York
RODGER CLIPP—ABC-TV, Philadelphia
TED COTT—WNBT, New York

A. DONOVAN FAUST—WDTV, Pittsburgh
JOEL CHASEMAN—WAAM, Baltimore
PHILIP G. LASKY —KPIX, San Francisco
PAUL ADANTI—WHEN, Syracuse

RALPH BURGIN—-WNBW, Washington
A.A. SCHECTER—NBC-TV, New York
GEORGE HEINEMANN - WNBQ-TV—NBC
BRUCE WALLACE—WTMJ, Milwaukee
WALTER PRESTON—WBKB, Chicago

JAY FARAGHAN—WGN-TV, Chicago
HAROLD LUND—WDTV, Pittsburgh
WALT EMERSON—-WENR-TV, Chicago
KLAUS LANSBERG—KTLA, Hollywood
ROBERT PURCELL—KTTV, Hollywood
GEORGE MOSCOVICS—KNXT, Hollywood
DONN TATUM—ABC-TV, Hollywood

JOE COFFIN—KLAC-TV, Hollywood
Foreword by

PAUL A. WALKER, FCC Chairman
Luncheon talk

by GOVERNOR EARL WARREN

of Califormia

To make sure you receive your copy of “Twenty-Two Television Talks”
immediately alter publication, place your order now.

NEW YORK « CIHICACGO »

i

EBroapcast Music Inc.

580 FIFTH AVENUE o NEW YORK 36, N. Y.

HOLLYWOOD « TORONTO » MONTHEAL

minute TV announcement over WNHC-
TV. New Haven. at 11:01 Wednesday
nights. (For Rayeco's experiments with
network TV see “Rayco profits by its
trials and errors.” 19 November 1931
SPONSOR. )

\mong the local auto seat-cover
dealers. the unhappiest over this adver-
tising onslaught of the big national
firm was the Superior Auto Top Co.—
an outfit which had turned a profitable
scat-cover sideline into the backhone
of its business.

Said Bob Keefe. Superior’s general
manager. sales manager, and advertis.
ing manager: "We'd heen in husiness
since 1996 and the guality of our work-
m:m.-]lip in custom-fitted seal covers
had won us many customers, When
Rayco entered the market. we just
couldn’t see standing by while they
tried to sell our business from under us,

“We had certain advantages over the
competition.  We had built and won
New  Haven  acceptance because
were a husiness owned and managed hy
New Haven people.

“We decided 1o throw the bulk of
our advertising into repetitive. hard-
selling, hard-hitting announcements ox
WAVZ™"

So, into WAVZ's sales oflice went
Superior’s Boh Keefe. and when he
left again. Superior had bought 30
daytime announcements and one half-
Imur pprogram per \u‘(‘L.

we

Radio commercials: Rayveo's com-
mercials stressed the style. price, as
well as tested wearing qualities of this
hrand of auto seat covers. After its
“Rayeo. the beantiful
the company’s radio
pitch would run along these lines:
“The difference in looks between
Rayeo Designer-Styled auta seat covers
and ordinary seat covers is so great
in looks and wear that Rayco—and
only Rayeo—has the Fashion
Academy’s Gold Medal Award. . . .
The difference in quality and long
wear is so greal that Rayveo alone—
of all the auto seat covers made in the
L. 5. Ai—has received the U, S, Test-
ing Co.s Seal of Approval. . .. They're
priced as low as S12.95— dollars less<

singing jingle
cover  girl”—

won

than ordinary seat covers cost else-
where,  And Rayeo's trained experts
custom-ht them in your ear in just 30
minutes—at no extra charge. . . ."
To ecounteract these strong  sales
points. Boli Keefe and WAVZ's copy

department got together and ereated a

SPONSOR




What radio and TV
trade magazines do
head librarians at big
New York agencies get
most calls for?




Here's what (ORE learned fio
decision-makers at 3

Whot trode papers in the fields
of radio ond television do you reod ?

Publications Timebuyers Radio/TV Directors | Account Executives Total

Advertising Age 15.7
Advertising Agency 7.8
Billboard 1.8
Broadcasting 86..3
Printers’ Ink 9.8
Radio Daily 80.-4_

18.5 26.1 18.8

3.7 217 2.9

66.7 30.4 30.6 I

63.0 34.8 68.3

0.0 17.4 8.9
77.8 30.4 68.3 '

ol r Lr M or
o [+ s A

u=cd

Television 49.0
Tide 1.8
Variety 62.7

37.0 13.0 37.6 .l_
7.4 21.7 12.8

92.6 69.6 72.2

Agencies interviewed: N. W. Ayer & Son; Ted Bates:
BBDO; Benton & Bowles; Biow: Ceeil & Presbrey; Harry B.
Cohen; Comptlon; Cunningham & Walsh ; Daneer-Fitzgerald-
Sample; Doherty, Clifford, Steers & Shenfield ; Erwin Wasey
William Esty; Foote, Cone & Belding: Fuller, Smith & Ross;
Franklin Bruck; Gever, Newell & Ganger (before name

change) ; Grey: Hirshon-Garfield; Kenvon & Eckhardi; Kndner;
Lennen & Mitchell (hefore name change) 5 J. M. Mathes;
Muaxon; MeCann-Erickson; Peck; Fleteher D. Richards;
Ruthranff & Ryan; Sherman & Marquette; Sullivan, Stauffer,

Colwell & Bayles; J. Walter Thompson; William B. Weintraub;
Young & Rubicam.

Purpose of survey: Made specifically for internal use by
SPONSOR 10 gnide the editors in providing information of
greatest value to ageney readers, and 10 learn what other trade
publieations are doing and with what effeetiveness.

Method of surveying : Exhaustive personal interviews
were condneted by trained CORE interviewers. They in no way
indicated on whose behalf the stndy was being made. Interview



personal interviews with 123
big New York advertising agenties

How lung have agency respandents held their present puasitians
(os indication of rapid turnaver ond need far constant national promaotion) ?

0-4 years 5.9 years 10 years and over
TIMEBUYERS 70.6 15.7 13.7
RADIO|/TV DIRECTORS 81.5 7.4 1.1
ACCOUNT EXECUTIVES 65.2 26.1 8.7

Huw head libroriuns at 22 lurge
New Vark agencies rate radio and television trade pupers

Total Libraries

Keep on File One

Most Valuable

GubHications Subscribing Year or Longer Trade Paper
SPONSOR 21 66.7 13
Broadcasting 17 47.1 8

P i

Television 15 40.0 3

Radio Daily 14 21.3 1

Variety 12 33.2 3

—— — . - ___' -
I I T - e il

Who is CORE: The name stands for Communications

Research, a research organization headed by Albert Shea, mass

questionnaires, which were closely followed, were
designed to favor no publication but to achieve maximumn
objectivity of response. communications specialist who edited Unesco’s first edition on
People interciewed: Both the agencies and interviewees
within agencies were selected completely by CORE without
assistance from or knowledge of SPONSOR. Interviews were
distributed according to following ratio: chief and assistant
timebuyers— 2, radio and TV director— 1, account executive — L.
A separate series of interviews was conducted with the

head librarians at 22 agencies,

World Communications. CORE is presently extensively engaged
in UN and Canadian Government projects. Main offices are

at 30 Bloor West, Toronto, with branch office being

established in New York.

When was study done: Junc-September, 1952,

mm 7He magagiive nadls and Wadveittions US E
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510 Madison Avenve 161 E. Grand 6087 Sunset Boulevard
New York 22, New York Chicago, lllinois Los Angeles, California
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theme for Superior which reflected the
local company’s belief that once a cus-
tonier had seen both Rayeo and Su-
perior seat covers, he would choose
Superior,

“Shop before you buy!™ became the
theme of all Superior radio commer-
cials. Here is part of a typical one-
minute announcement:

st Vaice: Shop before yvou buy!

2nd Voice: Yes, the Superior Aulo
Top Co. actually wants you to shop
ﬁre-l. !urnlll]r:!rt'. hr'!nn‘ vou |:|1_\ vour
automobile seat covers.

Ist Voice: They want you Lo see thal
you aren’l just getting a set ol stand-
ard seat covers out of a box, but that
Superior actually custom-tailors  the
fabric you choose right to vour very
own car!

2nd Voice: They want you o see the
of f.llrl'}i'.
style

wider choice trim. color.

pattern, and

Superior! . . .

that you get al

To jllll;:t' the results of this copy anl
schedule, Superior interviewed every
customer (the store is open Monday
through Saturday) and asked him why
he had come 1o Superior. In this man-
ner. the company measured how mamy
dollars of sales each radio advertising
dollar brought them. Here are the re-
‘-'.lll.- ul
lions:

their estimates and calcula.

Average radio expenditures per hus.
iness day, $18; highest and lowest vol-
e lr[ .-;!h'r- lllll' | {§] I'.'Il“(l fll[ ||tl.-i|ll'.-.-
days measured, $200 1o $325; sales
per radio advertising dollar, 811.11 to
$18.05: percentage of radio advertis.
ing costs Lo radio-caused sales, 514 to
9%,

As for total sales, HII]JI'I}“I' t'.\ilr'l'iA
enced a monthly increase of up to
£500 during the peak months of April
throngh August 1952 over a compara-

In Boston

ble periodd iu 1951. Bob Keele adds
that these sales were, of course, hought
at greater expense than sales the pre
vious sunnner. however he adds that
“our decision 1o vse radio was justi-
fiedd when sales last summer lr,l---‘-ul th
mark set during any previous season
.. . and against the toughest competi-

tion we had been up against in years!”

HHow others fared: Superior had
-I*'f‘lllilf’f_\ ln'u\l-l the thesis that the
entry of a large national company into
a local market need in no way reduct
the local rn[ll]\l‘[ill-l; sales. But what
about na!_\n.". other New Haven com-
petitors?

WAVZ decided to make a survey to

* * * * * * * *

selkeep up or inerease your adyvertising

pressure during your consumer promao-

tion; don’t try to pay for the cost of

the promotion by eutting back on your
advertising.**

JAMES O, PECKIIAM

Executive Viee President

A. C. \if'a'«:'!f Co.

* * * * * * * *

find out. In this survey. the station
research stafl queried every seat-cover
-hnp in New Haveu. as well as most

uf ihl’

such as Firestone, Western Auto, and

larger aulo accessory stores
the automotive department at Sears,
Roebuck.

These retail outlets were asked the
following two questions: (11 “How
did vour sales for the summer of 1952
compare to the sales during the same
|-:'ri(r[] of 195177 (2) “How did your
advertising expenditures for the sume
mer of 1952 compare to the expendi-
tures for the same |u-ri-u| of 19517"
Wholesalers as well as 1952 arrivals
in the business were left out of the

SUrvey.

COCA COLA

through

D'ARCY ADVERTISING COMPANY
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15 DECEMBER 1952

I'he tollowing breakdown amon

12 stores queried resulted from th
study ;
1952 business Letter: )
1952 business the same: )
19532 husiness worse: )
The seat-cover business of five local

dealers  had ol lost  son

Raveo's enls it the
In lact, two of those reportine
cited Has
chiel cause for decreased business
But WAVZ noted the following r

|.rliun~|1]]= hetween sales and advertis

H4 ound since
flu‘lii.

business as worse. co ds the

ng:
Tl lwo
creased hustness in 1932

stores who reported in
Both had maintained consistent ad
1951 1952. These

hoth large auto accessory

verlising for and
slores are
stores whao aldvertise seal covers reg

ularly.
The five stores who reported  that

business was the same for 1951 us
1952;

(ne Ji'iu.n.-.i increased seal-cover
advertising over 1931, Four reported

advertising expenditures  for 1952
1951 budeel

The five stares whao reported that

|'1|1I.|||! d th

business had declined in 1952
that his advertising
J:}](f;l‘l had Dbeen consistent for the

One Il‘[l!!ll:“l]

two years, Four reported that they had
done none or a negligible amount of
adverlising.

The conclusions that may be drawn
from these survevs are two-fold: (1)
Local advertisers who are guided by a
whieh al-
lows them to meet the challenge of new

flexible advertising policy

and national competitors in their held
will continue to prosper and grow. (2)
Fhe entry of a large national company
local market often leads to a
k k *

into a
growth in demand.
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N THE LAND.

OF
L]

MILK and HONEY

WBAY

GREEN BAY

5,000 WATTS
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ON ‘/

WBNS Radio has a point to
prove and facts which add up to
an answer sponsors like to hear.
Here's why sponsors profit from
spot announcements on WBNS:

Domination of 24 Central Ohio
counties, 14 million strong, that
spend a billion dollars annually.

WBNS carries the 20 top-rated
programs with more listeners than
all other local stations combined.
For more sales, put Central Ohio’s
only CBS outlet to work for you.

FOwWLR

ASK JOHN BLAIR
WENS — 5,000
WELD-FM—53,000

MMIO
COLUMBUS, OHID
CENTRAL OHIO'S OMLY OUTLET
RADIO

SuNG IN DixIe?

MORE THAN FIVE MILLICN

DEE RIVERS' FAMILY FOUR

WEAS WIIV

WANT YoUR PRAISES

SOUTHERNERS LISTEN TO

ATLANTA- SAVANNAH,

DECATUR GEORGIA
WGOV KWEM
VALDOSTA, WEST MEMPHIS-

GEORGIA MEMPHIS

Call Vorjoe or Stars., Ine..
Candler Bldg., Adanta. or
Box 112, Mcemphis, Tenn.

THE PHILLIPS STORY

i Continued [rom page 39)

to be a promotion piece ealeulated to
delight anv advertiser. The show tours
in and  around  Fareo. auditioning
talent and drawing a huge paid auodi-
ence. The annual limination contest
for eash prizes and cducational schol-
arships veaps a happy harvest of pub-
licity for Phillips.  And the WDAY
promotion stafl keeps the program and
the Phillips name before the publie
throughout the vear.

In Minncapohis the name Cedri
Adams has high public acceptance.
The noted columnist and man-about-
Minneapolis is the star of WCCO's
Falent Parade. a program which. al-
though identical in name with the
Fargo operation. is different to the ex-
tent of specializing in youthlul talent
and frequent use of a name suest star,
W CCO. has succeeded in interlocking
the names of Cedric Adams and Phil-
lips 60O in the minds of Minneapolis
fisteners,

In the other 32 markets in which
radio 1= used a wider variety of pro-
graming is evident.  For example.
Phillips  sponsors Concert Hall over
KRSL. Salt Lake City @ a sports program
via KSDo St Louis: a local disk jocke
on Howuston's KTHT. to name ]II-I a
few.  But more and more. Phillips is
lcaning on carly-morning  newscasts,
not onlv to 2ol away from the compe-
titionn of TV Dbut ta reach the rural
audicnce from which the uil COHmprany
gets o large portion ol s business,
The company i= no newcomer to the
news field: it sponsored Erle Smith
over I\\”:(. [\&lll:--tr- (..Il\ |IIII' a lll‘f_("l
vears amnd is now using a substitute
for smith onhy hecause he vetired last
vear [rom radio.

TV §ilm technigue: \When Phillips

1
i

cerded TV was cating into ils radio
markets it decided 1o ;|.||jll~%l its media
pattern to conform 1o changing con-
ditions. A major move like this drew
the Lop cchelon ol l'lll“lp- exeeulives
intea  discussion with Lambert &
Feaslevs Frank Mace and Radio-TV
Director Ray Kremer.  Representing
Phillips were President K. 5. Adams.
Execntive VP Paul Endacow. V.P,
Stanley Learned (now chairman of the
board. president. and executive v.p..
respectively 1 Manager of the Adver-
tising Departiment Fred L. Rice. and
Advertising Manager 0. E. Bettis. The

SPONSOR
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decision 1o Sponsor the college Toothall
films was the result.

'\Irul;_:.'nlll!.- were made with the
Big Ten
ferences for Phillips to flm the gone

and Big Seven footha'l con-

ol its choice in each conference every

week and Sportsvision. Ine. of Chicazo
wWas I!H-.'ul to o the actual }JI"HIIF-
Time bought on the TV outlets
the Class A bracket on a
\\l-llll‘-lld\, Lh)

Ihis gave Phillips enough time

tion.
wis .'\“ il]
Tuesday., Thursday
night.
to provess and edit film yet get the
game to sports fans no more than five
days after the actual game, Processing
the filin in [‘.llil'ill',:n |i|l-\l‘|| l(l]llllli' ated
difliculties

of times in

and transportation upsel
the operation a number
1951, When the film didn’t arrive on
schedule, the station either cancelled
the program or pul the film on at some
less desirable time.

But, on the whole. the program was
a great success.  Enthusiastic reports
from dealers and customers convinced
Phillips that as far as it was concerned,
Farlv in 1952,
Lambert & Feasley went to work lining
list.

cales <hoot up in the summer, Phillips

TV was here to slay.,

up a station Because zasoline
has no reason to want a summer hiatus.
By making firm 52-week commitments,
the ageney was able to ]'rll_\ choice 1me,

markets (15 of

Phillips™ 19 autlets are in a single-sta-

cven in one-slation

tion cities . and get the maximum dis-
count,

Commencing in April. Phillips spon-
sored “.‘III_\ Wisiner's '."'(."t'_\lruu:‘ Di-
gest in 14 markets, Dangerous Assign-
ment in three, and Ciseo Kid in one,
In the meantime. ."‘;!lllll‘-\i~;1rll well o
work on the problem of smoothing out
the flm logisties,  The major change
was the decision to process the film in

II:I”\ \\lu\rl_

CARLING'S

""RED CAP" ALE
through
BENTON & BOWLES, INC.

—7

foathall
scason started the l[ollowing procedur
hal hiel

cameramain.

Timing: [y the time the

been woraed out: e

Jeck Liebh. arvives at the
came site of the DBig Ten contest se-
lected the day v fore the

ange for local spotters and iron out

oiine Lo al

other details.  On Saturday the three-
camera crew armmves sclling up a sinele
camera on the sidelines and two e the
press box t(one s used mainly  for
low-motion work).

\nother

thing at the Big Seven game selected,

crew 15 doing the =ame

lmmediately after the game. the film
i rushed to the airport and is soon on
its w ay o ||u”_\ wood. usually (ult\'lll_'_'
Work prints
are ready four hours later.  Editing
the film down to the 1.000-feet, hall-
hour length takes about six
Narrator Jack Drees, who llies out to
Holly wood from Chi ago  cal I week-
checks  the

against  his play-by-play

Lefore 4:00 aan, Sunday.

hours.

end., rough cut  prints
dese Ti}lllull.
then huddles with his writing staff in
the preparation of a “narration guide.”

With a sound-effects man standing
|'\ Lo '}Illi i!l erowd ili s, “ll"'- rlr'r“-
Lot Iy

cheeking against his guide, hut calling

his narration of vames ad hb.

the |li:t_\— as he sees them til'\lltli* ol
The
transferred to film and an answer print
Prints

the sereen. narvation tape s
IS lr'.'nl_\ |r_\ 7:00 a.m. Monday.
are made and are winging their way
to the appropriate TV stations by Mon
day night,

The combimation of luck and logis-

\\t’ll Lo ||'|i' ._I'.z

Ls .-l!ml] L
[:nl\
Omaha
even that incident turned out to have
its bright side,

local

rescheduled the film for the

very
<easoll, one snafu developed

w hen wias \\l':liil."ll'll in, hut

interest of fans in the

WOW-TY

sames,

Buys
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Realizing the intense

followme  =aturda Hternoo el

alter the Arimy-Nawy HE N

Ihis was the one time that  the
mcchanisme bhroke down Lo privent
st =nch happenings. Phillips- W
~].;'.]|= a prit of both the Big Seven

nd the Big Ten games to cach outlet

I he station <hows the jrrent ol the =aine

serics each week and retains the
primt  lor stand-In purposes  lor Ll
following week in case ol

tion difhenlties.

LI -.I.~|-|-jl.|

|'-1-}||h this ||l][r||1 o of Ao enels

the total cost of the program, time. aml
production. comes 1o S18.000 a week
Mavtial explanation of this low cost
lies in the fact that Phillips gets inaxi
mum discounts by buying time on a
-“.1'\\"""\ I'-I“'i“-

One .'l‘l\-'ll!l.']',.'l' of Irllilin; the Pro-
aram on film is that the resulting delay
frees the game from NCAA restrictions
il l.t\i' games, -Hll'll_ Lo, htlll -
mercials aimed alt *-p--'[ﬂr localities can
be spliced into appropriate prints,

One of Phillips selling points i< the
controlled volatility of its sasoline, By
stepping up the volatility in cold wea
ther Hrl“ip- licks the in'u]‘lvlla of slow
starting. stalling. and engine bzlkiness,
calls for less

Illil_\. But weather conditions through-

Summer weather viola-
out Phillips” sales territory are far from
that the ads

different

uniform so ri’ser may

want to  lLave <alis angles
hemg stressed in Omaha than he has
f“*imfn['- different

in Houston, usine

film commercials makes this possible.

L tralfic builder: Ty sical of Phillip=
liigh degree of promotion-conscious
ness s the booklet “How to Watch
Foothall™ Phillips distributed
in conjunction with its TV show thi-

fall.

which

Heavily promoted on ra 1. Y

50,000 WATTS

through John Blair & Co.
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[ THE QUAD-CITIES

| 11th IN EFFECTIVE
BUYING INCOME
' PER CAPITA

emong Sales Monogement's
162 Metropeolitan Arcos
°
advertising dollar §s
makets
Quad- ity

oy

g the qualiy

fest then the
area belongs on your  list
Al heere soue cane enlist the
WHITH higl
standing Ml (IR LT]

algep i

and ol whose
amnong
Ouad Cittans leads

tnee 10 vour gooids

Les Johnson—V. P and Cen. Msgr

\ P‘o-c"':6
po

G Cotics fvorits

AM

WHBF ::

Ty

TELCO BUILDING, ROCK ISLAND, ILLINOIS
Reprasanted by Avery-Knedel, Inc.

The Ouly

| COMPLETE BROADCASTING
' INSTITUTION IN

/\ol.('/lﬂl()ﬂ{!

WMB G
WCOD-
WTVR-—

First Stations of Virginia

WIVR
' WMBG

Blair TV Ine,

The Bolling Co.
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newspapers, and farm papers, the book-
let was tssued by Phillips dealers and
had to be called for persomally.  The
first 2.000.000) « oples were :~!|.'t|l|!."l| up
and an additional print order of 250,
000 had 1o be run to handle requests.
PPhillips  dealers were enthusiastic in
their praise of the added traflic the
imu“r‘[ lrl'mhu ed.

Vir history: The National Barn
Dance on the ABC Radio network ran
from March 1919 to March 1930, At
that time it was thought desirable 1o
et a program with greater Western
influence vather than the hill-billy ap-
peal of the WLS show. Also it was (el
that the promotion possibilities would
be greater if a Hollywood name could
be used.  For these reasons. Phillips
signed Rex Allen and the Sons of the
Pioneers.  Allen, a Republic Pictures
star, was then in the process of ;.u‘llill;.'
a big buildup, Started on a 66-station
CBS Radio net in June 1950, the pro-
cram had 78 outlets one year late
when Phillips decided to drop network
radio in favor of TV and spot radio.
Phillips  radio  pattern has  pretty
closely Tollowed the c‘nlnll;m)'- arowlh
pattern.  The firm was only 15 vears
old in 1932 when it tried its wings
with a five-station aiving of half-hous
across-the-hoard musical show called
Phillips 66 Flyers. Later it tried a
comedy-detective format, then a lall-
hour  weekly  musical-variety  show
called Phillips Poly Folies which nsed
a 20-station net from 1936 10 1938,

Compauny growth: The Phillips firm
has continued to grow. particularly
sinee the company hlﬂ]}]ll'(l up ils use
of broadeast advertising.  From a
sross income of about 8200.000,000
in 1945 the company went to a gross
of S489.847.612 in 1949, the year the
Vational Barn Dance was aired. In
1950, the gross was up to 85314.063.-
353, Last year, Phillips first in TV,
the figures hit a peak of S610.770.067.

For the first nine months of 1952
Phillips shows a net income of 350.-
202,000, making it the 18th ranking
corporation, in terms ol carnings. in
the country.  The firm was 19th in
ranking last vear, climbing from bhe-
low the top 25 in 1950,

The company's expansion into fields
of petrochemicals and natural gas,
combined with aggressive advertising,
have fostered continued growth, * * *

ROUND-UP

i Continued from page 57)

debuted in a morning (11:00 to 11:30
aan.) comedy strip on WJAR-TYV,
Providence. Titled The Wife and I it
co-stars—and is seripted by former
ABC TV star Walter Covell. Partici-
pations. both of the one-miinute and
20-second variety. are sold on the pro-
gram. The teen-age Fall River, Mass.,
zirl is already a veteran broadcaster.
having previously had an afternoon
disk jockey show over one of her
hometown radio stations,

* -« =

More than 60 broadeast engineers
from TV stations throughout the U. S,
and Canada attended RCA’s 14th Tech-
nical  Television Training Program
held last month in Philadelphia and
Camden. Since RCA held its first TV
clinic in May 1947, a total of 1.020
broadeast engineers and TV consul-
tants have taken the fve-day training
course in theory. operation. and main-
tenance of new UHF and VHF teleyi-
sion equipment. according lo E. T,
Griflith. in charge of the clinics. Each
of the attending broadcasters al the
latest clinic received a 200-page text-
hook containing all material covered
al the sessions. for later use as a rel-
erence guide. The training course will
resume carly in 1953,

# * &

“Continued growth of the compa-
ny's business™ has necessitated an ex-
|ri1n.~';m1 of the A. C. Niclsen Co.'s
world leadquarters in Chicago. Con-
struction is now under way ol a new
structure which will increase the pres-
ent floor space by about 6077, *“This is
the third major addition to the origi-
nal building which was first occupied
in October 1935.7 aceording to Presi-
dent Arthur C. Nielsen. “At that time.
Niclsen employed only 130 people. To-
day. 2,000 full-time employees are al
work in five countries (U. S., England.
Canada, Australia. the Netherlands)
producing the various Nielsen indexes
and services. Expansion of our physi-
cal plant demonstrates our confidence
in the future of soundly conducted
marketing research.”

“ - “

Plough, Inc.. makers of St. Joseph
Aspirin. believes in doing a thorough
job of hriefing and enthusing its sales-
men. From 19 December through 3
January. the firm will hold a series of

SPONSOR




siles meetings at Mough headquarters
their
will attend,

in - Memphis.  which salesmen

from all over the natiou
One of the main objectives of the
meetings is to acquaint salesmen with
the various advertising and merchan-
dising facilities backing up their el-
forts in the held.

ad program includes the year-'round

Plough’s extensive
use of radio and TV in addition to
newspapers and other media.

»

KSL-TV, salt Lake City, is now op-
erating America’s highest video trans-
mitter. Located atop 9.425-font Coon
Peak, 17 miles west of Salt Lake City,
the new transmilter reaches over 677
of the population of Utah and into
Southern Idaho, Eastern Nevada. and
Southwestern Wyoming, according to
Ivor Sharp, executive v.p.. Radio Ser-
vice Corp. of Utah. “Because of the
mountainous terrain and the widely
seattered population.” savs Sharp, il
hecame apparent as long ago as early
in 1939 that a

high in the mountains was the only

television transmilter

answer lo allaining wide coverage.”
It cost over 3300000 to put into oper-
ation: Rozds had to be built up sleep
mountain faces, materials and equip-
ment trucked to the top, and an over-
KRSL-TV’s
former transmitter site was atop the
Union Pacific Buikling, Salt Lake Cit.

Ilffill] tramway construeted.

- L3

WPIX, New York, has a new
ume sales plan™ which stipulates that
any advertiser who spends 3500 or
more per week for four
weeks for announcements and partiei-
pations on the station

"\n]-

s l‘.\hi\ e

will  receive
commercial time worth £1.000 or more

per week, With this goes guaranteed

In Boston

SHELL -

OIL CO.

through

J. WALTER THOMPSON COMPANY

rate protection for a wimmmumn ol 20

weeks. The station reports that “the ink
was hardly dry™ on the new plan when
four sponsors leaped 1o contract for

time under it. They were Gallo W ines,

through Carlo Viuti agenev: Veni
Plex (venettan  blindsi,  throuch
Blaine-Thompson: Pertussin through
Erwin. Wasev: Prior Beer throuch

Ward-W heelock.

l]u[]m'\\i\v\ \\|11| |i||1l}\ ||]l‘.\ can il
TV commercials are gelling a « hanes
to prove it on Rita LaRoy’s Glamor
KTTYV. \ngele-.

Rita inaugurated a contest recently 1o

.\‘f’_\.\'ihun -1ln\\, I,i LEd
find a typical American housewife for
a series of filmed TV conmmereials, ad-
vertising vitamins., The finalists. cho-
sen on the basis of letters and photos

will cet il tests. Four or five of the

better tests will run on the program
al various times through 31 Januar,
1953. when the contest closes. The
final winner will receive a contraet

from |]It' Sponsor.

Guild Films, lne.. Hollywood, has
anmnounced a general reduction in fillm
program prices, ranging up to 20%
for all the film
nationally. The rate reduction, retro
1952,

lo next vear s X e ted increase o

seres al II'IIII'.‘~P'|||"

active to 15 October “i1s zeared
cost of U|u’l'.‘1l'III.: TV stations.” accord-
ing to Reub Kaulinan, president of
the TV flm distribution company. “As
the number of stations inerease na-
tionally, profits per unit should be cut
back, vet still afford a reasonable over-
all |l:nﬁl. We believe the time 1o act
18 now. ],uht'll':'

program cosls al

this time will facilitale the entry into

- Buys

the television held ol many SPUIESOTS
who otherwise would be unabl
enter into this pay-off medium

Ihat radie audiences take 1l 1
tense nteres=t in [}II urrent i
uanilested by the lngh ratings of th
iwo newest Frederie W, Ziv C iro
srams which have to do with Wash
ington and the activities of Communist
spies in America. \fter one month on
KsD. St Louwis, Freedom, U.S.A.
with Tyrone Power) earned 2069 ol

It now oulrates
Winehell

and Our

the audience | Pulse).
-uch programs as Walter

Drew Pearson. The Shadow,
Wiss Brooks. One oul ol the
markets where [ Was a Comumunist fo
the F.B.1. Dana

is raking up high ratings 15 Minne-

ey

(starring \ndrews)
apolis-St, Paul. where that program is
\n, 1 fm :00)
i Pulse.  September
With 3377
rates the

I'hursidayv  at e,
ihl-.lu'! J s
of the audience, 1t far oul

has 197%.

and

next =how which

~chechter. formerhy a TV ex-
Nattonal
formed his own 14[1!-Hn I
lations hArm in  New York. \. \
Schechter Associates. Sched

witle media Lul-'.\}e'-l;_‘c‘ to his new or-

I
eculive al the
Lo..

Broadcasting

has
hter bringe-

sanization, having been associated
Crowell-Collier

in charge of public relations), Mutual

with Publishing tv.p.

Broadeasting System (v.p. for news
and public velations). the Associated
Press, and luternational News Service.
In 1935, he organized the NBC world-
wide news organization and was its
director till he entered war service (in
a public relations capacity ) in 1941,

* * *
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CONTACT

The Second
Largest
Mexican City
in the World! |
—THE

HALF-MILLION

MEXICAN RESIDENTS
OF LOS ANGELES—
THROUGH

“BUENOS DIAS”

KEVD

LOS ANGELES
Represented by
Joseph Hershey McGillvra, Inc.

Same old story
in Rochester . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943,

WHEC

ROCHESTER, N.Y. (
5,000 WATTS N\

Representptives . . ,
€y New Yeork, Chicage

EVERETT-McKINNEY,
LEEF. O'CONNELL CO.,Les Angeles, Son Francisce

84

MR. SPONSOR ASKS

i Continued from page 331

In other words. extraneous |I||-|]ll'-
tion touches scrve only o call attention
to themselves. while the product and
s =ules pessage goo unnotieed  and
unlearned.

The second approach to an effecnive
:ir-rm-|:~1|.um|; “‘Illnlt'll-l\ll i- Assm i.'l-
comndition

\eain

tion - the mos '|||||nnl‘llll
l||||‘|| \\}bl‘ I| ey lIl'Il"Il'l"-
let's apply some simple psyvichology,
the theory that i two wdeas havie been
associated o vour mind Cin this case
the viewer™s mind b al any time and il
at a later date one of them is again
presented inovour mind. the secoml
will tend to come to mind also. Your
demonstration  commercial may - he
I'llll”“li'r.l”u HALIRY \\I'I'L sl[ll" \\1'l'k an
perhaps. the convenience and economy
ol Illn' "\\t'i:ll 1o =ave |1I|UI" 01 vl
washing machine. or the ".«-ulu*l .-|n-:-||“
blade changing of vour razor blade
dispenser. or the convertible sofa “so
easv 1o open thal a child can do "
“IIH' ||li‘- Il‘lll‘lilillil llf _\nlll' ".‘lll‘- nit=-
sage has burned a hole in the viewer's
mind. association s =l in moetion,
Later. when the viewer's wants {or a
washing machine. or razor blades. m
a comvertible sofa become domimant
i his stream-ol-conscionsness. associ-
ation aided by the fact that he is a
victim of habit. causes his mind’s ey
to train on a mental play-back ol
vour  demonstration  (this s where
simplicity and ease of learning prove
their importance . connecting s
wants to the specific advantages dem-
on<trated by vour brand, Thus. In
relentless repetition vou sel up an as-
that  direets  the

viewer's  purchases  directly  al

s alion

patlern
vour
product.

Let <ales be vour primary vardstick
ul ellectiveness in demonstration com-
mercials,  Then, when vou've hit on
an eflective  demonstration  technique
don’t he-<ttate to continoe i,

Most important. especially  in the
facve of heckling that ."ll\\.'l_\-- seems 1o
plague the long run commercial. don’
of the fact tha
repetition the viewer actualls

lose <iaht Iy vour
uver-
leamms<.”" By virtue of vour persistent
plugging ol the same sales message
hi< incidence of forgetting s reduced
-with the diffevence showing up in
Lrealer siles volume oy Vo,
Groncr: W, VMoGome
'l Director
Robert B, Grady Co.
New York

I onee rementber
a wide-awake al-
vertising man
saving o me
“You
some ol our ad-
lavout
and creative peo-

1ake

Illllll

know il
vertising

ple would

their  cue
the editovial lay.
out staff
writers of om leading mazazines. we

Mr. Gallu

would have better ads.”

The same can he ;l]l;l“l'll to the ad-
vertising men g regard 1o television:
I owm writers and TV
divectors would notice the great pains
taken to put orginality into a TV
show. without the element of repeti-
tion, thev, oo, would come up with
some prety original <tulf every weelk!
\fier all. they expect a show to he
and

commercial

orizinal in thought every time.
thev. the advertising men. even dare
think in terms of repeating a com-
mercial. The verv thing they live on
i~ the thing that is thonght of in terms
al economy. . . .

IU= quite amusing to me Lo listen
o some agencymen as they expound
on the tremendous expense of a cerlain
television property they just purchased
for a elient. and then turn |'i_-_:||I around
andd el how ez hey
figure to vepeat a conmmercial, To me.
it's hike a same

pitth on vou when you come into 2

Aou nuny

salesman using the
store 1o buy, and each time he dwin.
dles down his potential sales hecause
hi= piteh becomes staler every time
he uses il

that the vconomy in com-
|1|--:'1"I;1|~ -|1nu|li he in
production. not in the amortization of

| say
ingenuily  of

a lew  heavv-budeeted  commercials,
Let's give our weekly audience for a
specific TV program a new sales pitch
every time: i this way. we can sell
more of our viewers becaunse we make
the vounds 1o all interests. emolions.
and needs.

\nd. while we are on this subject.
I should like to say that fresh and
lliﬂi‘]‘u'lll ('Il]]lllll'l'l'iill"\ ‘Ilulllil mosl cer-
tainly  include  fresh differem
pitchmen. The only thing that is ac-
l'nrnp]ie-]li-ll with the “same ammouncer™
television

anil

e l||:il||u' 1= o make a
personality out of the announcer and
the first thing vou'll know he'll have
an agent. He'll get famons and your
sponsor’s product will revert 10 he-
coming a product of assoviation. Oy

SPONSOR



yvour announcer = constant  face may
become trying and tiring, and so will
vour .‘-|mu.-4ur'.- }ar'miurL Psveholosists
call this conditioned response. Adver-
lising men might well call it “under
the same conditions. o i'(’.\‘pur!_\'r'_"
S, GEORGE GALLL
Radio & T1" Consultant
.”UH."IH' (;H't-'n."hr!f (...u,
New York

I the program is
one which has a
laree and Ill).‘i.|
audience  walch-
ing rvegalarly. |
think  that  the
same  demonstra-
lion  conunercial
-Itul[lni In’ ll.-l'fE
linited
wuamber of times.

cnly a
Mr. Robinson
and nolt on suc-

vessive shows. Allernating it with oth-
er commercials so that it is repeated
only over a period of several telecasts
is. I believe, the Dbest advertising and
the Dest way of getting your money's
worth—if it is an expensive film pPro-
duction. If the commercial is live. |
don’t think it should be repeated at all.
r”lt‘ IeASON 1S lIIP very power u[ 1]::‘
medivm,  People do remember what
they see and hear on television. Even
il they did not completely understand
or believe what they saw. they remem-
ber it if it is repeated soon aler. This
may le beneficial if the commercial
has high entertainment value (as some
animaled spots do). But the general
tendeney i< likelv to be dwindling at-
\lter all. they know what's
coming. They know that you are nol

tention,

apine Lo tell them anyvthing new about
vour produet.

. In Boston

through

\n\\_ -Ilrllll aveuse me ol .III\('F“-III'_
*Il']l'_"_\.. I believe in the effectiveness
of repetition in advertising. But 1 also
believe Vol niust make ||l-u|lli' pay il
tention 1o what you are sayving, One
ol the quickest wavs to lose the in-
terest of any audience i< to let them
think theyve heard it all bhefore.

I am not saving that your produet
should be demonstrated only onee. A
fundamentally iotrigning  demonstra
tion that puts across a real plus in vou
product should be vepeated again and
again. But the demonstration <honld
be presented in as many different ways
as poszible, calling on every technique
of capturing the viewer's nterest. lin-
ited only by suitability to the product.
practic .'1|il_\ {mainly money |. and the
bounds ol creative imagination,

Obviously, yvou can think of a dozen
examples of the same commercials he-
ing repeated over and over. So can |
But I can’t think of any sponsor who
has put a commercial on il used it
unchanged for one. or two. or three
vears. and had any ouwlstanding sue-
cess, Can you?

What | am arguing [or, really. is
more  creativeness i television come-
mercials  (that goes for programing.
too). The fact that we have developed
a powerlul mediunm to this stage does
nolt mean that it cannot be made mors
vital. more persuasive. more effective.
WiLLiam E, Ropixson
Head af Radio-T1 (.'ulrn
Grey Advertising
Vew York

Any questions?

sroxsor welcomes questions for
discussion from itz readers.  Sug-
gested questions should he accom-
panied by phatograph of the asker.

MEN, MONEY, MOTIVES

(Continued ;"rr;m e )

some of the film can Le ve-edited for
theatre use in Europe itsell. Bur it is
not easy for the Danes. or the Swedes,

or the French, or the I:[i|.1-h Lo Con-

prehend “the middle break™ required
by advortising sponsarship, or certain
other American it alitips

.“'Ilrlllnll I:-‘\I[nld& not vel 3. was

the |-inm'n'1', <tarting i Sweden bul
spreading to France and other coun
trics, prodncing  his series. Foreign
Intriene. for American TV advertis
crs. Douglas Fairbanks Jr. 15 actiy
to the same purpose outside London
and was lu--z-:ll|} visited on location hy
Iwo prospedctive customers. Philip Lieh
mann of Rheingold Beer and Frank
Delano of Foote, Cone & Belding, Pe-
ler I{.’illl\“ll. a veleran ”n“\\\mn! ]l}'-r-
ducer, has been surveying France. Swe-
den. and Germany with an eve to TV
film-making. Not just for pleasure did
the package king., John Siom ol Zin
Visil cross ||HI'I1|. He Lil'li\!"_\ erncour-
aged European capital to come up with
auality “featurettes™ for TV, William
”ull.‘i]llx. Bob “t]l' Bernard Procktor
are other American margketeers to scoul
the continent. \lso sienificant: The
\inevican cartoon producer, Stephen
Bosostow. creator ol Gerald \|n'|§nfl'l;‘_’
Boing, has heen seeking TV cartoon
lalent in western |\.|H'n|n',

Furopean picture-making for Ameri-
can TV has not gone far as vel, may
have natural limits. But the pocket-
book iimu‘;i] i< obvious. 1l olf-healen-
path film studios can turn out decent
quality half-hour “featurettes™ arvound
S10.000 per negative * k x

JOHN C. DOWD, INC.

OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.
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50,000 WATTS

through

John Blair' & Ca.
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RADIO CERCULATllON of :‘--"-‘.:' vV pe o -_*-'--v’.'-.‘-rl-"_".. I\E“' does:

PERADIOS TOP it s it iaben e i Siten s

' * FERSONALISIES : ¢ Census. This data i= amplified by some

2D

| e { 1 l -

—Earned Frequency” e ' | \
gires the Constant | Ema \ e Acinri | (SO St S e cubs:

\dvertiser a Breal:

" Soienal Stations pay the bills of SAM.
Qur slid ng scale of earned fre- . f . st ke . 1 4 : ;

: and azer &= et the station reporis—
quzncy discounts, gives you g in & v ade, As € At . f they for free. S
c » U I 1hel 1O Irec.
rate that represents an impor- Pr. a8 slalion=——nolal INGEper b nrenared  at T
sab il ant % he prepared al
fant savings — These discounts ; tlet=—1I tten ide rains T Loy .
5 - ) s - P AT <t ~A\l if azencies so desire
ge high as $1 680 per spar 7} the fa I LN, Uher . th
' L
and 57.70 per quarter-hour pro- =~
K. z ) - o . . ~A\ i - = nel
gram “ut vyour radic costs in . = B WS, - Py \
the Fortloand Ares — send for
; \ r r ow
Kwll w Locao

SRE hane o =y

Cards -
“Qres S

How NCS and SAM operate: 0 0 F

DOTMAN, ALABAMA

o Standard Aufit a 5000/560

NON-DIRECTIONAL

\i,/ Nne == = Fadda PR, Seors ond Byer | Bern-Coyten Agency
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Brazil TV station
charges $27.30 to
$2,184 for time

Chrysler using
Tangier radio;

10 words: 16¢

Private TV
okayed by Govt.
in Canada

KONA first TV
station on air
in Hawaii

Coca-Cola debuts
on Aussie net
with Hornblower

Alaska Radio
Sales” 1952
billings up 25%
over 1951

Britain to get
| sponsored TV
next year

6 U.S. radio
shows among top
10 in Canada

15 DECEMBER 1952

', o [NTERNATIONAL REPORT TO SPONSORS

e o o [NTERNATIONAL REPORT TO SPONSO

You can get an hour on Saoc Paulo's TV station Radio Televisao Paulista
(channel 5) for 32,184 and 15 seconds for 327.30, according to Direc-
tor=-Supt. Mario Montiero Diniz Jungueira. He told SPONSOR there are
40,000 TV sets in Sao Paulo (2 stations), 10.000 in Rio de Janeire
{one station). U.S. sponsors on his station: Ford, Coca-Cola, GE.

Has no U.S. rep.

—IRS—

Panamerican Radio, Tangier, has 15 minutes available for 310, or
10-word announcements for 16e. It broadcasts in English, Spanish,
French, and Arabic. Chrysler uses station. Tangier has 2 others:
Radio Africa Tangier, Radio International.

—IRS—

Private TV in Canada received green light from Government recently.

As result, flock of applications are being readied for cities which
will not be served by Government's Canadian Broadcasting Corp. It

has TV stations in Toronteo, Montreal, will build soon in Ottawa, Hali-
fax, Winnipeg, Vancouver. Public pressure forced moved.

~IRS-

Joe Bloom of Forjoe & Co. wants SFONSOR's readers to know that KONA,
Honolulu, was first Hawaiian TV station to go on air—starting date
17 November. Voice overlap with AM KPOA, whose trarfsmitter it was
using, forced KONA temporarily off air about 26 November., KCGMB=TV,
primary CBS affiliate, went on as scheduled 1 December. Forjoe is
rep for KONA, Free & Peters for KGMB-TV,

—IRS-

Coca-Cola plunged into Australian radio recently with Horatio Horn-
blower series (adapted by Harry Alan Towers of London) over Major
Network there. J. Walter Thompson is agency. Chemical Industries
signed a program recently. Shell 0il has extensive spot campaign.

—IRS-

Alaska Radio Sales reports its 1952 billings for national advertising
rose 25% over 1951. ARS reps 6-station_Ala
Spot Sales Manager Roy Smith says these national advertisers debuted

on Alaska radie this year: Monarch Wine, Miller's High-Life Beer, P&G
for Cheer, Gold Shield Coffee, Folger's Coffee, Intl. Milk Processes.

~IRS-

Sponsored TV is expected in Britain next year. Present 3% million
viewers are expected to increase to 5% million by then. First fre-
quencies_expected to be allotted in 3_months, with construction to
begin immediately thereafter. Ad agencies and major advertisers
getting ready.

—IRS—

Six of top 10 evening radio shows and all first 5 daytime shows in
Canada are U.S.-originated, according to Elliott-Haynes rating report
covering October. First 5 evening shows were "Edgar Bergen," "Amos
'n' Andy," "Radio Theatre," "Our Miss Brooks," "Your Host"—all but
the last, American. Elliott-Haynes TV ratings for Toronto-Niagara
area for November showed CBLT, Toronto, with 25.5% and WBEN-TV,
Buffalo, with 74.5% of audience.
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Brand Names Foundation Awards

Vevertising i= doing an increasingly
ool 'fu]: i edu .|Ii||_'_- CRTHER T TS I T
the meaning and tmportanee of adver-
ti=edd brandss During 1952 the equiya-
lent of =15.000,0000 f air
Iack-and-winte space is heing donated

tinee andl
by edia to tell this story.

The fizures were revealed at a lunch.
siver I Drand Names Founda-
in New York during which
plagques ol appreciation were presented
1o i

]-‘;.\l' Illl'll:[l'l'li [lll' ['-lill“{hlri”ll..‘- vall-

ol

tio. e,
five volunteer aefneies which

paign= Letween 1949 and 1952 as an
Fhe  presentations
were made by the Foundanon's ohair-
man ol the hoard, John W Hubbell.

\i-('

indostry  serviee,

president of the Sinnmons Ca.,
and  Foundation  Treasurer  Frank
While. vie Iil""‘illl’lll ul NBC. “a'l'i}l-
,’nllll:-lllll Jro. viee

tenl= were ). L.

president ol Lanthert & Feaslev, New

Applause

Politz studies radio
Alfred Politz. highh

man's researdher,
1|l'.‘1l l-l-

searcli. But with the exception of one

respected ad.

lias done a gleat

ariginal - printed-media e
validation of a radio civeulation study
he has lelt the | roadeast field severely
alone.

Thus. it i= welcome news to spon
that
Polite 15 now decply engrossed in a

sor< and  broadeasters o hear
qualitative radio rescarelr project de-
and  what

Kind ol people radio influences, Seven

"'il‘.'lll‘ll 1o ~how low ITHTIRY

top radio stations, all represented by

88

York (1949 agency ) : Maurice Need-
ham. president of Needham. Louis &
Brorby. Chicago. and Ben Duffy. pres.
ident of BBDO. New Yaork 11950 agen
cies): Rudyard C. Mekee, vice presi-
dent of MeCann-Erickson. New York
(1951 ageney ) and Harry Berk. vice
president of Warwick & Legler. New
York (1952 ageney 1. The 1953 yvolun-
teer ageney 1= Hewill, Ogilvy. Benson
& Mather. \l'\\ ‘Inl'k.

In the fight Tor Tuller appreciation
ol brand names advertising Founda-
tion execulives name radio as their
number one wedinm, Daily air im-
pressions. they say. total 3.000.000
the contributions of 1.OOO stations in
the 17 S0 and Canada. The major por-
tion of the S13.000.000 annual media
And

the evidences of radio effecliveness are

rfniltillulinll comes from I'all“r').

oul=tanding.

This | Believe

Radio’s unique ability 1o serve man-
Kind i well represented in Edward R.
Murrow’s widely listened-to This | Be-
lieve. which tells in the words of prom-
ment men and women what influenced
them toward  happy  and  suceesslul
lives, The program is bhroadeast 2.200
separate times cach week over 190 <ta-
tions of CB> Radio.

This | believe in hook [orm. pub-
lished by Simon and Selhuster, is ex-
tending the service initiated Iy radio.
Now the story 1+ told of how the idea
ol This I Believe came about.

(v
1910

a Juncheon table one day

two anen from New York and

the researclhi-minded Henvy 1. Christal
Co.. are jointly sponsoring the nation-
wide study. Fielidh wark will hegin soon
will
2.000-home probability sample i omar-
kets within reach of TV,

What

faet<: (11 As eminent a practitioner

on the project which Cover a

warms our heart are these
as Mr. Politz is doing a radio research
jol. 120 A small group of broadeast-
ers is expending a substantial sum of
maney on research thar will profit the
whole medium. The stations: WBEN,
Bullalo: WGAR. Cleveland: WJR. De-

troit: WDAF, Kansas City: WHAS.

two from Philadelphia conceived the
idea, Their names: Don Thornburgh,
William S, Paley. Ward Wheelock. Ed
ward R, Murrow. Out of their noon-
flzl} conversalion t‘illt?l'_‘._'.l'i' this 1])'Ili‘llll-
i instrument.

NCS' new vistas for radio

The cross-section analysis of radio
station circulation which Nielsen has
drawn from its 1952 eoverage service
reporls (see page 250 should prove
quite heartening to the industry as a
whole aid sharply illuminating to ad-
vertisers and agencies. 10s an over-all
picture that lends nsell 1o much specu-
lation and deduction. particularly on
the dralt of audience to certain 1ypes
ol stations from the programing angle.

For the first time the buver will have
4 coverage easureiment in tlt'|:l|l. tak-
ing into aceount the parallel growth
ol TN. Also, the buyer will Tor the
first time have at hand radio and TV
coverage stucdies that have been mea-
sured on the same hase.

It will he illIl'Fl'-tillf_{ Ty conmpare
Nielsen's cross-section analysis (1952
v, 1919 BMB with the kindred anal-
vais that ken Baker of Standard Audit
& Measurement Service will eventually
make between his own 1932 coverage
1919 BMB.

some likelihood that Nielsen analysis

study and the I'here's
will encounter eritical appraisal due to
the circumstance. as one leading re-
search director has already pointed
oul to sPoxsoR. that Nielsen and BMDB
nsed a different basis of accumulating
fizures: intenviews v Lallol.

Louisvitle: WAL Milwaukee; WOY,
Hl'hﬁt!m‘l;u]_\ ;

The study is deseribed as “a pioneer
project Tor vadio in a research dimen-
sion which has heen used successfully
by other major media.” When the
study is completed (frst findings may
be ready prior to the NARTB meeting
i April 195301 it will be made avail-
able to other radio stations, networks,
advertisers, agencies. and associations,
The findings will not rate radio against
other media. nor one stalion againsi
Although  nationwide. all
findings will be confined 1o television

another.
arecas,
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"“Warker-Wese". . .*

For years, there’'s been a strange courtship going on in the Heart of
America. It has been the wooing and winning of the Kansas City Primary
Trade Area by The KMBC-KFRM Team. The Team was the successful suitor
—in fact the only logical suitor from the very first. KMBC-KFRM made it a
point to understand and coddle “Miss Kansas City Market” from the moment
they met. KMBC-KFRM helped the Market grow — saw her through good
times and bad — served her with the greatest in radio —was her best friend
and through this intimacy became “Market-wise”.

There is no record of when the wedding of The KMBC-KFRM Team and
the Kansas City Primary Trade Area actually took place. But it’s been a
tremendously successful union. The heart of the Team and The Heart of
America beat as one and advertisers will tell you that the best proof of this
union are the thousands and thousands of “sales”— large and small — begat
by this powerful voice of The KMBC-KFRM Team and the plump purse of
the Kansas City Primary Trade Area.

This is the fourth of o se-'es on The KMBC-KFRM know-how
which spells dominance in the Hear! of America.

Call KMBC-KFRM or your nearest Free & Peters Colonel for the
Kansas City Market Story. BE WISE—REALIZE...to sell the Whole
Heart of America Wholeheartedly ii's . . .

. RADIC K A K J s , [

OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY
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purposes. This file may be freely distributed, but not sold on ebay

or on any commercial sites, catalogs, booths or kiosks, either as reprints
or by electronic methods. This file may be downloaded without charge
from the Radio Researchers Group website at http://www.otrr.org/

Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.



