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CHET RANDOLPH
Prairie Former Livestock
Editar. Assaciole WLS Farm
Editar. Handles mony ogri-
cultural remate broodeosts

ART PAGE
WLS Form Editor. Canduc-
tar of DINNERBELL TIME,
oldest farm service pra-
gram n radio,

AL TIFFANY
Ace farm speciolist — com.

LARRY MC DONALD

Agricultural speciolist an
the early marning FARM
BULLETIN BOARD program
—served by WLS Field Staff

ments on all news offecting
agriculture an the doily
FARM WORLD TODAY pro-
gram—gserved by WLS Field
Staft ond speciol wire

services,

and special wire services,

GLADYS SKELLY
Prairie Farmer Hamemak-
ing Editor. Appeors regu.
larly an PRAIRIE FARMER

AIR EDITION.

I'he agriculwral leadership enjoyed by WLS throughout the rich
Midwest s no mere accident. Rather, it is the result of the proper

ipplication of radio’s ever magic ouch, WLS was established by the
" DAVE SWANSON ‘.

Agricultural market spe.

ciolist, Broodcosts market

summaries fram U.S. Stock
Yards.

sears Roebuck Agricultural Foundation for the sole purpose
af serving agriculture, Owned since 1928 by Prairie Farmer,
Anmerica’s oldest farm publication, it is only natural that the

station’s nterest should be toward agriculture.

WIS farm programs are planned and presented by men and women

who have spent a lifetime studying the problems of

BILL MORRISSEY
Livestack morkel expert.
Broadeasts daily morket re-

ports.

agriculture —know just what times are best for reaching the

market—Kknow just what types of programs are needed and wanted,

A few of these specialists are pictured on this page—all

exclusively WLS broadcasters.

Thru years of service to the vast agriculworal industry by these

and other station-speaialists, WLS by proper application of

radio’s ever magic touch has emerged as the undisputed agricultural

P
leader in the Midwest, No mere accident— but the result 3“
7/

7
F. C. BISSON
Grain maorketl speciolist.

Broodrosts doily fram the
studios of WLS.

of planned programming and service by the Lirgest informed

apricultural stafl in radio.

.. omd w towne of Sales Raulle

This agriculwral leadership has solid commercial value. The over

PAUL JOHNSON
Prairie Farmer Edile
Commentalar an PRAIR

35 hillion dollar cash Larm income (1129 of the nation's toral) FARMER AtR EDITIONY

in the WLS effective coverage area (%) can be most profitably
tapped by the $0.000 watt voice of WES. That is why leading
national and regtonal advertsers have consistently used WLS o i

sell the 1,738,370 (%) radio families whose economy is so

1950 SURVEY OF BUYING POWER
WLS-BMB, 1949, 25-100% daylime
Radie Families in towns 25,000
and under, within WL5-BMB area,

greatly dependent upon agriculwire,

When thinking of the Midwest, think of WLS and radio’s ever
magic wouch for effective coverage of this important agriculral
market, Your John Blair man has details—or write

WS direcr for additional proof.

The tl
PRAIRIE
FARMER
LSTIH_!E]M g
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‘GLEAR CHANNEL Home of the NATIONAL Barn Dance

B90 KILOCYCLES, 50,000 WATTS, ABC NETWORK —REPRESENTED BY

JOHN BLAIR & COMPANY
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GULF RUMORED TURNING TO SPOT RADIO—Gulf 0il officianls will deny it flatly,
but indications are that firm is planning switch from network radio/TV to spot.
Gulf now on NBC with "Counterspy" (Thursday 9:30 to 10:00 p.m.) and "We the People"
(TV Friday 8:30 to 9:00 p.m.).

FORREST_WHAN PROPOSES NEW CIRCULAT;!OLJ MEASUREMENT—Dr. Forrest L. Whan, of
University of Wichita, has plan for impartial, nation-wide radio circulation meas-
urement. He has proposed that NARTB provide 3500,000 fund for surveys by univer-
sity students throughout nation. Advantage of this approach would be objectivity,
Dr. Whan says; he's been using college students in surveys for WIBW, Topeka, and
WHO, Des Moines.

HOW BAB GETS NEW RADIO BUSINESS—Last fall BAB made pitch to trade associa-
tions on value of radio. As result, Paper, Stationery and Tablet Manufacturers
Assoc. invested $2,100 in e.t.'s. On local scene, school supply dealers bought
$40,000 time on 160 stations to use e.t.'s which plugged products of association
members.

RADIO PULSE ENTERS NATIONAL RATING PICTURE—Multi-market Radio Pulse will
compete with Nielsen in national rating sweegstakes. starting this month with
weighted average of 14 markets representing some 10,000,000 homes. Dr. Sydney
Roslow expects to build up to 19 markets within few months; points out that all
markets included are important ones. Rating picture covered in this issue (page 32).

ROBERT HALL, FIRM BUILT BY SATURATION USE OF AIR, OPENS 100TH STORE—New

Robert Hall outlet opened this month in New York City is firm's 100th store. With
budget of over $1,500,000 annually, 60% of it going to spot radio, retail cloth-
ing firm's rise is attributable in large part to direct-sell influence of satura-

tion radio coverage. Spot TV is still minor consideration to Robert Hall; gets
only 10% of budget.

WASHINGTON D. C. INDIES FIND WAY TO APPEAL TO NATIONAL SPONSORS—Individ-
ually too weak ratingwise to attract much national spot, 5 Washington D. C. indies
have joined hands in "Metropolitan Network" with national representative (Jack
Koste's IMS) and commercial manager J. Douglas Freeman. Collectively, 5 stations
in group (WARL, WBCC, WFAX, WGAY, WPIK) have Pulse study to show second best share
of audience in Washington. Astute WTOP, top station, sent out booklets advertis-
ing Metropolitan Network's concept and rating statistiecs.
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$5,000 RADIO TIME SELLS $85,000 THEATRICAL STOCK —New sales use of commercial

radio provec successful when Smith & Bull, Los Angeles agency for civic musiecal
comedy "My A." went over the top with $85,000 stock issue to back show. Hun-
dreds of " gels" bought stock after hearing transcriptions and participations

ver inde: ndent stations KFAC, KFVD, KOWL, KFWB, KRKD, KXLA. Oversubscription
wis achieved at less than 35,000 cost.

SPOT IMPETUS AIDED BY LOW-COST LIBRARY PROGRAMING—Handful of national ad-
vertisers have learned that biggest bargain in radib programing is high-rating,
low=cost library shows available through stations. Falstaff Brewing uses varied
libr: vy services on numerous stations; relies on stations with excellent results.
Mich igan Bell Telephone uses World series over Michigan group of 10 or more sta-
tions keyving from WWJ. Weldon Cafeteria, Houston (largest cafeteria in Southwest)
typical of local advertisers using library programs. Langworth's "Cote Glee
Club" broadecast over KPRC and KXYZ for fourth year. RCA Recording, Capitol, Mac-
Gregor, Associated, Standard, Sesac are among library services featuring low-
cost, high-quality programing.

ACTIVE LOWRY CRITES BECOMES MORE ACTIVE—Seeing ever-moving General Mills'
Lowry Crites come and go has given representatives and others, including GM's 5
agencies, impression he couldn't possibly do more. But with departure of E. G.
Smith to agency field, Crites has added role of radio/TV director to duties as
media director and broadcasts comptroller.

DUMONT RECEIVERS BUY SECOND RUN FILM SERIES FOR $500,000—Second run of P&G's
"Fireside Theatre" (owned by Crosby Enterprises, TV Division and retitled "Royal
Playhouse") was sold 1 March to Allen B. DuMont Receiver Division by United Tele-
vision Programs. Sale, consummated in one week and involving about half million
in film cost, involves 52 half-hour films to be played via DuMont Network in 18
major cities. Paradox is fact that UTP was set up as national spot program clear-
ing house, has made its biggest sale for network broadcast. Gerald King repre-
sented UTP; Douglas Day and Harry Geyelin DuMont. Allen DuMont personally okayed
film.

WHY SNOW CROP PREFERS SPOT TV—Snow Crop, bowing out as sponsor of first half
hour of "Show of Shows" (NBC-TV, Saturday 9:00 to 9:30 p.m.), will buy half hours
locally in some 50 markets for filmed daytime dramas. First starts 19 March.
Shows will be scheduled during week days to catch housewife before shopping lists
are made. Saturday night, though productive of audience, was too far removed
from normal shopping time to get maximum sales impact, company feels. Clincher:
Spot campaign will cost 25% less than $32,000 weekly tab for "Show of Shows."

BAB, ARBI CLOSE TO DEAL—So impressed was BAB with Advertising Research Bureau

Inc.'s recent retail surveys that it began negotiations to exploit surveys nation-
ally. ARBI discloses existence of two separate markets, one composed of radio-

influenced consumers, other consisting of consumers who say newspaper advertise-
ments exert strongest pull on them. Implication of ARBI studies is that retail

advertising in newspaper alone loses out on substantial "radio-minded" market.

SPONSOR




'GIMME THE ON:

Rvgunlh-ss of what consumer index yon use.

you know that our Red River Valley haysceds are

one of the most prosperons “markets™ in America.
And WDAY covers them like a tent.

(1) For the period Dee. “19—Apr. "50, WDAY got
a Share of Audience more than three times as
great as Station B, Mornings, Afternvons and
Evenings—actually got the highest Hoopers
among all NBC stations in the nation for the

second vear running!

I~

(2) BMB Report No. 2 eredits WDAY with a Day-

time Audience of 201.550 families. 77.7%
are average daily listeners!

(3) According to a recent 22.county survey by
students of North Dakota Agricultural Col-
lege, WDAY leaves all competition far behind
—gels a 78.69 family preference against a
mere 149 for the next best station!

Complete, fabulous faets, from us or Free &
Peters!
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FARGO, N. D.

NBC « 970 KILOCYCLES « 5000 WATTS
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How not (o buy time
With spot radio booming, timebuying techniques are more imporfant than

over before. Here are some common mistakes to avoid 21
How YMueller's doubled its sales in nine years

This old spaghetti, macaroni and egg-noodle firm, which started using spot o
radio nine years ago, has profited through local news sponsorship 24

Let's standarvdize TV data now

TV timebuyers and station reps seek more uniform program, market, rate, -
contract, coverage data, SPONSOR presents both buyer and seller views 26

Today s top commercials: network radio

SPONSOR turns the spotlight on eight outstanding commercials used in -
network radio in this second article of a series 28

The lipstick that defied (radition

Cosmetic moguls ruled out radio and TV for lipstick promotion. But Hazol >
Bishop, via use of broadcast media, jumped to No. 2 spot nationally 30

Is there a way out of the research muddle?
Sponsors, ad agencies, broadecasters, researchers examine Dr. Baker com-

mittee report as possible avenue out of measurement confusion 32
COMING

The Carnation Milk story

How network radio (now supplemented by TV) developed Carnation Milk e

to a colossus in the food industry =26 Mar.

Beer on the air

A SPONSOR roundup bringing to light how brewers around the country o

are using the broadcast media to sell their brew 26 Mav.

Today's top commercials: network TV

Third article of series describes and backgrounds a few of the most fetching |

and resultful commercials on the network TV screen 26 Mar.
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ITS EASY,
WHEN YOU
KNOW HOW!

TOTALORDERS . . ., . . . . . . . 589
TOTAL SALES . . . . . . . .$22,352,55

TOTAL COST OF STATION TIME . $145.00

COST PER ORDER . . . . $.247

BULOVA WRIST WATCHES WITH
SPEIDEL BANDS, at $37.95 each

Hcrc’s spectacular proof that KWKH Know-How
pays off in our rich tri-State area — a case history that

‘speaks for itself!

' Early in October, 1950, Freund’s Jewelry Store of
| St. Louis, bought time on KWKH through their agency,
Westheimer and Block, to sell men’s and women’s wrist
watches. Here was the offer:

A BULOVA WRIST WATCH AND SPEIDEL BAND . . .
A DOLLAR A WEEK FOR 38 WEEKS!

KWKH plugged this offer with five-minute spots for
five successive weekdays—Monday, October 9 through

50,000 Watts - CBS -

Friday, October 13—from 7:45 to 7:50 a.m. Three
weeks later the amazing results at the right were tabu-
lated. Owver $22,000 of orders at a total sales cost of
less than 7/10 of 19!

If you go for this kind of result story, let The
Branham Company give vou all the KWKH facts!

SHREVEPORT

The Branham Company Ark“"s-eg

Representatives
Henry Clay, General Manager
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o Robert 1. Landry

We open today by quoting from the Glad Book of 1950, reading.
with rolling O's. as follows. excerpt. quote: $5.600.000.000!  This
cool. tidy. imposing and incomprehensible sum is the aggregate of
all expenditures for all forms of advertising in the United States
last year. As il it weve not suflicienthy dazzling. the figure is likely
to be exeeeded in 19510 1952, and 1953, to stop there. On such
volume radio is reprieved of all serious worries and television is
assured ol continued healthy growth. But while everybody stands
around in little knots wringing one another’s paws in hearty seli-
congratulation, let one disenchanting trath be registered. These heaps
end mountains of advertising dollars amount to less. proportionate to
pational income. than in 1931, Then. at the deep of the depression.
advertising spent at about 3%, of national income. Today. advertising
spends only about 1140 of national income.

Ll T

Advertising agencies and media hoth urge business, as such, to
raise appropriations, percentage-wise of national income. on th= plea
that it is unfair to ask advertising 1o cope with added burdens of
service and more population without more to spend. But business
tends not to hear these pleadings.  Unkindest cut of all, Frederic
Schneller of Lever Brothers. said the other day that advertising
wasn't commmensurately as effective as in 1934 and that its erallsmen
were depending oo much on what he termed a “gift of gabh.” or

‘ razzle dazzle. approach,
P e e

The moral is not obscure. It means that the who-gets-what free-
for-all of consumer franchise merchandising is getting more com-
plicated, even in boom times. Advertising performance is judged
with @ more scientific eye than 15 yvears ago. Business counts adver-
tising one tool. one skill. one priesthood in the service of sales man-
agement. but it has fewer and fewer romantie illusions. Ounee it was
cnough to be just a salesman or just a showman. Now. on top of
that, it’s a good idea to be an expert i the logistics of drug and
arocery distribution,

S ol

Television programs these dayvs eredit producer. divector. writer.
and stars. Sometimes the gowns too. But the guv who is entitled
to much more eredit—and muoch move blame—is the cameraman.

BATON ROUGE... He ds usually wot named. Only a matter of e until some sponsor
- slarls kl'("i]i}l;_’ l'll‘ ='are on I'l“]l camera ﬁ\\‘i‘l‘]lfl\'l'r"‘, \\‘ll])]"l!b []‘ﬂﬂ]!'.“-.
that’s what you decapitations of heads, lelt-side amputations, right-side amputations,
Hkp "b‘”” ””‘ S”“”' ! not to mention these too-soons and |tall—|i|ll‘.:‘.

First iv the nation in percentage of popula- * * *
ticrnr increase (cities over 100,000, 1950 over 1940)
For sheer sloppy salesmanship. the afternoon grocery frolivs on

Ihe 5 000 watt wivr R : .
DOMWMEDW BO NBC AFFILIATE IV strain Kindoess 1o breaking, Have you seen the nice pan of
BY Eaiom Souger b erease, an el thick. used to demonstrate how Wham-0. the magie

WERL (FM)

* For proof  Afiliated with Slale-Times and Morning Advocate cleanser, cats zoo? s positively revolting, Then there was the
Reprasentatives, BEORGE P. HOLLINGBERY CO. \Please turn 1o page 52)
8 SPONSOR
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where there's smoke....

|
\

. . you find people using the ﬁroducts of
the Carolinas’ mammoth tobacco industry.
Prosperous tobacco . farmers and tobacco
workers are among l;he'3,000,000 Carolin-
ians whose loyalty to WBT makes it the
biggest single advertising medium in the

two states. P

CHARLOTTE

COLOSSUS Of THE CAROLINAS

JEEFLRSOD STANDARD BROADCASTIANG COMPANY

REPRESEDTED NATIOMALLY

12 MARCH 1951
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KGW THE ONLY STATION-

WHICH GIVES THE ADVERTISER
COMPREHENSIVE COVERAGE

out this fact

western Washington

In the heart of
are the twin cities
with the largest spes

-_— =~ N KGW|
KGW's COMPREHENSIVE COVERAGE ;11\25 1y :-
i Camas and Washougal, Washington. Camas, = B P25 0

i the world, and Washougal

ialty paper mill

with is

grant woolen mills, are stable, high-payroll communities,
Both otfer imporiant contributions to the region's economiy. A
recent KGW Tour-Test, conducted in cooperation with the Oregon
State Motor Association }iltl\'l_it KGW's COMPREHENSIVE
COVERAGE oi this rich, important market. The Tour-Test was
witnessed by Mr. Clyde Brown, Camas Chamber of Commerce
secretary, shown above with "Miss KGW™, Only through KGW's

COMPREHENSIVE COVERAGE can you be sure of maximum
results in Camas and Washougal and the rest of the great Oregon
mar ket

BROADCAST MEASUREMENT
BUREAU SURVEYS PROVE
KGW’s LEADERSHIP

Actual engineering tests have proved that KGW's efficient
620 frequency provides a greater coverage area and
reaches more radio families than any other Portland
radio station regardless of power. BMB surveys bear
KGW is beamed to cover the population

concentration of Oregon's Willamette Valley and South-

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

DAYTIME

KGW 350,030
Station B 337,330
Station C 295470
Station D 192,630
NIGHTTIME

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

X7 -
0
- o —
toaee AGE
Wt in

This charr, compiled [rom off-
c1al, hall milivalt tontour maps
hiled with the FCC in Washing
tan, 13 C , or lrom Reld sntensity
sufveys, tells 1the stor
COMPFHREHENSIVE
{ the L

Vhe mati

lastesy gt
n

ol KGW"'s
COVER

wing mat

ON THE

REPRESENTED

NATIONALLY BY

PORTLAND, OREGON
EFFICIENT 620 FREQUENCY

EDWARD PETRY & CO.

SPONSOR
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New and renew

I. New on Radio Networks

{7

SPONSOR

AGENCY NO. OF NET STATIONS

PROGRAM, time, start, duration

Blork Drug Co
Harrison 'roducts Ine
Miles Laboratorics Ine
Philip Morris & Ca

Sterling Drug Ine

Vitamin Corp of America

Ceeil & Preshrey A 13

Siduey Garfield & Mits 1540

Assariates

Wade NI

iow “Chs 149

Daneer-Fitezerald- AT 216
Sample

Harey B, Colien Mits

Elmer Peterson amd the News: Sat 5430 pwrg
B Mar; 52 whs

Coeell Browng Sot 10:05:01 ami 3 Var: 52 wks

“Yews of the Waorld; M-F
52 whs

I"hilip Morris Plaslionse; Th
Mar; 532 wks

News of Tomurrow :
Febi 52 wks

Gabriel Heattee; Th 700245 pins
whks

T4 pm; £ Apr;

P10 30 pmy 135

MaTh 10:30.45 pmg 26

29 Mar: 52

2. Renewed on Radio Networks

SPONSOR

AGENCY NO. OF NET STATIONS

PROGRAM, time, start, duration

Anlmal Foundation lne

Mill

Iturrus
Co

& FElevator

Moser & Cotins Clts 61

Traev-Locke MBS 165

Bill Shadel and the Newsa: Son 11200635 e
25 Mar; 13 wks
Light Crust Doughbovsz M, W, F 12:15:1 oz

26 Feby 52 whs

Lever Brothers Co Ruthrauff & Ryan s 95 funt Jennys MoF 121530 pm: 1% Mar: 532 wks
Phillips Petroleum Co Lambhert & Feasley CBs 60 Rex Allen Show; F 10-10:30 puw; 16 Var; 32
whs
3. New National Spot Radio Business
SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
American Safety Silver Star blades MeCann-Erickson 25 mkts Anpnenitss 29 Mar: 7-25 wke
Razor Co (N, Y
Continental 0l Co Conoco Super Geyer, Newell & Gane 58 stns; Midwest, Ammemts; T Mar: 13 wke
moator oil ger (N, Y.) Southwest
Procter & Gamble Co Cheer Young & Rulbicam a2 mkis Anuwemts: 12 Mar
(N. Y))
'rocter & Gamble Co Spie amnd Span Biow (N. Y.) a0 ks Annemnts: 19 Mar:; 12 wks
. 5. Army Recrulting Fifth Army Schoenfeld, 1uber & 13 midwestern Anoeots=: 1 Mar: 52 wks
Green (Chi.) stlales

4. National Broadecast Sales Executives

NAME

FORMER AFFILIATION

NEW AFFILIATION

George Baker
Robert F. Bender
Robert Carlton
Guy Cunningham
Michael Dann
MacGregor Eadie

Robert M. Flanigan
Norman W. Glenn
Leo A, Guiman

Roy W. Hall
Fred S, Hevwood
Roy Holmes

Hughes-Peters Ine, Cine., gen mgr
WEKRC-FM, Cine., sls mgr

WMBD, Pearia, prog dir

WEEI, Boston, dir nat] spot =ls
NBC, N. Y., trade news editor

NBC, L.A,, asst mgr continnily
dept

NBC, Chi., sls
NRC, N. Y., presentation writer

acceptance

Ziv Television Programs, Cine,, ady dir

€IS Radin Sales, N. Y. arel exee
WAL, Balto., adv, prom, pub mgr
NBC, N. Y., sls

WLW.T, Cinec., adm asst in charge hard goods =)«

Same, go
WEWS, C

gr
ve., sls stafl

Same, sls mgr

Same, tv sls depl, coordinator for prog pockage s

KNEI, L.

A accl exec

Same, mgr natl radio spot <ls dept

Same, sls prom superv

Frederic W, Ziv, Cine., ady die of all Ziv afl
companies (Ziv Radio P'roductions;

cion Programs; World Broadeasting
Kid Pletares amd Ciceo Kid Producis)

Same, tv acel exee

WCCO, Mupls., sls prom mgr
WINS, N. ¥, «ls mzr

In next issue: New and Renewed on Television (Network and Spot) :
Station Representation Changes; Advertising Agency Personnel Changes

NS0k

MARCH

1 850

MNumbers after names
refer to category in
New and Renew

Robert F. Bender (4)
Leo A. Gutman (4]
Fred 5. Heywcod (4)
Robert Lambe (4)
William Lauten (4)
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I. Wational Broadcast Sales Executives (continued)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Walier hino<ley

HRalivrt Lambie
Williamw Lanten

Willism Lemimnn

Lowis Mo Marey
Walter Miles
Juhi F. Noour

Sarman J. Cdthy

Joseph AL P
Richard K, Rawl-
Sidnes Wich

Glen Hin

Jach W. It r-

Martun Silley

Edward (G,
Piavid Taft

Willizm Walie

Ziv Television
L T
WEMY-TV., Greensbara, N,
NRCNL YL, press dept
(o Musie Co, Clese., sp, gon mer
Advertising Researeh Poandation, N, Y,
W, S, Gramt Co, LA,
E. T, Meredith Puhblishing Co,
=ls, prom asst

Prozrams Ine. N. Y. acel

Co vomml mer

Des Maines,

on Lee
sve o her
WhAF. Allentown, sls
ABC, MY, regi mEr i
WELOL, Mupls.. acel exes
RAFY, Bakersfivld, Cal,, comml mgr
WBAP. Fr. Worth, prom, pub dir
KAOA, Sacramento, <l mgr

Broadeasting  Sv-tem,

Wivwil,, sls

stns dept

Goneral Mills, Mupls.

Kadio Cincinonai Tue, Cine,,
i

ARC, N. Y., resional wer cwldio sins dept

dir radio, 1v prod
wember hoard

Same. N Y. Co sls mgr

WTAR, Norfolk, gen sl=s mer

smme, trade news wilitor

WIW, Cleve., sp, gen mer

MRC-TYV, N Y, supery =ls planning div
Pacific Regional Neiwork, LA, acet esee
WX, N Y, sle dir

Same, also ddir sin relations

WNAR, Norristown, imgr
mze v srns ddept

o Mupls, sls wmgr

Same, Stnomer

Same, regional sls mer

Lineoln Dellar cne (ANOA, Sacramentos
Stocktons RNOC, Chicod, 1= dir

A, Chi., wmgr prog == dept

same, mng dir

Same, mer radio sans dep

3. Sponsor Persounel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Lawrence W, Broff
Lowrey U, Crites

Forrest L. Fraser
(harles K, S
Leoree Sh
J. Truman Stene

M. AL Straub

John I Tatigian

Lizgetr & Myers Tobaceo Co. NY. ady exee
General M

lia dir

dir grocery merchandising

Y,

Peter Paul lue, Nangaturck, pres

Nash-k Corp  (Leonard
1re

e, Mapls., m
Krozer Co, Cine.,
Lanrel Process Cao

vinalor

+ iy mzr

Bore-Warner Corp
ns=it »ls mer

div) De-

(Norge heat ddiv}, Chi,,

erer Panl Tne, Naugatuck, sp. gen mgr

Same. ady mgr

Same, aleo dir radio, v prog

PPabet =ales Ca, Chi., exee vp (eff abourt 1 Apr)

Pal Wlade Co, Perso

Same, chaivman of hoard

Na-h-
prom mer

Same, sls mgre

Name, pres

6. New Ageney Appointments

hXon,

a Blade Co. NY., ady mgr

elvinater Corp (Kelvinator div) Detreoit, sls

SPONSOR PRODUCT (or service) AGENCY

Anstin Motors (Canada) Lid, Toronto Automolhiles Harold F, Stanficld Lud, Toronte

Mumbers after names
refer to category in
Mew and Renew

William Lemmen (4)
John F. Noone (4)
David Taft [4)
Forrest L. Fraser (5)
John H. Tatigian [5)

P, Bauer ton
Brantwood Prodners, Buffale
Brock & Co, LA,

Conledze Paimt Stores Ine, Atlanta
treseent Chemical Co, LA

tionery Co, Denver

Bictozraph Products Tue

Elzin National Watch Ca, Flzin, 1L
Fisher Brothers Co, Cleve,

S, ML Frank & Co lae, NY.
Cleuswomd Ranze Co, Taunten, Mass,

Fitsh,

Harhmeister bae,
Lee Pharmarcal Co, Beverly 1Tl

Lewna gerie lue. NY,

D Lesvinskis Joe, MY,

Brothers o, N.Y.

Leser Brothers Co, MY,

Liberty Bell Mutual Insuranve Co, Phila,
Littlerrer Lo, Winter Park. Fla.

Mars Television Ine, NJY,

Manvel Lud, MY,

Milk Praduoets Co, 5.1

Ca, Washir

1 #14

ri Meerseha
al Textile &
Lonis Iy Nenweiler’s Sons,
Peerlvss lee Ceeam o, L.
Platt Luggage Ine, Chi.
i N.Y,

it Brewing Co, S1, Paul

Reeves Sounderalt o
Jacalh Sch

Sun=llew Corp, Long Lsland Ciry

Vermonth Indnstries of Amerien Ine. N.Y.

Wald-worth Watel Case Co, Iayton, Ky,

Candy
-6 hand cleaner

GrreSal cleanser
Aconsticon hearing aids

zareite holders
Hanzes

Wall ile

SprayeAd-Wave hair liquid
Lingerie

Pertume

Pepsodent toothpaste
Kayve

In-nrance

home permanent

hutdowvr (ornitore
TV sela
Nu-Lip-,
Evaporated milk

Parfnms Kenoir

Corncab pipes
Perma Stareh
Beer and ale
Velda Dic
Luggzage
Weleh®s wine
TY tnbes
Brewery

cd iee cream

Orange alrink

Tribone sweet amd ey vermonth

Jewelry produocts

Arthar G, Rippey & Cu, Denver
Harald Warner Co, Buffale
Alibort Kimball Co, LA,
Freitag, Atlauta

Hal Stebhins Co, LA,

Melleeery, Quick & MeElray, NY.

Young & Rnbica. Chi,
Griswold-Exhleman Co, Cleve,
E. T, Howard Co, MY,

n C. Dowid, Boston

vh=om, N.Y., L.A.
DPunay € hoF 8

William Wilbur, N.Y.

Cecil & P'reshrey, VY.
Ceeil & Pre-bre ]
Harey Feigenhanwm, Phila.

David I, Obermeser, Orlando
Moselle & Fisen, N.Y,

Dioyvle Dane Bernbach, NY.

L.A.

rlising, Cleve.

enri, Hurst & MeDonald, Chi.
Harry Feizenbanm, Phila.

Lynde & Assoe, Miami
1. M. Gross Co, Chi.

Al "aml Lefton Co, NJY,

Hilton & Higzio, NY.

Ruthranff & Wyan, Chi,

Charles 11 Rogers, Jamaica, N.Y.
Cowan & Dengler, NJY,

Young & Kolicam, Chi.

s A, Stewart Co, Carnegie, Pa.




ABain This Year

WKMH
FIRST FOR BASEBALL

IN THE

DETROIT

MARKET

e FIRST IN POWER
e FIRST ON THE DIAL
e FIRST IN MORE GAMES

FIRST WKMH play-by-play exhibition game, March 10, 195].

Complete Detroit Tiger exhibition and regular schedule

PLUS simultaneous play-by-play recreations of other top games.

. WKMH

“THE NATION’'S NUMBER ONE SPORT STATION"
Represented By Headley-Reed

| DETROITLAND’S KEY STATION for the LIBERTY BROADCASTING SYSTEM
12 MARCH 1951 .



re and more
ratthfully in the
half million radio
homes it reaches.
No wonder CKAC
yields sucn
returns 1or your

acdvertising
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800,585
leHers
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4,135,329
letters

1,330,804

lettars

CBS Outlet in Montreal
Key Stotion of the
TRANS-QUEBEC radio group

CKAC

MONTREAL

730 on the dial ® 10 kilawatts

Representatives:

Adam J. Young Jr. = New York, Chicago

william Wright - Taronta

&T{ad ison

BIG SHOW REPORT

I read with great interest your story
on our Big Show in the 12 February
~PoNsoR. It was an excellent reportor-
1al job and certainly caught the mood
of what we are trying to do here.

We are very proud of the recogni-
ton the Big Show has been achieving
ol late and this additional recognition
from sponsor helps prove the effective:
ness and the importance of “big time™
radio.

Charrtes C. Barny
I'ice President
NBC

New York

HOLLAR DOLLAR STORY

I was very much interested i your
article, “Grocery stores on the air,” in
the 23 October issue. There is un-
doubitedly a big story to be told about
erocery merchandising, and 'm won-
dering il you would be interested in
an arlicle on one phase of it as it has
existed and does now exist here in Cin-
cinnati.

This agency handles the advertising
for "arkview Markets Ine., a coopera-
tive group ol slightly more than 200
independent groceries in Greater Cin-

| cinnati. At the present time we are us-

ing five hall-hours a week on WLW.T
in a program called Hollar Dollar that
is, in my opinion, one of the most ex-
plosive  merchandising  vehicles ever

| tried out in this area,

For the past three years Parkview
has persistently pursued a course of
extremely aggressive adverlising. first
on radio and now on television.

ArTiur A, RADKEY
Keelor & Siites Co.
Cincinnati

@ Hollar Dallor is wmore
this issue's Roundup see

fully  deseribied  in
ol prage 38

ALKA-SELTZER STORY

Just finished my second reading of
sronsor’s The  Alka-Seltzer  story.”
and want to tell vou how well done we
all thought it was. Beside being inter-
esting reading, the article brougln haek
many fond memories of our elose asso-

ciation  with  Miles  Laboratory and

Wade Ageney.

Hn\\l"\'r‘r, l'ltl'h‘ I‘:f.l'ii :".lll]l]l'tl l!_\' my
desk the other day and wanted to make
it perfectly clear that it isn't his gen-
eral habit to carry on long conyersa-
tions with horses (as pictured on your
15 January cover)!

WarreN MipbLETON

Sales Promotion Manager
WLS

Chicago

Your Alka-Sclizer radio history was
so complete and embodied so much re-
search that this writer (a eautious
soul) has purposely delayed in ex-
pressing an opinion of it. He wanted
to see first how many friends of Miles
Laboratories  would dispute various
statements,

Happily no one as vet has registered
protest so it appears that vour Mr.
Dann, who we believe prepared the
material, did an excellent job. Our
best thanks for such carefully pre-
pared recognition.

OrLwver B. CAPELLE

Sales Promotion Manager
Miles Laboratories. Ine.
Elkhart, Indiana

I read with great interest SPONSOR’s
two-installment article the  Alka-
Selizer story. 1 Lelieve you have suc-
ceeded in getting an authentic story
which many another publisher attempt-
ed and [ailed.

When 1 was working with Mike
Dann making the proper contacts for
yvou al the Wade Agency and Miles
Laboratories, 1 had no idea that I
would soon be working for and with
them. My resignation [rom NBC be-
came effective 1 March.

The untimely death of Walter Wade
was a greal shock to all his [riends and
I think you handled the situation very
adequately in the box which appeared
in the second installment.

Pavrn McCLuer

Assistant General Manager
Wade Advertising

Chicago

on

NEWS STORY DRAWS COMMENTS

Please accept my sincere congratula-
tions on your excellent article in the
29 January issue, “Are you getting the
most oul of your news sponsorship?”

(Please turn to page 77)

SPONSOR
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Play to New England’s

Wiy \ . H;Hllhl;/

¥AN WEE

“:.,’ “1 ‘. a ‘i" "‘U‘V ‘9 ..,..n':' {‘[, i

Largest Audience

on the Yankee Home-town Circuit

Actually the Yankee Network covers
more territory than any other New England
regional network. It is your medium for
reaching New England's largest audience.

Every Yankee home-town station offers
you two tangibles — a ready-made, depend-
able audience for Yankee and Mutual pro-

grams and the greater effectiveness of

local, saturating coverage as compared
with thin coverage from outside.

With Yankee's 29 home-town stations
and their network audience, you get this
saturating coverage throughout the Yankee
six-state market. It is an incomparable com-
bination for selling New England and keep-
ing it sold.

Hecepptance co THE YANKEE NETWORK'S Fowndation

THE YANKEE NETWORK,

INC.

Member of the Mutual Broadcasting System

21 BROOKLINE AVENUE, BOSTON 15, MASS.

12 MARCH 1951

Represented Nationally by EDWARD PETRY & CO., INC,



These advertisers

I —————

e |

make hay while the sun shines

Colgate-Palmolive-Peet Co.
with Susan Peters in “"Miss Susan”

General Foods Corp.
with The Bert Parks Show

Procter & Gamble Co.
Cern Products Refining Co.
Chesebrough Mf3. Co.
Hunt Foods, Inc.
Simmons Co.
Andrew Jergens Co.
Durkee Famous Foods
American Home Products Corp.
Minute Maid Corp.
Hazel Bishop, Inc.
with The Kate Smith Show

Standard Brands, Inc.
with NBC Comics

Lever Brothers Co.
with Hawkins Falls
[ scheduled far early Spring start )
Quaker Oats Co.
with Gobby Haoyes

Colgate-Palmolive-Peet Co.

Mars, Inc.

Kellogg Co.

International Shoe Co. :

Welch Grape Juice Co.

Wander Co. ‘
with Hawdy Daody




on NBC television

the market is big — with 11,100,000 sets installed 2s «

February 1, 1951.

the audience is big — with 6,142,500 viewers reached

cach day by television’s top daytime show. (NBC 4 to 5 pm)

the ratings are big — one show hits 25.0 . . , another, 11.4

in the 3:30 to 5:00 period.

the results are big — daytime is sales time, and success

stories are the order of the day.

and costs are low — competitively low. Time charges

are one-half of evening rates. Talent costs are lower, too.

. tesult: Daytime TV is showing its heels to other visual
media on a cost-per-thousand basis. Ask about

select daytime availabilities

Data sources: ARB, February weekly averages.

b L
A service of Radio Corporation of Americu

IK, CIRCLE 7-8300 +« CHICAGO, SUPERIOR 7-8300 + HOLLYWOOD, HOLLYWOOD 9-6161 + DETROIT, SALES REPRESENTATIVE, WOODWARD 3-6872




WAPI

WAPL commm werage

andience. | 1zhl. =even

iy = o week., her station

TRE g | Mulse:
el a0

Leads by Tar in focal programiming,

too. OF the thirty -four locally-pro-
duced quarter hours on “The Voice
ol Malwma™ --.ll'li (]il_\. \\\[.I i.‘*

first in thirty-two

Al m.!jnr caleaeories of local pro-
crams= show WAl on Lop. The top-
rated dise jockey. news, sports.
farm. musical. serial and women’s

programs are all on WAPL

week

Week alter week, WAL shows are
Birntngham's hest. Pulse gives
WAL 10 of the Ill.ll|l 10 and 17 of
|il"I|II|'2“1”"-'!]I'\'-[Il'l!lllll'l_'lll]“(ll'll'r'
hours, Monday thia Friday

long

Long aceustomed to beinge Birming-
ham's most listened-to station.
WAL is also Bivmingham’s hest
buy for yvour product. For details
call Radio Sales or ...

WAPI

“The Voice of Alahama"
CBS in Birmingham
Represented by Radio Sales

Gordon M. Philpott

Vice president in charge of advertising
Ralston Purina Cempany, St. Louis

I radia farm directors were polled as 1o their favorite sponsors,
Gordon Philpott’s pame wonld rank high in the balloting. For
Ralston Purina’s viee president in charge of advertising puls his
faith and a large portion of his ad budget into radio and farm shows,
His aim: 1o veach the man on the farm with someone who speaks
their language. His firm's eminence in the feed indusiry is testi-
mony to the success of his air philosophy.

Alinost since Philpott joined the company some 31 years ago as a
copywriter. radio has been the mainstay of advertising policy. Ral-
ston recently finished a heavy radio announcement campaign with
an cight-week schedule in major markets.  In New York. for ex-
ample, WOR, WMOGM and WINS ran six to eight announcements
dailv.  Similar schedules run. from time to time. on stations like
KVOO, Tulsa: WSM, Nashville; WLS, Chicago: WLW, Cincinnati.
(Ralston agencies are Gardner Advertising. St. Louis. and Brown
Radio Productions. Nashville,)

On the network side, Ralston Purina bankrolled the weekly Check-
erboard JTamboree on MBS from 1946 10 St‘pl('lnht.'r 1950, In addi-
tiom 1o this Eddy Amold funfest, Ralston lassoed sales with the aid
of Tom Mix on MBS from June 1941 1o June 1950,

Experience has convineed Philpott that only consistent broadeast
advertising is profitable. 'roof of radio’s value to Ralston is fur-
nished by the Southern sales picture where consistent air advertising
Keeps it one of the company’s best sales ternitories.

Philpotts latest strategy includes TV. This week marks the firat
of 52 lwoadcasts for the company’s new show, Your Pet Parade. The
Sunday 4:30 to 5:00 pon. show is carried over 68 ABC.TV stations.
TV announcements were also used last summer and fall.

But despite the interest in video and the $1.250,000 expenditure
for the network TV stanza. the Canadian-horn advertising director
maintains his faith in radio. In a speech last November at the Radio
Farm Directors National Convention in Chicago he said: “1 believe
radio excoutives are just starting 1o wake up to their most important
asset, their most potent hedge against television—the farm audience.™

Meanwhile, Philpott. a fire ranger during his college days, scans
liis sales territories for any tell tale wisps of trouble with the same
zeal with which he watehed Northern Ontario timber reservations,

SPONSOR
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New developments on SPONSOR stories

As public service, sponsors could take tip from cwll defense program on WCBS.TY

See: “M.day for sponsors™

Issue: 18 December, 1950, p. 26
0 o SIlhiQel: What sponsored programs can do to

aidd mobilization

Public service with a “how o™ twist in the atomic age is beine
offered by WCBS-TV in its 15-lesson daytime series. Course in Sell-
Preservation. The TV presentation (12 noon, Monday through Fri-
day) is offered by CB> in New York in co-operation with the Ameri-
can Red Cross and the Oflice of Civilian Defense.

The 10-minute programs. m.c.’d by Margaret Arlen. enable house-
wives to become versed in needs of civilian defense without leaving
their homes. Sponsors, who wish to capitalize on TV’s educational
potential vet provide practical programing, could well follow suit.

See: *It happens every spring™”
Issne: 10 April 1950, p. 32

Subjeet: Radio sells Moore paint

The northbound birds have nothing on Moore paints when it comes
to taking to the air in the spring.

Basically. Benjamin Moore & Company will again use the same
broadcast set-up sroxsor described in “It happens every spring.”
10 April 1950, But the 1951 schedule. begun last week. is more
streamlined and on a larger scale than ever before.

Last year the company used 350 stations on the Mutual network.
and the year before, 385, This vear it has jumped to about 475 i
40 states and the Distriet of Columbia. It will sponsor 13 broad-
casts in all, 3 March to 20 May.

“Here comes color”™ is a new theme added to the rnlnp:ml\'.- Salur-
day program, Your Home Beautiful. ldea is to tie in decorating
advice given during each hroadcast with a colored picture of the room
described. In order to do this, the company has distributed to all it=
dealers for free handout to their customers a booklet entitled “*Here
Comes Color.” with pictures of the rooms described on the air.

12 MARCH 1951

COVERAGE

Sure...We've Got It

8UT...

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

PENETRATION
W SPA Has

In This
Prosperous

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

AND...This Hooper
Report Shows How WSPA
Dominates This Area!
HOOPER RATING -- Winter 1949

8:00AM - 1200N ., .....632

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

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

(Sunday thru Saturday)

GIVE YOUR SALES
A POTENT PERMANENT HYPO

AIR YOUR WARES OVER

Represented By :

John Blair & Co.

Harry E. Cummings
Southeastern Representative
Roger A. Shaffer
Managing Director
Guy Vaughan, Jr., Sales Manager

The No. 1 CBS Station For

The Spormnbury-crunwﬂe
Morket . ...........][

5,000 Watts --
950 On Your Dial




WEED

and company

C

RADIO AND TELEVISION STATION REPRESENTATIVES

—_—

NEW YORK » BOSTON * CHICAGO

DETROIT = SAN FRANCISCO

ATLANTA * HOLLYWOOD
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TIMEBUYING "DON'TS" SHOWN ABOVE ARE EXAMPLES OF MANY UNCOVERED IN SURVEY ON WHICH ARTICLE BELOW IS BASED

HOW NOT T BUY TIME

With spot radio booming. buying strategy is more important

than ever before. Here are eommon mistakes to wateh out for

More than ever before in the
history of broadcast adver-
Ii:-‘-ill;_‘. spot radio 1s of key

importance to national advertisers. In
1950. spot broke all records with a
vhopping $120.000.000 in total bill-
ings. In 1951, all signs point to an
even bigger gross. | Estimate by sever-
al representatives: S132.000.000. ) For
this timebuying  technique
emerges in 1951 as one of the most

reasoln.
vital single considerations in the strat-
egy of advertising over the air,

Recognizing this, spoNsor recently

12 MARCH 1951

surveved timebuyers. advertisers. and
national representatives for their ad-
vice on how 10 avoid mistakes in the
often dizzyingly complex business of
buying time. Out of these conversa-
with
emerged a list of a dozen or more time-

tions men on the hring line
buying cautions or don’ts. But hefore
vou read the “cautions™ on timebuving
technique. here’s one caution on arti-
cles about timebuying:

No article,
points. can possibly stand alone as a

no summary of view-

hible of what to do or what not te do

in a field as beset by spur-of-the-mo-
ment problems as timebuving. Instead.
cach of this article’s commandments
must he approached with a practical
attitude: for each of these points is
only as valuable as any other bit of
shop lore you might gather at the Tuneh
table.
tended here

And that’s exactly what’s in-
of the best
in shop talk by veterans for other vet-

i suniEary

erans and novices alike to ponder over
agree witl, or disagree with violently.
. .« For the dissenters. sroxsor’s mail
hox and columns are open always,

21




Don't overlonk flexibility: in commercials, ratings, program buys

.

» g

(e of my pet peeves is this business of worshipping
ratings. A rating is no absolute yardstick for a good buy.
There are many other factors which should be considered in
picking a program. Despite this to me obvious und common-
sense point. | know that every day people bow down to rat-
ings blindly and lose out on maximum return [or their

money thereby.®?

REGGIE SCHUEBEL. partner
Wyatt and Schuebel

22

oA good timebuyer considers himself part of the selling
team. e is in many ways analogous to the sules manager,
with his the job of picking air salesmen. For top efficiency.,
rimebuyers should give good local talent the chance 1o sell
personally. It's often much more effective 1o use the local
salesman than to handicap him with an e.l. out of keeping
with his program personality.®®

GEORGE CASTLEMAN, radio director
Bermingham. Castleman & Pierce

sWhen there aren’t enough top-rated availabilities around.
| buy a greater number of low-rated shows for Robert Hall.
We make up in [requency for the low ratings and come out
ahead in the long run. That’s why 1| [eel setting some arbi-
trary limit on ratings to be hought prevents you [rom mak-
ing wise. common-sense buys. Spot radio is a [lexible me-
divin and the approach should be flexible.**

JERRY BESS. vice president
Frank B. Sawdon Company, Inc,

SPONSOR




Openness of mind and flexibility of
operation, as a matter of fact, are the
primary rules of good conduct in tine-
buying, most of those queried said.
Fut here’s what's said to have happened
a few summers back when a big na-
tional advertiser laid down a sirict
timebuying rule for its top-ranking
agl’"l"‘ Lo r‘l“ll“’.

The rule said that all local programs
of adjacencies bought for this huge
company were to have a minimum rat-
ing of let’s say 10, A noviee timebuyer
came upon this regulation i the mem-
oranda handed down to him as guid-
ance and proceeded to take it as gospel.
He inspected the summertime ratings
and found many that weren’t up to this
theorctical par (mainly hecause of sea-
sonal shifts in listening and summer-
time replacement programing ). And
then he proceeded 1o drop these delin-
quent time periods, forgetting that in
the fall they would again be highly
prized slots, some of them next to the
hest shows on the air.

This example is. of course, the ex-
treme of extremes. Bul. apocryphal or
not. arising out of inter-agency jeal-
ousy or nol, it suggests this basic op-
crating caution: i buying a medium
which is outstanding for its flexibility.
inflexible rules may be self-defeating.
even [oolhardy.

Unanimously. a round dozen of
those interviewed spoke disparagingly
of buying procedures  which were
hemmed alout by steict “rating floors™
or cost-per-thousand requirements,

Typical were these comments:

“A rating is no measure of what a
show will sell for a client. A low-rated
program may altracl more potential
customers all told than a high-rated
program. But if you buy according 10
some arbitrary regulation. you have ta
pass up these low-rated shows that mav
sell well in favor of shows that look
good on paper.” (Veteran timebuyer
noted for his buying travels around the
nation.)

“Buying by cost-per-thousand makes
no sense Lo me at all. What you're do-
ing is taking inaccurate figures 1o be-
gin with, multiplying them against one
another, and coming up with a siill
more inaccurate third figure, You mav
call this figure a cost-per-thousand but
to me i's just another number.”
(Timebuyer in agency among top 10
in radio billings.)

Usually. those who pounded on their
desks and said “don’t set rating or cost-
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per-thousand  lmitations"  mentioned
Procter & Gamble and its agencies a-
standing the opposite extreme  fron
their own views.

To get the other sude of the storn
therefore. spoxson spoke ta a timehuy -
er in one of the ' & G agencies. The
gist of his rebuttal went as [ollows:

“Such varidsticks as ra ings and cost-
per-thousand are the very things which
enable us to function vn a flexible ba-
sis. By setting rating floors. we then
zel permission lo buy without delayine

.« While i

to seek client approval, |

single determining factors in choice ol
time, (P & G agencies. oo, are on
posed o any single-figure standard i
huying. but. said our spokesming, Wi
can place more reliance on hgures e

u=e wee have more research awd fa-
cilities for inmterpreting them than thy
averagee “.'—'"”‘,‘-“'

Still on the subject of hgures, hen
e several additional operating cau-
tions involving ratings and BMB per-
centages,

Don't

titfue.

take rating  fluctnations  al

lace Where the rating of an

sales-active followings.

R v R E L ) | ) Y 5 (O 5 (R i A

Check list of timebuying cautions

Don't compare ratings without considering the percentage-of-error fac-
tor. That may be the sole basis for one show besting another.

Don't use BMB figures blindly, They are a valuable yardstick but must
be applied against knowledge of the local scene.

Don't fail to consider a station's standing in ils own community. A
reputation for integrity carries over to adveriised products.

Don't overlook local live programs. Frequently they have enthusiastic,

Don't waste talents of local personalities.
commercials in their own style,

Don't fail to supervise local shows carefully. Over-enthusiastic talent can
go beyond copy claims you authorize, cause FTC trouble.

Don't buy on the basis of power or affiliation alone, These important
characteristics of station shouldn't blind buyer to other factors.

Don't buy, as a matter of fact, on basis of any one or two factors.
Good buys are based on study of all the facts.

Don't fail to supply the timebuyer (if you're an advertiser or a.e.)
with all marketing and other strategic information available.

Don't tie timebuyer's hands [if your're a client), by insisting on ap-
proval of each buy. In interim, good buys may be snapped up.

Give them chance to do

may be true that a lower-rated show
will sometimes sell better than a high-
rated one. this is more a figment of
salesmanship than a connnon occur-
rence. . . . And as for eriticism of cost-
per-thousand figures: they re the best
comparative value yardstick there s
and if they're wrong. at lcast we can
probably figure that they’re wrong to
the same degree all over the coun-
5 datins U

But the majority view was basically
antagonistic to ratings, cost-per-thou-
sand. in fact figures of any kind. as

hour show shows a sharp decline mid-
way with no logical explanation for it:
or where a show that's had a good
rating for vears declines suddenly one
month, suspeet a freak in measurement.
In support of this conservative atti-
tude toward ratings, a vice president
and partner in one of Manhattan’s old-
sl .'i;_zvut‘it':- told sponsor aboul a local
news program which had lost its rating
at the time of the Korea erisis. 1t de-
fied all logic.” he said. “going from an
8 to a 3.2 last summer al the height of
{ Please turn to page 73)
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How Mueller’s doubled
Il 1ine vears

In 1867, Christian F. Muel-
ler plodded from house 10

“, 5-\

honse carrving a large bas-
ket htted with home-made egg noodles
fracked o brown paper bags. Up 1o
that time. Jersey City housewives had
to make their own noodles and so they
kept their doors open 1o listen to the
carclully phrased sales 1alks of the

voung German baker,
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Mueller mainstay has been quality ever since a German baker, Christian F.

Mueller (above left), sold egg noodles from door te door in 1867. This standard was con-

tinued when he opened the first Mueller-owned plant in Jersey City [above right).

Today his grandson, C. Frederick Mueller, executive vice president of the C, F.

]
1)

Today. the C. F. Mueller Company
of Jersey City, N. J.. has a production
than  2.000.000
It no longer makes

capacity ol more
pounds weekly.
lll)l’ll"lll‘lll")r l'““n‘.‘ lU .L‘P]I il." (';_':_' T1100=
dles or the more important spaghetti
and macaroni lines added in the 1890,
But it uses the same care in reaching
its customers. The modern technique
is spot vaio. A well-planned campaign

pounds weekly.

Mueller Company, interrupts important administrative problems for taste
test [left) of day's batch of egg noodles, macaroni, and spaghetti.
Quality is upheld despite production of more than 2,000,000

Fred Mueller, who was advertising

manager before he was upped to his present

post in 1947, played large part in de-
veloping spot radio campaign that
has made sales zoom. Youthful,
43.year-old executive has lead-
ing role in his industry as
president of the National

Macaroni Manufacturers

Association

(s sales

Spot radio. mostly news programs.
did trick for venerahbhle N.J. firm

placed through Duaue Jones has more
than doubled Mueller’s sales during the
last nine vears,

Here's how the firm uses the air:

1. Mueller’s buys spot radio in 10
Fastern markets 1o nt radio precisely
to its distribution pattern which covers
only the East Ceast.  (In spaghetti
nerchandising. natienal brands are a
varity.)

SFONSOR




2. Frequency (and consequent lis-
tener retention) is achieved by using
daytime periods three to six limes a
week in each market.

3. DBecause Mueller’s has both a
slrong economy and tgu;llit)' story Lo
tell, announcement time periods are not
considered long enough. That's why

Mueller's radio schedule: 1l news, two d.j. shows

Mueller buys local programs or for

e mosk part ievs- showe 15:40 and!  SPATION | | oY TIME NEWSCASTERS RATINGS®
five minutes in length. a S
4, Mueller’s believes in yvear-roud “f_ l::\‘r Woreester 8:00-8:15 aom., M, W, F Doug Edwards 3.2
B AALt Mo canEIstanEy. P\'(‘Ir'lhuu"h ite \\‘PBR IF.ultim.nn- 8:153-8:30 am., M, W, F Jim Crist v 3.(:
fac . :i"'. g i] & duii : i \‘"U“ New York B:00.8:15 oo, To.. Th.. Sat. | ’rescott Robinson 6.5
actory shipments 1all o nng Me WHAM | Rochestor 8:00-8:15 a.m.. Tn.. Th., Sut. | Jack Hooley 1.8
warm sumier months, WBZ-A Bo-ton. 7:30-7:43 aom.. M, W, F Arthur Amadon 3.0
5. Radio is being supplemented by Springficld
TV station breaks in 14 markets. The WGR BuiTalo 9:50-10 sum., M, W, F Bob Getman 2.0
video effort, which is about six months  WDPRC | Hartford F:053-1:15 pom.. Tu., W, Sat. Russell Naughton 3.4
old. is still considered in the experi- RPKA | Pittsburgh [2;03'12:15 wo, Ty (T § Dok SuEh 00
Fray e o ~al.
““]{!].l(:{l'.ll:?ls':?l'lnl only has a potent vehi- “...G.Y Schienectady 12:?:‘-'2:13 sy My “ P: I-Eurl Itmlml" }.‘"I
y : ik ‘ wWwWJ Detroit 12:30-12:40 p.m.. M, W. F Carl Cederberg 5.0
I.']E‘ mn radw. \\‘h](‘ll Iilk{’.:‘! lh(' Iilf}.‘l‘ﬁ[ WFRBL Syirdcuse 11:35-11:45 aom.,, M, W. F Dick Page 12.3
part of its ad budget, but copy itself WVNJ f\:rw:lrk 9:30-9:35 a.m.. M-Sar. Allan Saunders
packs a wallop. “You save over a dol-  wWCAU Philadelphia $:55-5:00 p.ni., M-F Charles Shaw 3.1
lar in preparing a meal for four.” liss  WCKY  Cineinnani 5:00-5:05 pm., M-Sat Fred Tlolt 1.5
tcners are told. Mueller’s has ](mg WGnIE Seranton 1F:30-11:45 a.m., M, W, F (d.j. show) 16.0
stressed economy, plus l!u;l“ll\‘_ in its  WIPRO | Providence 1:00-1:15 p.m, M-F (d.j. ~how) 6.2

appeal to thrifty shoppers.

“Aim your copy at the woman with
the biggest wash in the neighborhood
hanging out in back.” the late Henry
Mueller. Christian’s son, used to tell
his agency.

But today. even the housewife with
a small wash and few mouths to feed
is concerned about her food budget.

With meat prices caught up in the
inflationary whirl. spaghetti and mac-
aroni producers are banking on a sub-
stantial demand for their low cost but
highly nutritious food. Total sales for

MUELLER’S
FIRST
TELEVISION

( Please turn to page 48)

“|Hooper and Pulse, most recent available

WICLU, Erie

WCBS-TV, New York

WNBT. New York

“-JZ-T\". New York
VWPTZ, Philadelphia

WTVR. Richmond
WRGE, Scheneetad

v

Mueller's TV schedule: annonncementds on 1.1 stations

WTOP-TY, Washingtou
WHBAL-TY. Baltimore
WBZ-TY, Boston
WEBEN-TV, Buffalo
WABK, Cleveland
WTVN, Columbus
WLEW-D, Davion

How Mueller’s and its competitors use the air

Mueller (Duane Jonss): news programs in 14 markets:
disk jockey shows in two markets: TV announcemcnts in
14 markets,

L3 +* ®

LaRosa (Kieswetter. Wetterau & Baker) : daily Red Rose
Radio Theater over eight Italian language stations: La Rosa
Hollywood Theater, transcribed daytime show. on nin> Eng-
lish-speaking stations.

® +* ]

Tenderoni (Calkins and Holden, Carlock, MeClinton &
Smith) : advertised on John Conte’s Lintle Show ( NBC. 7:30
to 7:45 p.m.. Tuesdays and Thursdays) along with ther
Stokely-Van Camp products,

* #* *

Renzoni (Emil Mogul): weekly half-hour children’s

show on WATV: dramatic video program Leave It To Papa.

12 MARCH 1951

7:30 to 8:00 pan., Thursdays, WPIN: participations on
morning TV program. Kitchen Kapers. W]Z-TV: Sundav
music show on WNEW: Ronzoni Theater of the Air in ltal-
ian. WOV, 1:30 to 2:00 pan. daily (news direct from Rome
is presented on this show along with drama) —all New York.
Italian announcements in seven cities outside New York: a
few announcements on English-speaking stations.
* » *

Buitoni (Astral) : short dramatizations of novels 15 wmin-
utes daily in Italian over WOV : announcements in English
in New York., Providence. Miami: TV announcements on
WOR-TV's Ttalian filin program, Saturdays and Sundavs.

: 3 - -

Goodman’™s (Al Paul Leflton): 15-minute news show
daily over WOR: announcements in New York area. Heavy

announcement :‘-l'lIf‘llllI!‘ 1.‘(‘,‘,11!.[1 iII \[ilr(']l.
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2. Program Data . . .

porL

fandardize T

data now

It’s easier (o elean house while

5. Success Story
Bulletins . . .

fair

1. Market Data . ..

3.Rate Cards . . .

bain

4.
Coverage Maps . ..

Sood,

TV is young than to seek uniformity later

These are trying times for
Tw the agency timebuver seek-
ing to purchase TV an-
nouncements  or - progran
participattons.  The hazards he faces
are such as 1o stir his dyspepsia to a
hoiling point and drive him 10 a steady
diet of warm goat’s milk and crackers.
With most of the prime TV time sold
out, his most arduous task. obviously,
1= to coerce the station rf’|nl'l‘.-l‘ll|illi\|-
mto finding him a
availability.

reasonable i
I::";‘..“'II'HIJI" ocan l“' ll["
fined as any time slot not prior to $:00
. and not after 12 midnight.)

Bt not the least of his headaches is
that of making heads or tails out of
the divergent data furnished by TV

It =ometimes seems to the ha-
tmehbuyver that Station N in
Ohio and Station 7 in California have
!‘"l“ll'f{ an “”ll"}\

stalions,

lI}“-t’ll

v oalliance inoa pur-
1um-f||| attempl Lo confuse rather than

26

enlighten him on necessary  details.
Rate cards. marketing information,
maps. schedules,

contract forms, success story bulleting

coverage |Irt|{_'l‘illll

all these tend to be helter-skelter.
Fither they're too sparse or too ver-
hose, too bulky, too out-of-date, the
format and content differing drastical-
Iy from one station to the next. 1t is
small wonder if the timebuver, along
with his other ailments, does not end
up with a spinning head and astigma-
tism. i short, he finds a erying need
for the standardization of TV data.
The station representatives may pro-
test (and several queried by spoxsor
dal that now is not the most propitious
time Tor establishing unilormity. “Af-
ter all.”
sellers” market today, Why shounld we

their argument runs, “ic's a

worrh about a .‘-I‘l'llli(lill'_\' matter ke
neatl presentation of station data when
the enstomers are standing in line. erv-

6.
Contract Forms . ..

o8

ing for time slot=?”

But the admen contend that this is
fuzzy thinking:

First of all. an increasing number of
TV stations are extending their day-
time programing. (In fact, of the 107
TV station now doing business. at least
04 already sign on before 12 noon, and
two actually sign on between 6:00 and
7:00 a.m. ) 1f the stations, therefore.
hope to sell these less attractive time
spots—as compared to nighttime TV
thev had better mend their ways.

Secondly. the FCC freeze on the
number of the nation’s TV stations will
When this

artificiallyv ereated monopoly is eased

not continue indefinitely.

up. the cocky station owner, who has
not looked to the [uture. may find hin-
self with over-plenty time on his hands.
He'll be like the wartime butcher whao
later rued the dav he was rude to his
customers,

SPONSOR
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Equipment Data ...

)
b

7. Station

Jood)

|

Finally. the TV stations can render
the entire industry a serviee. in the
long run. if they clean house today. in-
stead of waiting for later. In the words
of William R. Seth. vice president and
account executive al Needham & Groh-

mann, Ine.. New York:

“It’s obviously casier to gain unifor-
mity when an industry is young. rather
than unscramble the tangle when it's
aged and spread out. If the TV sta-
tions jrut off data
they 'l get into the same mess as radio
did.”

It would. of course. be wrong to tar
all TV stations and their representa-
with the brush. Many.,
sPoNsoR found in a nation-wide sur-
vey. are making genuine efforts to put
out pertinent. elear-cut. crisply worded
literature.

Neither would it be right to assume
that the TV industry at large is un-

standardization,

tives same

12 MARCH 1951

aware of its deficiencies. Last May, a

Television Standardization Committee
of the National Association of Broad-
casters distributed a booklet that ol-
fered five recommended samples  of
uniform station rate cards (of which
more later), The committee—headed
by WORs TV directon '
Thomas. and including 12 station and
network officials. and representatives of
Fdward Petry & Company. Ine.. Katz
Ageney. Blair I'V. lne. and Free §
has not been lageing on

Fugene S.

Peters. Ine.
the jnlr. Sinee then. it has been work-
ing with a special commitiee of the
\dvertisme

American Association of

\eencies on a standardized TV con-
tract form.

Moreover., some stalion representa-
tives themselves have made indepen-
dent efforts to untangle weedy TV data.
One of the most consecientions has heen
Petry. Last

\ugust its =salesmen sur-

e e b—t—
e i
it
[r—-v
-
]
.

|

Improvements needed
I. Market Data

[a) Standardized dats
(b) Give mere facts

[e] File-size sheets

<. Program Data

[a) Detailed descriptions

Tt
L

(b) llustrative photos

[e) Keep up-to-date

. Rate Cards

|a) Standardize data
[b) Keep up-to-date
[e) Stabilize rate boosts

I. Coverage Maps

(a) Uniform contour measure

(b) More precise set count

3. Success Stories

(a) Fewer adjectives
(b) No inflated claims

6. Contract Forms

Uniform format, data

7. Station Equipment Data

Uniform facilities for station

identification

veved leading ad agencies in eight cit-
ies which place over 757 of the 3700,
000,000 spent by national advertisers
annually on radio/TV time . The ques-
tion posed was: “How can service to
the buvers of national <pot TV he imi-
proved?”

The answer. according to Petry’'= TV
sales promotion manager. can be su-
“Nore facts and
standardization  and

marized brielly thus:
less bulk,
fewer gnljn-n‘li\u--."

Statistically. the survey revealed that

nore

3070 of the timehuyers want more mar-
ket information from hoth stations and
while 5677 el the

information.

representatives,
tlt’l'll il!!'
Over 07,
like filims and still |ltl tures of =pot TN
are. most helpful in thei
And 53577 san

more
feel that visnal material

prrosram

programs

purchasing decisions,

they do not reeeive enough of this ma-
( Please turn to page 12)
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QUARTETTE SINGS CATCHY LUCKY STRIKE JINGLE ON JACK BENNY SHOW, JINGLES PREDOMINATE AMONG NET RADIO LEADERS

Today’s top commercials; net radio |

PART TWO

OF A FOUR:PART SERIES |

In this the second of a

series of articles on top-

notch commercials. spox-
SOR covers messages used with networl
radio programs, These differ from spot
|'.'“’i|l l'lillllnf"l'i:ll"‘ f‘?‘l‘]l"] l;l."" i?"!"“l‘ i“
that few are e.’s, instead are specially
1]"‘i._"_"llt‘ti lo lu' lti'lll‘ |I"\t‘.

\s was the case with last issue's arti-
cle. conmercials 10 be desenibed were
selected on the basts of an informal
poll of advertisers and ageney exceu
lives, SPONSOR points to them as rep-
resentative of the hest selling and at-
tention-getting  messages  on the air,
though not mecessarilv the only group
ad wen mizhit single out. T_\In'p -
seribed nelude dialozue. announeer-
delivered »Ilit"m jill;_'lt'-.
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These are the goods and services
sold by sroxsor’s cight top network
commercials:

Chester field  Cigareties (Liggent &
Myers Tobacco Company. ageney Cun-
ningham & Walsh): Tide (Procter &
“l‘liluil \!
Powles. lne.) : Goodyear Tires ( Good-

Gamble Company, agency

year Tire & Rubber Company. ageney
KNudner Ageney, lucor o Pall Mall Cig-
arettes  { American Cigarette & Cigar

Company. ageney  Sullivan. Stauffer,
Colwell & Bayles, Ine)s  Equitable

Life Insurance (Fquitable Life Assur-
ance Sociely of America, ageney War-
wick & Legler, ez Hallmark Greet-
ing Cards (Hall Brothers. Inc., ageney
Fll“ll‘. (:l)llt‘ g\ ”l'lllill}.“: (.'m.fn-! {I‘L’.
arettes (R, 1. Revoolds Tobaceo Come-

Leaders inclnde cigarettes. detergents. insnrance firm

pany. agency William Esty Company ) :
Dreft iProcter & Gamble Company.
agency  Dancer.  Fitzgerald, Sample.
Ine.).

These eight network commercials
were most fi t’l|ll|.'|ll|_\' !lrili!"l‘ll Il_\ those
polled. but ne order of popularity was
I'l'!illl’!ih‘ll. The following ]lrndut‘h
were also mentioned as having out-
standing radio commercials:

Lucky Strike Cigarettes ( American
Tobaceo Company. agency Batten, Bar-
ton, Durstine & Osborn, Ine.): Pabst
Blue Ribbon Beer (Pabst Sales Corp..
ageney Warwick & Legler) @ Pepsodent
Tooth Paste | Lever Brothers. agency
Foote, Cone & Belding) : Quaker Oats
Quaker Oats Company. ageney Sher-

( Please turn to page 67)
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- Show™

| Commercial Technique:

Chesterfield
Cigarettes

Liggent &
Myers Tobaceo
Company
Agency: Lun-
ningham &

Walsh

Programing: “Bob Hope Show™ (NBC,
Tuesday 9:00-9:30 p.m.) : “Bing Croshy
(CBS, Wednesday 9:30.10:00
p-m.) s “Arthur Godfrey Time™ (CBS,
Monday-Friday 11:00-11:30 a.m.)

Informal dia-
logue between old-friends Hope and
Crosby. Hard sell is followed by snappy
Chesterfield jingle

Dreft

Procter &
Gamble
Company

Agency:
Daneer, Fitz-
gerald, Sample

Programing: *‘The Beulah Show™ (CBS,
Monday-Friday 7:00-7:15 p.m.): “Lo-
renzo Jones” (NBC, Monday-Friday
4:30-4:45 p.m.)

Commercial Technique: Spoken commer-
cial and jingle integrated into Benlah
Show. Oldest synthetie detergent on
market pushes no-rinse dish washing

Equitable
= Life
Insurance

Equitable Life
Assuranee
Saciety of
America
Agency:
Warwick &
l.l‘gl"f

Programing: “*This Is Your FI}I™ (ABC,
Friday 8:30-9:00 p.m.)

Commercial Technique: Straight-forward,
dramatized sitnations; interpolations by
announcer

Results: In past three yvears, average of

10% of Equitable’s business traccable
to the program

12 MARCH 1951

Hallmark
Greeting
Cards

1all Brothers
Ine.

Agency: Fool
Cone &

Belding

“Hallmark

Programing:
(CBS, Tharsday 9:30-10:00 p.m.)

Playhonse™

Commercial Technique: Dignificd mono
lognes by announcer tied-in 1o season’
holidays or sentimental event

Results: Ilalhnark number one for puast
six years: inerease 1949.50 equal 10 en-
tire 1940 sales!

Case histories
of SPONSOR’s
eight top
commercials

These are the highlights of results, tech-
niques usad by firms whose network ra-

dio commercials are describad in article

Camel
Cigarettes

R. J. Reynold-
Tobaeeon
Company
Agency:
William Esty

Company

“Vaughn Monroe Show"

Programing:
(CBS, Saturday 7:30-8:00 p.m.): “Bobh

IHawk Show™ (CBS, Monday 10:30-
11:00 p.m.): “Richard Diamond, I’ri-
vate Deteetive™ (ABC, Friday 8:00-8:30
p-m.)

Commercial Technique: Threc-and-a-half

vear-old jingle helped start mellow jin-
gle style. replaced punchy type

Re-ults: Camel number one sinee 19149,
continues upward sales enrve

Tide

I’'rocter &
Gamble
Company

Agency:
Benton &
Bowles

Programing: “‘Lif¢ Cun Be Beantiful™
(NIRC, Monday-Friday 3:00-3:15 pom.) ;
Extensive spul radin r;:l‘llp:lign also be-
ing used for Tile

Commercial Technique: Long sersion of
jingle leads in to hard-selling spoken
copy, has short jingle version as a tag

Results: Today Tide is nnmber-one sell-
er among syuthetie detergents

Goodyear
Tires

Goodyear Tire
& Rubber
Company
Agency:
Kudner Ageuey

Frograming: *“The Greatest Story Ever
Told™ (ABC. Sunday 3:30-6:00 p.m.)

Commercial Technique: The only spon-
soredd  program  with no  commereial.
Only the company’s name is mentioned

Results:  After six vears’ sponsorship,
Goodyear expanded to fall ABC network

- Pall Mall
% Cigareites

American
Cigarcite &
'I‘('l.ﬂ(‘"ll
Company
Agency: Sulli-
van, StanfTer,
Colwell &
Tay les

Programing: “The Iig Story™ (NBC,

Wednesday 10:00-10:30 p.m.)

Commercial Technique: Jingle with swifl
change of pace introduces spoken copy,
Full chorns of 12 voices nsed in record-
ing jingle

Results: Last vear I*all Mall pushied past
Old Gold iute fifth plice among cigar-
clles
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AFTER RADIO HELPED BUILD NATIONAL DISTRIBUTION, CAVALCADE AND KATE SMITH UPPED SALES WITH TV DEMOMNSTRATIONS

The lipstick that defied tradition

T
o
St

[

(’w“'_ ] "':.' Lp o ayear ago a woman
%28 had no choice but to leave
a traal of |i|=.-li k traces behind her.

l'l.-\H II.!.H'I I:i-l]n]l.

a  Columbia-educared

But in Jannary
dermatological
out of lipstick

for the first time. She had <pent three

clicmist, took the smean

years mixing and brewine the exoti
mmgredients in her Kitchen-cum-labora-
1oy,
With o
that knew  ils |||.:4|‘ al staved there.
it would seem that all Miss Bishop had

lo o was

revolutionary  lip-eovering

annopee  is existence o

make a fortune. Her honanewl bhackers

30

Hazel Bishop was unknown 10 months ago. Now it's

on everyhody’s lips after heavy radio/TV use

appointed a small advertising ageney
Lo promole the }‘llﬂ*lll‘ and bezan dem-
instrating its mag quality in the large
New York and Washington department
But no golden Mood vesulted.
By March of 1950 it began to look

a~ though women didn

~lores,

care whether
Iii!‘-lil'!\ 1

nl,

they  smeared their sur-

roundines o Sale= were hardly
worth plotting on a graph. 1t was then
Hazel Bishop Ine. and Raymond Spee-
lor |..Hlll}|.'{ll\. I:III . }iri:ll'll JIIIH'('.“". | Ili'
chanee  in sales —and  tacties  was
drastic.

Ravmomd Speclorn hoss of the wl-

vertising agency that bears his name.
helieves in the “blitzkries h‘f'lllliqllv.”
Hit the customer hard and often with
everyihing available. Nothing does this
faster than radio—and Spector. an old
radio-hand. launched his Hazel Bishop

lipstick campaien in \pril with an-

nouncements on 100 stations in 57
markers and a flood of rll“-ll;l'.:i' ads in
himdreds of newspapers.
scant 10

Hazel Bishop lipstick is riding a crest

Today. a months later.
of popularity that has swept it mto
secomd place in that cavagely competi-

tive business. Present sales are teport-

SPONSOR |




edly in excess of 34,000,000 yearly.
The Bishop ad budget has graduated
out of the penny-ante class into a $1.-
500,000 a year sum. Over two-thirds
of it is spent in the hroadcast media:
Kate Smith (NBC-TV). §450.000:
*“Cavalcade” shows (Du Mont). S100.-
000; Spot TV, §300,000; remainder in
radio.

What happened in Pittshurgh is typ-
ical of the Hazel Bishop success else-
where in the nation. When Pittshurgl
women first saw the company’s lipstick
demonstrations on Du Mont’s Caval-
cade of Bands the cvening of 2 Janu-
ary, they reacted explosively. Within
three days it was impossible to beg,
borrow, or buy a single 81.00 Hazel
Bl:«h(:p [lphtlf.l\ from any of the stores
in town. Cases of the produet had to
be shipped air-express to meet the un-
precedented demand. Even W. J. Hug.
president of the Sun Drug chain (33
stores ), pressed himself into service as
a messenger, toted hoxes of lipsticks
from New York to Pitushurgh. Not
that the Sun company needed the mon-
ey: it was a maller of protecting cus-
tomer good-will.

Cracking the cosmetic market with
a new lipstick less than one year
is sensational enough. What makes il
even more 0 1s the technique employed
by the Spector agency—a technique as
radical in cosmetics as the lipstick it-
self.

Before Hazel Bishop came along.
Revlon and some 30-odd other com-
panies making lipsticks used newspa-
per and colored magazine ads. along
with very heavy point-of-sale material.
Revlon, maker of about half the 81.00
sticks turned out in 1950, used radio
briefly way back in 1940 with a Ger-
trude Lawrence show. Since then the
Revlon brothers have been convinced

radio and TV (until eolor comes
along) is not for them. Other cos-

metic firms seem to agree.

Raymond Spector. who mastermind-
ed the Hazel Bishop promotion. delib-
erately ran counter to accepted lipstick
['Il’at‘lil_'.l_‘. das rl’]”““‘l‘([ ll\ (".“"lﬂl]li!"hf'il
firms like Revlon. Using radio was the
biggest departure, also the most effec-
tive in getting distribution.

Here is the blueprint for Hazel Bish-
op’s remarkable success:

L. A 100-station spot radio
nouncement campaign in 57 markets,

2. Later. spot television announce-
ments and participations on three TV
network Kate Smith Shou

(Please turn to page 52)

dali-

shows:
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CAVALCADE OF BIIIJS' Evers buf. e
band in Americs — Harry Jamas, Tommy Dioree y
Xavier Cugst —scires of others —wwewnd by mul
licing who hang on every nols - lisen (o every
word —buy what they ses' D Mont Natwork

Kale o advior i =

KATE SHIIH SHI]W'

fmture with an suderns
10 nightlume programs M
b=

Hael Babop personally

ClVlLClDE OF STARS! vetce; wic
® anybody i the entertainment workd o
atars o0 thin great show ME'd by popular funn
Cleasom Buj tms bile names sl
[ra Maal Network

e Juiher
sure-frw by wilem

Backed By Most Spectacular

Lipstick Gampaign Of All Time!

Already First in
Sales in Market
after Market!

Now—redd why this catrely new kind-of lipaick 1
destined 1o quickly becanie your #1 best-seller, oo

ELEVISIon |
=

wiigh shows, Eacn slready enahlivhed with m .h.m- ulf haya
followers. Never helore bt any medium produced mich ph—
nomenal demand s quirkly?

m Djpamic |-minule santuncementi—3 tioes &

week —over 100 radio wanons—coniearated  parmcularly
aress without TV reception.

NEWSPAPERS FENSURSRTTS

gapeas and proken by resules 1o be the mon producnve oo
metic sdverrementy of all tme:

m Dominant space in 17 Jeadung wiomen's

cugasines cduding McCalls, Chares, Mademouelle, Glamour,
Photoplay, True Confesvions, Screentand. Motion Picture, £t

DlSPLlY MATERIAL [

says, color ands, counter cardh and vireamers Ex
e 1) cth | Bl Youirs frem 31w gh Fous ot

THIS IS DYNAMITE! B "

uptpor ety bo tacn and cash i on thissensunons | Haeel Bishop
No Stsar Lipuick prc onal barrage. Order plenty woday

A
Gioioy

No-Smear Lipstick

Order From Your Wholesaler Today!

Wholesalers, d-uggists were swamped with orders during distribution-building radic/TV campaign

Spector agency chief

Raymond Spector in radio since 1930

Head of his own moderate-sized ad agency, Raymond
Spector learned radio's power first in 1930 at Biow
when he got Philip Morris on the air, He later did
the same for Serutan and Block Drug. Walter Winchall
and Drew Pearson were other Spector radio firsts.
In 1934, Spector left a vice presidency at Donahue
& Coe to open his own agency. After a year's retire-
ment in 1946 he went back, reorganized the agency,
and is still busy promoting products like Hazel Bishop
Lipstick. Convinced that radio could sell Hazel Bishop's
product, Spector broke with traditional cosmetic adver-
tising, made the lipstick a success in less than a year.
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Different yardsticks of rating firms aren’t always funny to bewildered sponsors

Is there a way out
the ratme muddle”

There may ke, Dr. Baker's commitiee offers

sponsors hope for research standardization

m In recent months. vou could
e hardly blame a sponsor for
IH‘III: Il \\ilnirrwl .III|| ]ll‘lli'\”]l'l] \\flt‘ll
he glanced at the conflicting 10 “top™
nel \\HrL shows mlii\#'il I!\ 1'1" l'i'.-t';lr"h
organizations. For example:

\II;,'I"I‘.-, The Great Gilder-
slecve. seventh on the Pulse December

hl l.os

radin: audience listing, made no ap-
pearance at all on the Hooper top 10

roll of honor, And similarly. the Red
Skelton Show. six.h on the Hooper
roster, was completely absent from the
IPulse lop “.\lilll‘_'.

In national network television this
Januarv. Hopalong Cassidy was ecighth
on Videodex. sank to 12th on “nnlu‘],
and was quite absent from the top 10
listed] by Trendex or Nielsen., Or con-

sider Wama, which was ninth on Hoo-

Fo get action some such group as following must lead way to standardization:

(1) Networks: +2)

INA: 13

trleresis:

32

PAAA: 8y NARTE. o] it can reconcile siation
(50 BAB on e 1t licks initral problem.

per. but did not make a bow in the top
10 ranked by Videodex, Trendex, or
Nielsen.

Of course, the sponsor realizes this
does not mean one research organiza-
tion is right and one wrong. He knows
the services are using different devices
to measure different things and select-
ing different samplings. Nevertheless,
vou can’t blame the sponsor for being
confused.

And should the sponsor be asked to
through the drab. circuitous,
complex literature put out hy the re-
search services explaining the discrep-
show ratings. you could
hardly blame him for throwing his
hands up in despair and crving: “Fie

wade
ancies in

on all broadeast research!™

The fact is that sponsors are grow-
ing increasingly irritated by the radio/
TV industry’s inability to devise one
acceptable  yardstick  for
measuring a program’s audience. And
they believe now is the time for an

uniformby

industryv-wide showdown.

Faced with the welter of divergent
program ratings, the sponsor is becom-
ing suspicious of them all. He is
tempted either to turn his back on rat-
i]l:_':i 3“!!,‘_‘!'['!1‘{: or to Iol(ll‘l‘ his adver-
tising monev in another medium that
has adopted a more stable gauge of
circulation.

Broadeasting’s research muddle s
Iw no weans new. But the .~'-|mn_«ur.-'
demands Tor reform have reached a
crescendo today because of a series of
developments. Among them are these:

Liem : The recently released report by
the Industry Committee on Audience
Measurement  Evaluation, headed by
Dr. Kenneth H. NARTB re-

search director. which suggests a posi-

Baker.

tive way for penetrating research fog.

Item : The growth of a host of new
TV research organizations. whose con-
flicting techniques and claims added 1o
those of the radio research services,
piles confusion onto confusion for the
already befuddled advertiser.

ltenn: The public knuckle-rapping
administered to the industry for not
heing able to resolve the research dil-
emma in a speech by “Miss Timebuy-
er’ Linnea J. Nelson, universally es-

teemed  veteran  of the J. Walter
Thompson Company.
Item: The internecine squabbling

and accusation-mongering among re-

search service operators  themselves
which has led sponsors 1o distrust the
validity of all their vardsticks,

The gravity of the situation is re-
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flected in the comments of some two
dozen sponsors and ad agency men
queried by spoxsor. Typical was the
complaint of Roy B. Andersen. adver-
tising manager for Francis H. Leggeu
& Company Foods
sponsors the Johnny Olsen Show on
DTN): “The claims made by the rat-
ing services are so different that | just
don’t pay attention to of thent
The only research that interests me is
whether our sales are increasing,”

Or consider the statement of Alfred

twhose Premier

any

Grau, sales director. Liehmann Brew-
New York (sponsor of Rhein-
gobld Beer radio/TV spot) “Hooper,
Nielsen. or what have you

eries,

we haven't
got the time to analyze the differences
in their interpretations. What we want
is one measure of circulation that we
can believe in. If one ratine technique.
simple and not confusing, were ironed
vut, we'd probably use 01"

Donald
manager of the Texas Company (spon
sor of the Slar

Fven Stewart, advertising

Texaco Theatre on

Four basic research techniques and their weaknesses

NBCSTN. which mo=t frequenny pers
the Yo. 1 nod from all ratings sery-
cestoadmits to a distrust of the rating
teclinigques: “When somebody  speaks
to mwe ol a large audience rating. |

h to ask. "Which ratine service do
all the sam-

the research s<ervices

A= of now,
I s laken In

too small to he ac <'l'|r[.‘ih|!‘. Some

mean ?

day, one service will get more sam-
plings and put the others out of husi-
1nes=

tPlease turn to page 39)

TECHNIQUE

L. Meter

Nielsen, Chicago

SERVICE

National radio ratings: na-
tional TV ratings—both pro-
jectable 10 total radio/TV
homes in U.S,

AUDIENCE AND RATINGS
INFORMATION

Share, average, total  oudi-
ence; “Nielsen Rating® (mea-
sures andience for six min-
utes or more of program):
cunmulative, minnte-by-minute,
flow of andience

SAMPLE

Fixed; electironic me-
ters on about 1,500
radio, 330 TV sets
(TY smmple now be-
ing enlarged in pro-
portion 1o growth of
TV); samples select-
ed according 10 so-
cio-ecconomie relation
to rest of U,S,

WEAKNESSES

Lack of s<peed; high
cost;  mensnres whole
family listening, rather
than individy nmem-
bers of family

2. Phone
coincidental

(a) Hooper, New York

() Trendex, New York

Radio audience for 102 cities;

audience for 23 cities;
radio/TVY comparisons for 61
cities

Share of audience;
andience

average

I radio, random; at
least 600 phoue calls
per city during show,
In TV, fixed home
base: ar least 600
phone ealls per cits

National radio audience rai-
ings based on 20 cities in
which TV penetration equal
to TV penetration nationally;

Average audience; share of |
audience: audience composi- |
tion; sponsor identification |

In radio, random,
with at least 1.000
homes in each city
phoned, In TV, home

Does not sample before
8:00 a.m. or afrer 11:00
pan; restricted 1o
phone owners: does not
reach rural listenership;
does not reaeh all lis-
tening within home or
out of home

New York

1ative of all TV areas (63 cit-
ies inclnded in survess)

l‘l‘l-t'l‘(‘ialh: l‘ll'sl‘l‘iplinl‘l nf s-
cio-economic characteristies of
each home

kept for one week
of each month

TV ratings in 20 of largest base, 500 lhomes
4
interconnected cities | phoned
(¢) Conlan, Kunsas Radio and TV audience rat- Share of audience; average Random
City ings in any area npon request audience |
3 D' Total = " ’ Mensurement  restricted
= Iary : - oln .|!ul|mu('|‘:. ul.lt wenee | Tabulation of 9.200 to seven days’ listening
k%) Videodax. Chieago Ou’nulilgln-o uu.d gnalitative composition; qualitative reac- | homes, rotated four per month: presence of
- RO, TV audience ralings represen- tions to programs and com- times a year: diaries | diary claimed 10 affect

listening habits; human
falterings of memory
when recording

(b) American Research Radio ratings for Washing- Random: new sam-
Bureau, Washing- ton, D. C.; TV ratings repre- Towal audience; audience ple group each
ton, D. C. sentative of all TY areas and composition month: diaries kept

for six individual cities one week each month

(¢) Tele-Que, | Random; new <am-
Los Angeles Television audience ratings in Total andience; andience ple group each

Los Angeles composition month; diaries kept

one week each month

4. Rided recall
interview

Pulse, New York

Radio and TV audience rai-
ings in 18 cities coast to
const; radio/TV comparisons
in 13 cities

Total audience; share of au-
dience; andience composition

Modified area; per-
sonal interviews  in
which respondent is
asked 10 recall his
listening  during  a
span of four or five
honrs

Maman  faltering of
memory 3 elaimed ten-
deney of respondent 10
exaggerate listening ae-
cording to how question
i askeds foils 10 reach
histeners in eoral areas
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PHOTO SUPPLIES

SPONSOR: Shechan Studi VGENCY 0 Diredt
CAPSULE CCASE THISTORY “heelan s r!rf.l’:ll'."paff'rf SO e
difficully in supplying i ustonmer

sizes of ecamern film. [/

s with the popular
[ a vear's supply. some

ST500 worth.  Later, | 37 supplies wouldn™t be re-

stricted and turned to radio to sell his wares. One an-
nouncement datly on | Fd and the Folks I."m" tiwo
weeks sold the entire Fotal time cost: 533.90 Lo
move =000 worth of filin

WEHBO, NMizis ROGIRAM: Consin Ed and the Folks

RADIO
RESULTS

MOTION PICTURE

SPONSOR D MUGM-United  Artises
CAPSULE CASE HISTORY :

ing movies is a brief saturalion campaign on many sta-
tions, For “Magnificent Yanhee” KFAC alone was used.

AGENCY : Direet

Usual procedure in promot-

Sixty announcements in 15 days heralded the picture:
the cost 5000,  Although the picture opened the week
hefore Christmas, ordinarily a bad week. the theatre own-
ers were pleased qwith the results. Gross reeeipls were
LO°T better than a normally promoted good movie,

RFAC, Los Angeles PROGRANM: Aunouncements

HOSIERY

SPONSOR: Lexington Mail Order AGENCY @ Shaffer-Brennag-

Marguli<
CAPSULE CASE HISTORY:  Lexington Mail Order Com-
pany wanted to get orders for rayon losiery in the St.
Louis market. They turned to KMOX qnd the House-
wives” Protective League. Their approximate expenditure

was 3330 weekly. and hosiery sales moved upward stead-

ily. After 18 announcements on the HPL. the sponsor
definitely gave credit to radio’s sales pull for bringing in
hosiery orders amounting to S11.274.

KMOX, st. Louis PROGRAM. Housewives' Protectve League

TRACTORS

SPONSOR: Ford Tractor Dealers

CAPSULE CASE HISTORY: A group of ﬁ!‘(’ dealers took
on partial sponsorship of the WIBX Farm & Home Show
Jor 52 weeks. After a brief period of sponsarship, some

AGENCY: Dirent

of the random comments [rom dealers run as follows:
at least one customer a day mentions the show: quile a
few tractors sold through the show: ane dealer paid for

Iis vear's radio contract from increased sales of the first ]

two weeks. Total cost of 37.500 has been returned many
times over to the sponsors.

WIBX, 'tica PROGRAM : Ed Slusarczyk's Farm & Home Show

STATIONERY

SPONSOR: Brain's AGENCY: Direct
CAPSULE CASE HISTORY: This stationery store is lo-
cated out of Omaha’s heavy pedestrian traffic area. Bui,
two weeks hefore a big parade, Brain's decided on a two-
announcement attempt lo increase customership. The
lure: balloons and comic books for children. Commer-
ctals. on @ morning show. succeeded bevond expectations.
By mid-afternoon. the store was so jammed with cus-
tomers clerks could hardly move around. Cost was $29.

KOIL, Omaha PROGRAM: Coflee Club

METAL POLISH

SPPONSOR: Lt Charles Co. \GENCY : J. Frethurg
CAPSULE CASE THSTORY .

a new metal polish, Formula A0, and obtain distribution

The problem: to introduce

at the same time. The sponsor offered o conpon redeem-
whle for a full-size botte on a single participation costing
5. At a cost of anly 8¢ cach. the . €. Chailes Company
reecived 551 responses to theirr commercial on the ABC
Howe Institute.  In addition. the company reports re-
tarler reaction is :‘\_nf‘mr-f_\' fm'uml’n’r.

KGO, Sun Fraucisea

PROGRAM: John Harvey's ABC
Home  Instivute

SPECIALTY FOODS

SPONSOR: Orwant's \GENCY: Direct

CAPSULE CASE HISTORY: “For All Your Wants—Or-
want's!” This slogan. i a AO-announcement-per-maonth
schedule, heralded the types of food available —sea Joods,
party snacks and beverages. To hit as many different au-
dience types as possible, announcements were staggered
as to times and days. For an approximate 3300 monthly
expenditure. Orwant’s reports a business increase of 25
or 310,000 over the same month a year ago.

WD, Grand Rapids PROGRAM: Aunouncements




Best Milwaukee buy—
and here’s why:

High Hoopers’—\'n\\' ith ”I".;i]t'\l !I{Ifil'lililti Inde

pendent in the Natioa between 6:00 and 10:00 P.A.

W § i 4 . .
In Milwaukee consistently No. 3 Morning and Evening
now No. 2 in the alternoon! No. 1 on individual Pro
gram ratings competitive to National Network Shows
Lower Costs—No other station i Milwaukee delivers
audience at a lower cost per 10000 At the 250 thme e

H oy DR _ ]
quency. 39.75 buys a Nighttime minute—S7.30 a davtine
minute.
Top Programming—241 Hours ol Music, News and Sports.
Contnuous popular, famthar music native to Milwaukee

] f S A
iterrupted only by clear, concise 5 min. newscast and
lcading play-by-play Sports broadcasts.
Personnel—I1ighest Pawd Program Stall with exception
one Network Statton. Air Salesmen—not announcers.

o

Full time local news staff.

“Bosed on 1950 May-September Hooperatings and 1950 November-December Index

W E M P 24 Hours qf Music, News and Sports

Headley Reed, before you buy
let them tell you why!

Hugh Boice, Gen’l Mgr.
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The

piclked panel
answers

Mr. Smith

| hike those words
“listener grati-
tude,” They have
a nice sound. es-
pecially 1o the
ears of a sponsor.
It is pleasant to

enviston a listen-

‘ ‘ er sitting back in
his chair and

Mr. Wildman clowing with ap-
preciation after
having tuned in on a talent-packed
radio or T . “What a swell
thing it was for the Jones Companv
to put on a program like that. Must
have cost them plenty. And to think
I get it for free! | just can’t wail 1o
show my appreciation by going out

riln\\ .

and buying their product.”

“Listener gratitwde.” my eye! Talk
to the average radio listener or TV
viewer and just try to find any evi-
dence of appreciation that can  be
translated into terms of sales stimula-
tion.  Oh. sure. he’ll tell vou he en-
joved such and such a program. 1e
may be able even o identify the spon-
sor. But as for having any real sense
ol gratitude Tor the entertainment he
has recetved . .. owell let’s not kid our-
--t‘|\t'.-.

All of which is my way of saying
that 1 don’t think it makes a particle

of difference

sponsored by a single produet or by a

whether a program is
gronp of ||J'n|]ll! ts as to the extent to
which sales may he affected by the loss
of listener gratitude,

b the final analysis, the whole sys-

36
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Is loss of listener gratitude in multiple-type spon-
sorships like NBC’s Tandem a serious drawback?

Donald B. Smith

tem of radio programing resolves it-
self into mualtiple-tvpe  sponsorship,
What difference does it make if a spon-
sor has a 15-minute period all to him-
self and is then followed by two or
three other sponsors each with his own
15-minute program or il they're all
combined in a single show which is
divided into a series of 15-minute seg-
ments?

Don’t count much on listener
gratitude to stimulate sales. No mat-
ter how vou slice it, it's the eommercial
that must do the job. Obviously. the
better the program and the higher its
listenership, the more chance the com-
And
that goes whether it rides solo or tan-
dem,

lovey

mercial has of getting across,

Nart C. WiLpamay

Vice President

The Joseph Katz Company
New York

Yes, for the basie
reason that listen-
er “gratitude” is
more than thank-
fulness: it actual-
v amounts  to
listener  rentem-
brance. which in-
cidentally is more

likely  to  ring
Mr. Barnes the cash regis-

ter. Multiple-ty pe
sponsership necessarily minimizes the
opportunity for product identification
with a radio program. so there is a
consequent loss of andience impact,

I do not question the value of par-
ticipation-spot radio advertising when
Lought as such. T take the stand that
NBC’s Tandem or any similar national
network operation caunot be consid-

Advertising manager

Lewyt Corp., Brooklyn, N. Y.

ered as effective as full program spon-
Multiple  sponsorship  puts
cach advertiser in the position of com-
peting with every other—to the detri-
ment of all.

The
heen conditioned 1o accept conmereial-
ism of top programs. Surveys have
proven the extent to which [Jrnduvls
are identified with programs, part of
which is due to a sense of appreciation
for having been entertained atl the ad-
verliser's expense. I feel that the tan-
dem plan. of necessity. defeats this very
purpose. and that the factor of audi-
appreciation pretty  well
mixed up i the resulting confusion.

When an advertiser
program he not only has the stage all
to himself. commercial-wise. but he in-
stills in the listener’s mind the very

=i :r:‘hi]:.

Amevican radio audience has

ence gets

]lrl‘sn'lll:i" a

fact that he. or his particular produet.
is responsible for making this enter-
tainment possible and so induces loyal-
tv. which is reflected in sales. He en-
genders listener “gratitude’™ and confi-
(l[‘ll("(‘. Il]l'rl‘l)}' ]’il\'in{_’ thl_' “'ii.}' {l'!r
more rt:m]_\ acceplance of his advertis-
g messages,

On the other hand. participation in
multiple-type  sponsorship brings the
peril of being “lost in the shuffle” A
minute  announcement.
which also extols

Iulu']l-;mt]-gu
within a program
others advertisers” wares, hardly gives
a sponsor justification for use of tan-
dem advertising.

From a cost standpoint. too. there is
cause for doubt as to how much value
is received. While the participation in
a multiple-type sponsorship vehicle un-
questionably requires fewer dollars, by
the same token there is a definite di-
minution of “sell,” which can be at-
tributed 1o a lack in the *
factor. It becomes a matter of deter-

SPONSOR
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mining whether an advertiser migl
better expend his budget in spot buy-
ing on the local level in selected mar-
kets, rather than striving for a mass
audience in a program whose sponsor-
=hip is shared with others,

To sum up, there is littde likelihood
that an advertiser may expect listener
loyalty or gratitude to spring from ran-
dom participation announcements with-
in a tandem program any more than
he would expect appreciation and fan
mail from a “spot”™ campaign,

Norvan R, BArNEs
Owner

Barnes Chase Co.
San Diego, Cal.

Yes. bul not so
mu ¢ h gratitude
as identification,
Unquestionably =
creal value 15
lost by an adver-
tiser who partic-
ipates with others

in presenling an

ertertainment ve-

Mr. Martin

hicle. \l.'m} slars
hecome l'tJ]IlIII!'lI‘-
Iy identified in the public mind with
a ||rmtt1|'l they advertised for many
years. So much =o. that a change of
sponsor has not severed this identifi-
cation to the advantage of the original
Sponsor.

It is doubtful if this sort of strong
association can be achieved with mul-
tiple  sponsorship.  However. any
compensatory values are achieved. The
ability to do the primary advertizing
job of reaching the greatest potential
market. with the most impact. at the
most favorable cost. is a definite ad-
vantage of group sponsorship.

To my mind, this more than offsets
the loss of audience gratitude. In fact.
one :*('hlilll ]1t'|i|'\ es a certam amount of
irritation is generated by multiple com-
mercials and sponsors. and thus a
greater impression incremenl is gener-
ated 1o the .-pnn‘-nr.-' advantage.

The value of this negative factor
may be stretching the “making a virtue
of your shortcomings™ philosophy, hut
by the same token 1 believe “audience
gratitude” is more in the advertiser's
mind than in the mind of the audience.

Joer L, Martin

Assistant to the President
Emil Mogul Company, Ine.
.\'t'!t‘ }'uh"{
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How many can

What 50,000-Watt Chicag
located in the very center
1000 Kc.?

What Chicago station had the greates! gains
in Pulse Ratings in 1950 as compared to 19497

What Chicago station offers spots that reach
tuned-in homes for as little as 48 cents per
1,000?

What Chicago station has 30° greater listen:
ership now than two years ago- TV or no TV?

What Chicago station has such effective, di-
versified programming that it ranks at the top
in Classical Music as well as in Sports?

What Chicago station has shown a spectacu-
lar percentage increase in national adver

tising volume during the past year?

For the coff€
with any Bolli

H % i
cesentative, @

(4} Qn\'ﬂ".‘l':,
ng Compony rep-
with Radio Sto-
fian WCFL, 666 Lake
Drive, Chicog® 11,

- you answer?

T
;fz

(,h(_’(lik

Shore

\linais.

A\
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%= THE LINE OF
BRILLIANCE - THIS
TIME BUYER ALWAYS
PICKS "y

as THE STATION IN RICH-
MOND, VIRGINIA. It doesn't take
Palmistey to know that the Rich
Richmond trading area is an out-
standing market in the Progressive
South, and you'll get a Bigger Share
of it with WRNL. WRNL gives you
complete coverage . . . has been on
910 KC at 5000 watts for over 10
years, and the important Buying
Audience has the Listening Habit!

Remember . . .
THERE’'S MORE
SELL ...ON

WARNL

5000 WATTS 910 KC
Day & Night
NON-DIRECTIONAL

(daytime)
ABC AFFILIATE \

RICHMOND, VIRGINIA

e

EDOWARD PETRY & CO., INC, .
NATIONAL REPRESENTATIVES
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This SPONSOR department features capsuled reports o
broadcast advertising significance culled from all seg-
ments of the industry. Coniributions are welcomed.

Saunson buys TV Jashion parade for secoud time

\nrerica’s women regard Filth Ave-
nue as a fashion Mecea, the Easter Pa-
rade as tops in the display of feminine
finery. The Sanson Hosiery Mills of
New York has combined these svmbaols
of elegance- Filth  Avenue and the
Faster "arade—into a video sales ve-

Ilil."t' !I'li'l.l.' ll||]l'| WO = woar manu-

facturers can examine profitably.

Faye Emerson lends charm to TV Easter Parade

For the second successive vear, tele-
viewers i some 47 eities will see San-
son Presents the Fijth Avenue Easter
Parade. Narrators for the show will
be Faye Emerson and her hushand.
Skiteh Henderson. From 12 noon to

1:00 pan. on 25 Mareh the Easter sty le
spectacle will reach women in every
walk of life. And behind the glamor is
Sanson’s commercial message. smooth-
Iy integrated and coordinated with the
siles messages of stores all over the
country which will be cut in locally.

Stores participating include Jordan
Marsh. Boston: J. I’. Allen. Atlanta:
Lord & Tavlor. New York among
others.

Since mid-January . these department
stores amd specialty shops in the cities
scheduled 1o run the NBC-TV telecast
have featured in-store |ll'urllnliu!l:-,
Merchandising and  point-of-sale  dis-
plays spotlight the Sanson hosiery line
consisting of Picturesque, Sansonette.
;I.llll W I"_\'-: u[ ”n“\ l\nllll Ill'q'il'lil.‘"-.

Program-wise. the show will fea-
ture fashion descriptions of Faster Pa-
raders and special interviews with ce-
lebrities.  Aside from celebrity chats,
the program. costing approximately
£35.000 for time and talent, will have
four 58-sccond film commercials con-
ceived by Tom Lee. Bergdorf Good-
man display director. These commer-
cials, introduced by Faye and Skitch,
will picture high fashion models dis-
playing Sanson’s latest hosiery styles to
millions of potential customers, * * *

Traunsit Radio ups B & W brand in St. Louis test

The Brown & Williamson Company
wanted to push sales of Vicerov Ciga-
rettes in the St Lowis market on a com-
paratively low-cost test basis.  They
chose Transit Radio. with their district
manager carefully checking results.

For an expenditure of $3.922. they
ran a 16-week campaign of three an-
nouncements daily, Monday through
Friday. with commercials schieduled on
a rotaling basis 1o cover every quar-
ter-hour from Ta.m. to 6:30 pan, This
is how the daily commuting St Lows

workers reacted to Transit Radio sales
messages:

\ vear-and-a-hall ago. the district
manager was shipping 035 eases a week
to distributors. Today. his volume is
200 cases a week., The company also
reports substantial  increases from
month to month and at present are
3657 ahead of this tme last year,

Three St Louis distributors were al-
<0 “sold™ on the campaign. They re-
quested the opportunity to distribute
Viceroys, Unsolicited testimony to the

campaign’s effectiveness, L
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Double succeess marks WSRK-FM March of Dimes piteh

WSRK-FM in Shelbyville, Indiana.
recently finished its March of Dimes
campaign. For WSRK-FM. it was a
test of audience loyalty and pulling
power. And the station people pur-
posely stacked the cards against them-
m‘l\l'.\.

The date was 31 January. Town
residents had submitted vegular dona-
tions: had jll.\l ||;Iill their l‘il_\ Laxes
and purchased car license plates. Tu

Parkview Markets add
coupons (o WLW-T Jor sales

Offering coupons for redemption is
usnally a good merchandising idea.
Parkview Markets, Inc., a group of
some 200 independent grocers in the
Cincinnati area. know this but they've
Their

plan: coupon redemption tied in with

improved upon the scheme.

Indian is one of many prizes on "Hollar Dollar™

video programing.

The show, Hollar Dollar. is telecast
over WLW-T from 1 to 1:30 p.m.,
_\Iumla) to Friday, Essentially a pre-
mium coupon redemption plan, the for-
mal is cast in the patlern of an auction
with merchandise offered to the highest
bidder. Bidding is done with “Hollar
Dollar™ certificates issued at all Park-
view Markets as a bonus for purchases,

Premiums offered include household
appliances. toys, jewelry, and grocery
items, but the program thrives on the
unexpected,
pant recently won a blanket — and

One astounded partici-

found a live Indian went along with
it!  Gommercials, short and informal.
arc woven directly into the show’s
format. According to the agency. Keel-
or & Stites, Hollar Dollar is proving

an important factor in the increase of

gross sales for the Parkview group.
* kK
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spite of this and with absolutely uo ad-
vance publicity, WSRK-FM ook 10 1
air,

In 13 hours and 10 minutes, the <ta
tion raised a total of $1.952. Durin
1.|Ii:- i,;-liullr |u'tim{_ l:lu'ii:,:n'- WCIre re
"l'i\t‘ll over the |s|1-|m- al an averam
rate of one call every 90 seconds witl
comments on the campaign being re
ceived from a listener as [ar away as=

Chicago. * ok ok

Briefly . . .

Minmax  Better Food Stores are
-|nlll'-‘-n|'ill_u live hours of Lrans ribed
programing weekly on KXYZ, A
afhiliate in Houston. The move repre-
senls one u[ llll' ]&ll'_f_’!'-| f'll\.- ol llu‘ll
radio time in the city. Shows aired are
Wayne King & His Orchesira; Philo
Vance: the Cisco Kid: Meet the Men-

jous: and Shawtime from Hollywouod.

Canadian Westinghouse begins its
second vear of network programing
with Canadian Westinghouse Presents,
a musical presentation heard coast-to-
coast. Since the company started its
first network radio venture, program
coverage has inereased [rom 42 10 52
slations,

# L -

KTFT in Twin Falls, [daho. believes
in promoting radio and goodwill i
multaneously. To achieve this, the sta-
tion arranged for distribution of 35
portable bedside radios for use in sev-
eral area hospitals. Tdea originator is
KTFI's manager, Florence Gardner.

* - -

KRMBC and KFRM, Kansas City,
Mo, recently celebrated its 23rd anni-
versary as an alhliate of CBS by mov-
ing its oflces
from the Pick-
wick Hatel 10
new  quarlers in
what was [ormer-
Iy the Araral
Shrine  Temple,
The stations are
on the air from
the new building
but coustruction
is not complete,
Studios will  be
apen to the |III||-
Wi this Spring.,

New station location

That's po;:king ‘em in!

Only 46 spots of a saturation
schedule “requested mail”—
and pulled 17,043 responses!
Results certified by a CPA.

Here's your chance to buy
hitch-hikers on the “hottest spots
in Denver — on Denver's

top mail pull station!

for avoilabilities wire, phone or write
Rodio Representalives, Inc.
New York, Chicage,
Los Angeles,

of
John Buchonan
Pork Lone Hotel

Son Froncisco Denver
D
S '4"';‘
o> K o
17
1000 WATTS - ¢
N

DENVER'S

only independent! |
Non-directional station
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TV DATA
Continued Wi

ke thet lmint= aboul
sl | i ST tandardized:
L i Tacl i=h™: 1947
ol ol file On the matter
| il call it too
il mal Sy 1l 18 Fivis
il o thined 157 sav “no
} With s i 1o rate cards,
el o lack ol standardization :

v insufheient faciual data.

for swles-minded TV advertisers

“SHARP
COMMENTS"”
by
Fern Sharp -
12-12:30 p. m.
Mon. thru Fri.

Limited though it may be. the Petry
survey suggzests strongly enough that
the admen are not happy with their
marketing. program. and rate-card da-
ta. sroNsoi's survey herewith outlines
additional informational needs of time-

buvers- and deseribes how some sta-

tions and their representatives  have

gone about getting the facis for the

timebuy ers.

1. Market Data: Practically every
one of the 20-0dd timebuvers ques-
tioned by sroxsonr --uu_:jll more ¢onl-

prehensive  markeling

A

. e ——

Popular WBNS-TV Participation Program

The word of Miss Sharp works wonders for her
sponsors. As a leader in presenting fashion,
food and homemaking news to central Ohio, she
has held the consumer’s confidence for over

12 years.

Her informal **Sharp Comments'' bring tele-
viewers an interesting half-hour variety of news,
views and interviews in the women's world—and
offer TV advertisers an excellent opportunity to
chat about their products. Local as well as na-
tional advertisers are securing good results from
Miss Sharp’s popular television program.

Write for program details and success stories
on ""Sharp Comments'’ in central Ohio’s rich TV
market . . . or ask your Blair TV representative.

WBNS-T

COLUMBUS, OHIO
Channel 10

(BS-TV Network—Affiliated with Columbus Dispatch

and WBNS-AM
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Sales Office: 33 North High Street

information.

Ty pical was the response of Mary Ellis,
Batten, Barton. Durstine & Oshorn.
New York (TV spot buyer for Trans
World Airlines. Readers” Digest, Bon
Ami. De Soto Division of Chrysler
Corporation.  New  York '|'t’lt'|:hunt'
Company ) :

“Any

huving and

information ahout  peoples’
leisure habits aids me
greatly, For example. when U'm told
that  Detroiters are  around-the-clock
listeners and viewers because of the
local thvee-shift auto industry, that in-
terest= me. Or. when the ratings show
Cincinnati people are phenomenal day-
time viewers, I'd like to know why.
The fact is, 1 find mysell favoring the
station rep who can give me the mosi
specifie TV information.”

\ similar comment came from Wil
ham R. Seth. of Needham & Groh-
mann. Inc, (TV spot buver for Ameri-
can Steel Wool “.llllllh’ill_\ Jiz

“Marketing data is very important
to me, especially when it coneerns the
people in a three-station city. Yet |
oet practically none from the station
reps, The trouble is that they try to
s¢ll the medium. rather than the mar-
ket. However. 1've found that stations
WNAC-TV. Boston. WPTZ, Phila-
delphia. and WNDBT. New York. all
do a 'rI(NJl] i(lll in lr)itl;i Lo |\|'t’|l us -
formed.”

A glance at a few dozen station data
sheets shows that many arve not bother-
me to furnish market information. This
imay  be pardonable in some cases.
where the station operalors have been
operating in the red. and. with the cur-
rent spurl of business. have been too
busy to dig up the information. Still,
when this occurred, the Petry TV de-
prartment made it its husiness to gel
the information direct from the local
Chambers of Commerce. As a conse-
quence. the market sheets put out by
Petry for its 12 TV station clhients are
maodels of their kind. I‘l'tl'_\ s report on
the metropolitan market for WEHBAL-
I'V. Baltimore. for instance. supplies
the timebuyer with such important ker-
nels of Tact as this:

“Baltimore. the heart ol the East
Coast’s heavy industrial seelion. is one
of the richest cities in the U. S. . . .
‘ \ metropelis of 1.329.200 people and

170,900 families. it ranks among the
‘ top M) cities of the U. S, ... It ranks
1 eiahith in total retail sales with 81.201.-
| 300,000, In Food sales it is sixth, with
i 230.1.209.000: ninth in drug store sales

SPONSOR




with 233.054L000: 10th in furnitore.
household and radio sales with 857.-
549,000; and seventh in general mer-
chandise store =ales with $218.501.-
000z ..F

Other station representalives have
kept an eye open for pertinent market
data. too. The Free & Peters” bulletin
distributed  for WTVI. Miami. for
example, wisely includes the number of
filling stations in each surrounding
county and also the number of radio
familics. The Katz Agency’'s markel
data for WFBM-TV, Indianapolis,
breaks down the farm income and the
total income for Marion County. And
WTAR-TV, Norfolk, publishes on its
own a vividly illustrated color map ve-
vealing which county is noted for pea
nuts, which for ham.

2. Program Data: The three chicf
complaims made about program data
was that the literature was too sketeln
in its deseriptive detail. too awkward
in size, and that the program schedules
were often out-of-date. Mario Kircher
of J. Walter Thompson (who buys spot
TV for French’s Instamt Potato and
Florida Citrus Fruit) commented:

“In my own case, I'd like more spe-
cific data on cooking programs on day-
time TV. We want more details on the
format and equipment. Is it a recipe
Ly pe show? If so. does the nstruetor
cook a complete meal? Or does she
interview people and talk about food?
Let’s have the facts.”

Charles Wilds. TV timebuyer for N.
W. Ayer & Son, complained:

“When |1 say Lo the average rep.
“This looks like a good show—what is
it?". he mumbles. ‘1 don’t know.” or
else takes a guess. or maybe hands me
a sparsely detailed bulletin.  If we're
going lo put money into a participa-
tion. we'd like to know who the m.c.
i:-_ \\h:{“:- hi,- Il;u'l\'grlnLllllI. \\llil!‘:- lti:-
]:la[lu|al‘il}. what does he and the pro-
gram look like? In radio. you could
get an impression of a commercial or
a program from a transcription, Since
that’s not often possible in TV, at least
we should get some sort of visual im-
pression.”

In this field, again. Petry. a< a result
of its own survey. seems to have de-
vised the most improvements.  To
achieve standardization. the ageney has
issued program deseriptions for all 12
of its stations in uniform sheets of
814" by 11"—suitable to fit the files of
any timebuyer. (NBC Spot Sales. CBS
Radio Sales, and Avery-Knodel have

12 MARCH 1951
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Another WFBR home-grown show is bursting into
bloom! ‘“Melody Ballroom,” featuring the young,
amazingly glib and quietly mad disc jockey, Bob
Landers—is well on its way in the tradition of WFBR
built sensations like "Club 1300, "Morning in
Maryland,” “It's Fun to Cook,” "Nelson Baker

Show'" and others.

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

music for housewives and teenagers

This show 1s ripe for plucking by sponsors who are

looking for a profitable participation show.

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

he'll tell you all aboul availabilities.

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

MELODY BALLROOM
4:00 to 6:00 P.M., Monday through
Friday has just about TRIPLED
its October ARB Rating in the
December-January ARB Report.
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also !‘l"il leaders ne this l.-.jl]li
ol uniformity

3. Rate Cards: cricies in
rate card data o ul too rap-
id chanzes in s Were |H.‘|jfr]’
complamts ma mners. John
Marsich,  timel the Kudner

\eeney., Sew ) s 1t would be
v areal hiely J 1o cards were uni-
[, | I..I-- the rate cards
would speeify  the amount of  the
weney commis=ion allowed on net time
harees. and the precise time and tal-
ent cosl. You often get a mixed set of
heures, loa. | owish the rates were
chaneed at only estahlished time pe-
viods - sav. after six months. In ra-
1“{1_ rales renain —[.l!l”i.’l'il fnl' a vear.
even  Lw o Lthree years I'V  rates
have changed as olten as three times

a vear. Il they ¢an’t have their rate
r||-.|- ases al unilorm intervals, it would
e beneficial 1o us il they could
at least advise us il they are contem-
plating an increase to he effective say
in two or three months. or whenever
they eapect i.”

Frue. sroxsor’s survey found. the
industry’s  standardization  committee
has done much to stabilize a uniform

rate card. But as the committee head
Eugene 5. Thomas himsell admits. the
recommended -l;t!li';ll'lll/-'ll rale cards
have been largely accepted by TV sta-
tions in big cities. and spurned by
those in the hinterlands. Those who
have aceepted it usualhy furnish 20 sjg.
nificant points of information. like the
¢ hannel, power, antenna height. studio
equipment whose use is included in
the basie rates. and conditions of pay-
menl. Those who haven't aceepted it
are extremely spotty in their informa-
tion. “At least.” says Thomas, “we
have begun to narrow down the jungle
;.'l'rmtl!."

4. Coverage Maps:

nups were eriticized mostly hecause of

Coverage

the variance in determining the sta-
tions power penetration and set own-
ership in the arca. As George Kern.
chief timebuver at Benton & Bowles,
iminhﬂ out. “We'd rather know the
number of homes that listen to a sta-
tion. rather than the number of sels
sold in the area. What's needed is a
true circulation count, like that pro-
vided by Broadeast Measurement Bu-
reau.

John Marsich, timebuver at Kud-

HOOPER

Mon, thru Fri.
8:00 A.M.—12:00 Noon

12:00 Noon—6:00 P.M,
Sunday Noon—6:00 P.M.
6:00 P.M.—10:30 P.M.

"Sign off at sunset.
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December 1950 - January 1951
KVDO 8" “C" "D Mgy 4FY

25.8 225 206 165 92 4.2
440 200 99 113" 55 92
27.3 191 130 21.1° 89 133
40.6

Merning, afternoon and night, KYOO continues to lead the parade Hooper-wise and
every other way in Tulsa, the heart of Oklahoma's Neo. | market. More than 25 years
of great broadcasting history, plus topflight programming today make KYOO "listeners
choicel” Being "listeners choice” makes it “advertiser’s choice™ too!

For weailabilities call, wire or write KVOO or your nearest
Edward Petry & Company office.

Oklahoma's Greatest Station
50,000 WATTS

1170 KC

in TULSA

329 136 3 42 59

NBC AFFILIATE

‘I

ner. admitted he was often puzzled by
the conflict in the methods used by en-
gineers lo gauge a slalion’s microvolt
contours. “Sel circulation is based on
sales—each sel sold adds another TV
family. This is not necessarily the case
al present since the sets sold today
could be either a rt'plac ement of an u|;‘
solete model or become an additional
<cl in the home.”

\ timebuver at Sullivan. Stauffer.
Colwell & Bayles also questioned the
validity of measurements used to draw
up coverage maps. “In Los Angeles,”
hie maintained. “the station penetration
is actually larger than it's claimed,
There. the transmitters are high up on
M, Wilson and the terrain is almost
absolutely flat: so the stations shounld
credit themselves with penetrating to a
100-mile radius. On the other hand.
New Haven. Conn.. which claims a 40
to 50-mile radius, is exaggerated. Sel
owners in nearby Bridgeport have
their sets so arranged that they are
tuned in all the time to New York City
stations.” ;

Hugh Beville. director of plans and
research for NBC (which publishes
vegular reports on station set counts)
concedes “there may well be individual
distortions.” But adds, “We went into
this business of reporling coverage on-
Iy because nobody else would do i, If
some national organization wants the
job of compiling the figures, they're
welcome Lo 1"

\s of now. NBC gathers its figures
from various sources: sometimes [ron
TV wholesalers and retailers, some-
times from the station itsell. Ocea-
sionally, the job is done by a univer-
sity group near a station. as in Cleve-
land. Perhaps an electric appliance as-
sociation dees it. as in Philadelphia.
Chicago. Los Angeles and St. Louis.
Or, as in Washington, a joint station
commiltee does the job in conjunction
with the electric power company. In
any case. wherever the figures come
from, they are best rezarded conserva-
tively.

5. Success Story Bulletins:
Windy verbiage and inflated claims in
suceess story hulleting were scored by
the timebuvers. Edward Whitlev. time-
buver at Badger, Browning & Hersey
\eeney, commented :

“I’s ouly natural for us to distrust a
station that puffs up the drawing pow-
er of its programs. Making accurate
jndgments is especially diflicult in a
city like Los Angeles, where the sta-
tions use four different survevs on their

SPONSOR




as dawn breaks, selling begins...and
the dav's first sales messages are heard by
most Americans on radio. The salesmen
are popular local entertainers, men who
sell more products tor more advertisers
than any other salesmen in the world.
Their clients are among the nation’s
foremost advertisers, who recognize radio’s
unique ability to sell in the

impressionable early hours of the day.

 selling day

your

begins

NEW YORK

CHICAGO CLEVELAND SAN FRANCISCO

NBC Spot Sales mti e

For example:

Procter & Gamble Co.

Colgate-Palmolive-
I’eet Co.

Kellogg Co.

Lever Brothers Co.

General Eleetrie Co.

Sterling Drug, Inc.

Standard Brands, Ine.

Bristol-Myers Co.

Brown and Williamson
Tobacco Corp.

The Great Atlantic &
Pacific Tea Co.

B.C. Remedy Co.

Eastern Air Lines, Inc.

Curtis Publishing Co.

Pepsi-Cola Co.

Whitehall Pharmacal Co.

Continental Baking Co.
Florida Citrus Comm.
Musterole Co.

Consolidated
Products Co.

Grove Laboratories, Inc,

The Best Foods, Inec.
R..J. Reynolds Tobacco Co.
PPhilip Morris & Co,, Ltd.

Metropolitan Life
Insurance Co.

Philco Corp.

Vick Chemical Co.

Hill Brothers Coffee, Inc.

Pharmaco, Ine,

The Cudahy Packing Co.

International Salt Co., Inc.

Potter Drug & Chemical
Corp.

Bon Ami Co.

Centaur Co.

Carter Products, Inec.

Cowles Magazines, Inc.

Stanback Co., Ltd.

Chap Stick Co.

Kasco Mills, Inc.

Murine Co.

Norge Div.-Borg-
Warner Corp.

Rootes Motors, Ine.

The advertisers listed above are using

early morning spot radio on one or more

of the nation’s major stations represented
by NBC SPOT SALES. You, too, may
capitalize upon the sales impact of morning

radio advertising. Just call in an NBC

Spot Salesman. He will convince you that

your selling day should begin at dawn.

Pt et A S e e

WABC
WMAQ

WGY

HOLLYWOOD

KOA
RNBC

New York
Chicago
Cleveland
Washington

Schenectady-
Albany-Troy

Denver
San Francisco
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DISTRIBUTORS' REPORT:

Radio-Set Sales

Soar in Buffalo

We wanted the latest reports on sales of radio receivers
in the Buffalo area so we went to the men who know
—the distributors. Television sales are booming in
Buffalo but radio sets are Quiselling TV Receivers
Two or Three to One. Here’s the report as of
December 28, 1950 . . . . .

* DISTRIBUTOR A: Radio receiver sales are twice
as large as TV sales in units. Distributor selling table
model combinations in large volume.

* DISTRIBUTOR B: Does not sell radio receivers
separately. but in combination with phonographs and
tvlc\-'ision receivers,

® DISTRIBUTOR C: Radio receiver sales are ap-
proximately twice as large as TV sales in units, Table
model sales very good.

* DISTRIBUTOR D: Radio receiver sales exceed

214

TV sales by approximately 23 to 1,

* DISTRIBUTOR E: Radio receiver sales exceed
TV sales by approximately 3 to 1.

* DISTRIBUTOR F: Distributor reports radio re-
ceiver sales exceed TV sales in ratio of 2 to 1. About
2070 of all television receivers sold are radio combi-
nations.

® DISTRIBUTOR G: Recently appointed distributor
stated TV and home radio receiver sales were about
50-50 in units. Total sales volume, including auto and
portable models, brings unit volume of radio receiver
sales above TV

* DISTRIBUTOR H: Factory is allocating few radio
receivers to TV markets, however about 2597 of all
television receivers sold are radio combinations.

®* DISTRIBUTOR I: Distributor reports that TV
sales compared with radio is about 55-45 in favor of
TV. One-half TV receivers sold were radio and

phonograph combinations.

® DISTRIBUTOR J: Radio receiver sales exceed
TV sales by approximately 3 to 1.

* DISTRIBUTOR K: Distributor did not have radio
receivers until summer, Sales since then have been
slightly higher in radie receivers than television.

®* DISTRIBUTOR L: Distributor reported radio re-
ceiver sales exceed TV sales by approximately 2% to 1.

® DISTRIBUTOR M: Very excellent movement of
table models and portable receivers. Volume was so
heavy during December, stock of distributor was
exhausted.

BASIC BUFFALO
NBC 2; N.Y.

WBEN Programming Keeps Pace With Set Sales;
Ask Your Petry Maua for the WBEN Story

audience figures. Which one is a time-
buyer to choose?”

And the timebuyer for an ageney
handling food accounts said: “When-
ever | see a success story bulletin con-
taining all adjectives and few facts. |
automatically reject participation in
that program.”

Of all the success story bulletins that
sronsoR examined. some ol the best
seem to have been published by the
Katz Agzeney. The success story reports
of Blair-TV. Harrington. Righter &
Parsons. and Averyv-Knodel are also
concisely detailed.

6. Contract Forms: Most time-
buyers complained that TV stations
were using standard radio contract
forms. with but a few exceplions. Ae-
tually.  committee head Eugene S.
Thomas explains, this is quite inade-
quate. “While the radio contract was
primarily concerned with the length of
sponsorship. the T\ adman has to be
aware of such things as film rental. re-
hearsal time cost. and other additional
charges.” However. Thomas explains,
his committee is working on the fifth
draft of its standard TV contract form,
and hopes to be able to distribute it to

=lalions =ool.

7. Station Equipment and Op-
erational Procedure: With a couple
of exceptions. the timebuvers queried
by sroxsor agreed that most TV sta-
tious offer suflicient equipment. A time-
buver for Ted Bates & Company said:

" “Except possibly for a few stations in

the deepest part of the sticks. most
have a couple of cameras. projection
sereens and rehearsal hall.”

A timebuyer concerned with opera-
tional procedure was Charles Wilds of
N. W. Aver & Son. “Some stations
have eight-second call letter identifica-
tions.” he said. “Others, like WBKEB-
TV. Chicago. have 10-second identifi-
cations.  That means. in order to fit
our announcements in on a national
TV spot campaign, we need to provide
a wide variety of art work, For our
Plymouth announcements. our art di-
rector. Norm Tate. had to supply nine
hasic layouts to be used on 16 mm.
filni. A more uniform station call let-
ter system would save us money.”

In summary, as a result of its sur-
vey, sPoasor found that TV stations
are making efforts to standardize their
data. Meanwhile the timebuyers are
grateful for whatever steps are being
taken to ecase their burden. As Agnes
Kingsley. timebuver at Victor van der
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iNEW YORK

NE OF A SERIES EEATURING THE MEN WHo MAKE PREE & PETERS TELEVISION serviee

Look up,
7] e —

Four years, Chante School
Two years, M, L T.

Three yenrs, U. 5. N. I,
(e year, Lily Tulip Cup Corp.
Two years, Fiduciary

Publishers, Ine,
Free & Peters, Ine. (New York
Offiee) sinee June, 1040

Ervrorr W, Regn!

(Another F& P TELEVISION Specialist)

Yessir. you've really got to look up to
Elliott Reed — ‘way, 'way up! And
we don't just mean physically. either,
because in addition to his tremendous
height. Elliott has done a pretly tre-
mendous job of becoming one of the
big men in our rapidly-growing team
of TV specialists,

Speaking of teams. we're mighty proud
of all the Colonels in our organization.
With TV business doubling and re-
doubling — with new men coming in

CHICAGO
12 MARCH 1951

ATLANTA

almost every month to help us keep
ahead of the TV game -
still tick like clock-work, which is quite

-our offices

a tribute 1o the team as a whole, With
men like this. we've got what it takes to
help you get the most out of television,

in every market we serve.

We have seven offices to serve you. We'd
welcome a chance 1o show you how well
we do our jobs-—and help your johs-

here in this pioneer group of radio and

television station representatives,

DETROIT FT. WORTH

HOLLYWOOD

/ EXCLUSIVE NATIONAL
TELEVISION I
REPRESENTATIVES

DAVENPORT woc-Tv+
[Central Broadzasting Co—
WHO.-WOC)

FORT WORTH-DALLAS WEAP-TY*
(STAR-TELEGRAM)

LOUISYILLE WAVE-TV*
(WAVYE, Inc.)

MIAMI wTVvJ
(Womeico Theatres)
MINNEAPOLIS-ST.PAUL WTCN-TV
(DISPATCH-PIONEER PRESS)

NEW YORK WPIX
[THE NEWS)

==

ST. Loul KSD-TV*

s
(POST-DISFATCH)

SAN FRANCISCO KRON-TV#*
(THE CHRONICLE)

‘ #Primary NBC Alllliates

REE & PETERS, INC.

Pioneer Radio and Television Station Representatives Since 1932

SAN FRANCISCO
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MUELLER’S DOUBLED SALES

(Continued from puge 25)

the industry are expected to jump from
the 945,000,000 pounds sold last vean
to - L100.000.000 pounds Tor 1951,
Mucller’s is increasing its advertising
budget about 207, 1o get ils share of
this il!tll‘.‘hin:: volunie,

The company’s present advertising
If-t'hui‘]nv caps a lil‘\'l'll'iﬂll"[t' that be-
aan in 1910 when it was one ol the
first to package and sell macaroni prod-
ucts under a brand name. Until then
these items were largely sold in bulk.
Eleven vears later. the Jersey City firm
pioneered in advertising these products
\\|1r1| il l:-t'li car r:ll'lis. ili”]!()(lrtl.‘.
HEWSpapers, and e-almll:-nlt‘.ll t'mjkill;_‘
schools, In the late thirties, the com-
pany was in and out of network radio
with daytime programs such as the
Worning Market Basket heard on ABC.
Mondays. Wednesdays and  Fridays,

10-10:15 a.m.. and Bill and Ginger on
CBs. Mondays. Wednesdays and Fri-
days, 10:15-10:30 a.m. But split net-
works were not effective. Eugene Hul-
sizer. Mueller’'s account executive al
Duane Jones. savs, A number of sta-
tions liad to be included in whose cov-
erage our client was not interested.”
The arcas covered in the spot tech-
nique adopted about nine years ago
are now primarily those where the
company is strong. although some cit-
ies get radio promotion to build up
sales, “We like the flexibility we have
now.” points out C. Frederick Mueller.
the vouthful 43-vear-old executive vice
president of the firm.

In selecting a program format for
its daytime shows, the sponsor recog-
nized that a soap opera is the easiest
way to gel to the housewife, Since such
ambitious programing is out when you
are using spol radio. news shows were
selected as the next most effective pro-
cram approach. The macaroni firm is
flexible in choosing newscasters since
personalitics of the most popular news
broadecaster in each community vary
widely. Onee Mueller's sels its eve on
a program. they move in quickly—even
il it means unplanned expense. For

Renewing year after year, Swift
promotes the sale of its fine ice
cream through KJR’s efficient
coverage of Western Washington.

REPRESENTED NATIONALLY BY AVERY-KNODEL,
New York + Chicogo * Los Angeles « Sun Froncisco = Atlanta

BIATTLE B008 WATTE AT ¥80 k.

~THE VA4LUE-FULL STATION

S Marslaly Field Uiation /
ABC AFFILIATE

INC.
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several years, this sponsor waitted [or
an opening on the Prescott Robinson
morning news show on WOR, New
York. When the availability was of-
fered. they snapped it up. though it
meant carrving both  the Robinson
show and another program they could
not drop immediately. Sponsoring hoth
programs until the cvele ran out on
the old show meant an extra cost of
820.000, If that was necessary in order
to lateh on to the best program buy,
Mueller’s was willing.

The heightened interest in news
shows (sroxsor. 29 January 1951)
puts Mueller’s in a particularly strong
position on radio. In addition to
WOR, it has news programs on WFBR,
Baltimore; WHAM. Rochester: WBZ-
A, Boston; WTAG, Worcester; WGR,
Buffalo; WDRC, Hartford: KDKA,
Pittsburgh: WFBL. Syracuse: WGY,
Schenectady: WWJ. Detroit: WVN]J,
Newark: WCAU. Philadelphia: and
WCKY. Cincinnati. There are also
disk jockey programs on WGBI, Scran-
ton. and WPRO. Providence. Mueller's
departed from its new pattern here
when it found two particularly strong-
pulling music shows.

The technique of using programs
three to six times a week fits in with
the basie Duane Jones radio strategy of
trying for frequency at the lowest cost
per thousand. Jones. who now super-
vises his agency from the chairman of
the board level. believes that a good
daytime effort is one which costs be-
tween $1.50-82.50 per thousand listen-
ers, The chairman of the board (make
that “bored.” he says) has plenty of
time to pondcr and reflect these dﬂy.-é

as he sits back and puffs leisurely on

thin Havana cigars. The philosophy
his agency generally follows. he ex-
plains. is hased on these principles:

1. Start with a good product. “You
can’t make an empty bag stand up.”

2. Gel a convincing sales story.

3. Scek low-cost responsive circula-
tion.

4. Make efforts frequent,

5. Use premiums and forcing meth-
ods 1o acquire new customers.

Mueller’s promotion checks  right
down the list until the last point, which
i= the most distinetive feature of the
Duane Jones operation. (Classic prem-
ium success in this shop was building
Bab-O from 400.000 cases a year to
5.100.000.) The macaroni firm. oddly
enough, felt that stimulants as strong
as premiums would hoost demand too
ltigl. With its facilities already strained
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package’

WILS-FM
BECKLEY

560 KC—CBS

1000 W DAY » 500 W NIGHT

WKNA-FM
CHARLESTON
950 KC—ABC

3000 W DAY = 1000 W NIGHT
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1,000.watis, clear channel

Dixie’s most progressive
independent radio voice. . . .

You don't miss the

BIG, buying audience

when you buy WPAL,
Specialized programming,
beamed to the Negro Market—
and the Rural Area—

a Great, Big Audience

Segment untouched by

other stations!

A look at our mail

pull proves it!

contact: Jobn E. Pearson Co,,

or Dora Dodson Agency

il

Charleston, South Carolina

to supply existing demand, it 1s gen-
erally wary of using forcing methods
continuously. Last [all. one of the few
times premiums were tried, the Jersey
City company had an excellent re-
sponse to a sel-lquidating knife offer.

Television. the most recent develop-
ment in its promotion. will probably
get a good part of the 2097 increase in
this year's budget. Twenty-second films
are being shown in 14 ecities on a fre-
quency averaging 20 per week. This
step into TV started last August with
a series of 16 films, including four
one-minute announcements, “You can
almost  Torget those one-minute an-
nouncemenls now. accoun!l execulive
Hulsizer says. “unless you are on a
participating  show.”  Like everyone
else. this advertiser finds availabilities
hard to get.

The TV production schedule ealls
for 16 filkms over the next few months.
At this point. the ageney and the spon-
sor are nol saying much about resuhts,
The extent of their Tuture plans indi-
cates that the early TV step, which cost
over 8100.000, must have pulled.

Mueller’s was able to capitalize on
the carly wave of TV publicity when it
became the first sponsor lo I:uy time
on WABD. New York on the occasion
of the opening of WABD's John Wan-
namaker studios, 15 April 1946, Bro-
chures announcing the event were sent
out to Mueller’s distributors and re-
tailers.

Mueler’s is not cutting down on ra-
dio despite the large expenditures for
TV. Newspapers will probably be the
medium to suffer. After radio and TV.
Mueller’s allocates about 2577 of its
budget to newspapers. Trade advertis-
ing is carried i about 15 publications.

The radio and TV advertising is con-
tinued right through the year. with a
few exceptions, even though demand
for the firm’s products falls off slightly
during the warm weather months, A
keynote of its warm weather promotion
this year will he hoosting elhow maca-
roni salads as a substitute for potalo
salads,

In publicizing its various products,
Mucller’s follows a weekly rotation
schedule. One week the company’s ad-
vertising  manager. Marie O Rourke.
will push the macaroui products: nexi
week 1t will be spaghetti: the third
“G‘I‘k- l‘i':!.‘_.{ lll]l"“l?.“"

Promotion is a vital tool in meeting
the competition from both the power-
ful regional hrands and a large num-
her of local products. Ahhough there

are brands distributed across the coun-
try such as Stokely-Van Camp’s Ten-
deroni line. Mueller's is not concerned
about their competitive threat. The im-
portant rivalry comes from such East-
ern regional brands as La Rosa (spox-
soR. 1+ March 1949} which sells a
greater number of pounds in a wmore
concentrated Eastern area. The Jersey
City firm is meeting increasingh
stronger competition from the Ialian
producers who find that their older.
foreign-born customers are dying outl.
These competitors are shifting over to
English-speaking media as they go al-
ter a broader markel.

How did a Cerman name become
identified with spaghetti and macaro-
ni? You have to go back to those egg
noodles. By the 1890°s sales on this
German product were so good that the
company was in healthy shape 1o 1ake
on the related Italian items which be-
came their most profitable lines.

Mueller’s is more than holding its
own. operating its plant on three shifts
a day, six to seven days a week. even
though the capacity of the plant is up-
wards of 2,000,000 pounds weekly.
{ Mueller's has one of the largest distri-
butions in the U.S., encompassing the
entire Eastern  seaboard and  west
throughout Michigan.) Fred Mucller
sees that qualily is maintained despite
the production pace. Every morning
he interrupts administrative matters
for a careful taste test of the product
prepared that day.

The history of the growing food firm
took an unusual twist when it became a
foundation for educational and chari-
table purposes in 1947, Friends of the
New York University Law School. who
were looking for a steady source of in-
come for the college. purchased the
cutstanding stock of the company with
a loan obtained from an insurance
company. As a result. Mucller’s be-
came something of a cause celebre in
tax law. Mueller’s contended that the
law for corporate taxes exempted them
since the profits were going to an edu-
cational institution. This ¢laim was
denied by the United States Tax Court
in 1950, The decision was significant
for a number of other schools seeking
a similar source of revenue.

While such financial and legal mat-
lers were llt'in;_.', settled Il}' the courts,
the company has continued to turn out
high quality products and sharpen its
radio promotion. It cannot relax if i
is to keep growing in a highly-com-
petitive industry. * * Kk
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Population of Hush Py

\ebraska DOUBLES in 6

)

|

| By HAROLD SODERLUND

Sales Manager

! Hush Puppy. Nebraska, is not on the map! But. it typihes hundreds of rural towns that are on
the map in the Midwest Empive covered by KFAB.
Surrounding cach rural town in the KFAB area, are hundreds ol farms. Responsible, educated,

, well-to-do famihies hive on those farms. Like the rural town people and city people, they listen

‘ to KFAB. But. unlike the city people, they do most of their shopping on Saturday afternoons.
They speed 1o their favorite “Hush Puppy” and shop, visit, shop and visit. In towns of 1,000
population, the enthusiastic shoppers that pour into them, often number more than a thou-
sand, and quickly, for a few hours, DOUBLE the population.
These farm lamilies have money. They spend it for farm cquipment, for food, for electrical
apphiances, cars and hundreds ol daily essentials. "'hey buy the things that make their work
easier and their lives more enjoyable.

b You can send your advertising messages daily to many thousands of people who DOUBLE the

population of hundreds of “Hush Puppies™ in the Midwest Empire. by using the 50,000 watt
| voice of KFAB. An announcement schedule 1s now available that will make 1t possible for
) you to reach ALL of the KFAB listeners. Let us know by phone or wire that you are inter-

ested and we'll quickly reply

252000 warrs OMAHA BASIE Cos

—

=)

Represented by FREE & PETERS Inc. General Manager: HARRY BURKE
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cliums. better wake up

fast. i vou haven't already. to the fact

that the present attack ol “education”
upon TV is not just a loud noise of
kids playing Indian. Never before were
the schaols and colleges so intelligent-
Iy led. so determined, and so well pro-
vided with pocket money. The latter.
sayeth rumor. cometh from some of the
hig Foundations. On every side “edu-
cation” is lighting propaganda bon.
fires. Articles in the New York Times.
the New Republic. Consumer Revorts,
umpteen academic periodicals. two de-
bates in two months on Town Meeting
of the Air. all testify to the skill with
which the issue of educational channel

WV OR7/ RCAROLINA
W SJ S azvzzs

With Over )

A 15-COUNTY MARKET

&

$104,434,000* Farm Income /

“Sales Management 1950 Survey of Buying Power

AM-FM

NBC Affiliate
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WINSTON-SALEM

Represented by:
HEADLEY-REED CoO.

“reservation” is being carried to the
public.
* ok %

Dr. L. Keith Tyler. director of the
hardy perennial Institute for Education
by Radio at Ohio State. is planning to
converl this spring’s meeting in Colum-
bus into one gigantic sounding board
for the “reservation”™ debate. The net-
works have been giving Ohio State the
go-by for four yvears now. Bul it may
be an expensive public relations abdi-
cation to surrender the field without

a battle this spring. bt B

HAZEL BISHOP

(Continued from page 31)

(NBC), Cavaleade of Bands (Du
Mont ). Cavaleade of Stars (Du Mont).

3. Catchy copy theme—"1t stays on
you, not on him,”

4. A sexy. eve-stopping “kiss pic-
ture” of two altractive individuals.
Used in newspaper ads. on point-of-
sale posters, later on TV film an-
nouncements.,

5. A powerful publicity campaign
aimed al women's magazine beauty ed-
itors, newspaper cosmelic columnists,
radio personalities with a woman's au-
dience,

6. Distribution through drug chains,
independent Woolworth.
other mass-market outlets.

Except for the publicity campaign.
standard in cosmetic promotions. the
Spector method is unique for this type
of product. Radio and television have

druggists.

Leen shunned. so far, by competitors,
Appeal has always been based on color
—especially in the case of Revlon,
which has no less than 35 shades. (Ha-
zel Bishop markets only six colors at
Distribution for the dollar
lipsticks has been channeled through
better-class l]ru;_' stores, lw;ml}' salons.

prescnt. )

and department stores: but Spector
pushed them through mass-market out-
lets previously used onkv by cheaper.
35 cent. brands. Hazel Bishop was the
first 21.00 lipstick to break into Wool-
wortl. for example. a chain which mar-
ket= 1077 of all cosmeties sold in the
country.

The Hazel Bishop spot radio cam-
paign. coupled with newspapers, crept
,‘lt’mm}' over the nation, month |!_\'
month. At the outset, in March 1950,
Washington. D. C.. and Philadelphia
were the targets. A month later New
York was added; and a month aflter
that the West Coast: then the Midwest:

SPONSOR
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D’[chigan’s
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w-ln *» THE GOODWILL STATION INC. +« FISHER BLDG. =«
Represented Naotionally by Edward Petry & Compony
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Hooper was here.”
Wow!

In the Cedar Rapids area, WMT has 2 !
listeners for every 1 shared by all other
stations combined . . . the biggest share

of audience in our history.

Among the nation’s 64 Hooperated cities,
the Sets-in-Use comparison shows

Cedar Rapids tied for first in the afternoon.
second in the morning and evening. (Actual
“ust am. 26.4; p.m. 24.5: eves, 34.5.)

Among the 60 Hooperated CBS stations,
WMT's share of audience is first, morning
(80.4). afternoon (69.1). and evening (72.2),
This clearly establishes WMT as the highest

Hooperated CBS station in the nation.

There's a calch in this. Hooperatings are
for metropolitan areas. WMTland is 19.100
. miles big (2.5 mv line area). Cedar

Rapids is just a small part of our audience.

For a small part of your budget (827 per
I-minute Class A commercial. 52-time rate)
vou can reach rich WMTland. The

Katz Agency will be glad 1o tell you more.

* (Oct-Nov., 1950 rating period

5000 WATTS

DAY AND NIGHT

BASIC COLUMBIA NETWORK

finally, in October 19500 the product
went national,  Spreading out in ad-
vance of this mammoth spot campaign
was a steady bombardment of whole-
salers and drug chain buyers with mer-
chandising material from ageney and
stations.  Along with the merchandis-
ing aid went publicity releases to local
beauty editors, columnists. Full page
ads prommently  displaying the “kiss
picture” in some cases preceded radio.
in others followed it into each market,
It was found that radio was more effec-
tive than newspapers. though both to-
gether were better than one alone. No
magazines were used initially,

What made Raymond Spector ignore
accepted cosmetic advertising methods
and pump for radio? He explains:
“The Spector ageney has been known
as a radio agency [rom the beginning.
1 started Philip Morris in radio. Block
Drug, and Serutan many years ago and
also put Walter Winchell and Drew
Pearson on the air for the first time.
Today  the agency handles  several
heavy radio users— Doubleday Books.
Bretton Wateh Bands. and part of
Standard Brands. When the Hazel
Bishop campaign came up, it was only
natural for us to use radio as an im-
portant part of it.”

In buyving time. the Spector agency
followed the philosophy that the time
<ot is all-important. rather than the
station,  Fven a low-powered station
with generally poor programing has
certain time slots with high listener-
ship per dollar, Similarly. stations with
a generally excellent rating have some
time slots with a small audience. The
agency llu}:-'- the slot it wants or else
by-passes that particular station for an-
other with better availabilities.

\ series of seven electrical transerip-
tions carried the Hazel Bishop message,
Fach stresses the embarrassment of
smearing lipstick on eating utensils and
I"'UII]". or 'hl' il“‘llll\(’l'lil']l.f‘{' u[ \\il.“ll'
ing it off.

\n example of the embarrassment
theme as used in one commercial:
Roberts: “Hello again. girls. This 1=
Ken Roberts with a very interesting
question from Mrs, Eleanor Sinclair
of New York l‘.'ll_\.“
oman: “When | visited one of my
Lest [riends recently. | overhead her
voungster sav: “Mather, 1 wish Aunt
Eleanor wonldu’t kiss me. She al-
wavs gels red grease on my face.” |

—_

was reallv very embarrassed. What
should 1 do?”

Remainder of the commercial tells
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Five new RCA-equipped stations in Mexico, Brazil, and Cuba, add television to the forces which make Good Neighbars of all the Amernicas,

- Now #elevizion goes Good WNeighbor”

As little as 10 short vears ago. television
—to the average man on the street—
seemed far away. Today, television is
in 10,500,000 homes.

Newest demonstration of TV's growth is
its leap to Latin America. Three RCA-
L‘quippul stations are now in Cuba, one in
Mexico, another in Brazil —and more are
planned. T]u-}' are contributing to television
progress by following a single telecasting
standard, They also use developments from
RCA Laboratories: the image orthicon tel-

evision camera, electron tubes, monitoring
l‘(]llil‘lll‘lt‘nt and antennas.

And as our neighbors to the south watch
television at home, they sce another develop-
ment of RCA rescarch—the kinescope, It is
the Face of this tube which aets as the “sercen”
in all-cleetronie home TV reccivers . . . on
which one sces _\}mrp. clear pictures in motion.

See the latest wonders of rml’:'u. h'h!fw‘-"n,
and clectronics at RCA Exhibition Hall, 36
West 49th St., N. Y. Admission is free. Radio
Caorporation of America, RCA Building, Radio
(.h'y, New York 20, New York

ale

Hesults of RCA Research are seen
in the magnificent pietures pro-
duced on the sereens of the new
1951 RCA Victor home television
rnrll'\q-r\

RADIO CORPORATION of AMERICA

World Leader in Radio — First 1 Television
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What kind of coverage are you getting in the Atlanta
Market? If you ask the man who knows—Mr. Atlanta—
he says buy WGST. He knows WGST’s high local appeal,
front-line merchandising, and top ABC shows bring results.
That’s why more local advertisers buy more time on WGST

than any other Atlanta Station.

NATIONAL REP.

JOHN BLAIR

ATLANTA IN SOUTH EAST

CHAS C. COLEMAN
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Mrs. Sinclair about Hazel Bishop's
marselous new “non-smear. lasting lip-
stick.”

The annoyance theme is handled like
this:

Roberts: “Hello. :'\-’r_\]rm!} this is
Ken Roberts. with a charming visi-
tor from Boston. Mrs, Adams. a
typical housewife.”

Woman: “Well. Mr. Roberts. | love 1o
entertain - my  friends—luncheons.
dinners, suppers. But afterward
there’s nothing worse than trying to
wash the cups and glasses snieared
with red lipstick grease. But | don’t
suppose there’s anvthing | can do
about it.”

Needless to say. announcer Ken Rob-
erls wastes no time in setting Mrs, Ad-
ams straight on Hazel Bishop lipstick.

Through eflective radio spot  an-
nouncements like these. Hazel Bishop
pushed its distribution quickly, went
nzt onal in October 1950, Even before
then. the company and its agency were
toying with the idea of TV announce-
ments to tell the no-smear story. This
was something they could show on
black-and-white television. unlike com-
fi'li[t'l'r- with a eolor il]!il{‘il’.

In Mav. the agency launched a cau-
lLious _-|lul l\ le=l: ].":-\\l'l'l\.‘- ill “vil.wh'
ington. 1), C., and eight weeks in Los
\ngeles, Resulis showed that radio and
TV were both more immediate and ef-
feetive than newspaper advertising (a
spol radio campaign was running si-
multaneously in these markets), In
large cities the TV demonstration
technique proved the most effective.

Other tests were run again in ""'t||
tember and October—with the samme re-
sults as before. After this confirma-
tion, the Hazel Dishop promotion went
heavily into television, Radio had bro-
ken ground for national distribution
and built a strong =ales picture: the
ageney kuew therefore that TV would
dig more deeply into the big-city, high-
purchase power markets through use
of demonstrations impossible on radio,

With the turn of the new year, Hazel
Bishop bought participations on three
network TV  shows: Kate Smith
iNBC). Carvaleade of Bands (Du
Mont), aud Cavaleade of Stars (Du
Mont). On the Kate Smith Show, it's
the 4:30 to 4:45 p.m. segment on Fri-
dav, Cavaleade of Bamds is on [rom
0:00 poi. to 10:00 pan. on Tuesday;
Cavaleade of Stars from 10:00 po. to
11:00 pau. on Friday.

.|-|lilli\illj_' hehind these cholees was

| that Kate Smith would reach the house-
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get set for a ARADE of prospects

With thes®

Summer’s outdoor,
ties call for Zenith®
vour bigeest selling season.
Zenith's big Portable
strate and sell Zenith Portables!

Drtable Bod/jps

A’S FINEST PORTABIES

/ML}/ -——\ BASEBALL Q.HE% /
- (FE) ’

7 f! “t
.\‘-

Outdoor Activities Open New

Sales Opportunities FOR YOU!

on=-the-go activi-
Radios—and promise vou
So cash iu by tieing=-in with
promotion. Talk, show, demon-

awav-from-home,
Portable

4 The Sensational ZENITH UNIVERSAL”. ..

Owners rave about the Universal's ability to perform with elari-
tv andd volume even in remote locations where me 111\ portables

The TRANS-OCEANIC
is always a best seller

Outperforms any portable, any-
where. The one set to sell whien cus-
tomers want long-range reception.
Gets standard, plus International
Short Wave on 5 separate bands.
Humidity-Proofed

against loss of sensitiv- 511425T
ity. For AC-DC or bat-

less balteries
tery.

LU B BB L B I I R B R R I O B R B R N B R L L

Powerful and Popular

ZENITH ZENETTE™

Hardly bigger than yvour hand, yet
playswith big-set volume and tone!
Open 1id, set's on—close lid, set's
off. Weighs but 543 1hs. Battery or
;\(.‘{l)l_‘ r;;---1:-l'rm:. In s 95.
Burgundy, Ehony or 39 T

White plastie less batteries
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fail. Has an extra-powerful eivenif with Tuned R.
f1om, '

D “'in tker, the ox-
elusive Wavemagnet*, AC-DC or battery op- $4995T
eration. Smartlystyled Buffalo-Cirained casein Black

or Brown.
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a more sensitive

Less Butterics

Tops for Turnover
TIP-TOP HOLIDAY*

1ial with barilt-
in Wavenmagnet swings up above
doubles the
For AC/
DC or buttery. Cali-

net of Ebony or two 539951-

tone Blue-Cirey plustie,

Giant "Tip-Top"

the set for tuning ease,
sensitivity of reception

less botteries

(RN R R NENENEEE RN NI RN R R

15Suggested retcil price. West Coost and far South prices
shightly higher. Prices subject to change withou! natice.
*Reg. U. 5. Pai Of.

wios ostusis RADIO
and TELEVISION

ZENITH RADIO CORPORATION

6001 DICKENS AVENUE + CHICAGO 39, ILLINOIS
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wives home { v da her per-
-I‘{|-1| -Ilslt-l-- I | R A1} ‘luru:'r-
ful =ales ]n-!!- | Cavalcade shows
would cover the {emi-
nine arkel arking vomen  and
high =chool girls wldition, the Cav-

A WoUra med,  deliver

il .'nlll‘_\ [pro-

! i1 N e 200000 |||1|_:;
['hese include

druy hain= |t Ligeetts ( Boston).
Walereen (. hiea Whelan 1 New
York . ~un Rav Drags ( Philadelphia)
17 diflerent chams aliogether. Also
ieluded are mdependent druggists rep-

resented by Druggisis of America,
The Cavaleade programs claim to
reach 3537 of the « nullll_\.‘- !ml-lli.\l-ll'll.
responsible for 407, of national drug
sales. al a ‘n.-l-|||'l-lllnll-.'lllll of 10,9130
cents. And Kate Smith s today the
highest-rated dayvtime TV show by far.
For the first month, il carried the
commereial mes=age on the three tele-
vision shows.  This experience con-
vinced both ageney and sponsor that
the quality of their Gl was not good
cnongh. On kine the problem got even
a film ol a film. Seriousness of

Whrse

the kine [tl'nlrlrlu can be scen by the

BROADCAST MUSIC,INC.

NEW YORK o

CHICAGO
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fact that 10 of the 23 stations carry-

ing the Cavalcade shows use teletran-

!l‘!illli(‘l’lb for one or both, Kate Smith

programs are broadeast from flin by

about 27 out of 62 stations.

The ageney then tried out new com-
mercials, testing them live on the net-
work shows, Those that proved hest
were then done on film for TV mar-
kets 17 stations are presently being
used on spot TY. One discovery made
during this trial period was that com-
mercial time was best spent in one long
and one short streteh.  Instead of two
one-minute  pitches. a  one-and-a-half
minute plus a half-minute piteh seemed
to work better as it allowed for a full
demonstration.

This is how the sound portion of a
recent live commercial sounded, Some
preliminary conversation between male
announcer and female demonstrator
has just established the embarrassment
of smeared lipstick:

Inn Russell: . . . And here's the
proof! Apply Hazel Bishop Lipstick
like any other. Then—after you have
it on, blot vour lips several times
until there are no more rep lip-prints
on the tissue—Then imagine—you
can even do like this—and Ilulilill;_'
comes off. That is. until you vour-
self remove it with soap and water
or cleansing eream, . . .7
What demonstrator Ann Russell does

as she says “you ean even do like this”

1= 1o wipe her hand back and forth over
her mouth. When the hand is present-
ed foringpection before the camera and

o smear shows up, it makes a telling

sales argument for Hazel Bishop (no-

smear ! [,iIlr-li!'k. :

With Hazel Bishop the number two
fipstick nationally  (though probably
not a elose seeond to firmly-entrenched
Revion) and number one in some mar-
kets. no-smear competitors inevitably
sprang up. Sineerest tribute to the Ha-
7zl “i-llull SICeess s !h!' I';ul III&H al
least five other rmllp;lnit':- are now
making a similar tyvpe of lipstick. These
include Helena Rubinstein, Lentherice.
Milk Maid. Denny. and Remayn. Rev-
lon is rumored to be readying another.
Some have even gone into the broad-
cast media in imitation of the Spector
advertising technique.

Now that they are in a position to
spendd over a million dollars a year.
Hazel Bishop and Raymond Spector
have renewed contracts for their three
network TV shows. 17 spot TV, nine
spot radio stations, 800 newspapers,

and 27 magazines earrying the cam-
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paign. The radio stations fll in where
TV is non-existent or still ineflective.
Although they now rely most heavily
on television (almost two-thirds of the
£1.500.000 budget goes to TV, neither
has forgotten the vital missionary work
done by radio in pushing national dis-
tribution. And. although Revlon clajms
not to have felt the impact of Hazel
Bishop's remarkable success, it may
find nself forced into broadeast adver-
tising to maintain its top position in
the lipstick husiess. * Kk %

RESEARCH MUDDLE
(Continued f[rom page 33)

“Generally. a broadcast advertiser
is nost hiterested in knowing, “How
many people are listening to my show
and its commercials?’ He can’t be
bothered with the subtleties of research
lcl_'llniqnt’. What he wants is one ac-
ceptable figure by which e can pro-
ject his circulation.”

The problem was probably stated
most forthrightly by J. Walter Thomp-
son’s Linnea J. Nelson in her “good-
by™ speech before the Advertising Club
of Washington last 20 February. “We
are responsible to our clients for con-
stantly trying to educate the broadcast-
g industry to the necessity fur stand-
ard methods of measurement.” the re-
tiring timehuyer said. “And, of course,
printed media is delighted to point to
their Audit Bureau of Circulation when
selling against broadcasting. They are
not limited to talking in percentages as
we are: they can talk in total num-
bers.”

She went on to say: “Advertisers
evidence surprise wheu we can’t come
up with an immediate answer as to
which of all the rating services in ex-
isteuce is the best and why.

“Keeping a constant and watchful
eye on this one thing alone consumes
many hours of fruitless search, and |
almost feel today we are back below
the starting line on that subject. And
I doubt if anybody could afford to buy
all the services that there are in exist-
ence—aud il they did buy them. they
would be completely confused in any
attempt to use them.

“Even though the entire radio and
television industry-—including advyer-
tisers, agencies. stations. nelworks
spend many. many thousands of dol-
lars on research.” she added. “they

still can’t get together on any agree- |

able forms of research, Nor have thev.

ARS AHEA

7 fof its nearest
./ competitor!
(EvERY DAY [y AIIT1LY

BMB 6 or 7 DAYS a week:

WOW...........306,060 __ G
Second Station..202,630 EXTRA pgs

103,430 X%
BMB 6 or 7 NIGHTS a week:

WOW.........259420
Second Station.. ]60,570 EXTRA PAIRS

98;850 OF EARS
For the shock-proof
Omaha-Plus Market.

590 KILOCYCLES - a strong signal for
200 miles!

BASIC NBC AFFILIATE - listening hublts
27 years in the making!

ALERT, ACTIVE LEADERSHIP — Main-
tained 27 years by constant, aggres-
sive, promotion and merchandising.

Nvm"]ﬂ I l] Mlum

|

’

FRANK P. FOGARTY, General Manager JOHN BLAIR CO., Represenltalives
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enters the televisi

The time has come for a stabilizing force that will put the rapidly expanding

television film program industry on a sound basis. € NE@W Compﬂ I'Iy

UNITED!

TELEVISION |
PROG RAMS inc. *

has now been formed to achieve this goal.

z

Stations, agencies and advertisers can selected and pre-tested for high audience
now depend on UNITED for top quality ratings. Offered on a firm and equitable
films made by reputable producers ex- price basis to all. With delivery of the full

pressly for television. Films carefully number of films guaranteed per contract.

The future of top-flight TV programming is in film/!




Ta ossure proper selling ond distribution

1 service ta oll levels of program buying, locol os
| well os regional and notionol, UNITED hos
} A creoted this nalion-wide organizotion employing
the established, experienced facilities

of THREE MAJOR COMPANIES*

EDWARD PETRY & CO., wc.

America’s oulstanding radio
ond televiuion representatives,
has been oppointed exclusive
sales agent far United film pro-
grams in the field of notional

spot TV,

CENTURY ARTISTS

Leading 1elent and package pro-
gram agency, acts as liaison in
Hollywood with oce television pro-
grom producers, ond represents
United ot the network soles level.

'STANDARD RADIO
SCRIPTION SERVICES.

|Ine of the couniry’s top orgon-
‘otionsinthe tronscriptionlibrory
eld, represents United of locol
ation and locol sponsor level.

The leodership of these three componies in their respective fields

is widely recognized. They were pioneer factars in bringing sta-

bility inte the rodio time ond program field. They were chasen to

represent UNITED because their cambined experience, resources

and monpower offer TV program buyers o service naw unequaled

in television —oll from one central, dependable saurce.

For further information on availabilities of “Fireside Theoter”
and other current offerings, get in touch with

UNITED TELEVISION PROGRAMS, inc.

360 M, Michigan Avenue, Chicago 1, 1ll, » 488 Modison Avenue, New York 22, M. Y.
8619 Sunsel Boulevard, Los Angeles 46, Colif,  or call ony Petry or Stondard Office in Chicoge,

New York, Detroil, 51 Lowis, Dallas, Oklahema City, Loy Angeles, Son Franciico

of the top-drawer producers
to ally themselves
exclusively with UNITED

«BING CROSBY
ENTERPRISES

whose lilm propertiesinclude

QRES/pe
THEATER

The 2nd highest rated TV show by current
surveys. Here is the only show among the
top ten which can naw be beught on film for
regional and local re-showings. Other Crosby
programs now in the making include
“"Night Editor' with Hal Burdick, and a
rollicking series of chimpanzee comedies
without equal lor universal appeal.

Waltch for important announcements af
ather leading producers who have
appointed United exclusive distributor
far mare outstanding film programs.




-

The picture's terrific, the best
ever seen —

So Toledoans say when WSPD-TV's
on their video screen.

120,000 sets, and that's quite a
lot:

So, think of the audience that
watches your program or spot.

85 is our Hooper and all net-
works we carry.

We're the answer to prayers if
your client is wary.

In our thriving market there's one
key to success:

Buy WSPD-TV — watch consumers
to your products say YES.

W@ TOLEDO,DHIO

A Ford Pncluiliyy S taltom

000 WATTE M.B.C.

WSPDTV

CHANNEL =13

Represented HNationally by KATZ
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as vet, been able to stay together and
zel together on the one thing most
needed—a basic form of research that
will measure so-called potential circu-
lation.”

Currenthy. the brightest ray of light
that |l|’n1|li5|':- lo 'lil!l’l{.‘ lhrnugh the
fog enveloping broadeast research is
the report just issued by Dr. Kenneth
. Baker's Audience Measurement
Committee. The report is notable be-
e carried out
on an industry-wide basis, it could
mean standardization of the entire ra-
dio /TV andience research structure.

cause, if its proposals a

The committee began working on
the report las ."'11-||lv|1|h('r. as a result
of the now-famous challenge issued Iy
Stanley Brever. commercial manager
of KIBS, San Francisco. In July. 1950,
Brever questioned the validity of the
Pulse and Hooper ratings. because each
measured the size of the audience 1o
San Francisco stations. yet produced
widely differing results.  Which was
rizht? Brever wanted an industry com-
mitlee 1o “test their methods against
the house-to-house coineidental™ tech-
nique.

Brever got his committee. consisting
of Dr. Baker. chairman: Lewis H. Av-
erv. president of Avery-Knodel, Ine.:
Hugh M. Beville. research director of
NBC: Dr. Matthew Chappell. research
director. MeCann-Erickson  Agency :
Dr. I, L. Deckinger. research director.
the Biow Company. Inc.: Fred Man-
chee, executive vice president. Datten.
Barton. Durstine & Oshorn: A, Wells
Wilbor, director of market research.
General Mills. Inc.: and Herbert L.
Krueger.  commercial  manager  of
WTAG. Worcester. Mass. Also, serv-
ing as “observers™ on the committee.
were Claude E. Hooper. president of
the Hooper service: Dr. Syvdney Ros-
low. president of The Pulse. Ine.: and
Rodney Sheerer, of the A, C. Nielsen
Company,

However. Brever did not get a reply
to his original question. What hap-
pened. in effect, was that the commit-
tee broadened the scope of its inquiry
the air the whole confusion-wrought
broadeast  research.
Stripped of its researchers” verbiage,
the committee report hoils down o
three salient reconmmendations:

l]ll;lm]ar) n'[

I. That the industry put up $110.
000 to jointly sponsor an inquiry
headed by a paid. full-time project
manager.

2. That this project check up on the

validity of the techniques used by the
various research services—in effect, a
kind of auditing of Hooper, Pulse.
Nielsen, Videodex. Trendex. American
Research Bureau. Tele-Que. and Con-
lan samipling methods,

3. That this project make a com-
parative study of the various research
services operating in identical areas.
That is to say, pay the research serv-
ices to “fatten up™ the number of their
samplings for this field test. so that
the project can compare their measur-
ing systems operating simultaneonsly
in New York. Cincinnati. Washington,
D. C.. and po.-'asih]_\' Los Angeles, and
St. Louis.

Several questions naturally arise.
The most important one asked by ad-
men is: What practical results will this
proposed inquiry achieve? The report,
reluclant to tread on anvone’s foes,
reads discreetly: “It is to the Indus-
tns interest to decide under which
conditions any one method is the more
satisfactory  to meet the Industry’s
greater needs, within practical bounds.
. .. It i= hoped that the proposed study
will help to pinpoint the conditions un-
der which each (measuring technique)
is 1o be preferred.”

And Dr. Baker states unofficially:
“The value of the proposed study is
that it will put into the hands of ad-
vertisers facts they've never had be-
fore. It won't submit any edict on
which service is right and which is
wrong. The advertiser will have to
draw his own conclusions from the
facts presented.”

Actually, implicit in the project is
the possibility that advertisers could
narrow down the range of acceptable
research services. Thal is to say, by
comparing the performance of cach re-
search organization during the field
tests, sponsors could sclect the one, or
possibly two, services which do the
worthiest job of measuring exact circu-
lation. This would not mean the “re-
jected™ services would go out of busi-
ness. It would mean that. while the
generally acceptable service (or serve
ices) would measure quantitative audi-
ence. the others would limit themselves
to measuring qualitative andience.

Assuming that the proposed project
has practical value to admen. the next
most pertinent problem is: Who would
foot the bill for 8140.000. and who
would assume the responsibility for
conducting the tests? Again. the com-
mittee tends to skirt the issue. The re:
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AMERICA'S No. 1 COMIC!

(F =

%

THE
CAPTAIN
AND
THE KIDS

THE CAPTAIN and the KIDS
indeed is America’s No. 1 comic
- it is the forerunner of all comic
strips! Started way back in the
1890’s, it has always been a No. 1
favorite with readers! Changing

By Rudolph Dirks

Now available for TV

times have only brightened the
luster of the lovable brats, their
mother, an old sea captain and
the host of other characters that
have kept Americans laughing
for over 50 years!

For details write, wire or phone:

WORLD VIDEO, INC., 15 East 47th St., New York, N. Y. Phone: Plaza 9-3870
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Things are really
jumping at WKOW-
CBS where National
Advertising sales
have jumped over
100% within six
months. Smart ad-
vertisers know that
only WKOW's 10,000
watts cover the big,
rich dairyland where
there are buckets of
“"moo-la” just for the
asking.

To jump your sales in
Wisconsin you need
both WKOW power
and WKOW cover-
age.

WISCONSIN'S ONLY:

10,000 WATT STATION
1070 K.C. MADISON, WIS.

Represented by Headley-Reed Company |
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port asks the seneral lndustry, with a
capilal L™ 1o pay the tab, and it sug-
aest=: I s Lhe |l~]-|‘ ol the commitiee
that the Broadeast Audience Measure-
went will undertake 1o sel up the ma-
chinery for implementing the plan in
the u!'--lll.-'

SPONSOR, i making an intensive sur-
vev ol the sttuation, wmet with a diver-
aeney ol sugeeshons [rom {rl'nilll' m the
industry. But it was most uniformly
agreed that it should be a joint efforr.
||;|M for equally by the networks, sta-
tions, station representatives, advertis-
ing agencies. and even the research o
ganizations —and with sponsors hav-
g their representation on the joint
mdustry-wide committee,  Either Dy,
Baker or Dr. Forrest Whan (who con-
ducts annual in-home and out-ol-home
histening studies for WIBW., Topeka.
WHO, Des Moines, and other Midwest
‘-l.i‘illll"-l W I'i'll'llltllt'lllll't[ s r'l'“;-
eCl managers,

Here are  sonu 1\|Iii'.‘l| reactions
from individuals queried by spoxson:

John W. Clissokdl. <ales director. An-
ahist Company. Ine.: "It sounds like a
ool wlea. Bt broads asters in the
main should ¥y the bill. with the ad-
vertisers having a voice on the final
commiltee  throueh  their  ageneles.
\wvonl, at all costs. researchers domi-
nating the project. The <hide rule boys
r]lliil”l' too muech.”

Donald Stewart, advertising mana-
ger, the Texas Company: “There is a
danger that the project would be vir-
tually asking wmany ol the rescarch
services Lo cul their own throats. But
il a studyv would serve to standardize
audienre measurement. 'm lor it. The
broadeasters and ad agencies ought 10
foot the bill. since they 1e the ones who
sell ratings to the sponsors. But the
S|MIs0Ts should have re ||r:-~|'nl,|tiun o1l
the final :-\‘:|u;tlil|: commitlee.”

Mel  Goldbere.,  vesearch  director.
PN 1 dont think it's a | Lopian con-
cept at all, il there i= co-operative ac-
tion.  Certainly, there ought 1o be
enough brains in the industry 1o devise
one aceeptable  audience  measuring
stick. The networks, stations. research
bureaus, and ad agencies <should con-
tribute toward the S 140,000,

Frnest Lamoureux, business mana-
ver ol the research til'll;ll'ltln'lll. M
Cann-Erickson, tness “Though | have
miv doubts whether the indostry is will-
ing to get together on this, its a step
in the right direction. The networks
and stations should Toot most ol the
hitll to achieve a standarvdized rating.”

\ timebuver of a leading agency
“The aceeptable 1 hoiques should De
narrowed down 1o lwo—one [or na-
tional measurement. one for local, Fo
example. in Indianapolis. the elephone
coincidental techuique is cheapest, hut
on-a national seale it seems lmpracti-
cal. If this project could achiove cir-
culation standardhzation. just as the
BMD didl. then the broadeasters should
pay most of the SLHLOOO, with othe
clements of the industry also Kieking in
money and time. The JAs, and the
ANA should work on it with the NAB.”

William R. Seth. viee |rl‘l‘.-i||t'l|| and
aceount executive. Needham & Groh-
mann, Ine: “With rating chaos in ra-
dio and « Ildll.‘- ('l-|1||mk||1l|:-|| in 5 \ I]ll'
Baker project could he a goadsend, The
research services should contribute to-
ward the 140.000. as each is iy ing lo
establish itself as the No. 1 service.
Vo the networks and stations—the
sellers  of  time—should  pay  thein
share,”

spoxsoit found others |.||_;|‘|\ T -

FEATURE PROGRAMS, Ine.
113 W. 57th ST., NEW YORK 19, N. Y.

Netuork Calibre Programs at Local Station Cost
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resentlatives of  associations were
lukewarm to the project. were willing
to consider it, or spurned it outright.
Here are some typical comments:

Bill Ryan. president of the Broad-
casting Advertising Burcau: 1 can’t
warm up to the idea of trying to see-
ond-guess people in the research busi-
ness. We'd like one vardstick, but at
present [ feel the BADB has got too
much else to do. T won't be subimitting
the Baker Committee’s proposal at our
next regular meeting.”

Frederick Gamble. president of the
American Associalion of Advertising
Agencies: T don’t know—until | study
the report carefully. 1 have my doubts
whether the industry could arbitrarily
select one acceplable research vard-
stick. because of the legal angle. 1t
might be regarded as restriction of
trade.”

Kirk Jewett. radio/TV director, the
Association of National Advertisers:
“Everybody would like a uniform rat-
ing system. but it requires thorough
study. We'd like 1o read the report,
and have a committee examine the pro-
]}()Si‘l!ﬁ' l'}('fﬂl"‘ Wi 1")[]!1’ IIIIka' i jl)i]IT
decision.”

Frank Stanton, president of CBS:
“This projected study sounds like
good Ph.D. thesis to me—but I don’t
see why I should be expected to pay
for it. This research problem has been
investigated by committees since 1929,
Point out to me one constructive thing
that a research committee has done.
So far as I'm concerned. the only serv-
ice that does a good job today is the
A. C. Nielsen Company. Sure, 1 don’t
like the conflicting reports put out by
the sellers of detergents. But does that
mean I have to go out and join a con-
sumers’ commiltee?”

The third question that admen are
posing is: Would the rescarch services
agree to the project investigating and
comparing their measurements? When
qquestioned by sronsor, Dr. Baker said
spokesmen for Nielsen, Hooper, Pulse.
Videodex. and the American Research
Bureau had already agreed to cooper-
ate. He hoped the others would also
indicate their approval.

In speaking to various operators of
the research services, spoxsor learned
that they are willing to co-operate (ap-
parently for fear that, otherwise, they
would be considered afraid to put their
measurements to a compelitive test). r
However. most of them tended to throw
cold water on the notion that one vard-
stick (apart [rom their own. of course)
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HUOPER surveys the
SEVENTEENTH STATE

% THE SEVENTEENTH STATE __ _-.---- e e Y
A compact markel composed
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and Hooper discovers that:

WGY delivers a regular listening audience in all 22
cities of the Seventeenth State.

WGY's average evening audience is larger than the
audiences of the next two stations combined.

WGY's daytime audience is 18%, larger than the next
best station's daylime audience.

WGY 's share of audience is above 207, in 15 of the 22
cities. Station *B’s" share of audience is 207, or over
in only 4.

This tremendous power and coverage advantage is yours
at a lower cost than any combination of stations in the
area needed to reach the same markets, Call NBC Spot
Sales, New York, N. Y., or the WGY Sales Department,
Schenectady, N. Y., foday!

50,000 WATTS

g0 K. G
A GENERAL ELECTRIC STATION
THE ONLY STATION COVERING ALL
22° MARKETS OF THE TZ2TH STATE
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MULTI MARKET
RADIO PULSE
COMPANION PIECE
TO MULTI MARKET
TELEPULSE

A new Pulse service, at
no cost to radio sub-
scribers, will be avail-
able during the first
week in March.

The Multi Market Ra-
dioPulse, covering four-
teen markets regularly
surveyed by Pulse, will

be available to stations
and agencies now buy-

ing individual market
reports. This report will
be issued bimonthly
and will cover network
programs appearing in
three or more markets.

For information about this

and other Pulse services . . .

Ask The Pulse.

THE PULSE Incorporated

15 West 46th Street
New York 19, N. Y.

could be accepted as the standardized
one by the industry,

Dr. Syvduey  Roslow. president of
The Pulse. Ine. (whose aided recall
cervices 80 clents). admitied Treely
“We would he ready to co-operate with
the project in any  investigalions it
would make.” But he added: =Tt would
be unwise to narrow down the measure-
ments permissible, When  that hap-
pens. there will be lack of r'l:lu]:l‘i]-
tion. The people who operate the one
standardized service will grow Habby.
stifle fuitiative. and won’t want to im-
prove their tecliigue.”

\ <pokesman for the A, C. Nielsen
Company (whose 1500 radio audime-
ters and some 3530 TV awdimeters were
responsible for 39 new clients in 1950

[ sabd: “Nielsen is always willing 1o <ub-

ject atsell 1o a test of Qs aceuracy.”
But the spokesman said he doubied
whether the industry could get tozeth-
er on one standardized vardstick. and
recalled how the Broadeast Measure-
ment Burean was dishanded because
of internal friction. in 1949,

“The trouble is.” he said. “that too
many people within the industry have
too many individoalistic axes 10 grind.
The stations and networks want only
that rating that will best enhance their
programs. The account executive wanlts
to show the best rating to the sponsor.
to show that the ad ageney is handling
the aceount wisely.  And the adver-
tiser isn’t so concerned about aceuracy
as he i= about speed and low cpst.”

Claude E. Hooper (whose telephone
coincidental service measures radio au-
dience in 102 cities. TV audiences in
25 etties, and radio/TV comparisons
m Od ecities [or 62 clients) declared:
“Would T be willing to let this forth-
coming committee test the techniques
used by the Hooper service? We gave
publicity 1o that answer in our wire
of 3 July. 1950, to KJBS at San Fran-
cisco. We have not vetracted that
slatement,”

With regard 1o the wisdom of adopt-
ing one slandard vardstick., Hoope
added: “Certainly, it’s a good idea
il vou are referring o measurements
of andience size, There may be some
practical linits involved in such a de-
cision. but |'(‘l'l.‘lil|i_\' there could be de-
termined which audience measurements
are !!l'\'if.{]ll'l} lo et at actual  size.
VMeasurements should be uzed for that
for whiclh they  are  desiened.  and
should he called by their right name.”

Furthermore. citing a  speech he

[ made recently before the Radio Exee-

utives Club of New York. he said aided
recall and diary measurement tech-
niques are “misused when they mas-
ruerade as rating services.” He main-
tained they should be called “indexes.”
nol “ratings.” and particularly eriti-
cized the aided recall technique for “in-
Hating™ ratings. 1he only valid tech-
niques for measuring audience size. he
said. were his own and thal of Niel-
sen, and even then. he c¢laimed. Niel-
sen had a fixed fmvestment in “out-
moded machinery.”

\llan  Jay. director of  Videodex
iwhose diary service in 9.200 tabulat-
ed homes is directed 1o 74 clienls)
said: “We are litlil!'. !.\i”in‘_I lo CO-0per-
ate with the proposed project. with cer-
tain stipulations that were submitted o
the Baker committee. And 1 am quite
sure that. in a comparative test for au-
dience measurement. our 1ype of serv-
ice will bear a closer relationship to
the true situation. Not only in the
question of “How  manv?. bhut in
Who? and “How often?’. we would
excel over alternative techniques under
their present administration.”

WHAT TREBOR DOES

.{az
LOCAL ACCOUNTS

TREBOR’S STATION

(WVET)

can do for YOU in
ROCHESTER, N.Y.

Trebor (Daybreaker-Best
by Request) sells out on
WVET because Trebor
“sells" — and so does
WVET...at low rate, too.
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Iu summmary. as a result of its sur- |
vey. sPonsoR found that despite some
counflict in opinion. most people in the
industry want a showdown on the re-
scarch muddle.
proposal may not be the hnal answer:

The Baker committes

but at least it is a possible step in the
right direction toward standardization.
I advertisers wish to elear up the com-
plex questions that muddy the vescarch
walers, they \\nlllll o \\r'” L] support
the forthcoming project and examine
the most practical ways for implement-
g its results, most of those queried
agreed.

In the words of Hugh Beville. divec-
tor of plans and research at NBC: It
will have to be a joint effort. But first.
somie group must step forward and get
it moving. It will be a thankless job.
full of heartache and griel. for who-
over lllu':- l'lltIf.‘l:_‘l'lll].-'_\ _-It‘}: up 1o Iill\n'
first crack at the ball. [f |lu}|nl|_\ does
take that effort. if nobody wants gen-
uinely to unscramble the research tan-
ale. then they should stop complaining
about conflicting services, This is the
time for them to put up, or shut up.”

* k *

TOP COMMERCIALS

({ Continued from page 23)

man & Marquette) : Rexall Drug prod-
ucts (Rexall Drug Company, agency
BBDO): Pet Milk (Pet Milk Sales
Corporation, agency Gardner Advertis-
ing Company): Longines and Wit-
nauer Watches (Longines-Wiltnauer
Watch Company, agency Vietor A.
Bennett Company): U. S, Steel Com-
pany (United States Steel Company,
agency BBDO).

I. Chesterfield Cigarettes
Chesterfield’s

sales conversation between Bing Cros.
by Croshy and Bol Hope started out
as a one-shot. Der Bingle has hawked

present ]1-\\A[|r|'.-:-ur|-

Chesterfields for some time on vari-
Ous programs. but “npl' first jllilll'll
the cigarette fold in Oectober 1950
when he guested on the Croshy pro-
gram. In typical Crosby-Hope style.
llll‘} kidded one another about being
for Chesterfields. then
launched into a conversational plug for
the product.

together

Chesterfield and their ageuey, Cun-
ningham & Walsh, were so impressed
with the bantering Hope-Croshy com-
mercial that they transeribed seyveral
versions for use on the Bob lHope Show
(NBC. Tuesday 9:00-9:30 p.an.), the
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Have You Seen the "Primer”

Just off the press! Eight pages of facts and
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Stop Dreaming

"Time Buyers

IN CALIFORNIA

SET-UP

YOUR OWN
NETWORK

SAVE 20%

on time costs
plus frequency discounts

&
we PACIFIC
Regional Network

which offers in California

A NETWORK
that provides:

COMPLETE COVERAGE

48 Radio slations available to
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poltern , . . more than the other
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Bing Crosby Show 1CBS. Wednesday
09:30-10:00 panai. and Arthur Godfrey
Time 1CBS. Monday-Friday 11:00-
11:30 a.n ). I's also used on several
disk jockey shows and on a small spol
schedule.

A typically breezy Bob Hope, Bing
Crosby commereial goes like this:
flope: *“Say Bing . . .

ute?”

Crosby: “Ah sure Bob
the time in the world.”

Hope: “Don’t tell me you own that
too!”

Crosby: “Never mind that stafl . . .
zet to work.”

Hope: “Okay . . . Folks, betler tasting

Chesterfield is the only cigarette that

combines— for vou-—mildness, with

you gol o min-

weve gol all

no unpleasant after-taste. And yon

can prove that yourself. Just make

our mildness test. . . .”
Crosby: *“Yes—mildness and no un-
pleasant after-taste are what you and

I and every simoker wants.”

Hope: “Hurry up Dad . . . here comes
the music. .. ."”

The music Hope refers to is the
Chesterfield jingle. which finishes the
commercial.

If hoth men are appearing together.
they deliver the commercial live: the
ageney merely supplies the idea and ac-
tual copy is turned out by Hope and
Croshy writers,  Ageney copywriters
are so familiar with this style, how-
ever, that they often write material for
transeriptions, Main problem in turn-
ing oul e.d.’s is that both men travel
considerably, and with Hope in Korea,
or some other l)ul-(nf-l|1¢*-\\':1}' ]ilar'.v. i’s
tough arranging a recording session.

This new Chesterfield commereial
style originated on the air in Novem-
ber 1950, replaced dialogue between
the star and his announcer. Jingles are
not new for Chesterfield, however. The
company has occasionally usad Texas
Jim Robertson to sing them.

With Liggent & Myers’ faniastically
complex national advertising picture
it's obviously impossible to trace re-
sults directly to their radio commer-
cial. Especially sinee the new one is a
seant four months old. Though Liggett

& Myers’ lower-priced cigarettes were
hit heavily by import embargoes in the
Philippine Islands. cansing a general
drop in business for 1950, Chesterfields
remain third among cigaretles,

2. Tide
Procter & Gamble’s Tide is the num-
ber one detergent on the market today.

According to P & G. it outsells the next
three laundry package products com-
bined.
A glmtl deal of this enviable success
must be attributed to the Tide jingle,
a striking part of all commercials used
on spol and network radio. Listeners
to Life Can Be Beautiful (NBC, 3:00-
3:15 pm.) get a long version of the
jingle as a lead-in 1o each transeribed
commercial. also get a short version on
the end. following hard-selling spoken
copy. The longer version goes:
Music: VAMP
Group: “He wears the cleanest shirts
in town . . . There isn't any doubt.”
Boy: “The girl T married knows so
well . .. That when *Tide’s in. dirt’s
out””

Group: “Tide gets clothes cleaner than
any soap . .."

Voice: “Any soap?”

Boy: *Yes, any soap.”

Group: “You get the cleanest wash in
town with T-1-D-E, Tide!”

3. Goodyear Tires

Goodyear Tire & Rubber Company
has one of the shortest, yet most effec-
tive “commercials™ on radio. If you
can call the following a commercial:
“This program is brought 1o vou by
the Goodyear Tire & Rubber Com-
pany.” A similar announcement. re-
quired hy the FCC. closes the broad-
casl.

Goodyear launched The Greatest
Story Ever Told (ABC, Sunday 5:30-
6:00 pan.), on which these announce-
ments appear, on 20 January 1945,
There was a strong division of opinion
among Goodyear brass as to whether
such a modest mention could do the
company any good.

Six vears later the tire and rubber
company is well satisfied with its stern
self-denial, proved it by expanding to
the entire ABC radio network. Ex-
plains John Nanovie, Kudner Agency
account execulive:

“Not only have surveys shown high
sponsor identification with The Great-
est Story Ever Told. customers write
to the program enclosing sales slips 1o
show their appreciation for it.”

On the artistic side, Goodyear’s re-
ligious dramatizations from the Bible
have won every radio award. Alto-
gether Goodvear and its agency, Kud-
ner, cau be proud of the public service
they've given listeners. And the com-
mercial pay-ofl as well.
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looking for a reasonably=priced
children’s TV properiy?

SAMMERIN |
here’s ||| THIE MULE™

#1 TV program of England now available as a completely American program

One to five live shows weekly, Also available on filn for once weekly showing.
Merchandise rights for this TV string puppet show ecan be arranged.
“Muflin™ and his puppet friends are loved by millions of English children

who consider him their real friend—he is the idol of England’s youth and is sure 1o be

the pet of America’s puppet-loving kids. (Age range: 2 to 10 and 21 10 90),
Here's what leading authorities representing national organizations on children®s shows have to say:

“Pleasing, humorous and goy™ “Fery popular Awerican TV material™
“Children will be delighted™

“Straightforicard, sincere™

“Maost charming and delightful puppets
I have erver seen™

“Important te know of such entertain- “Everyone awill enjoy these
ment for children™

“I am sure MUFFIN THE MULFE is «

special friend in the clhild’s fmagina- “Charming and good entertainment for
tion” children™

“ Al ehildren would find these episodes of
interest™

We wounld appreciate the opporinnity (o show you the advantages of “Muffin® sponsorshin

VECTOR ROUDIN 510 MADISON AVE., N. Y. PL.3-1211




At Precision today
we're processing
the finest

EDUCATIONAL FILMS

for nationwide
showings

For your 16 mm. educatienal

film requirements
use Precision. ..

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

e Fine grain developing of all
negatives and prints.

e Scientific control in sound
track processing.

e 10077 optically printedtracks.

™ l"\p::l timing for exposure
correction in black & white or
u)|()l.

e Step printing for highest pic-
ture quality.

e Special production effects.

o Exclusively designed Maurer
cquipment.

-] I'< rson li SCrvice

.. no wonder more and more
of the best 16 mm. films today
ore processed at ...

FILM LABORATORIES, INC.
21 West 46th St.,
New York 19, N.Y.
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I. Pall Mall Cigarettes

Pall Mall, a “long™ cigaretie made
by American Tobacco Company sub-
~stdhiary  American Cizarette & Cigan
Lompan surged into fifth place last
vear. It thereby continued an upward
trend of the past everal vears and dis-
i'l.l!l"l Oled Gobd in the PIrOcess, \ sub-
stantial part of Pall Mall's success s
undoubtedly attributable 10 its use of
network radio. namely The Big Stony
\ctually, about 107 of the Pall Mall
adl Inlhl_::'l voes to radio, with a 1.‘|||:1'
prarl of the remamder I.l_:_'_'_'l'li for the
TV edition of The Big Story.

The cigarctie’s present conunercial,
mtroduced on 13 December 1930, is
vastly  dhifferent Trom the one which
|i[|'r'|'|ln| ii. |';|” \Id”-‘ l'.lllirl' COl-
mereial  mad a great to-do  about
“throat scratch,” Hustrating its un-
lrli‘.l-‘rlltlh'-- with @ sound much like a
machine-gun, While it was not meant
to be irritating, according 1o agenev-
man William N, Spire. vice president
of Sullivan. Staufler, Colwell & Bavles.
it was certainly “arresting,”  Present
Pall Mall commercial breaks sharply
from this carlier approach. uses por-
[il"’?‘ "[ ll“'h”l‘l' =1,

Describing the new approach, Spire
sav=: “"We aimed at getting a change
“I IJ“'" ]||tl‘ III" Hnew one, .I.IH' {'llil\
l“l! not !Il;lll._:_'", hu\\t'\l'l‘. we :-ti“ Iil'-
Heve in hard-hitting  “reason why'
copy. Andrew ], Love. who has done
musical work for us bhefore. experi-
mented until he got what we wanted,
It vequired 40 takes in the recording
studio before we 2ol 1 exactly li_&:lll,"

New Palb Mall commercial leads ofl

with a singing portion:

Group: “Guard against throat-scratch!
Guard azainst throat-scratch! Guard
azainst throat-=cratch!  Enjov the
simooth smooth "IH”L‘III:_‘ of fine to-
baccos. Smoke a “Pell Mell.”
\imouncers Chappell and  Harrice

then alternate i giving the storv of

Pall Mall's greater length, filtering the

smoke further. making it mild.

What makes the singing  portion.
quoted above, <o unusual is the range
of musical sivle packed into such a
short segment of Ivrics, “Guard against
throat-seratch™ s dehivered like a col-
ll'_‘_’l’ cheer i Cwe want a touchdown™
fashion., This 1= followed Iy o ver
melodie bit: “Enjov the smooth smooth
smoking . . . of fine 1obaccos.”™ The
word “smooth™ is drawn out and the
sentence ends with an unexpected jump
from a low 1o a high note. “Smoke a

Wr. Robert F. Degen
Ted Bares and Co.
New York City

Dear Bob:

Th" new WOCHS Clockwatcher Shou
s moin’ grear guns, Yessir, Bob, jolks
round Charles
ton, West Vir
ginny, 5 really
wtakin® th  this

new “gowd morn-

m program
thet riles th’
TiIrnavs frum

3:30 nll 9:00
each weekday
muornin'! iy

before hir  had
been on th” wair
T r'r'f- 5 ,".rrf wnz
ugitnin’ FORTY

letters o day

' thet's  oney
i Aturt. Jlr"|f h‘r.u'r
“wd ik rer

hnow whur kind
ne @ program
yuh gol some uy
ver  OCTAGON
spors on! Hir's

really  goin fer

WCHS
Charleston, W. Va.

You can cover
the scattered buying
centers of the

Pacific Northwest

more economically

with

Proven Selling Power

Pacific Northwest Broadcasters

SPONSOR




Pell Mell' ™ comes out i staccato
phrases. With such a variety of vocal
=1y les :
12 voices  a listener is hard-put to jz-

delivered by a full chorus of

nore the commercial’s lead-in.

3. Equitable Life Iusnurance
\ecording to Fquitable’s employe
of the lnm]ulll\.*-
business in 1948, 1949, and 1950 i«

directly attributable to their nelwork

house organ. 107

program This s Your FBI. This i= an
average: actual. pereentages have in-
creased from 937 in 1948 10 11776
i 1950,

For the past six years. Fquitable has
used This Is Your FBI ( ABC. I'riday
$:30-0:00 vehicle o
straight-forward, carefully plaimed-in-

poin)oas o
advance commercials.  Facli tvpe of
insurance service is plugged for a 10-
week eyele. making five campaigns a
vear. Salesmen know a yvear in ad-
vance what type of insurance will be
pushed during a particular period:
they can therefore tie-in their sales ef-
forts with the program.
pany does everything it can lo ensure

And the coms-

that maximum use is gotten from the
show., It wmerchandises the program
thoroughly with sales meetings and lit-
erature for its agents.

The Equitable conmercials. written
by Warwick & Legler, make no hones
about being a sales pitch.  Opening
commercials actually warn the listener
of the middle one to come. A recent
opening went like this:

Keating: “Most
have strong opinions about radio
commercials,

|it‘u]‘l|l' (we know)

Il you're that way.
we'd like your opinion about the
middle commercial on this Equitable
Society program. [t deals with the
Equitable  Education
painless way 1o pay for vour boy or
girl’s college education. See if yvou
don’t agree that this commercial is

Fund — the

(sincere and straightforward —and)
packed with helpful information. . . .
See if yvou don’t agree that it per-
forms a real service for parents who
are concerned about their children’s
future. You'll hear this informing
message from the Equitable Society
in about 14 minutes.”

Middle commercial of this particular
program uses a college-age youth read-
ing a letter to his folks aloud—"these
years here at college have been won-
derful, ete.” Announcer Keating in-
lct‘pnlali'!i several of the economic ben-
efits that come to rulll';_'.(' graduales.
without talking directly to the vouth.
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Same old story
in Rochester .

WHEC WAY
OUT AHEAD!

Consistent Hooper Leader since
1943, Lleads morning, cfiemocn‘_
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The Equitable hroadeasts have had
more than a litle to do with Keeping
the company number one among non-
industrial insurance companies. nnm-
ber three among all the insurance con.
panies.

6. Hallmark Greeting Cards

A national survey of 500 peaple Iy
National Family Opinion. Inc. (a re-
search organization) put Hallmark way
out in front among grecting cards,
\mong the homemakers quizzed, 317,
said they preferred Hallmark cards:
among hushands the preference ran to
1990, By way of comparison, the next
most popular card was Noreross with
3% among homemakers. 170 among
hushands. This leadership goes back
sin years to when their vadio efTorts
began: inerease in Hallmark™s husiness
from 1919 1o 1950 equalled s entire

sales for 19101
The Hallmark  Playvhouse (CBs,
Thursday  9:30-10:000 pana) features

the genial and impeceable Dritish au-
thor. James Hilton. Al of its commer-
cials are as dignified and impeceable
as the star himsell.

The first of each program’s three
commercials is a hriel 75-word pitch
I'n'!llilltlilll‘_' “.--l-'llf’l.- n[ IN"'.hinll.- [lll'
seiling cards, Tt always gets in men-
tion of Hallmark quality— ends with
the slogan “you cared enough to send
the very best,”

In the widdle commercial, which
runs over a minute in length, Foole,
Cone & Belding's copywriter Eunice
Gilney gets down 1o hard selling. To
start it ofl. there is
current holiday. or some newsworthy

a Lie<in with the

evenl, or a famous quotation. One ex-
.'tm]l]e-: “o Yes it was Robert Brown-
ing who sent a friendly greeting to
Elizabeth Barrent on the publication of
her book. And you know the rest of
the story. . ., he
how the two met and fell in love as a
This

“oracious,

This commercial tells
result of Browning's greeting,
leads 1o a suggestion that
golden thoughts™ often slip through
our minds unless made tangible by a
Hallmark card, lor example.

Closing commercial, about 50-see-
onds. again hits the scasonal or special
oceaston  reasons  for sending eards,

winds up with the slogan “you cared

[ enougl to send the very hest.” Longest

advance build-np goes to Christinas
cards, which are plugged from October
o, Other holidays: Valentine’s Day.
Faster, Father and Mother’s Daye.
hanksgiving Day, =1 Patriek’s Dav,

Daily sales ol cards
run to a million even with such mun-
dane things as get-well cards, new-haby
cards. and happy birthdays.

ad Halloween.

AL the show’s conclusion. James Hil-
ton congratulates the zuest actor on
the evening's performance. They usu-
ally manage 10 work in a “natural”
mention of Hallmark cards—by scan-
ning the actor’s hiography in advanee,
If nothing plausible in it shows up, the
mention idea is (Iruppﬂl. rather than
risk something strained and implausi-
ble. Hilton and producer Bill Gay have
authority to modify the copy if they
believe it will sound more natural that
way.

7. Camel Cigareties

In 1949, Camel usurped the number
one spol among cigarelles from l.tu'k_\'
Strikes. The brand has continued 1o
advance since then. One reason has
been the aggressive use of radio by R.
1. Revnolds Tobacco Company, manu-
facturers of Camels,

The company spends about 2577 of
its advertising budget on network ra-
dio: they have the | aughn Monroe
Show (CBS. Saturday 7:30-8:00 pm.).,
the Bob llawlk Shew (CBS. Monday
10:30-11:00 p.m.) and Richard Dia-
mond. Private Detective (ABC, Friday
3:00-5:30 pan.).

Alimg with frequeney there has been
a suecession of highly effective jingles.
The present one, in effect for the past
three years, goes like this:

How mild, how mild,

How mild can a cigarette be,

Wake the Camel 30-day test and

you'll see.

Yes vou'll see,

How mild a cigarene can be.

Smoke Camels and see,

Wendell Adams wrote the wmusic and
Hal Bers the copy for this jingle hack
in September 1917, Both are with the
William Esty advertising ageney; Ad-
ams is one of the few jinglesmiths
working directly for an agency. Since
it was one of the first smooth jingles
among a greal number of “punchy”
ones, the idea took some selling to gel
;lllllrf'\ill.

So popular has the Camel jingle be-
come that it's been used i‘.\'h'llsi\l-]_\' on
spot: Vaughn Monroe himsell sings it
on his own program; and the client
has printed np place cards with the jin-
ele for Rotary Club dinners. Camel
salesmen even play the jingle on a pho-
nograph for eigar store proprietors,
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8. Drejt

Dreft is P & G's first svuthetic dete
genl, |'nu|i|1;_' oul in 1935, This one
was lagged for the dish-washing trade,
stresses Dreft’s alnlity to float dirvt and
grease ofl plates without washing,

Twao programs carry Drelt commer-
cials: Lorenzo Jones (NBC. Monday
through Friday 4:30-4:45 p.m.) and
The Beulah Show (CHS, Monday
through Friday 7:00-7:15 p.n. The
Beulah Show is a natural for dish-
washing Dreft, since its star, Hattie
McDaniel, plays the part of a [amily
cook. She gels in an l'.'lll_\ |i|1|;_' }I_\
opening the show with “Love that
Dreft.” When the main commercial is
delivered. it fts smoothly into the
mood of what has gone before in the
sketch,  Dancer, Fitzgerald, Sample
keeps a copywriter on the West Coast
just so commercials for the Beuwlah
Show will lead-in convincingly from
the final seript each day.

One ear-catching part of the com-
mercial is its jingle. usually put in as
a tag to dramatic dialogue between
husband and wife over the family sink.
The jingle goes:

No wash. no wipe tonight.

No wash. no wipe tonight.

Self-washing Dreft
Means no work lefi

No wash, no wipe. tonight.

P & G. noted for its cautions reporls
ol its own activities, dhscloses no sales
figures for Dreft. But consumer re-
search has shown the copy theme and
jingle to be pleasing, % &k %

HOW NOT TO BUY TIME
(Continued from page 23)

the crisis. This same program is heard
in two cities, but the drop in rating
showed up in only one city. 1 call that
a fluke and nobody s going to convince
me otherwise.”

Don’t compare ratings without con-
sidering the percentage-of-error factor.
The amount of error inherent in am
sample measurement may put one show
ahead of another on paper. What its
actual standing is and what its actual
worth to you is remains a matter of
judgment,

Don’t use BUB  figures blindly.
SPONSOR's survey of timebhuyers indi-
cates that BMB figures are being used
widely. But there are a number of
cautions to consider in using this val-
uable vardstick.
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Get set for

the season!
IECSSSASNEN /
Sl //

WXEL is the TV
BASEBALL STATION
in CLEVELAND!

Get set for another season of top enter-
tainment . . . and top ratings ... on
WXEL, the TV baseball station in Cleve-
land. While the Indians are delivering
the home runs, WXEL delivers the audi-
ence . . . assures you of “the best buy
in town”. It's another Pennant Winner
in getting the most for your television
advertising dollar,

TINGS*
YPICAL RA ‘
duringtihe 1950 gasebol

Represented Nationolly
by The KATZ Agency

All (Ie:elund Indians Home Games are Televised over

WXEL

CHAN‘NEL 9
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TS‘T
f /
A Wy
Your Show on

Gets Local Newspaper
Advertising Support

ke December, 1930, as a typical month.
syracuse dathies carried radio-show

In December, the
advertsing as follows:

wsve showa= |§ 7

Iwo

Lines

- a2 e

Shows on All Four Other A )
Syracvse Radio Stations= tf Lines

WSYR gives you lots of other promotional help too, most of it free.
Wirite, wire or phone —or ask Headley-Reed.

WSYR — AM-.-FM.-TV — The Only Complete
Broadcast Institution in Central New York

NBC Affiliate ® Headley-Reed, National Representatives

REACHING NEW ORLEANS’

GREAT NEGRO MARKET
WITH

Schlinz Beer w RY
HO0 (",u’ld'fuhh‘ln IVI

sun ““‘ad

1ol

Faultless Avereh ‘
[ine
Aonogram b
1 adacol |
Rovi .ﬂ (r‘n«l\
ing
1lair Dress ROCR  MOLINE
ISLAND
W right
Root Beer
]:1'.\ Beer
Luziann€ Coffe
uh.--i’!m--l-"“"“ POPULATION y 233.012
. et bits TOTAL RETAIL SALES $246 605,000
Nix Cosw FOOD GROUP (RETAIL SALES) $52,346,000
DRUG GROUP (RETAIL SALES) $7.643,000
il sales  figurvs Jor  Quad-f ity Meteopolitan

Programmed for Negroes by Negroes, WMRY
15 effectively directing the buying habils of
this vast. faithful audience.

600KC- “THE SEPIA STATION"

WMRY

faunties are from 19200 1. 5. Census of Business

5000 WATTS BASIC ABC

am £

NEW ORLEANS, LA.
JOHN E. PEARSON CO.
Nat’l. Representative

REP. AVERY KNODEL. INC.

74

Frequently mentioned was the possi-
bility of
slation against another on the basis of

crror when evaluating one

counly coverage. Said a voung but as-

lute buver in an

agency with consid-
crable spot radio billings: “One sta-
tion may be listed as domimating foun

another 1= dominant m
But what's the population of
those four counties as n|>||u:-|-|| to the

counties while
"III_\ L [ L5
one? The four counties combined may
ot eqnal the one in sales potential. In
ol her ool 1o know the

BMB

words., vou've
local scene and relate that 1o the
data or vou fall on vour face,”
\Ihrillr'l ill]ll nmaore l'llllll'll\l'l'.\i.'l] HI'"
servation about BMB was made
sales manager of a leading fivin of na-
“Don’t get me
BMB is wonderful guidance for

by the

tional representatives:
wrong,
buyers in general. but there are specific
cases where the figures are inaccurate.
which is listed
for station X. Yel
station recently made appli-
FCC for an antenna
would enable it to get

I know of one County
alt wav over 507
this same
cation 1o the
change which
into that same county! Their own en-
wineers had found that signal strength
in this county they were supposed to
he dominating was extremely poor.”
\side from the question of applying
BMDB figures intelligently,
buying cantions can be grouped under
the \ll}ljm‘l of “kllll\\ill;.' the

several time-

local
=1 t'llt'.h

Most often mentioned was this basi
warning: Don't fail to consider a sta-
tion’s standing in its own community
Some slations have built a reputation
for integrity  which carries
products advertised.  As one veteran
put it: there
are cerlain organizations which devel-
That prin-
ciple is sometimes forgotten with re-

over 1o

“In any type of media.

Gp trust in their audience,

card to radio because there isn't any-
l.'”'l_!;]lll' for

judging the station.

thing a4 stranger lo use in
But if vou visit a
conununity  vou can determmine what
<tations have public confidence.”
Don’t fail to meet amd know station
management wherever pu.\_u'l’;fr. was a
corollary cantion to the one above, A

voung exceutive moan industrial firm
which buvs programs in some 30 mar-
kets said: ~“We
operation on the local level
retailers.
ered that there are some managers who
everything bu little.
a matter of the man’s in-
but of what he has 1o work

particularly need co-
to reach
Over the vears. we've discov-
pPromise produce
[t not only
legrily,

with. To find oot what stations can do

SPONSOR




for us. we have traveling representa-
tives who visit our stations regularhy.”

Don’t overlook local live pProgrants.
\n ageney vice president commented:
“*The tendeney is to seek station hreaks
adjacent to network programing, | bLe-
lieve advertisers should be educated 1o
the value of local shows. mamy of
followings.  And

with rezard to these local shows, here's

which have strong

a cautwon | h.‘i\r- Lo nlri'l: Don’t gie a
good local sales-producing personality
o canned message (o read or a tran
seribed  announcement.  If vou o,
vou're wasting his or her talents. Tha
local figure may be able 1o do an ad
lib-type commercial which will he far
more acceplable and betievable 1o Lis
awin annlin-lu-n,"

Another agencyman warned, low-
ever. that ad lib-style commercials can
backfire. “Don’t go in for informality
without mm'nfr:.-'n.-'r.-; control over what
vou re getting.” he saud. This particu-
lar timebuyer had learned from biner
experience that there were dangers as
well as blessings inherent in the ap-
proach made popular by Arthur God-
frev. “We've given full instructions to
performers.” he said. “only to havi
them go ahead on their own jnitiative
and make copy claims which could get
us m hot water with the FTC. For ex-
ample. on a shortening product which
isn’t designed o work with cookies.
performers have gone blithely ahead

to mention cookies along with cake.” |
Still another advertising man. this

one in a national firm which believes

strongly  in buving  local  shows.
warned: “You must air check local

shows constantly, Without your knowl-

edge, some minor change in format |

may be introduced which ruins the ef-
fect you were most interested in. Or
they may get a new anunouncer who
lll't'.‘ll‘l l]u an l'\|u'l'| jn|l. \nll can’l
sit in New York and take what's hap-
peuing at the station for grauted.”

Practically every timebuver ques-
tioned touched on another '-IIII]*'II ol
of which emerged an additional series
of related don’ts. These don’ts can be
summarized as revolving around buy
ing based on “higness™ or reputation.
Here. in briel. are some of the specific
cautions advanced under this heading.
with details to follow.

Don’t f!h‘_'l on the basis U‘;{ poer
u."m.ltn l.\llll. if vou II.l'l'lI ||'It‘ \\il||- COvV-
erage power implies. don’t forget that

fr'f-(,m.«'m'_\' must be considered Hqu"-:

with power: lor ||'l;.'ll fll'l'lllil'll.l'\ with
high power may uot equal coverage
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E e |
STARLAC

MOMFAT

DRY MILK

soLiDs

Fo mtroduce a fine new product,

Borden chose KJR and the

Sterling program for their only

radio in  Waostern

REPRESENTED NATIONALLY BY AVERY-KNODEL, INC

San Froncisce »

New Yark « Chicogo + Los Angeles »

BORDEN STARLAC
EXCLUSIVE!

KR

Washington,

. Narsbutt Fiehd Hatioa

~THE KALUE-FULL STATION

ASC ATFILIATE #

Atlanta

-3 It’s R
“Teleways
for

SUCCESSFUL
Transeribed
Shows

Transcribed and ready to broadcast:

RIDERS OF THE PURPLE SAGE
156 15-minute top western musical pro-
Erams
DANGER, DOCTOR DANFIELD
26 half-hour exciting mysteries
JOHN CHARLES THOMAS
156 15-minute shows with the King's Men
singing hymns of all faiths
MOON DREAMS
158 15-minute romantic musical programs
BARNYARD JAMBOREE
52 half hours of good hill-billy music

STRANGE ADVENTURE
260 S5-minute stories of imteresting adven-
ture

THE FRANK PARKER SHOW

132 delightful 15-minute musical programs
with the Modernaires, Bea Wain, Kay
Lorraine, Dolores Gray, and Andre
Baruch ss M.C.

OR
Custom-Built
Transcribed Shows

For Free Auditions and Prices Write

TELEWAYS robfifon.

8949 Sunset Blvd., Hollywood 46, Calif.
Cﬂ-miu_a?zn [ BRadshaw 21447

®

e 1ak)

' to sell '
Jacksonville, Fla’s

TREMENDOUS
Negro-Hillbilly
market
buy the station
they ALL listen to

| | WOBS

' .ask Forjoe )
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AN

AmgklcchsTlNG

yANY
OM*UAISvILI.E

1080
Kiiocyy
5608”

Lovisviile, Ky.
JOE EATON, MGR.

Represented Nationally by
JOHN BLAIR & CO.

ALABAMA'S
BEST
BUY

wPAROMOTION /)ﬁm /

on your order list repre-
#ents Alabamn's Biggest Bonus!
On WABR you are assured of con-
‘nt, planned promotion , . .
wediate and continued aceept-
ance of sponsor fdentification!
CHECK THESE FIGURES

FOR A RECENT MONTH

e 32,858 Lines
Advertising
(Spansors
about half)

* 8,915 Lines of Newspaper Edi-
torial Mention
[The equal of about 4 full pages)

® Regular Air Promotional An-
nouncements
[Supplementing
ups)

* PILUS —Point of Sale Posters

¢ PLUS —Dealer letters galore

® PLUS —Personal contact on
the local level
Add WABB to your "MUST" list
now! Join the sponsors who are
now receiving each month their
WABL program promotion kits
through their friendly Branham
man,
AMERICAN BROADCASTING CO.

BB Owned and Oper-

ated by the Moblle
FM 50,000 Watts

of Newspaper

identified in

were

build-

network

Press Reglster
Nationally Repre-
sented by  The
Branham Company

|m--if.|.» with lower power but a more
favorable frequency. )

Don’t buy on the basis of affiliation
alone.

Don’t buy on the basis of pre-war
reputation.,

Dow't let old  [riendships built up
over the years stand in the way of clea
evaluation of the competitive situation
in a market today,

All of these curt invocations add up
to one  generalization  which applies
equally 1o any of the cautions present-
ed inthis article. That is. don’t let any
one single factor predetermine buying
strategy.  This  generalization applies
particularly to the points just listed.
For power. aliiliation. reputation, and
friendship are factors which tend 10
glitter wmove hrightly than any other
consideration,

Tiunehnyers sayv that some advertis-
ers particularly are impressed by pow-
er and alliliation because these are 1an-
gible factors with which they are read-
ilv familiar.  “Wha
plained a timebuyer in one of the top

happens,”  ex-

10 radio agencies. “is that clients apply
their own listening experience in New
York or Chicago to the rest of the
countrv. They fail to consider the -
pact an independent station may have
locallv: or that the local aliliate of a
network may not have the same domi-
nance in its connmunity as the flagship
station in New York. . . . What I'm
saying is nol meant to disparage net-
work alliliation or power as a consid-
eration. For some products, buying the
50 KW stations almost exclusively may
be the logical thing 1o do, What stands
in my way. though, is a client’s preju-
dice for such power when he'd be bet-
ter ofl with some other strategy.”

Regarding  pre-war reputation and
old Triendships, an agency executive
who is in close touch with station op-
eration said: “Witl the post-war licens-
ing of almost three times as many sta-
tions as had been on the air. tremend-
ous changes have taken place in each
market. Listening habits were further
disrupted by television. You can no
longer assume that certain long-recog-
nized stations are always getting the
eream audiences, | say, make caclt buy
individually, by what it is and nor whai
station it's on. | do know, though, tha
old habits are hard 1o break and some
business is done beeause this or that
station manager is an old pal and the
timelmyer has a deep reluctance against
switcliing business elsewhere,”

One of the most surprising cautions

il SFONSOR s survey was advanced mosl
graphically by an attractive lady time-
buyer who complained that campaigns
are sometimes started without proper
regard for briefing the timebuyer. Her
caution: “Don’t [ail to supply the time-
buyer with detailed marketing infor-
mation and an understanding of the
campaign’s copy theme and objec-
tives.”

Why is this obviously essential step
skipped at times? “IU's because of
speed and pressure,” the lady timehuy-
er explained. “A decision is made rap-
idly and the account executive or cli-
ent wants the buying done yesterday.
There may be urgzent reasons for all
the speed but a little more thought and
consideration for the timebuyer would
improve results.”

On the other hand, just when the
timehuyer wants to work at top speed.
he or she may be shackled by a elient’s
insistence that recommended buys be
sent Lo him for approval. Tt is this
insistence which tends 1o reduce the
timebuyer 1o a clerk’s status, one agen-
¢y viee president pointed out, “Once
an understanding of the basie market-
ing strategy is given the timebuyer.”
said this v.p. “and once some agree-
ment is reached as to what the general
outlines of the radio campaign will he.
the timehuyer should have freedom to
buy. Otherwise he is being used just
as a clerk and vou are not going to
profit from his experience or knowl-
edge.”

Out of this comument comes a caution
addressed 10 advertisers: Don't tie the
timebuyer's hands by making  him
come to you fer approval of every buy.
Sometimes a delay of even an hour
can actually mean the loss of a prem-
inm time slot. This is especially true
tow that more and more advertisers
are turning to spot radio,

A final and important suggestion 1o
timebuyers grows ont of what several
reps had to say about the personal ele-
ment in the sale of radio time. Don’t
overlook the value of good relations
with reps. becomes the concluding cau-
tion of this article because it's appar-
ent that a friendly rep can be a valua-
ble ally to a timebuyer. Being human,
reps can’t |u'|p hut el on the |l]lnnc
first to a considerate timebuyer when
choice time becomes available, Those
huyers who may be demanding or hard
to get along with will naturally tend 1o
suffer. all other things being equal.

Aside from this negative factor, good
1’1"5|1ill||b “‘il]l reps ]h’l_\ UII ill lernis ﬂ[
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fuller information about stations. The
timebuyer who keeps his door open to
the maximum extent humanly possible
gets valuable data along with the rep's
pitch. And the secret of good buying,
in fact the whole point this article re-
volves around is data: data of every
kind. data used in balance against oth-
er data. As one of the most respected
men in the timebuying field described
it. a good buver acquires “a tremend-
ous background on a mass of little
items of information none of which ap-
pear important in themselves hut which

add up to give a picture that deter- |

mines policy.” *ok k

510 MADISON
(Continued from page 12)

I was much impressed as | carefully
read through the article, and am the
first to acknowledge that those stations
mentioned have certainly done an ex-
cellent news job.

I must confess, however, my sur-
prise in noting the absence of any men-
tion in the article of the WJR news
department, which we believe to be
among the best in the country. You
are aware that WJR was among the
first, I think the first. station to elimi-
nate the middle commercial in news
programs. And you may or may nol
be aware of the fact that WIR permits
no transcribed commercial announce-
ments to be used in connection with
its news broadecasts. Both of these pol-
icies were inaugurated here and have
resulted in WJIR's news programs at-
taining a prestige and dignity of which
we are most proud.

For your information. WJR news-
cast periods have not been doubled
since the Korean War for the simple
reason that we did not reduce them
after World War II. We have kept a
basic news schedule intact for a period
of many years which has established a
listener habit for WIR news reflected
most definitely in all audience measure-
ment surveys in the area. The quality
of WIIt's news programs is attested by
the quality of sponsors using this ve-
hicle on WIR, among which are Stand-
ard Oil, Shell Oil, Peter Paul. Metro-
politan Life, Auto Owners Insurance,
and Michigan Milk Producers,

Incidentally, the “Do’s and Don’ts”
as listed in the hox on page 24 are and
have been for a long period of time a
part of WIR news practice and policy.

I hope you will look with under-
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TOPEKA
ABC

5000 WATTS

BILL
ANSON

“HOLLYWOOD ‘Growth of retail sales
BANDSTAND ' "% in the U.S.A%was in

3 "l‘::l :"’;"i!:: ture EL PASO
on :

KFWB

[ J y /
Bill Anson's snecess stories
for such sponsors as Surf,

Raiser-Frazer, Cavalier audience in this vital mar-

Cigarettes and others are - o g 1Y
outstanding. s ready keting area is delivered by
made andience makes him

a good radio buy,

Some participations
arvailable

Nationally
Represented By
William G.

RAMBEAU CO.

RODIRICK BROADCASTING CORP

3 Dotrance D. Roderick Val Lawrence
. Pres. Vice-Pres, & Gen. Mgr.

REPRESENTED NATIONALLY BY

IN HOLLYWOOD THE O. L. TAYLOR COMPANY

980 ok tHie: dtat » AMON® THE NATION'S 75 LARGEST CITIES, IN
onine aia THE LAST 10 YEARS  (Lotest Dopt. of Commerce Report)
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“Taylor-made”
SINGING JINGLES

Contact us NOW for infor-
malion on jingles !-Tllll‘--inl!-
dly wrinten and performed
for you at a surprisingly low
o=t. We'll send vou a free
aundition dise of TAYLOR
imeles  that are SELLING

e |J.ll|n]r-:' How |

lhese transeribed shows
available for lease or
outright purchase:

TOM, DICK & HARRY—

IMappy chatter and novelty <ong-
A ney hivw
156 15-mimute <hows,

STRANGE WILLS—Drama
tizedd stories behind interesting wills,
6 Vowour shows,

CHUCKWAGON JAM-
BOREE—Ken  Curtis  and  the
Novelty Aces in o Western Musical.

131 15-minute shows

TAYLOR PHGDUCTIUNS, INC.

6700 Sunsert Blvd.,
Hollywood 28, Calif.
HUdson 2-1089

g
WOYL

WBC merwerk

1,u‘l“
wec\?
TLA
s AL

Notional Represeniotive: Jahn Bloir & Ce.

standing upon our letter protesting the
exclusion of WIR in vour recent arti-
cle. We think the pride we have in our
news department is justified and there-
fore pardonable.
Worta KraMER
ice President
IR
Detrait

I was much interested in reading
vour article on news —ilnn*-nr'-vll”l in the
29 January issue. We much appreciate
at WFDF vour pointing out that the
Flint market is unusual, That is our
continual SN, but it s not l|||itl- HES
unusual as vou =tate,

One of our peak hstening periods for
news is hetween 1000 pon. and 6:00
pon. 1L s pretty good at 6:00 a.mn. too.
but T wouldnt want to -|u‘;I.L for 4:00
ant. The cost is in error also. A five-
minute news broadeast, Class B, five
ll:l_\r- a weeh for 52 weeks is 525 ¥t
program all inclusive, and not 575
Class B 1= 835,

News 1= hot here, however. just as
il is every place and our active local
news gathering organization Keeps it a
~trong factor yvear in and vear out
whether there i= a Korean erisis under-
wav or 1ol.

Lester W, Lixpow
General Manager
IFDF

Flint. Wich.

COMPARAGRAPH MISSED

We  have missed  something  very
much recently in sronsor —that is the
sroxsor Comparagraph listing all the
network radio programs.

I would appred lale vour :Itl\ir-iltl'.; 1=
if sroxsor plans to have another Come
paragraph in the near future and abon
when it would be.

We all certainly enjov sroasor. but
wanted vou to know that we have
imissed this one item in particular.

\iax Youxe
Publicity  Director
Iien

..’.il_{n'l.u ’\HH.

[ ] Ihe Comparazreaplh was  disvantivoed  samie
munths azet has been replacesdd by other  nse-
T AY L

WKRC'S KEY ITEM PLAN
The call letters of WKRC stations

were missing in vour note re: merchan- |

[ dising-minded stations i the depart- |

ment. "“e'|m1't Lo _‘“|r||]|:-l|[:-“ in the i
January SPONSOR.

We had thought our “pro-ad-merdis-
ing” plan. perhaps better known as the
WKRC Key ltem Plan. famous enough
to warranl mention,

I'm enclosing a complete outline of
the plan which has been working sue-
cessfully for more than four years,

Freperic GREGG

Director of Public Relations
WKRC

Cincinnati

® A printed hooklet explaining WRRC's “Key
Items Plan™ i« available on weitten  request  to
Header Gregg,

PITTSBURGH STORY

I have read with a great deal of in-

| terest the BAB statement about the

Pittshurgh newspaper strike and. ol
course, opur own report that ran along-
side it. 129 January sroxor. “What
really happened in Pittsburgh?™)
I think that this is an excellent meth-
o of handling a controversial matter
and think that vou folks are entitled to
a vote of thanks.
HiroLp S. BArNES
Director
Bureau of Advertising
ANPA
New York

WDOD RADIO CAMPAICN

In trying to combat the sets-not-in-
u=c figure, T have instituted here at

| WDOD a campaign of announcements

and station hreaks.
Pevhaps other stations are already

"My 1950 BBM is a dinger . .

. 117,960
radio homes! I'm your best -"m)f on the

coast—T0P DOG!”

SPONSOR




\\nr!\in;_* on this iltuf!il'lli. and | ||n]u'
that through your magazine we ecan
have an exchange of udeas.

This campaign is a result of attend-
ing the BMI program clinic in New
York recently and hearing the excel-
lent panel speakers that were assem-
bled there.

I hope we have some reaction from

other stations in the country.
CHARLES GULLICKSON
Program Director
wnop

Chattanooga

L of
dio on EVERY MIN.
y ominute of every

UTE! EYER)Y r fuastest
mews s radlio! K 3

UTE OF EYERY DAY!"™ *FEy
day brings us elose 1o worlid erivis! Be informed !
Keep your radia on EVERY MINUTE . . .
DAY ! “*World problems or local!
source of news is your radie!

on EVERY MINUTE of EYERY

sonree

ENERY
Yonr fastest
Keep vour radin

DAY

MAGAZINES ON THE AIR

Just to let you know how closely we
watch sroNsor (and enjoy it). we pad-
dle you lightly for the following slips
in your “Magazines on the air” story
in the 12 February issue.
Lwo inaceuracies:

1. The ."_} True .";lraf_\' show | page

31) Sterling
Drug Company.

’IIIII'I'l' are

i:‘ :-[mll,‘un'll |l}

2. The My True Story show (page

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTAULISHED 1930

HIGHLY RATED

2.0
AVERAGE WINTER 10%1

ABC STATION

WBTM

HOLLINGBERY

PACKAGE that v

film spot at TELEFILM Inc. in

Hollywood (28) Calif. since 1938
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|
|
|

i
|

2) 1= on the A netwaork
acros= the board from 10:00 @.an
to 10:25 a.m. and not 10:00 a.n
to 10:15 a.m.

S N, Hintmensan
Circulatton Director
I.“.df_fl'fff]r'!.' n Mullications n

\.:ri )(-J"fr.
note i the 12 Felbiruary sroxsoi
that you have a stor aboul mazazines

o the air. o thes artile vou
v Broadeasting Svstem credit
inz carrted the Look zames but
wited with great amusement that for
icture of the LsU-Texas zam
I3l Stern on NBC rather thai

rdon Mel endon on LIS
Jazmes S, FosTeR
Evecutive | ice

ity
Dalla

) 3
f reastdent

available to sponsors

Here are informational tools that sroxson feels can be of use to you.

Requests for material must be made

Al154 “Primer for Time Buyers,”
CKLW, Windsor
on coverage, spol

radio homes in

CKLW.

contains information
announcements, and

markets covered by

A155 “Marketing in a Defonse
Economy.” ]. Walter Thonpson Co.,
New York interpretations  and
eritical analyses pertaining to the na
tion’s economy and the opportunities it
holds for business,

rives

A156 “Why Are Listeners and Ad-
vertisers so in Love with Radio?"
Pacific Northwest Broadcasters,
kane, Washington—is a deseriptive and
pictorial report on “the easy, quick,
productive results
through radio.

Spo-

way" to achieve

A157 “A Report on Lourenco Mar-
ques Radio and Its Audience in
South Africa,”” Pan American Broad-
casting Co., New York—estimates )is-
tenership that an advertiser may expeet
in 1951.

A158 “WKMH Reports the

Characteristics of the Working Pop-

on

wlation in  Detroit,”" Headley-Reed
Co. breakdowns on indusirial and
non-industrial workers show a1 whai

time I]lt‘_\ eat, dress, go to work, leave
work, and go to bed. Valuable
advertiser who wishes ta know the hest
reach a particular

aud 10

time to wdience

within 30 days.,

A159 “Ervery Day is Ladies’ Day
with WJIBK-TV.,” Katz Azency, Ine.,
New York  ineludes all pertinent in-
formation abont the tion's alternoon
variety show, Ladies” Day
A160 *““Adrertisers” Rate awd Data
Guaide.” £, 1l Browa., Chic 14951
ecdition gives latest rares, circul 1
wies and closing, and f=suance

neral, farm, mail order, & el
solling magazines, ldeal for o/T\
advertisers who want to compare broad.
cast advertising rates with other media
Al61 “Washington D. €. Metropol-
itan Network o o o a New Concept in
Radio  Timebuying.”  Independent
Metropolitan Sales, New York five
Washington independents (W ARL,
WHBCC, WEAN, WOAY. and WIPIK)

1o offer adventisers their [a
Bookler lists al-
local network,

Join Borges
cilities as a unit buy.

vantages of nsing this

A162 “Sweet Music 1o the Adrver-
tiser's Ear.” The Branham Co., New
York—i= an  illostrated  folder  which

1‘|i‘ '-l“ !-‘l‘l." “ld ‘.II"‘ =lrcess =tory
WAON, Knoxville, Widday Merry.
Go-Round

A163 “Trausit Radio,” Tran-it Na
New York illustrated  booklet
gives the prospeetive advertiser a chane

luok

over e p-“i. lities thi
FM medium.  Includes: asdienee com
position: ype of prog ninz availahl
rates<: advertiser success storie
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Open Letter to John Crosby

Dear M. Crospy;

[ve long  admired vour colunms,
But | don’t admire your snap-judg-
went thinking, as represented in your
20 February colunmm in the New York
Herald Tribune, vegarding radio,

Quoting Johin Croshy on the Peary
show on CBS: “Seven vears of the
Harold Peary Show! 1 don’t even think
radio will last that long, much less that
progranm,”

I hold no brief for the Harold Peary
Show. But | do [or vadio, And I'll ex-
press my point of view in simple terms.

History has a strangze habit of re-
peating itself. The history of newspa-
pers as an advertising mediom is in-
teresting to note in relation to the lon-
sevity of radio.

Back around 1927 newspapers, in
terns of advertising revenue. were just
a drop in the hoeket compared to their
1951 dimensions: radio was just a
faint precipitation with less than five
million  dollars total billing for net-
work. spot and loecal combined.

I those davs the newspaper people
weren't overlv worried about radio.
But they swould have been in a mood
to commit haraskiri had thev Kknowu

Applause

then what they know now about radio:
That in 1951 about 42.000.000 homes
tsomme 9571 would be equipped with
one o1 more scts in working order: the
average home would have its radio
tuned on nearly four hours daily : ad-
vertising income from radio time sales
woukd be near the half hillion mark.

Wouldu't you. as a newspaper man
able to prophesy radio’s greatness 23
vears in advanee. have concluded that
newspapers  couldn’t continue as a
dominant foree against such a colos-
sus?

Yot as time wenl on the newspapers
rose to the challenge. Their numbers
reduced, true. but their advertising
life's-blood increased as the challenge
of the new medium hecame more ap-
|lur|‘m. Tnllal_\ lluTun|\ savs. mn lh(: face
of radio. television. and what have you.
that newspapers will lose out three,
five. seven. or ten years [rom now,

lsn't it as reasonable o attribute (o
radio. a more vibrant and youthful
mediune the same spirit of vitality, ag-
gressiveness and challenge that marks
the last ten years of newspaper his-
tory 7 Radio has not vet begun 1o
fight: its first twenty years were too
casv, But in the face of the challenge
of other media, of oceupational and
recreational pursuits. vou will find ra-
dio blossoming forth with a vigor. as-
sertiveness, and teamwork that has nev-
er belore heen apparent,

Talk to the professors. cxperts on
mass  communications.  peychologists,
advertisers, You'll discover that the
art of reaching and influencing people
via the car is stll in its inlancy. Mil-
lions upon willions prefer the ear fand
will continue 1o prefer ith as their pri-
mary mode of communication,

You say that you dont think radio
will last seven years. | =ay that seven
vears from now radio will not only he
a strong factor. but far stronger than
lnliil_\\

Timebuying comes of age

Fhe Tead artiele o this is<ne of srox-
sok cipmerates N or more key points
that all huvers of time can profitabhy
assess ald nse

Vs sponsor made its sty of e
Puying don’ts, it was more than slight-

I mpressed  with the matarity of
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thinking that characterizes practically
every ageney tunchuyving department
working on the national level.

Ounly a few vears ago. we wrole an
article protesting the fact that agenvy
timebuyers are underrated and under-
patd.  We compared their lot with
ageney spacebuvers. an honored  and

well-paid - lot. Things are different

I realize that it is fashionable for the
Croshys 1o take pot shots at radio. But
it's even more fashionable 1o examine
the facts and to be guided accordingly.

Sincerely.
Norvan R. GLExN

Reply to a farm inquiry

Recently  the radio director of an
important - adverlising  ageney  wrote
sronsor’s editor for articles indicat-
ing the eflectiveness of radio versus
other media in the farm market. srox-
sor’s reply may be of interest to others:

“One of the most interesting things
we've done on this subject is our rural
clectrification story that ran February,
1950, Our Farm Faets Handbook con-
tains valuable data as does our 9 Oc-
tober 1950 article *The Farm Director:
what a salesman!’

“The writer personally worked for
one of the leading farm stations in the
United States (WLS, Chicago) for
four vears. From observation | can
tell you that radio is even stronger in
the rural areas than in the cities be-
cause other forms of mass communica-
tion are nol as accessible. Further, ra-
dio’s unparalleled  ability 1o breathe
life into its advertising messages has
a special appeal for the farmer.

“Recently. | visited WLW. Cinein-
pati. and was told by Bob Dunville,
president of that station. that he had a
short time ago put salesmen into his
New York and Chicago oflices who
were charged with selling only their
fﬂl'l" |l|'||:_’r:l||]!': i‘l“l announcements on
farm programs. He tells me that the
move was amazingly successful. In the
first month each oflice signed up many
accounts. The facl remains that the
average advertiser who has something
to sell the farm markel is just waking
up to the possibilities of radio—actual-
Iv the best nedium for selling that
market.”

now: the confidence and studied jude-
ment revealed by thebuyers in this lat-
est survey refllects their improved stand-
ing within their agenvies,

Perhaps the tremendous upsurge of
interest in national spot has much to
do with this. But we can’t help feeling
that the higgest reason is that an im-
portant profession has come of age,
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THE KANSAS CITY MARKET

Does Mot Run in Crrcles /

Daytime half-millivelt contours shown in black.

During the past year The KMBC-KFRM Team
has substantially increased an already comfort-
able lead audience-wise in the great rectangular
Kansas City Primary Trade arca. Proof lies in the
result of a late 1950 survey made at the Kansas and
Missouri State Fairs and at the American Royal.

The KMBC-KFRM Team has buile effective

/ﬁ‘&ax%cé{zy/f.,

and The KMBC-KFRM Team Covers
It More Effectively and Economically

Than Ever Before!

and cconomical coverage of the territory witch-
out waste circulation but more impurl\lnt. the
building conmtinues!

Contact KMBC-KFRM, or any Free & Peters
“Colonel” for full detzils on why The KMBC-
KFRM Team is your best buy in the Heart of
America. o

KMBC-KFRM

6TH OLDEST CBS AFFILIATE

PROGRAMMED BY KMBC
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DAYTIME

WTAG 136,570
STA B 64,080
STA C , 58,220
STA D 54,370
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Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.



