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Virginia House typifies the happy blending of history
and progress in Richmond. Ancient Warwick Priory,
builtin England in 1565 and visited by Queen Elizabeth,
provided its stone and timbers. Old Dominion ingenuity
and wealth transplanted it in the New World.
Modern Richmond loves its traditions, but never lets
them interfere with its progress. WTVR, the first
television station in the whole South is rooted in
Richmond. Radio, both WMBG and WCOD (FM) pioneered
here, too. This is part of the personal history of

Havens and Martin Stations, First Stations of Virginia.

e

Virginia House

WMBG -+ WCOD ™~

Havens & Martin Stations are the only

complete broadcasting institution in Richmond.

Pioneer NBC outlets for Virginia’s first market.

Represented nationally by John Blair & Company FIRST STATIONS OF VIRGINIA



COLCATE_ ACGENCY ASKS STATIONS TO JUSTIFY RATE INCREASES—One Colgate agency,
William Esty, has been writing to stations which have ruise& rates recently, ask-
ing them to justify hike "in view of network rate decreases." Some letters went
to stations in non-TV areas. Replying to Esty, one non-TV-area station cited
increased sets-in-use and sets-in-market figures backed up by its own intensive
surveys. Many stations, armed with such research, intend upping national spot
rates. (See discussion on whether there is growing trend to boost national spot
rates in Mr. Sponsor Asks, page 46.) ‘

BLATZ BREWINCG CUNNING FOR BEER LEADERSHIP WITH $3,500,000-PLUS AIR BUDGET—
Blatz Brewing, Milwaukee, which will launch "Amos 'n' Andy" ov_e?Gl_i}E_TV stations |
28 June, is shooting for suds supremacy. This year it will up its broadcast adver- |
tising budget to between 33,500,000 and $4,000,000. Most recent development:

Blatz wanted Charles Collingwood evening news strip on CBS, but couldn't get full
national clearance. Now it's looking for another network radio news show, possibly

on another web. In addition Blatz may boost its spot radio/TV coverage come fall.

(Blatz agencies: William H. Weintraub and Kastor, Farrell, Chesley & Clifford,
New York.)

AUTO LISTENING TO WGAR IN HOME COUNTY TOTALS 411,708 HALF-HOURS DAILY—

Survey by WGAR, Cleveldnd indicates there's total of 411 '?08 individual half-
hours of car listening daily to WGAR in 12-hour period from 7:00 a.m. to 7:00
p.m. That's in home county (Cuyahoga) only. Other key findings: 81 out of 100 cars
in Cuyahoga County have radio; radios in cars are on 74% of time spent driving; each
car has average of 1.6 passengers; 9% of radios are on more than hour daily.

PHILIP MORRIS SALES RECORD HIGH—Thanks in large part to its §7,000,000 annual

air budget, Ph111p Morris has just Scored new sales record. In fiscal year ending

31 March 1951, firm grossed $305,000,000 — 20% over previous year. As predicted '
by SPONSOR (9 April), company has cancelled Ralph Edwards' "Truth or Consequences”

on CBS AM/TV and disked "Lonesome Gal" on 7 stations. As replacements it has picked

up "The Bickersons,® Tuesday nights on CBS radio and "Racket Squad," Thursday

nights on CBS-TV. (Agencies: Cecil & Presbrey, Biow Company.)

THAT RESEARCH MUDDLE—For your edification on problem of equating reports from

different rating services, consider these striking differences between C. E. Hopper ‘
and American Research Bureau for top TV programs in May (New York). Berle is first

in both reports. But while Hooper rates him at 49.5, ARB gives him 66.9. "Comedy
Hour" (starring Phil Silvers, 6 May) is fifth on ARB with 44.4; sixth on Hooper |
with 30.6; Louis vs. Agramonte fight is second according to Hooper with 36.1. It's
in ARB's seventh place with 41.9.
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PACE QUICKENING IN DEVELOPMENT OF "PAY AS YOU SEE” TV—Subscriber-Vision,
"pay as you cee" TV svstem which relies on punched card to unscramble "coded" pic-
tures, hopes Lo get I'CC approval for commercial test this September. Arthur Levey,
president of Skiatron Electronics & Television Corp., owner of system, told
SPONSOR programing fare would include college football games, films, and possibly
Broadway shows. Levey is approaching "South Pacifiec," among others. Meanwhile,
Ielemeter, now half-owned by Paramount Pictures, is rushing preparation of appli-
cation to FCC for its own commercial test. And Phonevision, owned by Zenith Radio
Corp., is rumored entering deal with either MGM or iis subsidiary, Loew's Thea-
tres. (See page 29.)

AMM-I-DENT STEPS UP ADVERTISING FOR SUMMER—Block Drug Company ad manager
George J. Abrams told SPONSOR firm's Amm-i-dent Toothpaste and Toothpowder have
been enjoying sales boom, will step up air advertising this summer. Company hopes
to triple sales in hot months when competitors may be napping (or hiatusing).
Beginning 25 June, Block will sponsor Saturday morning radio show "No School Today"
over 162 stations of ABC network. Present sponsorship of "Danger" on CBS-TV will
be continued through summer, and spot radio schedule in 20 markets will be in-
creased considerably.

SUPREME COURT BECOMING CENTER OF RADIO/TV INDUSTRY NEWS—By next fall, U.S.
Supreme Court may have settled three of most important issues in history of radio/
TV industry. (1) Color — just decided; (2) Whether Transit Radio is constitu-
tional (see details page 29); (3) Fate of "beep system" FM which is used to provide
"functional music." SPONSOR learned exclusively that if FCC stands pat on its
ban of beep FM, lawyers will take issue through to Supreme Court.

DID PRINT INTERESTS AID SUIT ACAINST TRANSIT RADIO?—Suit against Washington
Transit Radio, supposedly by group of outraged private. citizens, may have been sup-
ported sotto voce by newspaper interests. Resulting in U. S. Court of Appeals dec-
laration that Transit Radio is unconstitutional, suit was filed with notarization
by one newspaper's own notary, according to well informed sources. Washington
"Post" (which is not paper referred to above) blasted Transit Radio as public nui-
sance in its editorials. But when decision was announced, paper expressed concern
over court's legal tack in lengthy editorial.

“LET'S PUT ALL MEDIA UNDER THE SAME MlCROSCOPE’_‘—-—-That was title of SPONSOR
article (31 July), urging that all media be measured by one yardstick — time spent
with medium. This, SPONSOR said, would give all media a "common denominator."
Now, C. E. Hooper has taken up same platform, proposed new measurement service to
be called "Mediameter." It would reduce "exposure to the four great media . . .
to a common denominator, time. . ."

HOFSTRA STUDY NO. 2 CONTRADICTS OTHER FINDINGS ON COMMERCIALS—Super-

Hofstra Study (No. 2), just now being shown to gatherings of ad men, includes data
on types of commercials which sell best, as well as documentation on TV sales ef-
(Please turn to page 54)

SPONSOR
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‘Rube’ Marquard =
In Straight Games; /<

WHEC 7

In Rochester Radio 7

WHEC is Rochester’'s most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC’s leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B C D E F
MORNING  43.1 19.7 8.0 84 154 | 3.7

8:00-12:00 Noon
Manday through Fri,

AFTERNOON 42.0 284 g;8 NP 5.4 2.4

12:00-6:00 P.M,
Monday through Fri,

Station
EVENING 39.2 282 86 T16 106 s
6:00-10.30 P.M. Only

Sunday thraugh Sot. FALL-WINTER REPORT 1950—1951

BUY WHERE THEY'RE LISTENING: —
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ARTICLES

Kindergarten forv spousors

Highly profitable marriage of advertising and entertainment can also be
highly hazardous. Here are tips on how to avoid the pitfalls

Beli Telephone's party line

Why Bell Telephone companies have been on the air |l years with the same
network radio program, "The Telephone Hour," and are still satisfied

What are the hot issues this week?

There's more big news breaking in radio/TV than ever before. Here's back-
ground on issues including color TV, Affiliates’ Committee—ANA meeting

Hofstra Study No. 2

Despite rising TV costs, customers sold per dollar have not decreased,
according to NBC's new super-analysis of TV sales effectiveness

Frozen foods on the air

Birds Eye, Snow Crop, Minute Maid, Flamingo all spend major chunks of
ad budgets on radio/TV to spearhead aggressive selling

TV Dictionary/landbook: for Spousors

Do you know the meaning of these words in Herbert True's TV Dictionary:
"cheat," "chiz biz," "dog"? They are among terms defined this issue

How obsolete is BMB?

Last BMB report was compiled in 1949. Though many timebuyers and
broadcasters feel figures are out of date, data is still widely used

How Bell Telephoue uses spot radio and TV

Following up national network effort, local telephone companies use spot
radio extensively to win friends among phone subseribers

Husical clock programing

SPONSOR brings you a close-up of the effectiveness for sponsors of morn-
ing music-time-chatter-and-weather shows

Premins on the air

SPONSOR is currently surveying trends, techniques, de's and dent's in
use of premiums

v
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COVER: Recent court decision against Wash-
ington, D. C., Transit Radio is regarded by
many advertisers, radio/TY executives as a
peril to all advertising. |t may open the way
for attacks on car cards and printed ads on
grounds that they, too, are attention "com-
pelling” and violate a citizen's "freedom."
And it is probably the first ruling against
an advertising medium's right to do business
in court history. Riders shown in the picture
are listening to WTOA, Trenton, N. J. (See
Transit Radic story, page 28, this issue,)
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KGw THE ONLY STATION-

WHICH GIVES THE ADVERTISER
COMPREHENSIVE COVERAGE

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

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

DAYTIME

KGW 350,030
Station B 337,330

able building sites
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the nation. L §f new industr .
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ket in the nation.

PORTLAND, OREGON
ON THE EFFICIENT 620 FREQUENCY

REPRESENTED NATIONALLY BY EDWARD PETRY & CO.




commmcM‘s

Still proving to be one of Noan-
ern California’s top personalities on
both AM and TV is KSFO-KPIX's

woman's director, Faye Stewart.

In addition to her woman's program,
l\'hlfh h 15 hf‘(‘l] ﬂlf{‘d dﬂl‘l)’ on st:o
tor the past seven years, Faye is seen
five days a week
an "KPIX Kitch-
en,””  where she
demonstrates and
prepares meals for
the l.‘udgor-mr«‘
hi‘ll\L‘\\'l'.'(‘s. r\nd
for the men, who
Jrllghl mn dnlng
the cooking for
themselves, Faye heads KPIX's Monday
night "Me. Cook Show.”

Acclaimed in local radio and TV
circles as "the woman who tells , . .
and sells ™ . . . Faye has consistently
convinced advertisers of her master
sales .‘Il‘lilil}' in both media.

NEW STUDIOS
With construction on the new KSFO-
KPIX studios well underway, the mod-
ern plant—first on the West Coast spe-
cifically designed for AM and TV—
will sce completion in Dezember of this
year

Located on San Francisco’s famed
Van Ness Avenue, the radioc and
television center will house three
immense television studios, four AM
studios, in addition to business
offices.

CHANNEL
5

Represented by The Katz Agency, Inc.
560
KC

Represented by Wm. G, Rambeau Co.

SAN FRANCISCO

Wen, ]
d Mot

Walk slowly eross seene. unhurriedly draw np a chair, light your-

Robert J. Landry

By |
0

sell a debonair cigarette. carefully. while exhibiting your best cam-
era angle. allow the smoke to form an artistic vapor around you.
M relaxed. Mr. Television Actor? And Feminine Counterpart?
Listening. Mr. Television Sponsor. you who merely provide the
fund=? Now that the apostle of ease has sauntered. loitered. ambled.
slow-mationed and snake-charmed his or her way to center camera
and begun his or her weekly sponsorved display of utter relaxation,
we'd like 1o ask one rude, but timely. question: how long can these
“informal™ chaps and lassies go on. at TV program costs, doing
nothing, but nothing. with an engaging manner?
* ok ®

The television season just ending has heen dedicated to the vaunted
quality: of “being natural™ (by doing everything at unnatural ve-
tardol. Possibly it was a necessary lesson to drive home. No douht
some of these “new™ techniques in gait and style are indigenous 1o
TV and will be a permanent part of TV stock in trade. Dave Gar-
roway's “relaxed saunter” like Bing Croshy’s “relaxed dialog™ in
radio made historv. All honor where honor 1= due.

¥ % *

The sponsor’s arithmetical mind will. however, swing round 1o
such costly cavicatures of “informality™ as that provided by Peter
Lind Hayes and his wife who staked all and lost all on just being
their beguiling selves. It wasnt enough. More than that. the smant
agency of tomorrow and the sagacious sponsor of tomorrow will
know ahead of time it wouldnt be enough. Now. of course. in the
new TV show the Hayes pair will do for Ronson there will be a fat-
tened-up [ormat.

% k%

Amazing how with every new entertainment medium these ex-
pensive lessons have 1o be re-learned all over. Tt would seem a true
rule. and a cood rule, i all entertaimuent media. at all times, that
nothing is never something. charm of manner is never a satisfactory
<ubstitute for substanee of material. The vule is valid. but the rule-
defiance of an Arthur Godfrey will throw sand in the eyes of agen-
cies and sponsors. Godfrey. and some others. by the inexplicable
|[l;t;_’}l' of thei .'IHI!'.'II.. an |r\ Ilnl]lill;_' lllf_'_\ IIII. sdy or 'i'l'l'!l‘l':"['ll|
which can he catalogued in the study halls of showmanship, have a
tendeney to lead many another Sponsor down the !.;tlll to nowhere,

& e

\wain and again. i the elad-bad days gone beyvond recall. Holly-
wood filin stars would hit New York for an ofthand personal ap-
pearance at the Capitol (for an offhand 5.000) withont hothering
to hire some writers Lo put some words in their mouths. Again and
geain. the results were embarrassing.  Fyen the usually-surefive
Jinmmy Durante, after one prolonged stay in Hollywood. had so for-
aotten teniporarily 1 his Broadway showmanship that he had no act.
( PMlease turn to page 721

SPONSOR




| UNITED STATES STEEL

N B .f.‘zymn fl'&feﬂlﬁf the

= NBC SYMPHONY |

World-famed Conductors J Distinguished Soloists

For the third season. the U. 8. Steel Hour is prond 1o present the NBC Sympliony in o
a series of snmmer coneerts. broadeast from New York™s famous showplace—the air- g—
couditioned Center Theatre in Radio City.
The orchestra will play nnder the batons of some of the world’s greatest conductors =
; —including Alfred Wallenstein. Sigmund Romberg. Arthur Ficdler, Perey Faith. e

Antal Dorati. and Harold Levey.

Patrice Muusel. Alee Templeton, Anne Jeffreys, Ezio Pinza, Dorothy Kirsten.

John Baker. and Jan Peerce are just a few of the distinguished siars of opera. coneert

amd musical comedy who will appear as soloists.

GEORGE HICKS speaking for U. S, STEEL

SUNDAY EVENINGS
830 NBC NETWORK

.M LEDT)
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WILSON

NORTH CAROLINA

IS THE

ORLD’S

GREATEST
TOBACCO
MARKET

WGTM

5,000 WATTS * CBS AFF.
Sells the 1,250,000

people in the largest
tobacco producing area
in the whole wide world!

Let us send you up-to-the-minute
facts, figures and availabilities!

Write, ‘phone or wire
ALLEN WANAMAKER
Gen. Mgr.,, WGTM, Wilson, N. C.

e Spomsor

William M. Kline
Director of Marketing
Seabrook Farms Company, Bridgeton, N. J.

“We grow our own so we know it's good and we freeze it right on
the spot.”

This phrase opens the Seabrook Farms Company one-minute e.t.
currently heard on 70 radio stations along the Atlantic seaboard; it
also introduces listeners to the unique grower-processor-distributor
activities of the firm. For Seabrook maintains a 50.000 acre truck
garden. largest in the world: stores 50,000,000 pounds of its fruits
and vegetables at 10 below zero in the company warchouse: relies
on radio and newspapers to keep its products rolling out of the cabi-
nets of 25-30,000 retailers (see “Frozen foods on the air,” p. 32).

At the advertising and marketing helm of this three-fold operation
is genial. 43-year-old. Connecticut-born Bill Kline. Formerly the
Seabrook account executive and a vice president of the Peter Hilton
Ageney (now Hilton & Riggio). Kline had intimate knowledge of
Seabrook problems when he becamme director of marketing in 1949,

“A year before 1 joined Seabrook.” Kline recalls, “the Farins ran
one-minute e.l.’s called “The Man From Seabrook Farms™ on 49 sta-
tions including participations on Mary Margaret MeBride and The
Fitzgeralds. That vear Seabrook’s retail sales volume amounted to
£3.000.000, In 1949, retail sales increased to $6.000.000; in 1950 it
was 80.000.000. ranking Seabrook with the frozen food ‘big three’

which includes Snow Crop, and Birds Eye.”

To maintain this steady sales surge, Seabrook currently spends
S100.000 of a %250.000 budeet on radio.

Kline. whose background includes a civil engineer’s degree from
Brooklyn PPolytechnic Institute: work as a market analyst for Gen-
eral Foods: and four vears as national advertising promotion man-
ager of the New York Times, pinpoints his Sealirook strategy:

“We use 50 newspapers but we consider radio our primary me-
divm. It enables us to reach a lot of people in areas not covered in-
tensively Iy newspapers: from North Carolina to Florida, we use
radiv exclusively. In areas where we have newspaper coverage, we
find radio intensifies brand remembrance, As for TV, we'll test it this
fall but will not decrease the AM budger.”

Bill Kline lives near his work in Bridgeton, N. J.. and. appropriate-
ly enough for an ad strategist, plays a fine game of chess, He is fond
of golf but admits he’s “not much of a goll player.”

SPONSOR




MR. SPONSOR:

....AND WIJBK, THE KEY STATION
IN THE TIGER BASEBALL NETWORK

The kind of Tigers we're talking about make A baseball fan club over 2% million strong
their mark with baseball bats in Detroit, a town carries a lot of wallop in the "Sales League.”
whose metropolitan area holds a baseball fan For a "Sales League’ fourbagger, metropolitan
club over 2% million strong. Detroit is the ball field and WJBK is your

In case you didn’t know, the Tigers best bat.

represent Detroit in the American League Get the facts on this home-run sales
...and WJBK, for the third straight year, story now. Your local Katz Agency man

is the key station of the network that will show you how to bat 1.000 in

carries the Tiger broadcasts. Detroit’s buyers league.

CWIBK = DETROIT

| The Station with a Million Friends
! NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455

Represented Natlonally by THE KATZ AGENCY, INC.
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how to buy television |

This is strictly on the level, 1t's strictly a matter of rate-card quotations.

It's strictly for Spot preogram advertisers.

In television, Spot program advertisers enjoy special rate advantages.

They pay a lower rate—{for the same time . . . on the same stations.

How much lower? As much as 199 lower than the rate for the inter-connected
group of one of the major networks, Or, if you'd like to look at it
the other wayv, network rates for that group of stations are 2370 higher

than the Spot advertising rates,

What's more, as a Spot program advertiser, vou're a more profitable
customer to the station. Despite the lower rates, stations net more

from a time period sold for a Spot program than for a network program.

THE KATZ AGENCY,

NEW YORK <« ECEHICAGO =+ DEIROIT = 10§ ANGELE




savings up (o 19%!?

They clear time more readily . . . cooperate wholeheartedly.

And to top it off, you have a completely free choice of markets as a

Spot program advertiser, You're not confronted with any minimum station
requirements. There are no “must” stations you have to use, With a

Spot program campaign, you build your own coverage pattern to match

your specific marketing problem.
That's why we say that if you're planning any television advertising,
vou should get the full Spot program story. You can get that story from

any Katz representative. Ask him for the facts and figures. Ask him for

“case histories." You'll see for yourself that in television . . .

you can do better with Spot. Much better.

r , :
lc e OStation Representatives

ERRANCISCO &« ATLANTA o DALLAS + KANSAS CITY




WAVE
FLOODED BY
26,049 RETURNS
FROM TWO

LOCAL BROADCASTS!

Did you ever look for rain and get a clondbnrst? Here at
WAVE we've always known that we had gnite an andience,
even after Hooper honrs (and allowing for six other Lonisville
AM stations and two Louisville TV statious). Bnt the top con-
vinecer eame when we began broadeasting a nighttime amatenr
disk-jockey program (sponsored by the Oertel Brewing Cowm-
pany of Lonisville, and placed by M. R. Kopmeyer Co.). The
show runs from 10:15 to 11:30 p.n.. weekdays. Every couple
of months we ask for votes on two sneecessive nights, and offer
a prize for the winning vote-getter.

In the Decemper contest. 23,908 voters replied to fico broad-
casts. In the Febrnary contest. the two broadeasts (Friday
and Satnrday night) pulled 26,019 returns! To us, that’s a
proofl of listenership!

If we may nse Morton’s somewhat salty saying, “When it rains
it pours”. And pour it does at WAVE, for this is but one
example in a long line of snccess stories. Let Free & Peters
give von all the faets — or write us direet!

LOUISVILLE'S

WAV E

NBC AFFILIATE \ 5000 WATTS . 970 KC

FREE & PETERS, INC,, C NATIONAL REPRESENTATIVES

‘~;.-.’ \or




New and renew @

I. New on Television VYetworks

~ SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, fime, start, duration

Best Fuud- lur Barle Ludgin (NICAIRY 20 Garry Mourr Shaw ] Th, 1:30L13 gum: 21
Jul; 532 wh

Brown Shae o b Buenett AIC.INY 20 Say It With Avting: FF T:30.H pm: 3 Aug: 35
whks talt whs ¢l 11 Sep)

Brown Shoc (o Lew Burnen CHs- IV 20 =milin’ BEd Mot onnells mar 1130202 wonnt 11
Angy 32 whe-

F. Burklart Mig u Windne-Brandon CHsIY 20 Patricia  Bowman Shoaw Sat O :5-T pg 1
Aug: 52 whks

Green Glam Ua Lea Burnent ARRCLT Y wih Life With Linkletter: ale F 70068 pm: T Sept
200 whe

Larus & Brother Ca lne Waoarwichk & Legler D Maont | B The Maioelothesmany Son S0 pm; 21
Juns 32 whe

Longines-Wittnaner  Wateh Vietor A, Bennent CESTY 24 Chronosenper M 11105 pme 11
Ca 2 whka
Pepai-tiola Co 1w [0 i ] Faye Emerson Show s Sat 92930 g 16 Juung
52 wks
Ralstan Purina Co Gardner AMLTY 33 Space Pateal: Sar 00030 g 9 Joung 52 wke

2. Renewed on Television Networks

SPONSOR AGENCY NO. OF I‘;ET S_TAUONS PROGRAM, time, start, duration

Aedmiral Carp Erwin, Wasey A LT Y i Lights Oury M 9900 pn; 2 July 52 «k-

American Sufety Rasor Corp Met mm-Erlekson UBsIY 31 Ihe Show Gues ng Sat 93000 pem: 10 oo
52 wks

General Fools Carp Bentan & Howles CH=TV 54 Mama: F R-8:30 pm: 3 Anz: 532 whe

General Mills Tue Danver-Fitzzerald.Sample ABC-TV ol Stu Erwin Shaw=—Trouble with Father: =at
Ti308 puw: 2 Jun: 533 wke

M &M L Willism Esty ARCTY 16 Super. Cirency alt Fun 5:30:6 pimy 52 Angt 23
whe

3. Station Representation Changes

STATION AFFILIATION NEW NATIONAL REPRESENTATIVE

RBOE, Oskalonsa, la, ITndependent Joseph Hershey Metaillvea, N Y,
hOL, Scattle LH= Forjoe & Co, N,
hULA, Honolulu (Y1 Vilaw Jo Young Jr Ioe, N,
r WARL, Arlington, Va, Independent Forjoe & Co, N.Y.
WEFRO, Fremom. (hio Independent il ¥, Best, NUY.
WNLK, Norwulk, Conn, Independent Williwm G, Hambean Co, NY,

4. New and Renewed Spot Television

SPONSOR AGENCY NET OR STATION PROGRAM, time, start, duration

American Name Products M. Earl Bothwell MARL, AN 2ihpree stm bireak i 11 Jung 32 whe (n)
Corp
I L. Clark Ca LLIRYRTR] WAHQ. Chi. Pemsin annemit: 13 Juns 20 wke ()
Celgate-Palmolive-Peat Fed Bates WOERSTY, Ny, anpemt: 20 Aug; 16 wks tr)
Ine
Emecrcon Drug Ca nEnaG WTOP-TV., Wash. sucmty 1 July 52 whke (r)
Gieneral Fands Corp Benton & Howles hSL-TV, Salt Lake partic: 1 Jung 173 wke (n)
Goodyear Tlre & Hublier Compiton RIsL, Hiwsd, annemits 3 Juni 52 wke (n)
Ca
Great Atlantie X Pacific Fari=s & 'eart WEPTZ, FPhila. 20esee 2im break p 13 Jung 532 wke (r)
lea Co
Great Atlantie & Pacific Pari- & Peart WABK, Cleve. 20-see stn breaky 18 Jun: 52 whe (r)
Tra Cao
MeCormick & Cao LU ] WHIV, Charlutie Vommin, 20-see anmemt; 19 Jun: 9 wke ind
National lBrewlng Co hwen & Chappell WABW, Wash, Besee st heeaht B Juny 13 whe (r)
1 Nestle Co loe g am & Grohmann WEPTZ. Phila. lemin an iz 4 Jung 26 whs (n) MNumbers after names
Frica P'roduets Corp Haldwin, Bowers & KNBIL Hlywd, 2esee st hireakhs 6 Jung 52 whe (u) refer to category in
strachan MNew and Renew:
West End Brewing Ca Warry I, Cobien W RGE. Schen, 20r0r annemt: 2 Jun: 20 wks (n)

Robert E. Allen (5)
: - h J. Craig Clark (5)
® In next issue: New and Renewed on Networks, New National Spot Radio Business, National C. E. Eldridge (5)

Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments ¥:lf:i Eilé:*:::r m




Numbers after names
refer to category in
New and Renew:

Myron P. Kirk (5]
Jack H. Lewis [5)
W, W. McKee (5
H. O. Nelson (5)
Ray Ovington |5

2. Advertising

NAME
Edward  Adeshire
L E. Allen

Kabert Arhile Jr
trawford Blagden

Andrew (. Boyd Jr

Pevton Carroll
1. Craiz Clark
Huss Caollier

A, V. Corrig

hirby Culver
Charles J. Cmajar
Arthure J. Daly

Clorenve E. Elilridge

Foremun

o land

Claston faoning

Thomas L, fircer
Ehamp Humphrees
Jahnke

ter Juues

Genrze T,
L

Fred Jordan
Irving M, Rarlin
Myron 1", Kirk

Ruswell haolburne
oy =10
Juhu 1.
E. J. Laue-cn
Jark L

&
Leuch

Eric

Charles

Lifuer
1. Li

Sindleren

Van

Damald J.
Manty  Vann

Willi A MeDermid
Walter W. MeKkeo
Mitchell

w Nash

Muagpi

Sterling
N
It Negri
Herbert €,
Neil AV Hrien
ihington

Nelson

Iay

L K Pope Ie
Ote W, Procharka
William L. Twassell

Shea

Felimnnd §,
J. 8 Sna

Jr

L. Thoernhill
William (0,
Treler
Wl
Hatierr (L,

Fraces

Woareen

Agency Persounel Chang

New and Renew 18 June 19351

es

FORMER AFFILIATION

NEW AFFILIATION

B Culien, MY ereative coardinator
Fuller & smith & Hos-. Ny, ovp

Mlarey

Coeril X Presbrey, NYL, copy supersisor

hudner. MY, deet exce

Fruwin, Wasey & Co. L. A, creatise =1aff
meiher

Feadl 1L Faciure, L. AL, copy ehicl

Gerey, NY., exer

Fooste, Cone & lelding, 5. Foo media depr
memboer
Ruodner, MY, acel exec

NY., acel
NYL v

o, tv dir

MeCann-Erickan, anew
Cawan & Per r.
Teck, N ra
General Fowls Corp, MY eperations mzr
Tuteh

Schw

Furonio,

Zen myr
& Scott, Chi.,
BEDO, N3, vp radio, 1
Young & Rul NY.,
BB, NY,, acel exec

J. Walter Thompsen. MY,
earduer, =1,
L [

BlasiveThompson. NiXi copy ¢hiel

can,

vopy

rescareh

L., media,

Jurdun, Sroetzel, Chi.,

acel  exae

v Hlywil., eaee ap
vet, Chi.
houdner, N, ap

Are

John Shrager Ine, MY ap

1 eace

Gardner, 1. L., acet exer

Fuller & Smith & Ross, Chi. vp
wrris Timbes Ine. Mohile, treas

Erwi 1 exec

mehw . ourel eser

son & Eekhardi, Y., avet esee
Glenn, Dallas, vp
ANA, N, past pres

Lever Brothers, MY, sls, merch vp
LeVally, Chi. acer esee
hadner. N30 ap

Emil Mozul, Ny, sp
Ruthrauff &
henyon & Echhardy, MY, sopervisor-writer
& Mieree, WY.L acet

Ryan, 5, F., mur, svp

Berminghans, Castle

A

Hal-t & Cum 2 & Myer, 5. Fooaeel eaee

Anderson & Cairns, SYL capy chief

Kuthranl & Kyan, NY., radieday copy su-
peryisar

James Thomas Chirurz, Boston, rudio i
. M. Hasford. NOY.
Ruthrauff &
A, Miw
Rovs Ry,
WSAZTYV.

Outdaur Life, N0 member ads dlept

aret exer

Wran, Hlywid., aver
Thila.,
. aecel
Huntingron, W,

e

ad mpr

e

Vi, pul dir

Holst & Commings & Myer, 5. F., radie Jir
hoenson & Fekhardy,

Turanto, avet mar

Jame, exeo Al U

same, member hoard dir

Renyan & Eckhardi, NY,, copywriter
Benton &

Bowles, N3 avel exer

Sawme, copy chief

Ruthrouflf & Ryan, Mywd,, accl exee
Dorland, N.Y., ereative dir pluns bhoard

same, as-1 media dir

Same, member hoard i

Young & Rubicam, N.Y., acrel evee

Holley & Co, N, wvp

er, Newell & Ganger, NY. v prog mgr

Rabert
e
NSCI N evee vp
Mehim. Mo

Bi-herne

teeal, vp

i, radio dir

Sawe, sp v alept

Biow., NY., exer prad
Same, 5. Fo, acel exec
Marry 1. Cohen, NY., sp in charge ereative depis

Same, vp

Fleteher 1), Richards, Chi., acet esrce

Dancer-Fitzzerald-Sample. N, v copy specialis
W. Earl Bothwell, Hiwyd., sp
Edelstein-Nelsan, Chi., sp
=ame, member hoard dir
& Wadsworth, %Y., aeet eaee

i -
Same. vp
same, member board dir
J. M, Lewis Advertising, pres. (new  az . office

at Fir<t National Bank Building, Mobile)

Same, vp

LV
Federal, N.Y.. acet exes
Same, vp
Lowe Runkle, Oklahoma Ciry, acct exee
Do Abresd Co, NY L acet exec
Ted Bates, MY, merch die
Price. Robinson & Frank, Chi. accl exee
Same her board dir
same, meniher aril dir
Hanly, MHicks & Montgomers, N3, vp
Same, supersisor radio-ty conmercials
Gerant & Wadsworth, N3 chairman  plass com-

mitiee
Same. v
1on

Ellington o,

Tarcher, NY . vopy chief
Nl

Copy mEr

Same, wnnlia die

Same. v

& MHobman., L. AL,

Phila.,

LLLTTEE

mgEr

n Falkner Aren

J
Same, sp

Pace-Wiles Tone, Huntington, W,
Grant & Wadswaorth, NV, arel evee

is=l Lo vp

Vitey 4

Sane, vp

Fdward 5. helluge Co, L, A\, arel ervee

ﬁ
L

6. Station Power Incereasc

STATION

WLIF, Dalias

L
"~ FORMER WATTAGE

L.oou

NEW WATTAGE FREQUENCY

S0 ddast 1190 ke

7. New Networlk Affiliations

STATION

lsti), Sious Falle, S0 Do

FORMER AFFILIATION " NEW AFFILIATION

ABC (e 15 Jun)




WO‘ i IN THE FIVE POINT SYSTEM OF PROGRAMMING EVALUATION—

IN 1owa, WHO 1s 1tuE
PREFERRED PUBLIC SERVICE STATION

WHhIO

+ for lowa PLUS +

Des Moines . . . 50,000 Watts

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

18 JUNE 1951

Ever since the birth of radio, the industry’s wisest leaders
have recognized radio’s potentialities and responsibilities
in the public welfare, They have understood that sound
Public Service, far from being a mere restraint or “tax™ on
the industry, is its best justification for existence, its best
“life-insurance” for building and holding the esteem and
confidence of the nation.

Station WHO has always put Publie Service at the top of
its programming activities. Not second or third or tenth.
First. WHO is the spark plug for dozens of public-service
projects which regularly enlist the hearts, minds, pocket-
books and work of millions of citizens in lowa Plus.

For instance: Our European Re-  thot hos token place on American
lief Project, carried almost daily farm lands for 350 years” . . ..
on our station for several years,
has sent many fons of food and
clothing (over 54,000 parcels, by
very conservative estimate] to
needy Europeans. One typical lis-
tener recently reported shipments
of over 500 |bs.— forwarded us
such grateful European responses
as: "With all our hearts we thank
you again and again for your
true friendship and we pray the
Great God might always beware
you from all what is terrible" —
ete., ete.

More for instances: Every day of
the week, WHO carries at least
one hour of Public Service pro-
grams, including "The Billboard"
(a highly popular and effective
program exclusively devoted to
special appeals) — "Veterans' Fo-
rum' (in which veterans’ problems
are discussed and solved) —
"Flight Lines" (in which the Di-
rector of the lowa Aeronautics
Commission spesks)] — "lowa
Roundtable” (forums and panels
conducted by civic leaders) —

Another for instonce: Our Annual
Corn Belt Plowing Match and Soil
Conservation Day has drawn up
to 100,000 farmers per year, to
witness newest agricultural devel-
opments. Of one such recent Day,
the Chief of the U. 5. Soil Con-
servation Service said ''this is

perhaps the most important thing

"Governor Beardsley Hour™ (our
State's First Executive) — "Coun-
try Home" [a program for farm
women) — "Highways to Safety”,
“"National Guard Show', "News
and Views About Religion"”, and
hosts of others, including many
church services. All of these are
sponsored . . . by WHO only!

FREE & PETERS, INC.

National Representatives

This is Point Four in the Five Point System of Prograimmmin
Evaluation, which helps explain WHO's outstanding posi-
tion as a public facility and as an advertising medium, in
Towa Plus. We suggest your consideration of this and the

other fonr points as vital factors in time-buying







To a huge posse of television youngsters in
New York, WCBS-TV < Sheriff Bob Dixon® is
the Taw iu these parts. What he savs goes.

Sherilf Bob's deputies are ready for action
any time. When he mentioned he wanted a
name for his new pet skunk. for instanee. they
suggested 32,000 names! And when he eon-
dueted a “Why I Like the West” contest in
TV Guide magazine. they gave i four times
as many replies as a long-established neticork
Western star pulled in a similar contest.

His deputies bring in sales. too. One spon-

sor reports his enstomers ask for the tooth

paste “Sheriff Bob Dixon mentions on his pro-
gram’ beeause their children demand it. And
this advertiser attributes his suecess to “the
convincing way in which commmnercials are inte-
grated with the program.”

... All beeaunse Sheriff Bolh handles his
viewers his owen unique way. He talks to them,
man-to-man. .. passes on Western stories, cow-
boy tricks and outdoor tips in an easy. straight-
forward manner. With no shootin® and hol-
lerin®. He's lngh-caliber. but not high pressure.

You can make Your prmllu'l the most
wanted in town. Just ask WCBS-TY or Radio

Sales about Sheriff Bob Dixon today.

*The Sherifl Bob Dixon Show," Monduy through Friday, 5:15-6:00 p.m.,
and Sunday, 11:00:11:30 am.

0 WC BS -W Channel 2
Columbia Owned « New York

| Represented by Radio Sales
um'lumnmmilmmﬂl

2 v o 1 1




In the Rural Midwest . . .

KMA Merchandises

Radio Accounts...

Adds PLUS VALUE
to Your KMA Schedule

Listed below are KMA mer-
chandising techniques regularly
used to step up consumer, re-
toiler and wholesaler contacts
for KMA-advertised products
and services.

Get your thare of extra sales
in all of the 140 county (BMB)
KMA area by including KMA
on your radio schedule.

1 KMA TRADE TIPS—Scnt monthly
to retail and whelesale druggists and
grocers im la., Nebr,, Mo., and Kan
Has cut of KMA-advertised products
and him& on air

2 BRAND DISTRIBUTION SURVEYS
-Actual shelf counts in midwest drug
and erocery stores.

3 MERCHANDISING LETTERS—S5cnt
to dealers and wholesalers in KMA's
1-statc area

1 NEWSPAPER PUBLICITY LET-
TERS — Rcgular and special program
news sent toa 872 papers.

5. DISPLAY CARDS AND BANNERS.

6. PROCRAM BOOSTER ANNOUNCE-
MENTS

7. NEWSPAPER ADVERTISING — On

radie pages of selected newspapers.

8 WINDOW DISPLAYS,

10WA

l‘ll.llﬂllll'- '
1.

- AHIRANDOEN

MISSOURYI

« W J0Ire

KANSAS

ol =

MA

SHENANDOAH, IODWA

Represented by

Avery-Knodel, Inc.

ALSO

d _,dd.utlol\-ll
yacts for &

tech-
have WS pecial

wi
up con

niques 1o step

introduct! =

with
KMA ncln_“:""m_ GALES AMEAD
You

ers
KMA!

Under Management of
MAY BROADCASTING CO.

Shenandoah, lowa

adison

QUTSTANDING AD

I have been meaning to write this
letter Tor a long time, | thought that
1 ought 1o congratulate you on achiev-
ing the outstanding success in the pub-
lishing held which you predicted you
woutld abtain when vou visited with me
At that time
I was promotion manager for WISN,
Milwaukee.

Shortly after that 1 oo decided 1o
see what suecess 1 omight enjoy in

prior to your first issue.

building a new business. Like you, we
scem o be here 1o stay.

I am enclosing a reprint of a Mil-

L x
..l_.—“_

e b e ek R, e

waunkee Sentinel story about one of our
\ctually

ils measure uf SIHUr=S |:;1_- 2rown van-

out=tanding  advertisements.
siderably greater than that reported in
the Sentinel story, Hardh a week goes
I._\ but what we receive a requesl for
permission to reprint the ad (see
abovel. or for !'llllit"- of it in qu.‘llilil\.
Most advertising makes money for
somebody, but this one continues to
he all expense and no sales. vet we are
very happy about the whule thing,
H. Ervis Savron
The Saxton Agency

Wilwaukee

STANDARD TV RATES

We have recently had oceasion to do
a job involving rates for all elevision
stations i the country, We had hoped

tu be able to determine some general
rate classifications by times of the day.

In the course of working on the
analysis. it was brought howe to us
again the need for a standardized rate
card for television. We [ound that
there were 29 hreakdowns for the time
vlassifications for the rates for all tele-
vision stations in the country. Off-
hand, we had assumed there would he
three—daytime. evening and transi-
tional.  With 29 different rate classi-
fications, it is pretty hard 1o try to tell
the client how much a television cam-
paign would cost when we have Leen
asked 1o limit the campaign 1o day-
time. dinnertime, or evening.

We know the A.A AN, Committee
on Radio and Television Broadeasting
i~ studyving this problem, but we also
wanted to bring it to your attention.

Juria B. Browx
Director of Media Research
Compton Advertising

New York

NO PARAMOUNT PIX ON KTLA

On page 33 of the 1 June issue of
SPONSOR you say, “This ]m.-'-,-“:i“[} 15
strengthened by the fact that KTLA-
FV. Los Angeles. which is owned In
Paramount Pictures. gets more up-h;-
date Paramount films than any other
TV station.” ‘

None of the films used by KTLA
are Paramount Pictures, :

Georcr T, Snurert

I'ice President

Paramount Television
Productions. Ine,

New York

BEER ON THE AIR

I have just finished reading vour in-
teresting article. “Beer on the air™ in
a recenlt realize how il
cult it s to include evervthing in an
article of this

issue, |

|1m\1‘\!'r. 1
thought vou would not mind my tell-

nature:

ing yvou that in the listing on page 33,
the National Brewing Company should
have included the Bailey Goss National
Sports Parade  over  WMAR,  not
WHBAL. This show has been on the air
for over two years before 6:00 pom.
aund is repeated by off-the-air pickup on
WMAL-TV in Washington,
carry a program for National Prenium
Beer known as Amatenr Time which

Aso, we

ha= also been on the air for two vears
( Please turn to page T4

SPONSOR

e e



New developments on SPONSOR stories

See: “Thi= time the cducators”  lobhbs
means business™

Issue: 26 Mareh 1951, p. 32

hllhjl'('l: Teachers campaign for TV channel

eype
EHTY

Reservation of TV channels for strictly educational (non-com-
mercial ) purpuoses 1= the :,_'-I.II of the educators’ lu[l}:_\. But. in th
Cineinnati area, a recent survey shows teachers there in favor of
bringing sponsored TV as well into the classroom. This was one of
many findings of a study conducted at the University of Cinciunati
by Russel E. Helmick. a Covington. Ky.. high school prineipal.

Helmick’s aim was to find out what educators thought about T\
usage in relation to education, He interviewed 694 edueators. and
02% felt that TV programs designed [or school use had a place in
the educational program.

Some 533 teachers were ]n-llml as lo how the cost of these programs
should be met and what sponsors were aceeptable 1see chart below i,

What sponsors would be acceptable for

educational TV programs?
Per cent of teachers and educators accepting sponsorship by:

Book
Publishers
Insurance
TV Manu-
facturers
Foods

Automo-
biles
Sports

Equipment

Beer

Who should pay for educational TV programs?
Of the teachers and educators surveyed:

109, favored un-

58% favored re- '
limited sponsorship

stricted sponsorship

269, believed TV
stations should as-
sume total cost

69 no opinion

———————————

See: “Does network radio have a future 2™
Issue: 21 May 1951, p. 25
o 0 Subject: Aggrecsive sa! wesmanship is the key 10

network programing survivals

CBS has come forth with a powerful presentation of radio’s strong
selling points desigued to prove that network radio does have a fu-
ture. The presentation’s key point: radio is the low cost. big impact,
mass audience medium,

The statistical picture shows radio reaches into 939, of U. S. homes.
with 80 to 907 of them listening sometime during the dn In ad-
dition to sets in 41.900,000 rnhn homes. there are 19.100.000 aulo
radios. and 5.000.000 sets in public places. And u{ the top 25 ad
vertisers. 183 gave their biggest ad budget slice to network radio,

18 JUNE 1951

T ]

Vp

with
» Outstanding 59.5%, listenership gain
*Top CBS Programs
* Influential Local Programming

148 4 BELLE OF LD MOBILE,

HWHULE OTHER S/RLS
RV THEIR PEARLS
IN SHOWS L IRE SOUTH AUACIHC
\ 160 #HY WY
BUSY EVERY DAY,
MAKING THE SOUTH
W TERRIF/C!

*New Industries since

1940—

2365 Businesses em-
ploying 69.000 Mo.
bilians
National
Representative,

Adam J. Young, Jr.

F. E. Busby,
| General Manager
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Second Scght
N THE EAST .

IF you are trying to get a better insight into conditions in any of the
markets listed at the right, F&P has some very rare but simple magic
for you . . . the magic of complete and completely honest information.
Win, lose or draw, we know that no other kind of service can really

Serve your own bCSt il'l[(.'l'f_'StS — QI OUrs.

In this cynical day of the “seller’s market”, that sort of policy may
sound too good to be true. But it's the way we a/ways work, here in

this pioneer organization of radio and television station representatives.

FREE & pETERS? INC.

Pioneer Radio and Television Slalion Represenlalives
Stnce 1932

NEW YORK CHICAGO
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO '




MIDWEST . . . or FAR WEST?

EAST, SOUTHEAST

WBZ-WBZA
WCR
WMCA
KYW
KDKA
WFBL
WCSC
WIS
WGH
WPTF
WDBJ

MIDWEST, SOUTHWEST

WHO
wocC
WDSM
WDAY
WOWO
KMBC-KFRM
WAVE
WTCN
KFAB
WMBD
KSD

KFDM
KRIS
WBAP
KXYZ
KTSA

MOUNTAIN AND WEST

KOB

KDSH

KVOD
KCMB-KHBC
KEX

KIRO

Boston-Springfield
Buffalo

New York
Philadelphia
Pittshurgh

Syracuse

'(.:h.arllcsl't_m., 5'. L :
Columbia, S. C.
Norfolk

Raleigh

Roanoke

Des Moines
Davenport
Duluth-Superior
Fargo

Fort Wayne
Kansas City
Louisville
Minneapolis-St. Paul
Omaha

Peoria

St. Louis
i3f:.:1umo;lt '
Corpus Christi
Ft. Worth-Dallas
Houston

San Antonio

Albuquerque
Boise

Denver
Honolulu-Hilo
Portland, Ore.
Seattle

NBC
CBS
IND.
NBC
NBC
CBS

CBS
NBC
ABC
NBC
CBS

NBC
NBC
ABC
NBC
NBC
CBS
NBC
ABC
CBS
CBS
NBC

ABC
NBC
NBC-ABC
ABC
CBS

NBC
CBS
ABC
CBS
ABC
CBS

50,000
5,000
5,000
50,000
50,000
5,000

5,000
5,000
5,000
50,000
5,000

50,000
5,000
5,000
5,000

10.000
5,000
5,000
5,000

50,000
5,000
5,000

5,000
1,000
50,000
5,000
5,000

50,000
5,000
5,000
5,000

50,000

50,000



CHOSEN TO FIT

Miss Lorraine Jameson, Hosiery Buver at The Halle
Bros. Co.. one of Cleveland’s finest department stores,
>oints out the qualities of Belle Sharmeer Hose to
Ler star radio salesman, Bill Mayer of WGAR. Halle's
and Belle Sharmeer carefully selected the “Mavyer of
the Morning™ to carry their sales message to WGAR's
four million friends in Northern Ohio.

CATCH THE BEST!

Colorful WGAR billboards catch the eyes of pedestrian and
auto traffic to make nearly 24 million impressions each month.
These outdoor boards are one of WGAR's many promotional
activities attracting listeners for your sales story.

TOWN AND COUNTRY

Bob Smith, WGAR’s farm
editor, has a background in
farming that makes him a
farmer’s radio man. His pro-
gram, “Town and Country”’,
is beamed to both urban
and rural listeners and is
available for sponsorship.
Reach a 3% million dollar
rural market served by
WGAR. Harvest results!

SUMMER RADIO INSTITUTE
Western Reserve University and
WGAR co-operate to offer high
school students in the Cleveland
area an opportunity to learn all
phases of radio, as WGAR twurns its
studios into classrooms for practical
instruction by station personnel.
WGAR is in a class by itself when it
comes tO community service.

Y 2N d lly b
WGAR Cieveland [+ ) y & ©3 % Represented Nationally by
50,000 WATTS - . . CBS I”',hlﬂ ‘,G; RADIO ... AMERICA'S GREATEST ADVERTISING MEDIUM -H-“’.‘_- ~" Edward Petry & Company
oy Lf

22 SPONSOR




Kinderoarte
lor
SPONSOrs

Sex bedazzlement. talent
hocus=pocus are among

perils to unwary sponsors

m The advertising vice presi-
dent of Maey’s. Vietor M.
Ratner, has written: “Historically, the
facts about radio are distressingly <im-
ple. Because the programs were there,
l}'!‘ puu'lil' “"‘tl'l]f'li. ”:"':III!-:' l||r' 'IP'I'PII'
listened. the programs were there. The
cdollar volume of radio advertising
went up as though hitched to a bal-
|m|11.“

Here, in arresting capsule. the husi-
ness magic of radio is summed up.
psefully reminding one and all tha
radio the medium has been and is a
wow. But the Ratner statement neces-
..'lli|_\ _’.Lil)‘-‘-l"- mer Lhe I-iltu”- and

Sponsors who take their show girls on the fown
(left) are apt to find their show ratings plunging
down. Model posing as glamour girl: TV singing star-
let Ellen Richards. Locale: Aux Steaks Minute, N.Y.C,




pyattfalls incrdent lor

= the urmwlinn ol how well pre-

.‘\]Il!]l‘-i rl‘_\l}ill,

e, how well advised the sponsor
may be at the moment and ar the poin

|=-' !lH\‘ ||i1|:~|'”. < ?-'}h-\\.

Fhi= present text undertakes to sug-
vesl, realisii .I.“_\. how a given St
sor may examine himsell and decide
where he stands. Has he vel 1o pass

thrangh or is he safely graduated [rom
kindergarten? Does he know
protect himsell. or what to protect hin-

liow to

self Trom. when he plunges. perhaps
for the frest time, into the rough coun-
tev and the rough justice of the “al-
enl” market?

It was a speaker at the 1937 con-
vention of the \ssociation of National
\dvertisers in Hot Springs, Va.. who

"

quipped. “Radio will be part of show
business when sponsors stop asking
slars Ton :min;_-r.-s|-|1.-." This bedazzled
vesture of innocence serves, fairly or
pol. as a symbol of a certain dangerous
lack of tough-mindedness which may
h:ulllu'l' sound decisions,

Lets admit that quite a few busi-
derive a big private bang

e
irom knowing, and chumming  with.
comedians. gagwriters. divectors, and
torel singers. These gentlemen. when
l;l”llill_ ;U'I\llll\\l“‘};_'!' lll(' i”l"'l- l‘il""il]-‘l‘
tion and excitement I}n-_\ feel while re-
posing i soft downy armehairs inoan
lesant, arvcconditioned elient’s booth
comminnding a |nl'l”_\ ]ll-'lh‘:,_'lil.‘-- View
ol rebearsal or broadeast. And alter-
=217 or the Stork. they admi
it's jolly 1o hreak bread. pop chain-

ward. al

JrEzne. Hllil *il(l[' Il.'ill'll'lh.

Socghiour = as glamonr does, and
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fun is where von find it

But be smart.

The significant difference hetween a
smart sponsor and a not-so-smart spon-
the first takes the razzle
dazzle side of the husiness in stride.

sor is that

remembering his conscience, his sense
of humor, and his Board of Directors.
He subjects parties. babes. con. and
compliments 1o large discount and does
vol suppose that he has suddenly be-
come possessed ol irresistible sex mag-
netisne. He realizes that any radiance
s :-ll'ii'll_\ fromm his check look,

the sponsor s
taken . too readily faneies himself a
Hll'i;ll wow  among |||'r»ft’.-.‘-illl|:1| wils,

In contrast, naive

Operators gifted in tititating the ego
have been at work, and the naive spon-

were figured in the original profit esti-
males.

Hence the innocent. or
wood. sponsor has heen known to sen-
thmentalize about a staged display of
good felowship of which he was him-
self. unknowingly. the true host. He
could go further and learn more. For
example. that much business hospital-

habe-in-

ity is caleulated. cold. sober, according
to a fairly fixed scale of unsentimental
values. Big sponsors get big parties,
small sponsors get small parties. and
viee presidents follow the budeets.
Surprising, though. how often the
bright lights dazele otherwise bright
chaps and influence 1alent choice. A
candy mint manufacturer played candy

kid to a second rate night cluly singer

7\

True he realizes.
droolingly. that he's heen a trifle sex-
bewitched. He can’t be blamed Tor
liking the treatment but he will he
blamed. and has been. Tor going blind

=ir |l:l:-n.l tumbled.

in the process and allowing his busi-
ness decisions to be influenced by his
seeret dreams.

Glamour and fun and champagne
waree nol :-||ll|||.'lllt’ir1].~ l'\'}]'t':-.-'-itll]:- ol
theatrical
hut rather standard procedure. not ob-
jectionable at all il sensibly evaluated
under “pablicinn™ and it

cralitude  or camaraderie.

“ronlact anmd
“eommentorative” headings. The par-
ties are not gratis. Typically. network
awd advertising agency quareel hehind
scenes on diveying up the tab and if
possihle they will talk the package nwn-
crointo thirds. 1o the end the festival
is charged back. indireethy. 1o the spon-

sor since these extras lfor “conrtesy ™

whose chest was better developed than
ker voice. She got 39 weeks work at
s750 a week. tacked on 1o a modest
Ludget which could ill afford such gal-
i;mll'_\.

Common sense =elf-protection is the
point here since distractions are often
intended to do just that—distract. The
clever management man never forgets
his primary objeetive is stimulating
sales  and  maintaining  advertising
framed in |rlu|l.-i]b§r' vn:ﬂl-|n'r-I|ln'|l.-:llll|
1eferences.

\lways the wise rule is the simple
rule of common sense, Sineere Triend-
ships do develop out of contacts origi-
valtly made in expense account society.
The suburbs of New York are dotted
with sponsors and entertainment gen-
try on a next door neighhor and life-
long family fricnd basis. They may or
may  not have professional dealings

SPONSOR
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with each other. It doesn’t matter
But the socializing of spotisors with
taken oo lurid

coubd be eited.

ofl the reservation.

actors has somelimes
Lones, \"‘..r'l.ill 1-|;i~.-.h--
some of lil; m way
The rough-and-ready practical joking
ol one food company advertising man
ager was once notortons around Man

1':-lu'“iun

hattan. invariably

full of

who owned the company. He was then

lown

canie to

against his mother
Un one o <.|-i-.l|.
table Tull of
into the kap of an actor’s wife and had
5000

a mere yvouth of 38.

he overturned a dinner

to square the prank with o 87
contract to prevent a legal action for
|lll|l|il humiliation, \inextreme case.
sure, But germane. They had to burn
down the Kinderearten and hury his
mother 1o zel this SICUENT mta the

first grade.
Our wise sponsor, long graduated
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M

e Kmndergartien understands

that the highly profitable marriage ol

Lo

--f|\i|f.l'-.'.lll'_' and entertainme nt 1= also
This doesn’
foolhardy

nor the entertainment broker a shyster

highly hazardous. make

e adventurer

=ponsor a

But due recognition is civen the risks
ol bad counsel and the pos=ibilitics ol
ilelily rile -fl"-'i'-l]hh I'r--m |-'--|-]l '.\|Il|
axes lo gridd and angles to shoot.

Manv of the big sponsOoring organi-
staffed themselves,
of their agencies, log

I]ll'\

'[IIIIJ"']

sations hay indle-
frue

|u||a1--|ll]\
cxperiness il] -1|l-‘\l||.1l|-i||_|!.
1he “the
look after the sponsor”
|It. l{rr“.\[-

ford easy-going second-guessing. How-

low docirine

and cannol,

with millions invested, al-
ever, even at this bate date. all too Tew
sponsors familiarize themselves, direct-
Iy. with the talem market. They think

il sullicient to appropriate o sum of

ttoney lor a show and buy

tlral

CHEIEY d= g

heure as nezotrations. conductied
by ather peaple in other places. make
possible.  Unhappily there have been
cases ol a sponsor depending upon an
that

[reelance package producer who was

HUCHey was depending upon a
depending upon his partner who was
depending upon his <hiny girl assis-
|

tant, a 23-vear-old she-genius.

Nowadays irate. articulate minoris
ledd Iin
corporation eritics as Lewis D, Gilbert
ud Wilma Soss have a habit of turn-
stockholder meetings into
the a=king of em

questions.  >m

stockholders such  formidable

mng .I.'JI.'II:.lI

ceho chambers for

harrassing ne of these

have con 1':.'II'I| .I\\f\\'..i.'ll prozram sc-

lections and it has been anvthine but

casy lor lop brass 1o answer.

I he sponsar  musl be on -':||,[=.1
=l his own private prejudices,
{ |.1"~]- I= llil' ir!' i"l.('lll ||{ ”Il' ( |l1'\.n]1'r

heoon who passed by Jack Benny just
at the <start of Benny s first nationwide
the 1y-
{ I.‘l--uii'.lt

wave of |u||1|1L|ril\ hicause he.

coon.  personally
Liy iur;\r‘-.
wis, this SPONsOr was \\1i"l-.‘-I\I|I]‘!'-1 (I

the General Motors hieh

||r.-1.-r'11-||'

T Big wman though he

command for

(Please turn to page 501
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bell Telephone’s party lne

S1.250.000 “Telephone Hour.” sponsored by 18 Bell

Companies. has won them friends on air for last 11 years

\s The Telephone Hour

e
E ' oul  ils
- vear over 137 stations of

the NBC radio network, it hasn’t tried
o add o much as a single party-line

rounds cleventh

1!'it'|l!|l|!|l‘ [or 1= Spon=ors the 14 as-
sociated companies ol the Dell Tele-
phone  System which  comprise  the

siant American Telephone & Telegraph
l‘.llll][lgtlll\.

Yer. consider that the Bell compa-
nies spend one-third of their 53,750,
000 joint national ad budget on the
network program. (Use of spol radio
and TV throuchout the United States
by associated companies of the Bell
SyvElem Part 11
of this that
this expense amounls o a l'l'r-'-lll't“(l]l]l‘
F1.250.000 annually for a radio show,
and that the Bell companies do not
pretend 1o be squandering philanthro-
It follows that The Telephone
Hour i=n't supposed 10 =ell 1elephones:
its supposed 1o zell the Bell Telephone
Syvslem as an enlity,

will be described in

article.)  Consider. too.

Ili"l.‘h

ATA&T
Ad Manager

Will Wlhiitomore, 18,
ATET, ot first taste of show bis
23 years ago

Herald,

winming, aand there were news hnlletins eversy

radhio sl o

Exhibitors

hour.” Born Lockbarr, Tesx., o journalism
sraduate of Northwestern U, e joined
Western Electrie Ad Dept., 1929, He's an
avid yachicman wud owns a eabin <loop.

26

Will Whitmore

1zer lor
s SO
as mnvie reporter For Chieago
“Talkies were just be-

Stilk The Teleplone Hour is like no
other high-toned radio show dedicated
to elevating the prestize of its spon-
sor. The story of its phenomenal sue-
cess can be examined profitably by ad-
vertisers in general. and operators of
large utilities in particular.

L nlike the United States Steel Cor-
poration’s Theaire Guid on the Air
(*Steel mehs the public.” spoxsor. 13
March 19500, The Telephone Hour is
nol dedicated solely to “humanizing”
the _-&p(ln:-ll]“r- name in the eyves of the
publie, though this is part of its fune-
tion. Nor. unlike Firestone Tire & Rub-
ber Company’s 'oice of Firestone (723
vears with the same program.” srox.
SoRr. 26 Felhruary 19510, i= it devoled
exclusively to selling the quality of the
sponsor's brand name, though it ful-
flls this function, too. What The Tele-
phone Honr does. in the main, is to
serve as a national open wire wherebs
the sponsors can aform the public
about the mwanifold services that Bell
Telephone companies provide,

public serviee

man against e <Ky, ..

lineman., guardian  of

the <casons, who has

s of Jnby, o,

wational asser. . .,

Commereials stress

“Shirley: (ugainst faint aud sim-
ple wnsie background) How does
spring come 1o America? Ask the
. Hets e
the
plione Lines, the wian who lives with

wontne that “the message wmust go throngh® | .

Will Whitmore. personable radio ad-
vertising manager for American Tele-
phone & Telegraph. corroborates this
thesis.

“The Telephone Hour.” he says.
“does more than a good-will jll]). We
couldn’t. after all, spend our subserib-
ers’ money just to raise the standards
of culture for the nation. Nor does it
do a hard-sell job. as vou might mer-
chandise soap. IUs significant that we
refer Lo our messages as “slories’—not
‘commercials” We really use The Tel-
ephone Hour 1o reach the public. Then
we use our Sstories’ to tlell listeners
what the Bell System does and 1o ac-
quire their sympathetic co-operation
with us.”

The reasons why Bell's hoard of
directors take such pains to mmform
the public about what they call their
vigilant “stewardship™ over telephone
services are fairly clear,

In the first place. since il is a pri-
vately owned public utilitv. Bell s

( Please turn to page 083)

Faeed the
roaring winds of winter and watehed the harizon guiver in the hot

He knows, like every other telephone man and

Ca teadition of serviee

which in this time of national cmergeney becomes an even greater
« You can connt on the teleplione people in yonr
home towu awd in towns amd eities thronghom the land. all 600.000
of these Bell Svatem men and women™

SPONSOR
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QUALITY MUSIC ON "THE TELEPHONE HOUR,” NBC RADIO, BUILDS PRESTIGE, MAKES LISTENERS GRATEFUL TO BELL SYSTEM

Why Bell System spends S1.250.000

on “Telephone Hour™

I. As a national open wire to inform eustomers abomt Bell's public serviee.
humanize Bell as a friend. rather than o Big Buosiness or Monopols,
combat those who suggest “socializing™ telephone serviee,
salisfy the Government that its rales are not oo exorbitant.
win confidence of it 1000000 stockholders, woo new investors.
gain neighborh respect for Bell’s 602,500 employees.
explain 1o its 35,000,000 subseribers complex workings of Bell,

zet publie’s co-operation on brief long distanee ealls. emergeneies,

Letters to sponsor for tickets express good will

18 JUNE 1951 27




AAT ARE THE HOT ISSUES T

| Color television goes commercial

oo How can yon gange the speed with which color
1Y will develop an-andience?-Nalch pﬂlﬂit. u]niniml.
Mli= may be more a banle of the publicists thau of the
techmicians, GBS color will grow only if the public is
coufident that it is here 1o stay: practical; worth the cos|
Demonstrations in hundreds of store
windows, rmli:- ll[nl.‘lllr'(h!&. |J[}hli¢'il} 1i{‘-iﬂ‘3 are CBS’ weap-
RCA, General Electrie. DuMont, other electronic and
roadeasting meanwhile. are counting on their
win publicity broadsides about compatible color systems
to throw cold water on the public’s enthusiasm. Oppo-sl-
tion of these firms 1o CBS color is due to their belief that
it is wot practical because it isu’t compatibles and due to
the fact that they staud to lose if they have to retool their
black and white production lines and make color sets, Tell-
tale signs of who's winning will be: the number of advance
orders for color sets placed with dealers once production
zels under way this fall: quips and mentions in newspaper
columns; magazine breaks. And the number of manufae-
turers who agree o make sets: the number of stalions
which agree 1o make coloreasts. Thus far. coverage of the
Supreme Court decision has heen meagre compared to

of sot= and .'1z|‘1|_nl|'|'-.

s,
interesis.

blasts which appeared when FCC announced its decision.
But never underestimate the power of a CBS in promotion.
During recent weeks, when color was out-of-sight, out-of-
mind for everyone else, CBS was at work making demon-
strations before the nation’s top advertisers: many finns,
thus pre-sold, will he among the first color sponsors, You
can count on CBS to fight as artfully in the public arena,

B. Is there anything practical an advertiser can
do about the adrent of color TV? Yes, Some firms
are already making film commercials in color. The color
filus can be shown over black and white (by various tech
nical tricke), then saved for use when color TV builds an
audience. In the interim, they can be screened in theatres
which 1ake film ads and at dealer conventions. SPONSOR
<urveyed film producers, was told that color commerciz

would cost 30-40% more than black and white. Typical of
advertisers now making color films are Sylvania and Unit:
ed Froit. Some p‘roducers are doing all films in color,

C. When does commercial color start? First broad-
casl is scheduled for Monday, 25 June, 4:30 to 5:30 p.lﬂil.
Arthur Godfrey will be among CBS slars on tap; an

i« being offered to all CBS-TV affiliates on East Coast.

lli Affiliates Committee—ANA meetiné'“ |

Abeblren will the Affiliates Committee wmeel .wi“l
the ANA and what will they disenss?” A prdlmumr)
meeting between Committee and ANA officials was sched-
uled for late last week (14 June). Its purpose was to set
the agenda and date of a later. full-dress meeting. Prob-

ably, the forimal weeting will not come until the end of
June.  Going into the preliminary meeling, SPONSOH

learned. thes: were the general topies the Affiliates Comnit-
tee hoped would he main dishes on the formal meeting
agenda: (1) Suggstions from the ANA as to what form
of rescurch would be most acceplable to advertisers in
their future consideration of radio’s value; (2) Discussion
of the ANA's report on radio time values, with presenta-
tions of elaims by radio adherents that it has many weak-
(3) Advancement of the Affiliates Committee’s Le-
liel that the ANA. i its attempts 1o measure media values.
should think in tere of one yardstick such as cost-per-sale.
ANA's reservations about what could not be discussed al
the meeting involved only mention of what rates should be.
With one eye on the Dept. of Justice, ANA President Paul
West had written to Aflliliates Committee Chairman Paul
W. Moreney. pointing out that ANA could discuss media
values only, not what to pay for time or space.  He pointed
out that ANA itself did not buy time.

NESSEs §

. Of what importance is this conferenceering to

a practical advertising manager or agency wman?
Representatives of national advertisers will have an oppor-
tunity to suggest just what kind of research radio should
do to sell itself. If ANA has specific answers, the multiplic-
ity of radio research which has sprouted over the years may
be due for a weeding and supplementation with some more
tangible form of research, That would not only end con-
fusion for buyers of radio: it might also give them for the
first time a real picture of radio’s dollars and cents value.

C. Why did the Affiliates Commitiee ask ANA (o
meet with it? The Affiliates Committee has chosen a
watchdog's role for iself. It wants to stimulate all seg-
ments of radio to provide advertisers with tangible argu-
ments about radio’s value, though it will undertake no
research or promotional projects on its own. But before it
can advise others, the Affiliates Committee felt it first had
to get the facts directly from the source—advertisers them.
selves. In doing so, the committee has reminded advertis
ers of the “interdependence” between firms built by air
advertising and broadeasters. Committee’s letter (17 May)
to ANA. in fact, was termed a “declaration of interdepen-
dence.” (Committee Chairman Paul W. Moreney attrib-
uted the epigram to Robert D. Swezey, Commitice member
and gencral manager, WDSU. New Orleans.)

]
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N RADIO/TV?

Il Transit Radio fights for its life

“ hat is the umnlu ance (o ﬂ(h‘ vrnu-n- _ak llle

g commercials “unconstitutional” hecause they de=lrm
ont of attention.” If this new form of “freedom™
re established as an implicit corollary to the Bill of
his. many advertisers now are asking what would pre-
ome long-haired professor from bringing suit against
ufﬁl r!n?iiio/'l'\f or pr'mlcd ads. Prvsumabl\, com-

nd that u.legal precedenl olnce eslahlu-hcd can pmﬂdu
d avenue down which social change may flow.

B. “'lat ll the legal statns of Transit Radio now?
‘Reversing the previous fayorable decisions of the Public
* Uilities Commission and the U, S. District Court. the U. 5.
Circuit Court of Appeals declared Transit Radio com:

mercials unconstitutional,  Transit Radio has petitioned
the court which acted against them for a rehearing in bane.
e, with all vine judges of the court sitting; only three
sat in the last action. Definitely strengthening the request,
the Public Utilities Commission of Washington and the
Capitol Transit Corporation have joined Transit Radio as
eo-petitioners.  The court is expected Lo act quickly, since
it is in session all summer. 1 it rejects the petition. Tran-
sit Radio will 1ake its case to the Supreme Court where it
cannotl gel any action until this fall.  Whatever happens,
TR can keep doing husiness until the last court has ruled.

C. What has been the reaction of Trausit Radiv

sponsors 1o the court decision? Oply one advertiser
{Miles Laboratories for Nervine) cancelled. apparently in
the beliefl that to continue use of the medium might place
the firm in contempt of courl. After a letter from Transit
Radio explaining the legal situation, the account was rein-
stated, Meanwhile, several Transit Radio stations reported
that they had landed new business right after the decision,

D. Is there any link benveen the FCC ban on

“functional FM music™ aud the Transii Radio sit-

nation? None, except that both are related to the funda-
(Please turn to page 75)

- b - e P e it T

: Paramount IJIM(I‘GJ-J’..C
. 'age an alliance geuerally between
d and television? Yes. Both exhibitors and
roducers, spurred by UPT's maneuver, want in. But don’t
dﬁﬂh an increased flow of Hollywood theatrical films

TV right now. Producers still owe their primary loy-

v to the exhibitore. Their interest in TV will take other
m including purchase of or tie-ins with “pay as you
see” TV syslemg'pﬁlnua produced especially IorPTV more

United
o

into “pay as you see.”” More important. well-heeled ex-
ors will be Hocking to apply for TV stations, following
lbimmple of pioneer operations like theatre-owned
W‘VJ, Mumu. WKBK, Chwago. And they il be expeni-

Q. Iﬂqw does the mounting Hollywood interest in
TV uffect the sponsor? Sponsors stand to benefit at
first; might be hut in the long run. More stars, more film
made especially for TV by Hollywood firms. would be ad-
- vantageous, But other moves by producers and exhibitors
could hurt the advertiser b) cutting into the TV audience.
Most vital new force is “pay as you see” TV. From a
~ brainchild of Zenith Radio Corporation’s President E. F.

hlmt appearances Sume exhibitors, 100, are anxious (o’

MeDonald, in 1951 this branch of TV (now involving three
separate systems) has sprung into importance. It may soon
be in active competition with theatre TV—and standard
television—for top audience attractions like bhoxing, foot-
ball. and full-length Hollywood film.

C. What's the status of the varions “pay as you
see” systems? PHONEVISION, developed by Zenith, has
been tried out commerecially with highly promising results.
Over a 90.day period. ending 31 March, 300 Chicago fam-
ilies were tested to see how often they would tane in spe-
cial Phonevision movies for 81. The company says il
will apply to FCC for permission 1o operate commercially
once it has analyzed results of the test, Many believe. how-
ever, that Zenith is waiting for a supply of films that will
satisfy the viewer, Recently, McDonald sent a letter to
radio /TV leaders, asking for their promotional and politi-
cal support and pointing to danger that theatre TV may
“monopolize” major sports attractions unless Phonevision
enters the commercial broadeast picture. At the same time,
MeDonald may have been ncgﬂ“ﬂl”l“ with MGM and its
subsidiary, Loew’s Theatres: a deal is rumored as pend-
g between them for film rights. suBscriBER-VISION,
owned by Skiatron Electronics and Television Corpora-
tion. has applied to the FCC for permission to sel up a
{Please turn to page 75)




which commercials are most etfective?

extra customers per dollar

@ well-liked Bjydle}

£

“neutral” 7.8

TELEVISION
"b : RADIO..
disliked
more time on 1/ - than all others combined
‘udy's scope is indicated by question on commercials; answer upsets previous findings ~ Chunk of televiewing time comes from non-media activities; radio listening stil

Hotstra Study No. 2 v e

of TV proves customers=sold-per-dollar remains high despite rising costs

To the advertising fraternity.
TW Hofstra is the name of a

}l'ii]‘ﬂl]l] .-lll(i_\ un T\- t-;lll':-
effectiveness. 1's a study thal replaced
speculation  with documented  fact
pinning down television’s selling pow-
er with  dollar  signs and  decimal
points.

Hofstra i= also the name of a small
college in Hempstead. Long Island, and
it~ ’sychological Waorkshop has done
it agam. This time a super-Hofstra
Study. backed Dby the resources of
NBC and the experience of its super-
visor of television program research.
Dr. Thomas F. Collin.

Instead of last year's 3.270 people
interviewed. the 1951 Hofstra boasts
a sample of 5.067. In place of the
prey wous 15 [!1’|u|llt'l.‘- studied, the cur-
renl }J['t}jl"l"l covered 187 TV-advertised
brands. The 1951 super-Hofstra Study
not only does a mare thorough probing
in|| o [lll;l.—t':- ol television advertis-
ing covered in the 1950 study: it's
stape has heen broadened o include
many new facels,

Here's a brief swmmary of just a
few Key findings, Several contradiel
'r|n|m:'l'.||LI convlustons reached i other
research [Jl'uji'r'[.-.

I, Viewing does uot deop ol with
|"I!_L'||I of set n\\llt'l.ﬁllip. \l'tul'i“llj_' 1o
Hofstra No. 2 it inereases  slightly

30

TIME SPENT ON MAJUK MEDIA BY TV OWNERS

MAGAZINES..

NEWSPAPERS..

among long-time owners. (Other stud-  the 143 brand-program combinations
ies indicate the opposite.) surveyved was 37.0°7.  Among  guest
2. Radio is in second place among  viewers (non-owners who visit) in-

TV-owners on a minutes-per-day hasis.  erease was 35.2% — indicating equally

Radio usage averages 61 minutes daily,  powerful impact on owners and non- .
newspapers A7, magazines 11, owners alike.
3. Average increase in buying TV- 4. Today’s sponsor gels 11.6 cus-

advertised produets by sel owners for  tomers per TV dollar (customers he

High points of Hofstra Study No. 2

I. Viewing <o« does not drap off with length of set ownership., It
acinally inereases slightly among long-time listeners.

2, Customers . .« resulling from TV advertising average 118 per
dollar. This compares with an average of 11.6 eus-
tomers per dollar in 1949, according 10 Hofstra
Sindy No. 1.

3. Commercials . .. which are “well-liked™ by viewers fonnd twice as
effective, saleswize. as either “diliked™ or “nentral™
ones (sce har chart above left).

d. Migih-budget . . . and high-rated shows prodnee more customers
per dollar on television. They're more eflicien), in
general, than low-bndget and wmedinm-bndger TV
pregrams in making sales.

3. Sample .« . was painstakingly laid out by sampling expert.
Area probability echnigque required listing of 129.-
000 dwelling units in 501 clnsters. resulted in sample
of 5.0067 (amiliex (~ce map, right).

SPONSOR
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DAY or NIGHT television? SALES RESULTS: 143 TV PROGRAMS

TV OWNERS
extra customers per dollar PACKAGE (matched viewers and nen-viewen)
GOODS

btandc | B

average

incregase

evening
brands

more customers

o among viewers
(similar products in each group)

g cost vs. audience, study shows day and night TV equal in sales efectiveness Owner vs. non-owner comparisons prove TY's selling power—customers, sales increase

wouldin’t el without television hence  besides. were t"l]‘c'fll”\ selected  Trom \|lu;.'t'I1n’|x 167 1'I'III|H' t= advertised
P called “extra™ customers) compared  New York’s metropolitan market. This  on television were investigated. in con-
to 11,6 “extra™ customers per dollar in grea was chosen because is a mature  junction with 111 TV programs (75
' 1949, (These are average figures, | TV markel. with seven stations aml  of all current network TV programs.
5. A “wellliked™ commercial s over 507 of it L0000 homes N total of 143 brand-program combi
l twice as cflective. in terms ol custom- equipped with TV sets. nations  were  studied  for  package
_ ers per dollar. as either a “disliked” {3 gt sy A T ~ gouds, and 15 brand-program combi
' or “neutral” commercial.  (Manv ad- . 'm'_m problem of selecting a nations for durable zoods.
i \l'l!i.‘ill_'_' |""']'l" Lelieve: dieliked COs represenlalive group of JI('UI'I! [rom Fivel s ilicovers: ol Ilili"- ‘_”“1!”."}“_“'
' mercials 1o be as sales. fTective as well- 1'“,‘“1 l"",'_”'“”” h"l_““ e II‘”I'““I,“ sive pew study is that television sel
fited ioiea:) Willard Simmons, In|..m.v|']1 a sampling oWDele are 2 select masket diftermil.on
' 6. High-budgeted and  high-rated  ©xpert for Alfved Politz Research. now . average from their non-set-onning
shows produce more customers per dol- ~ with Psychological Corp. Simmons de- ru-i;_'h]mr-l. Researchers found them
lar. are more efficient saleswise. It pays signed an ambitious area probability hetter educated, better-off  financially.
a sponsor with several products to pool  sample for the 1951 Holstra survey.  gud consequently  with  more  spare
his budgets to buy a top-rated show on  Painstaking effort and considerable ex-  change jingling in their pockets than
which all products get strong ad sup-  pense went into the job of lining up a the seneral population,
port. group of families truly representative For example. TY set owners bought
The 5.007 family heads who provid-  of metropolitln New York's inhabi-  73.27 of all new cars sold in metro-
ed the answers above. and many more  tants. politan New York in a recent six-month
period! With TV penetration in New

York then reckoned to be 5170, set-
1) owners might ordinarily be expect-
ed to buy 5317 of the new cars—nol
TRUE PROBABILITY SAMPLE 73.277. The 227 bonus points up the
b . _ _ e h‘iglhc-r purchasing power of the tele-
|I =58 M_ e . T vision market.

p .-I: : : : The new study also confirms the facl
that TV, as a new medium. competes
with all human activity for time, not
just the other media. Prool of this is
the longer “exposure’”™ time spent with
all four major media by television own-
ers. Total exposure time for an aver-
age day in the total market was 2214,
for el owners 233.7. and for non-sel
owners 1951 minutes.

\ comparison hetween  set-owners
|l|ll| ||ll“‘.“'|'|‘”\\||l’]-_‘\- (13} II"‘ =Core ||‘1
time spent with various media shows
the ﬁl”n\\i!lj.'.‘

11 Owners

H : \l' I Television 135 minutes

: lnteere 'ng c Us'ers 2. Radio Ol minutes

nstakingly selected probability sample of 5,067 families easil; topped Hofstra Ne. I's 3270 3 \'t'u'.\pnlirr'.f s AT minutes
4 { Please turn to page 73)
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Million pounds

FROZEN FOOD PRODUCTION

SOURCE: Quick Frozen Foods magazine
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A SPONSOR roundup

Frozen foods on the air v oo

growing rapidly. radio/TV arve used heavily to build product identity

1929 was quite a vear: dur-
g its span Wall Street laid
an egg and General Foods froze a fish.

From a long range viewpoint. the
freezing of the fish probably towers in
importatnee over the financial fiasco,
for 1t :-|Jii\\l|i‘(| the frozen Toods mdus-
Lry. “Ilii‘ll Il\ I.'l."'-l Vit h\lll T'l'.'ll'lll'i]
ciant size. grossing S500.000,000),

Radio and television have played an
important  role  in the  phenomenal
growth record of this relatively new
industry. That growth evolved through
three stages: (1) consumer conscious-
ness: (21 consuner acceplance: (3)
Broad-
cast promotion plaved only a small role

in the first two phases. But since 19106,

consummer demand by brand.

mechanical

millionaire

Clarence RBirvdseyge, inventor
food-freezing process

Clarence Birdseye, Massachusetts scientist visiting
Labrader in 1917, noticed fish and meat frozen in
arctic cold
His analysis showed quick freezing was responsible.
He returned to this country and in 1925 developed

ied to improvements.

General Foods. He is still active in scientific work.

retained fresh flavor several months.

quick freezing. Additional experiments
In 1929, he became & multi-

by selling all rights to his process to

32

when the third began. use of AM and
TV has been pyramiding. Air adver-
tising now <pearheads aggressive sell-
ing by major national and regional
Today. of them
bracket over halfl their annual ad bud-
vets for broadeast media,

Dominant  factors  underlying  the
trade’s nse of advertising are:

1. Brand-name competition is fierce:
as in the beer huosiness. local hrands

]ll'm't':-:.-nr:i. 1y

in many areas are stronger than na-
tional labels,

2. The number of hrands keeps in-
creasing, Some 170 new packers en-
tered the field last year. swelling the
list in the United States to almost
1.200. Latest trend is packaging by
national and sectional grocery chains.
Safeway was the first: many others are
ot the verge,

3. The industry has a major hottle-
neck: the Bhmited amount of cabinet
200,000 retail
which carry frozen foods, This

.‘-|l£|t'l‘ ill ll'l(' ;:'.I'Ol'(‘l"\
=lores

( Please twrn 1o page 59)
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RBirds Eye

- :
Spot radio/TV, hitchhikes on net AM shows push Birds Eye. Firm
was impelled to use air by competition of newcomers. Artist above
is drawing trademark of firm's TV advertising. Below, Bert Parks
m.c.'s own NBC-TV daytime strip plugging Birds Eye three times weekly

Snow Crop

Snow Crop used half-hour NBC-TV “Your Show of Shows." Saturday
p.m. stanza, aired too late to effect week-end shopping, was dropped
for daytime film drama. Above, Teddy Snow Crop, hard-working
TV symbol. Below, comic Sid Caesar who was firm's glamour star

Flamingo

Tthe Missus
(GOES A -SHOPPIN'

13
Q
L §e
Mamingt

Flamingo, newcomer to the trade, learned benefits of broadcasting
early. Spot radio/TV spearheads distribution in all new markets.
Above, the "Missus Goes a-Shopping,” WCBS participation show,
sells Flamingo., Below, TV film announcement aired over six stations

18 JUNE 1951

Minuie Maid

g o . T

Spot radio saturation is dominant ad strategy for Minute Maid
juices. Above, Bing Crosby, director of the firm, who plugs
product via one-minute e.t's, Below, film commercial carried on
afternoon "Kate Smith Show," NBC-TV, to reach the housewife
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1V dictionary/ handbook

DICTIONAKY APPEARS IN FOUR PARTS
Fhe 1951 =TV Dictionary Handbhook for Spon- ary

Tv sors  is the result of nme

labor Iy its aothor.

| ullls

as many terts as were contained in his Arst TV diction- 1o

C

1Continued)

CAMERA SHOTS (See last issue jor
other definitions under this heading
which include abbreviations, related

directions, syvmbols

TU-TD—Tilt-up, Tilt-down When cam-
era is aimed up or down in a vertical
plane, either to show objects above or
below the aection or scene, For in-
tance, Lhe height of a man can be
established by first showing the view-
ers a close-up of the man's feet. Then
by tilting up ‘and dollving back slow-

Iy the camera can show the dress
ind manner of a man, ending with a
head shot or close-up of his face

BU.-TD — Boom-up ond Tilt-down shot
When the dolly boom-arm is raised
and the camera is tilted down giving

an overhead or downward view of sub-
1ect., This shot 1s used eflectively in
commereials and where such things as
a4 pianist’s hands in action or objects
lving on a table are Lo be picked up

BD-TU-
dolly boom-arm is
lowered practically to

Boom-down and Tilt-up shot The
lowered (it can b
floor level) and

34

months of intensive
”l'IIIl'I'l
.\Iill']-lii'llrill"l'l at the Gardoer Advertising Company. St
With the help of 40 working members of the TV
industry. he has 1|r|r'Fnilt'iI and defined over three times

OF SPOMSOrS

©SPONSOR Publications Inec,

Herb True's new TV dictionary took nine

months to assemble. had 40 collaberators

tion. the new

Irue. radio-T\ mation

aothers:

Lhe camera is tilted up, getting an up-
ward view of a subject. In TV an ex-
tremely interesting eflect . used fre-
quently on Garroway at Large (NBC-

TV and dramatic shows

DI or Dissolve Bringing in one picture
while dissolving out another desig-
nates a short lapse of time, affects a

smooth, restful, easy transition from
one image to another, and is also used
for dramatic effect as dissolving from
a photographic slide of a performer in-
to the performer in the studio, giving
effect of a photograph coming to life

Superimposures:

Lap-Dissolve Holding two camera pic-

tures at half-lap so that each is seen
on the receiver screen. Used for trick
effects, for transitional eflects, for
montage effects, and for establishing

locale.

Obligue or Diagonal Dissolve Holding

one camera plicture in the lower left-
hand corner and second camera pic-
ture in the upper right-hand corner,

and dissolving them in on the air at

half-lap., Used for trick or montage
effects, particularly to show two peo-
ple at different places talking to each
other.

{ published in spoxsor. Februar
work contains

" ] I he ruH.'rlnlll‘.ft’

n2AH),

19500, In addi-

valuable handbook infor-

not sel down elsewhere.

T Dictiovary/Haudboolk: for Spon-

sors” will be available to subseribers on request. Price

Bull: rates furnished on request.

Lateral Dissolve Holding one camera
picture in the left side of the frame,
leaving the right side with a blank
background, and holding the second
camera picture in the right-hand side,
and dissolving them in on the air at
half-lap. The backeground for such
dissolves should be neutral and free of
design so that people or objects are
clearly defined when held at half-lap,
FI or Fade in Gradually bringing up
a picture from black level by turning
up video gain. Indicates a definite be-
ginning such as fading in the title of
a program and fading in the opening
picture of a scene.

FO or Fade out Gradually dimming a
picture, i.e.. going to black level by
turning down video gain. Indicates a
definite termination of chapter, scene,
idea, or a picture sequence ending.
The last scene of a play or program is
usually faded out.

Cut Switching directly from one eam-
era picture to another, Indicates no
lapse of time and usually speeds up
action when used for dramatic impact.
Do not have subject more than three
times as large in one picture as in
other, unless after special eflect.

SPONSOR



CAMERA SWITCHING or MIXING Con-
trol room operation by the technical
director (TD) or video operator by
which he switches camera channels on

the air or mixes camera channels on
the air by depressing controlling keys
associated with the camera channels.

CAMERA VIEWPOINT Position of cam-
era in relation to the subject being
photographed, as compared to view of
a person seeing it from normal dis-
stance at eye-level (e.g., low viewpoint,

high viewpoint, distant viewpoint,
ete.).
CANNED Show or music that has been

previously filmed, transcribed, or re-
corded.

CANS Receivers and head phones
worn by cameramen, stage manager,
technical director, ete., in the studio,
and engineers on remote.

CARRIER WAYE Electronic wave over
which TV impulses are sent. TV util-
izes two waves, one for sight, and one
for sound.

CAST (1) People who appear on the
TV program, not including musicians.
(2) Process of selecting those who are
to take the acting or speaking parts,

CASTING DIRECTOR Official in an
agency or station responsible for main-
taining records of actors who might be
suitable for parts in TV presentations.

CATHODE-RAY SCREEN The fluores-
cent material covering the inner sur-
face of the picture end of the kine-
scope.

CBS Columbia
CBS-TV.

CEL(L) Rectangular sheet of transpar-
ent celluloid carrying one section of a
drawing required in the making of
an animated cartoon, The complete
drawing is usually composed of sev-
eral such cels placed one on top of the
other, each of which can be replaced
by its successor independently of the
others.

CENTER (1) Direction to talent mean-
ing the middle of the stage or set. (2)
Command to cameramen for centering
picture on tube, to obtain the most ad-
vantageous framing of person, group
or object, allowing equal margin to
right and left.

CHANNEL Specific wave lengths “a
band of frequencies for transmitting
TV."

Broadcasting System,

18 JUNE 1951

CHARACTER or CHARACTERIZATION
Actor or actress with an older appear-
ance and voice, 35 to 60, who can do
dialects, or who has eccentricity of
speech and visual charactlerization.

CHARACTER JUVENILE 17 to 24 vears,
Matching appearance and voice in dia-
lect, or having peculiar youthful ap-
pearance and vocal qualily,

CHARACTER INGENUE 16 to 24 vears.
Matching appearance and voice in dia-
lect, or having peculiar juvenile gual-
ity.

CHEAT Acting technique where per-
former ‘*cheats” on perspective or
normal position-relation to other per-
formers or objects. A performer, for
instance, would cheat in body position
when talking to a seated companion.
He would stand close against the chair,
facing forward, ineclining the head
slightly toward the companion with-
out actually looking at him. Thus the
television audience would see both per-
sons and they would appear in “nor-
mal’” perspective to each other on the
screen.

CHEAT SHOT Camera shot in which
part of the subject or action is exclud-
ed from view in order to make the part
which is pictured appear different
from what it actually is.

CHERRY PIE Extra money earned by

TV talent or personnel for doing some-
thing other than his ordinary work.

CHINESE RIGHT, CHINESE LEFT These
terms pertain only to the center mech-

anism of the dolly camera which will
rotate a complete 360 if desired, bul
normally rotated only 180 .

CHIZ BIZ Dubious practices suggest-
ing bribery, special TV rates secretly

made, ele. Short for chiseling busi-
ness,
CHOREOGRAPHER Individual who

plans and, or directs original specialty
dance or ballet numbers.

CIGARETTE DIRECTOR Term adaptec

from movies deseribing TV director
who always has cigarette hanging from
lips, and usually because of this fact
is hard to work with or to understand.

CIRCLE IN A film effect wherein an
image disappears as it is replaced by
another image from the center out.
CIRCLE OUT A film effect wherein an
image becomes visible as it replaces
another image from the outside in.

(Please turn to puge 76)

Among True Dictionary contvibutors, cousultants . . .

H. FAUSSETT, "Armstrong Theatre,” NBC.TV

ROBERT GOULD, Prog. Dir.,, WBAP.TV, Ft, W.

DON FORBES, Studio Prog. Magr., KLAC-TV

KEITH GUNTHER, Pred.-Dir., KSD-TV, S, L.
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STATION DATA BY COUNTIES AND CITIES

State
County 1949
City Radio
Families
DREGDN

cuns

11540

CUvuviLLe” "
1570

MAHRSHE 1ELp *

2Fap

CHDD x

CURRY

DESCHUF' 5

HEnND T

bUucLasg

HUSEBURG *®

becoming inereasingly out of date.

BME  study

welcomed  only two years

number two.

ago as manna in radio’s factual desert,
i= limping down the road 10 obsoles-
cenee,

\eeney timebuyers and media re-
scarchiers seratch their heads in fros-
tration. trying to adjust for seores of
<tation changes they know about: won-
dering how 1o compensate for the un-
J‘llll\\l] 0les,
health

find

their financial
the
themselves increasingly wneasy as time

The statrons.
olten  hanging  in halanee,
vats away the relevance of BMB s study

March 1949,
dhuring  March

number  two. vinlage

{ Dala collected
1949, publizhed a year later.)

Wil

Results of an extensive sroxsor sur-
vey among advertising ageney  media
researchiers and timebuyers indicates

the
Mea-
Thes
conlinne 1o use 1, however, as the hest
|lllii {UI'

considerable dissatisfaction with

present-day value of Broadeas
urement Burean's last study.

available measnrine  vadio’s

36

Total
Waelty i "?OMPOSmQN
quruil“;":’:Q M.- f Days or Nights
s Familias ’9./

OF,TC‘:TAL WEEKLY AUDIENCE

“dor§

Days or Nights e
el lgv. Days or Nights

Families A

Timebuyers. broadeasters agree figures are

audience (in terms of cireulation).
Many station operators are also dis-
.‘i‘li.‘-ﬁl'l]‘. \ u|l |]Il'
Louisiana Association of Droadeasters
(31 Mareh 1931)
the BMDB survey
picture ol the hstening habits today.”

recent resolution
declares that =, .
.. Is nol an acenrale

The station group suggests that adver-
ti=ers and agencies . . include au-
thentie information furnished by in-
dividual stations rather than the BMDB
in determining  placement  of  their
= ]It'f}llll'.‘-.“

Reaction of one experienced time-
huyer in a large ageney to this resolu-
Lion sumns up the ;t‘<1}l':':l| agency feel-
ing about BMB: “It"s true euough that
BMEB data is out of date.

to he practical; it's the only basie in-

Bul we have
formation on radio eirculation avail-
able and well have to use it nntil come-
thing hetter comes along,”™

Todav's situation is not unique. The
1946 study. BMB No. 1. was used re-
ligiously right up to publication of the
second one in Mareh 1950, Then. as

Bt data still

widely used. though with supplementary checks

now. buvers of broadeast advertising
were well aware that changes of mam
kinds had altered the true picture of
radio listening to individual stations.
(Just one of these changes was the ad-
dition of 1.200 new stations between
1946 and 1949.)

These are the key factors outmoding
the current BMDB survey :

1. Compelitive effect of new AM.
FM; TV

2,

sltations in the same area.
Substantial changes in program-
ing—either through a shift in network
afliliation. or revision of policy due to
new mdanagement.

3. Changes in station’s signal aflect-
ing reception—caused by power and
or frequency shifts. better equipment.
relocating antenna,

4. Inerease in total broadeasting
lours — adding nighttime operation 1o
daytime. for example.

Olwious =olution to this p]'ulnh'm of

BMIYs increasing  obsolescence is a

brand-new study. A tentative move
(Please turn to page 63)
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FACTORS THAT OUTMODE BMIE:

I.

>
-

Competitive effect of new AM, FM, TV stations in the same area.

Substantial changes in programing—either through a shift in

network affiliation, new management, or revision of policy.

Changes in station's signal affecting reception—caused by power

and/or frequency shifts, better equipment, relocating antenna.
Increase in total broadcasting hours—adding nighttime operation.

Significant changes in population size within a station's coverage

area. MNormal increases in population plus "migratory” shifts.

25

39

12
1948: 1,000 Watts

b

These hypothetical sketches illustrate
one type of coverage change which
outmodes the 1949 survey

24

18 JUNE 1951

Broadcast  Weasurement  Bureau
has supplied the only uniform in-
formation available on a national
scale. Its complete, lactual approach
has heen valuable to us as one of
the measuring sticks by which we
could vvaluate stations.

However, in order to perform a
thorough job. we investigate all jae-
ots of a specific market situatton to
obtain @ more penetrating analysis
than 1s available by relving solely
on BB statistics.

Carl Georgi, Jr.
Viee Pres. & Media Dircetor,
D. P. Brother, Detroit

For the most part we use BB
to aid in determining the relative
corverage of stations in each area.
We . .. do not nec essarily accept
the figures given as an accurate
measurement of a station’s current
eflectiveness., The jluctuation in
popularity of the networks and the
influence of television over the past
two vears has made a grear differ-
ence in our methods of selecting ra
dio, so the need for BMB service has
materially increused. Therefore, we
lope the survey will be continued.

Claire Koren
Radio-TV Timchuyer.
Foote, Cone & Belding, LA

1951: 10,000 Watts

In our organization. BVIR data
fire gi'?ll'm'”_\' used to h"l'_:‘lluf' cover-
age rather than the circulation of
one station as ”.ﬂj’ll',\f‘ﬂr to another,
By coverage we mean all the radio
homes, county by county, within
pre-determined station arca, which
van fear any show on that station,

It is still possible. assuming no
power or frequency changes, to use
BMB weckly data to estimate phys.
ical coverage of individual stations,

Hal Miller
Radio Research Dircctor.
The Biow Company. N.Y.

We are relving Y9 on BMRB for
coverage information and using the
figures heavily, Actually | don't
think the great majority of stations
harve changed too much. We have
date on some 2,100 stations and it
doesn't particularly matter if in-
formation on 200 of them are obso-
lete. . . . The principal reason we're
still using BMB s simply that we
need a base to start with and that
f‘”f\\f' f-.\ " ln’f:.

Fred Apt
Sapyve, Radio/TV Rescarch,
Benton & Bowles. NJY.
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CHINCIIILLAS

FURNITURE

SPPONSOR: Golden <tate Chinchilla Sales< AGENECY : Vauehn
CAPSLLE €ASE HISTORY Gaolden State bought a one-
arirerpadion on Lee Hogan Presents. a weekl
[Irograin directed 1o wonien f.in! jeafurrng guest
/ onalities. The firm, in its IJI'II!H"f-fHJHIHH\ -«hrmr’r;’ !.l.*.'H'|
oljered Jor sale a palr of chinchillas for S1.000. Then the
cewnpany’s phone number and address were given. With.
] 1 dlany after the show. the 190 aunouncement ;rHiH‘.'.:hf
1O3 ceells aeel letters a =200L.000 zross !llnfr'ﬂfilh‘.’A
kS Hollywoend PROGERAM: Lee Hogan Presents

SPONSOR: Evans Furniture Co, AGENCY : Direct

CAPSLLE CASE NHISTORY: A late-evening feature mo
e showeased Evans' products. Spousorship of the pro.
goam began on Sanrday night. with the store scheduled
to open on Sunday. Durig the live commercial portion
el the program. no extraordinary or unusual bargains
were featured other thaw one special TI group offer.
Business on Sunday, without any other advertising. to-
talled 530,000 worth of sales on a 2450 expenditure.

KOTN ., Tulsa PROGRAM: Feature Movie

NEW HOMES

SPONSOR: Raymond Rosen & Co. AGENCY : Al Paul Lefton

CAPSULE CASE IISTORY: This wholesale houselold
appliance distributor sponsors the WFIL-TT Weatherman
across the board. Firm's builders” division is featured one
night a week., with builders in the area invited to describe
their applianee-equipped  housing  developments.  lack
Turner of Seal & Turner Construction made an appear-
anee one f"r."rfu_‘i IHI‘L.‘.{”. Vexy l."u_\' 3.300 persons visited liis
fiom's building operation and subsequent traceable sales

amomted to 230,000, a .‘u'f:-;r!':m;f'r." success |or WFEIL-

11 elient Rosen and his elient Seal & Turner,

WEFIL-TY. Philadelphia PROGRAM: Weatherman

BOUDOIR LAMPS

SUMMER HOMES

SPPONSOR: International Jewelry Cous AGENCY : Direct

Isranich Brothers

CAPSULE CASE HISTORY : These two j('.‘t{'“'l stores,
under comnon ownership. began sponsorship of a 15-
minute news show on Sundays. The opening program’s
first commereial pfu;;_::-'lf watches and 10 were sold the
very nead dav, The wmiaddle commercial advertised bouwdoi
lainps at 3305 a pair. lamps which the stores had been
wnable to sell for mowths, The following day. both stores
soled w combined total nljl 210 ;Juf.':-. !’nr;;r.-m: costs were
1320 returns i exeess of S1,000,

WOEALSTY, Lancaster PROGEAM: Ked Nain Comments
on the News

SPONSOR: Montauk Beach Co., Ine, AGENGCY : Flim

CAISULE CASE HISTORY: Ted Steele’s afternoon mu-
sical-vartety show provided the sales velicle jor Montaul
on a six partivipations per week basis. The purpose: to
interest viewers in buying summer homes at Montank.
I resulted in the company’s largest selling season last
vear. This led the firm to run au out-of-season winter
campaign of one annonncement weekly (8S130), [t las
pulled 35 leads per show, with Montauk planning to ex-
pand again this sumner.

WIIN, New York PROGRANM: Ted Steele N, Matinee

BEVERAGES

DOG FOOD

SPONSOR: Cont Beverage Corp. AGENCY : Iohn € Dowil

CAPSULE CASE HHSTORY - Usually Cott runs film an-
nouncements ntentioning their varieties of soft drink
Jiavors. But. for Jour days. they planned a special root
beer promotion. Four announcements for 8200 brought
e instant demand. During the four-day period. Cou
baaked aver TO0000 eases of rool beer 1o dealers: sold
oul completely and conldn’t keep up with demand. Now,
for e time heing. Cott is bacl to its regular all-flavor

adlvertising,

WAHCTY, New Haven PROGIAM: Annonneement s

SPONSOR: Vietory Packing Co, AGENCY : MeNeill,
MeCleery & Creames
CAPSULE CASE HISTORY : This advertiser offered a
toriat on their show. Cowhoy Thrills. o half-hour stanza
reaturing singing cowhboy Doye Dell. The offer: the
luriat for 25¢ plus a label from their product, Thoro-Fed
Hog Food. Two mentions per program in the first jour
weeks harve bronght an arerage of 1.0 requests per
week, Four thousand labels: 1000 quarters, and a de-
cided yise in product sales. Progiam expenditure: $310,

KTLA, Los Angeles PROGRANM: Cowboy Thrills
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John J, Williams

[ L}
5eﬂato‘-‘ WAat i ;r.[ J. Allen Frear {. “
'S your opinion 9%+ |

"May We Quote You?', a weekly half hour program Thurs-
days at ten-thirty during which prominent Delaware leaders

in government, education, religion, business and other civic
endeavors report to the people under questioning from three
of Delaware's top reporters, Pictured are United States
Senators John J. Williams and ]. Allen Frear, Jr., whe came
home from Washington specifically to appear on two of the

-

telecasts. Each on his program d

eveloped his views on im-

portant and pressing state, national and international issues.

This program is one of many local features carried
by this station in an endeavor to meet the public
needs of the communities it serves.

WDEL-TV

WILMINGTON, DELAWARE |

Represented by
wn!l ROBERT MEEKER ASSOCIATES Chicago San Francisco New York Los Angeles

AM TV FM
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A sponsor’'s dream com |
standing personalities! 141y
by Ray Anthony, Ameri¢1d
Page, America’s number ais
on a nation-wide radio

Most important, these tvslC
leading theatres, hotels it
AND — their recordingsih

RHYTHM RENDEZVOUS v e
by mid-July. Don’t lose orip

LANG-WOH.

113 WEST 57t W1

WESTERN OFFICE
LANG-WORTH: Feature Pr
14579 Benefit St., Sherman C |




Page
thony

NDEZVOUS ©

y radio idea, co-starring two out-
ding of music and song — music
« dance band, and songs by Patti
jalist — together for the first time

s TODAY! Standout attractions in
itheir popularity increases daily —
¢ favorites!

over Lang-Worth affiliated stations
«riptive brochure . . . it’s a natural!

\TURE PROGRAMS, Inc.

N YORK 19, N. Y.

CANADIAN-OFFICE

S. W. CALDWELL Lid.
; BO Richmond Street West, Toronto
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by BOR FOREMAN

Radio commercialz are being subtly,
though speedily. affected by televiston.
And the change. | believe, is for the
better: that is. it should make for more
effective radio copy. 1 think that the
best way to prove this point would be
merely 1o take a decibel account on the
smount of noise announcers are mak-
ing these days compared 1o what came
forth before TV,

IUs obvions that when you're secing
a man talk, he needn’t shout nearly so
hmi“} to hold your altention as |we
when his voice
alone was the means and method of
making himsell and message known.
We found this out quickly when radio
announcers first went on-camera. It
also zave rise to a whole breed of tele-
vision stars such as CGarroway and

helieved ) mecessary

radio review

SPOMNSOR: Trans World Airlines
AGENCY: BBDO, New York

PROGRAM: “Mr. and Mrs. Blandings,”
NEC

Obvionsly the scope of the commercial
formar on a show is the big reason why spon-
sors buy programs over announcements. The
other important factor is association with a
slar,
discuss just how encompassing the commer-
cial structure and substance of a halihour
It 3ull'|l fnl".:iu' me, Ull u=e
as the l‘\.llllplr one | worked on
Iy  muinly becanse | know jpore abour ii.
It a stnation comedy fealnring Mr. and
Mrs. Cary Grant, It apens with a very shon
Lat of sponsor ientibication about TWA con-
That's
vou hear amd, as such, might
as a chainbreak
purchased on all the stations which et the
In other words
et oa solild plug and TWA s zelting just
that, Then dmo the show amd i1s billboard,
followed by o 20sccond conmmercial which

so for a few paragraph= I'd like 10

show can be.
pf‘l‘-on:ll-

taining the airlines-wond theme-line,
the first thing
b considered as valuable

iow, here's a fine ]'l].ll't‘ 1]

tells concisely of some dmportant feature of
the aieline ; either, a <tory abont the mleaze
andl <afery pecard o 1l Constellation or low
gomd the meals are aloft or a route gencrali-
cation taggid by the TWA fonr-line mnsical

42

Robert Q. Lewis. who could stand up
there phrasing quietly and normally.
all the while acting casual as a pair
of faded denims.

Now. some of this techmique has
tubbed ofl on radio. We're finding
that a normal tone as well as colloquial
wording have far more punch (being
more convincing, and far more be-
lievable) than aratory.

IUs been my recent pleasure to make
this discovery with a client who has
been 12 vears a radio advertiser, sel-
dom. in that time. varving either his
technique or his talent, Two rapid-
fire anmouncers spewed forth the copy,
gelting more words to the minute than
was ever dreamed possible. Sales did
result. Then he went inta TV and be-

(Please turn to page 72}

theme (plus lyric--a bright linle four-line
tune done in Keeping with the fun-of-lying).

At the middle break in the program we
have a substantial piece of copy on some
Lroad institutional 1opic, such as the Civil
Aeronautics Board: the Control Tower per-
sonnel: how our country’s airlines are carry-
ing the Ameviean way of doing business
throughout the world: what the weathermen
do to increase safeiy, ete. This 15 started out
with a drama-type vignette and often appro-
priate sound effects, and ends with the fying
theme done musically only (no lyries).

When the program episode of the day is
concluded, we then have loecal cutsins of al
These sell local
destinations hard: in other words, with no
more whimsy than that employed by the Fly-
ing lrishman, we 1ell how wmuch it costs 1o
2o from one ]llm-l' 1o another and how Imany

mos! a minote in length,

flights there are amd where 1o call for reser
vations, The Grants then return for an in-
tegratedd viguette, completed in eharacter, in
which they o a picce of commercial copy
led into from the program of the day amil
containing cqual parts of Blandings-like win
and wdvertising copy in, 1 helieve, just the
right proportion. We then sign ofl with the
nsnal tags going ofl the air with another
“hont sponsor-identification.

Therve, ' say., i oa goml l'!\Lllilpll* of how
a show can he nsed 1o do the manifold things
an addvertiser is justified inoasking of i

radio review

PRODUCT: Vel (Colgate-Palmolive-Peet)
AGENCY: William Esty, New York
PROGRAM: One-minute anncmts.

“Save 907 of dishwashing work.” Now
here is as prosaic a line, in the Vergilian
stns¢, as ever was warped into a lyric. But
Vel has done it and done it admirably! De-
spite the unmusical thought and combination
of words, a really lilting tune and bright
lyric make this Vel ditty as pleasing as any
I'vee canght recently. There's a lesson in this
musical commercial for all of us who huild
and/or buy musical announcements. Don’i
ever say thar a theme-line has to be altered
becanse of the difficulties of making it lyri-
cal. I1s meter and rhyme should spring di-
rectly from the advertising job 1o be done—
and that’s why it's so important to start with
the words. (Buwt =0 do Rodgers & Hammer-
stein: thus you're in good company.) And
then when you start with the words, pick
your tempo and rhyme scheme from your
theme-line the way Vel did, so you won't
be trapped by a lyric and tune that won't
work for you. Cute rendition, clever lyrie
as well as a sound one, plus good announc-
ing make the Vel minune announcements |
heard really rate,

radio review

PRODUCT: Bactine (Miles Laboratories)
AGENCY: Wade Advertising, Chicago

PROGRAM: "Curt Massey Time,”' CBS;
Live anncmts.

comforting to learn that the
straight radio announcement is =till with us
as an advertising technique. Bactine is suit-
ably employing this method of introducing
itself over n= pleasant musical strip featur-
ing Curt Massey and Martha Tilton. Ford
Pearson delivers ungarnished patent medi-
cine-type copy with equal parts of punch
und persuasion-—which is just what the doe-
tor ordered. The only gimmick ineluded i
a mmsical nm, done in syne with the spell-
ing of the product name much as Cresta
Blanca did i1, but far more simply: this lar-
ter is, of course, a good device 1o help regis

I’ most

ter an unusual cognomen, =o that it bhecomes
instantly recognizable when the prospeciive
Layer spots it on the drug counter, In faer,
it oceurs to me that many more of the com-
paratively new products heing  advernsed
should resort 1o some spelling-device, how-
ever corny, to register their trade names,
since the knowledge of phonetics possessed
by the average radio listener must he somes
what lmited,

(Radio Commercials alternates with TI'
Commercials which will appear next issue.)

SPONSOR




DOMINANT BY NIGHT

WOAI
7 I 160559
sTA.c I 143,248
stA.p I 61,404

1942 1951
349,610 767365

o

WOAI RADIO FAMILIES
Deduct All TV. Families

[On basis used by ANA) —41,500

725,865
BASE HOUR RATE [Network) $300 $340
WOAI'S RADIO FAMILIES INCREASED
108%. THE RATE INCREASED ONLY 13%
WOAI INSTEAD OF CUTTING RATE AS ANA
RECOMMENDS, MIGHT LOGICALLY INCREASE

FROM $340 to 5624 or 849,

Represented Nationally by
EDWARD PETRY & COMPANY, INC
New York, Chicago, Los Angeles, 5t Louis
Dallas, San Francisco, Detroit

SanAntonio

AMIRICAS FASTINT

767,365 BMB FAMILIES

DOMINANT
WOAI

NETWORK

NETWORK
sras [ 64211

Abeve figures BMB+14% te 1951
based en ANA Repert.

1942 1951

WOAI RADIO FAMILIES 349,610 747,365
Deduct All TY Families

[On basis used by ANA) 41,500

725,865

BASE HOUR RATE [Netwaork) $300 $340

WOAI'S RADIO FAMILIES INCREASED

108%,. THE RATE INCREASED ONLY 139,
WOAI INSTEAD OF CUTTING RATE AS ANA
RECOMMENDS, MIGHT LOGICALLY INCREASE

FROM $340 to $624 or 849,

Reprevenied Nationally by
EDWARD PETRY & COMPANY, INC
New York, Chicago, Los Angeles, 5t. Louns
Dallas, San Francisco, Detroit

San Antonio

B AMERICAT PASTIST
.'ﬂ T CROWING
(18 D Mal cily

BY DAY

409,583 BMB FAMILIES

NETWORK
s1A-& NN 168153

Above figures BMBT14% 1o 195)
based on ANA Report
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P NEWS...and the busine
that grew and @Iew a|
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In, 1937 John J. Vanier was operatiﬁg a flour mill
20 at Salina, Kapsas. He set out to boost over-the-counter
~ sales of his Kansas Star Flour. He ‘started to use Associated Press

news four times a week on KSAL, Salina.

!
!

O M

e DE LUKE
WF coFaM

Results were so good that he bought three more AP Then Mr. Vanier bought an interest in a dairy. Again he Next, Mr. Vanier purchase

newscasts to sell Gooch Feeds, thereby completing his chose Associated Press news to do the selling job. packing plant. Immedial |
AP news strip, 7:00 to 7:15 AM., Monday through ~bought another AP new :

Sunday. - : - covering Monday through §

4]

Says Ray V. Jensen, Manager of KSAL.:

- “We have 52°AP newscasts weekly, all sponsored on  salable programs. Since our local and area audience '
year-round .contracts. We have never run any of these  ratings have continued to increase through the years,
newscasts on a sustaining basis in the last six years.  we know that AP has had a great deal to do in building
Associated Press news-has always been one of our most  the large, loyal audience our station now serves.”

Hund_reds of the country’s finest stations announce with .pride ... “THIS S TATI 0” IS A MEMBE
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Associated Press...constantly on the job with

e a news report of 1,000,000 words every 24
hours!

e leased news wires of 350,000 miles in U.S.
alone!

e exclusive state-by-state news circuits!
e 100 news bureaus in the U.S.!
* offices throughout the world!

* staff of 7200 augmented by member stations
and newspapers...more than 100,000 men
and women contributing daily!

Confidence justified! Whether you're a
Sponsor...Ad Agency...Broadcaster...the
reputation of AP news can work for you!
For with AP you can “hit home" through
reliable coverage...build peak audience-
following which respects The Associated
Press name. Today, more than ever, lis-
teners tune to AP news!

For additional case histories and infor-
mation on how Associated Press news
can help your business grow...WRITE

RADIO DIVISION

THE ASSOCIATED PRESS

50 Rockefeller Plaza, New York 20, N.Y.
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picked panel
answers

Mr. Wetterlow

Radio has always
“under-
priced.”  H o w-
with  the
latest network
rate cuts. [ be-
lieve it will be a
difficult task for
the individual ra-
dio
demand
rale
particularly in those areas where tele
vision 1= located. although justification
i~ there certainly.

Radio has lLurt itself by allowing
other media feompetitive and allied |
to press home o the national advertis-
er that only radio is to be affected by
Life magazine zaw fit to

|n:‘|'|1

EVer.

stations  to
national
increases.

Mr. Cooke

television.
raise rates in the face of television.
with the observation merely that rate
necessary due to in-
ctease in “overhead.” It is hard indeed
for radio stations to think of raising
due to overhead in-

i!u']’l'ﬁ =05 were

national rates
creases, and it becomes an even more
~ertous and i'nmltl.a\ }lru|-lvm now thal
network cuts have been put into effect.

Nevertheless, in wany cases, we have
recommended recenth  rate revisions
upwaris, becaus=e they are just and
have been long forthcoming in these
~pecific instances. Each individual case
must be judged on it= own individual
meril, No station <hould mandatorily
rat=e national rates in order to make up
\fter all.
national advertisers are concerned pri-
marily with the greatest returns from
media wu=e for the least amount of ad-

for loss of network revenue.
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NpOmSor asks. ..

Is the trend toward upping national spot radio
rates by individual stations likely to spread?

Codfrey Wetterlow

verlising dollars expended. If radio
stations can show tangibly where na-
tional rate increases will provide sales
result~ at lower-than-other media costs.
then who can refuse proper rate in-
l‘l‘r'aﬂ'.‘-?

National advertizers (as well a= ra-
dio station executives. agencies, and
competitive media) must be Kept aware
that 11.300.000 new
sold in 1930, and that over 907 of
American homes have radios. With
that constantly held to the forefront.
and with the knowledge that spot ra-
dio still i= one of the most flexible.
least expensive. most powerful of all
advertising media. national rate in-
creases. all things being equal. should
certainly be fully considered.

Doxarn CookE
President

Donald Cooke. Ine.
Vew York

radio sets were

\n appraisal of
the question
raised would
seem lo indicate
the trend by in-

- dividual stations
/ to up national
\\ spol rales will

: continue. The

‘i majority of radio

stations’ national

spot  rates have
not been increased in the last decade:
this despite the fact that it has been by
far the most in”;‘.liullar} l“»}'em‘ pe-
riod in our nation’s history.

Cost~ of doing business all along the
line have mounted. Wages in business
and industry, in order to keep pace
with rising costs of living, have spir-
aled and to complete the economic up-
trend. prices have soared. However,
despite these vastly increased prices,

Mr. Bailey

Vice president-general manager
Bovril of America, Inc.

New York

consumer purchasing power is at peak
level resulting in record-breaking sales,

National advertizers are well aware
of thiz and in order to capture a larger
share of this vast consumer buving
power are, through sound research,
constantly  developing. despite pyra-
miding costs of operation. better and
more efficient products, These they are
marketing better—advertising better—
and selling better to the American pub-
lic. These national advertisers are con-
~tantly looking for ways and means to
build profitable sales volume. Their
increasing use of national spot sched-
ules proves they recognize the poten-
tialities of the individual radio sta-
tion to move more merchandise at a
profit than ever before.

Therefore. the individual radio sta-
tion which can conclusively establish
that today it covers a larger market.
enjovs greater listening and provides
better service is not only worth more
but <hould get more for its product.
A national advertiser cannot. and [
believe, doesn’t expect something for
nothing: so the radio station which
can, through sound constructive re-
search and market data. prove that
such a set of circumstances applies in
its case is entitled to and should nor-
mally expect an increase in its national
spot rate.

National advertisers, when faced
with these faects. will not hesitate to
approve such increases, as they know
they can expect from such stations
ereater returns from their dollar ex-
penditures. Since many stalions today
meet the above qualifications, the trend
toward upping national spot rates is
likely to continue.

C. StaniEy BaiLey
Vice President
Burn-Smith Co.. Inc.
New York

SPONSOR




In my opinion
there is no trend
toward upping
uational spot ra-
dio rates. A few
stations  recenth
have raised rates,
but we have also
seen  within  the

pasl vear. a nuin-
Mr. Whitley ber of stations
who have cut
rates or have aflected rate reductions
by means of adjusting time classifica-
tions. Rather than a rate increase, |
helieve we will see a trend toward ad-
justment of the difference between day-
time and nighttime costs with Class A
time, in most cases, being lowered.

Television has taken a sizable por-
tion of the audience away from radio,
particularly at night, and as far as can
be seen. is holding this audience. Many
radio station operators in TV markels
have stated that llu-y now believe morn-
ing and alternoon hours to be their
most valuable time. [t is logical, there-
fore. for adjustments to be made with-
out increasing over-all costs,

Before radio can think about in-
creasing rales, however, it will have to
do a job resclling itself. Not too long
ago il was possible Lo convinee retail-
ers m any markel that radio would
move {__'(lmlzi from the store shelves, In
addition to creating consumer e-
mands, radio was a tool effectively
used by field salesmen in helping to
get new orders. good shelf positions,
ete. Today we find that retailers are
not impressed by radio schedules-
they want to know the size of the tele-
vision schedule. Facts and fizures
showing radio eost per thousand is not
the answer. Advertisers (and retail-
ers) will have to be receducated to ra-
dio. They must be resold on the idea
that radio has not lost its impact on
the consumer and that no other medi-
um can match it in producing quantity
sales. When this has been accom-
plished. radio can then consider in-
creasing ils rales.

Epwarp WiiTLey

Radio Time Buver

Badger and Browning & Hersey
New York

Any questions?

SPONSOR  welcomes questions for
discussion from its readers.  Sug-
gested questions should be accom-
panied by photograph of the asker.
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SPONSORS GET

*WDSU Activities and
Achievements Are
Consistently Featured!

® The programs and activities of WDSU receive nationwide
publicity in well known consumer magazines and trade
publications. WDSU progroms are regularly featured in
the widely read Rodio-TV columns of New Orleans’ daily
and weekly newspapers.

NO OTHER NEW ORLEANS STATION OFFERS SUCH
CONTINUOUS “PROMOTION PLUS” TO SPONSORS!

* Write, Wire
or Phone Your
JOHN BLAIR Man!







'ts. Top programming i the public interest

- FORT INDUSTRY COMPANY

‘oledo. 0. WAGA, Atlanta. Ga. * WGBS, Miami, Fla.

etroit, Mich, ¢ WWVA, Wheeling, W. Va,
Fairmont. W, Vau, . WSAI, Cincinnati, O.
, Toledo, O, . WIBK-TV, Dectroit, Mich.

WAGA-TV, Atlanta, Ga.

National Sales Headguarters:
A88 Madison Ave., New York 22, ELdorado 3-2135




lend an ear to the

K-NUZ RANCH

Von Reece
Tommy Cutrer

NATIONAL AND
REGIONAL COMPANY
YOU KEEP ON
“"HOUSTON HOEDOWN"

Stanback
Real Kill

Jet Dog Food

Bec Brand Insect
Powder

Thom McAn Shoss

Southern Select Beer

BE C Heodoache

Jax Beer Powder

Pepsi-Cola
Hodocol
Gritfin Shoe Polish

Dionol Inzecticide

Chicago-Webster
Phonograph

Pabst Beer Robert Hall Clothes

(Plus o top list of choicz local advertiscrz)

For intormition call
FOR)OE
National Representalive
or DAVE MORZI!S
Ceneral Manager
at KEystonc 2581

RADIO RANCH .
P. 0. BOX 2135 =
TWX HO 414

This SPONSOR department features capsuled reporis of
broadcast advertising significance culled from all seg-

ments of the industry. Contributions

are WBICDTI“! d-

Kukla. Fran & Ollie yearboolk promotes audience

Kukla. Fran & Ollie, with five spome
{ Ford Motor: National
& Gamble:
a4 Cconmmer-

sors currenth
Products: Procter
RCAY. s cerlainhy

cial and artistic success, But the Kukla-

Dairy
Time:

Fran, Burr and pianist serenade Kukla & Ollie

politan. Troupe is not resting on its
1951 vearbook. the Ku-
klapolitan Courier, is a lively bit of

laurels: their

program promotion and showmanship
designed o win new friends for the

program and ils sponsors,

The Conrier was started in 1948 as a
small newspaper carrving news  and
pictures about the Kuklapolitans, First
t==ue totalled 6,000 copies and |1) the
u.[nrin;: of 19300 some 200,000 |u||i|‘:'-
run ofl. But
supply and the cost of production be-

were demand ('\l'(‘l'll!'ll
came too high,

Because of this. the vearbook, selling
al a dollar a COpY, Was lIl‘\i.‘!l'lL Fea.
tured in this 1951 story of the Kukla-
politans are brief biographical sketches
on program creator Burr Tillstrom:
star Fran Allison: director Lew Goma-
vitz: producer Beulah Zachary: plus
comments and photographs of the oth-
er on-camera  Kuklapolitans.  Beulah
Witch. Mme. Ooglepuss. Kukla and Ol
lie. Drawings of program characters
by young program viewers add allure
to the display.

Informal pictures of the cast at
work. traveling. and vacationing round
oul the illustrations. The book traces
the development of the show from its
parly and restaurant appearances: New
York Worlds Fair showings: first
commercial  sponsorship on WBKE,
Chicago. for KCA Vietor, up to its

present suceess, * k%

“Calo Pet Exchange™ boasts 100,000 animal alumni

Finding homes for extra. unwanted
pets is the unusual endeavor of the
Calo Vet F \Ihﬁ'H_‘..’r' on KTT\

\ngeles:

in Los
iw's a humane ||l|||!il' SCTV IO
that has proven profitabile commercial-
l_\ on both AM awd TV,

Beginuing on radio 15 vears ago.
strictly as o experiment. the <show now
altravts the attention of some 250,000
pet lovers when s televised on Firi-
davs [rom 7230 to 8:00 pan.

\nd the Calo Dog Fowl Company,

whose prodocts inelude Calo Dog aml
Puppy - Food & Bisenits: Calo Cat
Fouil: \ictony Brad: Our Pest

Friend: s Master’s Choice Dog anid
Cat Fouod 'Irlll]”"["‘. reports it= sales Ii;__[-

9 &

7
<

Calo-fed cocker spaniel wins friends on KTTV
ures have risen significantly. One goodl
reason: the Pet Exehange’s alumni now

nunther 100,000 cats and tlu;_-.-a located
* k %

SPONSOR

by the prograni.
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| technique.

f

\dvertisers are being offered some-
thing new in direct TV selling in a
show called Let’s Make .”rmr'_\. The
program. packaged by Intercontinental
Tele Sales Corporation (New York).
attempts to depart [rom the
“pitchman™ or shopping hour format.

usual

Its approach: the presentation and
demounstration of wmerchandise consti-
tutes the program's main “entertain-
ment,”

To help achieve full sales impact.
(hoth home and studio andiences are
given an opportunity to win prizes. The
home aundience for submitting  quiz
questions; the studio awdience for sup-
plving the answers.

Toastmaster Bread in Peoria, 11,
has gained new friends for its sales-
men through a WIRL aunouncement
campaign that combines sales punch
with dealer good will,
Bread

mention the names of the ¢ity’s inde-

Toastmaster aunouncements
pendent grocers, citing their stoves as
“a good place 1o trade as well as to
, buy Toastmaster Bread.”
Toastmaster salesmen take portable
radios into grocery stares at the exact
|time a particular storekeeper’s name is
 being mentioned.  In addition to in-
creasing Toastmaster sales. the cam-
| paign is ereating consumer confidence

| Movie drive-ins pull fans
Lwith radio/TV saturation

The Chicago Association of Drive-in
Theatres is making thousands of peo-
ple in the Chicago area drive-in con.
seious. Their approach: a $100.000 ra-

L dio and TV saturation campaign.

The association is using a singing
commercial (with animation on TV,
featuring a vocalist backed up by a
(uartel and an orchestra. Some of the
I’\ rif‘:"l are nf a ,‘:t'lll'l‘iﬂ inalure il.nl‘ Pr(l'
mote drive-in theatres as a form of en-
tertamment. Other announcements are
speeifically for “Mom™ and “Dad.”
One announcement is entirely in Polish
and reaches that large foreign-language
segment in the city, Exhibitors report
the campaign has proven estremely
valuable as an atendance-promoting
* ok k
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TV show entertains with merchandise displays

The show’s seript and sags are hased
cach time on six different iteins of mer-
chandise that the particular sponsor
wanls to highlight. To stimulate viewer
Leeles
phone gimmiek preceding each sales
giving the

interest in these ilems. there's a
pitch.  Contestant-viewers

correct  purcliase  price ol articles

shown on the TV sereen win a cash
prize.

This portion of the program is [ol-
II]\\'I‘.II ]r)’ an anuouncemenl llf slore ln-
cation. the article’s purchase price, and
a request for mail and phone orders,
To further audience interest. a local
comedian  popular in the sponsor’s
“cireulation zone” serves as quizimas-

ter-salesman. * ok ok

Dealers hear own names in bread commercials

Dealer radic mentions open doors for salesmen

in the independent retail grocer and
helping him inerease his sales, * * %

Briefly . ..

Radio and TV directors and produc-
crs. and ad agency executives are con-
stantly looking for new talent. Now a
new organization. Promotions Unlim-
ited. 550 Fifth Avenue, N. Y.. has heen
formed to aid talent seckers and. al
the same time. help voung actors on
the way up who can’t afford high-
priced handlers. It will do presenta-
tions for voung talent designed to save
the time of busy executives and help
them make casting decisions,

* & B

The People’s Outfitting Company,
cne ol Detroit’s largest departnent
stores. sponsors the latest in hasehall
Lroadeast  “switches.”  Their  show,
Tiger Wives. WIBK-TV. Monday 10:30
to 11:00 pam.. features the wives of
Detroit stars telling tales about theis
Fushands.

72)

(Please turn to page

Radio
Listening
Still
Climbing
' in
SPRINGFIELD
ILLINOIS

Evening 37.8% —
up 2% from '49-'50

Morning 23.3% —
up 4.3%

Afternoon 23 % —
up 4.7%

Listening  percentages
in-use) from Hooper Fall-Winter Re-
ports '50-'51 and '49-'50. Evenings
Sunday thru Saturday. Daytime Maon-
day thru Friday.

quoted (sets-

The RICH Springfield
market is outside the range
of dependable television
service (100 miles).

AND—may we remind you
that the HOOPER report '50-'51 also
shows that WTAX is FIRST morning,
afternoon and evening — with more
than DOUBLE the audience of any
other station heard in Springfield
afternoons (Monday thru Friday) and
evenings (Sunday thru Saturday).

WTAX

AND WTAX-FM

CBS - WEED & CO.
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but we're satisfied

After all, the trade magazine that pavs for its survev is entitled to

show up =1. And invariably does.

We're satstied, because SPONSOR never has paid to have a survey
made, yet inevitably pops up =2. Once we hit =3, but we figured that
something was wronger than usual (And there was. We'll be ¢lad to explain

this privately, if vou're interested.)

The fact that he who makes a survey alwavs lands on top shouldn't

necessarily sour you on all surveys. [f you'll take the trouble to figure

out how the questions are slanted, why thev're slanted that wav, and how the
different magazines measure up against the slanting vou can often

make good sense out of these things.
If you can’t—well, there's always vour wastebasket.

As we were saying, we always seem to end up =2. That’s not bad, is it,

with another paper footing the billr

The USE Magazine of Radio and Television Advertising




[t's no mystery to Jerry Gunst,
Katz Chicago manager, why
WGBS is the best buy in
Florida. For WGBS influences
an area with 42 of the
state's retail sales, 40% of

food sales, 48% of drug sales.

WGBS can win friends for
your products too.

From the desk 6
of JERRY GUNST:

How fast can a market grow?

\ MIAMI

54

Greater Miami's population in-
crease since the 1950 census
would make another city the
size of Orlando! Sell this amaz-
ing market through the station
with the top ratings and see
how fast your sales will grow.

I‘-'-LORIDA’

L o o e e e e o S

REPORT TO SPONSORS for 18 June 1951

(Continued from page 2)

fectiveness. Contradicting other research
which indicates that "disliked" radio or TV com-
mercials may nonetheless be effective in sell-
ing, NBC-sponsored Hofstra study indicates that
sales-ability of TV commercials goes hand in
hand with their "likeability." (See full story
page 30.)

FCC MUM THUS_ FAR ON RADIO WRITERS LOYALTY
PROCEDURES PROTEST—Up to presstime, FCC had
not replied to Radio Writers Guild letter urging
that FCC investigate firings, "discrimination"
by sponsors, agencies, networks against employ-
ees with Red reputations. Unlike AFRA and Tele-
vision Authority, which recognize that bonafide
proof of Red tinge is good grounds for dismissal,
Writers Guild believes subversive leanings
should not be taken into consideration in hiring
radio/TV writers. RWG argues there are plenty
of safeguards to prevent subversive material
from getting on air, other than weeding out writ-
ers. It cites case of writer who dropped from
$10,000 yearly to $2,500 as result of appearing
in "Red Channels."

KYW OUTPULLS PHILADELPHIA NEWSPAPERS IN AD
T:EST —KYW, Philadelphia, announcement worth $60
was used to offer free booklet. It pulled 761
responses at cost-per-inguiry of 7 3/4 cents.
Ads in Philadelphia's largest evening and morning
dailies, each at 860, were purchased for compari-
son's sake. Response to evening paper's ad was
38, at cost-per-inquiry of 81.58; 48 responded
to morning ad, at cost-per-inquiry of 31.25.

HARD GOODS, SERVICES PREDOMINATE AMONG NE\E
WORLD SHOW'’S SPONSORS—World Broadcasting
System's new transeribed library program "Free-
dom Is Our Business" premiered this month in 227
markets with roster of sponsors which was heavy
on hard goods, service firms. Breakdown in=-
cludes: 14.5% automotive dealers; 12% appliance
dealers; 11.5% insurance firms; 11.2% banks;
10% clothing dealers; 9.7% furniture dealers;
9.1% department stores; 8.3% industrial plants.

SPONSOR
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Future of Our Country
Is Up to Each of Us!

* * * *

Are we, in our time, doing right by our
country!

No.

Why!

Because too many put the cart hefore the
horse,

Plucking fruit from demoeraey s tree without
helping it grow.

lailing, bluntly, to be good eitizens.

Harsh words. True words.

Less than 200 vears old, onrs is the greatest
of all nations.

Under freedom’s mantle, unmatehable power
in industry, finance, science, edneation.

Creator of hte's highest standards, putting
hefore its citizens more of evervthing than any-
body else anywhere on earth receives,

It all just didn't happen.

[t was worked lor, saerificed tor, fought for.

Blood made it.

What, in our generation, are we doing to pro-
tect our country !

By spimning  avound in  gadget-spangled
autos, but having no time to vote?

By going to wresthng, fights,
movies, buf not having time to attend Couneil,
Board,

haseball,
Legislatnre, or Congressional
meetings, informing onrselves as eitizens?

By having plenty ol time for hridge, canasta,
and teas, but not hielping to plan and work for
the improvement of the community in which we
hve!?

Each has a vight to live his own life.

To get his pleasures and comforts in his own
way.

To spend his thue and money as he pleases,

Not couscience clear, however, until after he
has assumed, along with the unparalleled rights,

*

* * * * *

privileges and opportunities ol the demoeratic
process ol human rveedon s vight <hare ol
responsibilities and obligations,

Honrs spent in taverns, in movies, in enter-
tainment,

No minutes left for eitizenship.

Only 40 per cont voting at the last primary
cleetion 1o choose a governor. a senator. legis-

lators, Ii”ll_!.fl':i. ole,

Russia won't lick us.

it—

We can hiek onrselves,

By latling as ¢itizens.

By not facing up to our challenge as ¢itizens,

By letting this great svstem ol government
through whiclh we've become =0 great, so pros-
perons—and perhaps so solt-—go by default.

Some people are zaying this is the yvear of the
hig deeision. ™

They mean, of conrze. another war, or peace,

These are serious, overpowering times, in
community, state and nation,

They call from each a little of the time and
energy for eitizenship.

A great nation didn't just happen.

Nome work, some thne, some energy went mto
these things,

Neghgenee, indifference, turning our backs
on what really made us, can destroy evervthing.

Its entively up to us.

Which means—

You., And You. And You. And Me. And
evervhody, rich or poor, powerful or weak, with
or without,

Fveryvhody, no matter what he does, where he
lives, how much he has.

Without o single |'N('|'pliun.

(Courtesy Cleveland Press)

This spuce coutributed by SPONSOR PUBLICATIONS INC. as « public secvice.
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SPONSOR'S KINDERGARTEN

(ontinued from page 251

owing purely personal preference to
letermme corporation decision.

Prozram decisions are. by their very
palure. top managemenlt decision= and
1 lispose ol them on amy other basis
1= irresponsible, Case in pront 1= that

a wellsregarded whodunit.  Losing

it= wriginal sponsor. the show became

available. Thinking the show

by, whieh i |\r..l._||;|\ wis. lthe adver-

a greal

tising ageney for a clothing account

made a fast deal. Then, b only then,

after he had given absent-minded as-
~em the Jr!'i'-iqlt'm ol the vorporation
investigated the program and decided,
by awhat processe= ol logic 1= unreport-
cil. that he dido’t ik
like the

thoughtlessly

and would never

show he had  jost almost

allowed his ageney 1o
sign up. In consequence of his strange
still
chotce and his ]‘-'l‘\i-il wrritability with
himself?
since. nobodv, but nebody, is happy.

Needless

created all “ronnd.

silence while he could mlluence

the program land evel

business anguish has been

s Mag, hrog,.

! “Cungpy, 3

: LuN T} its “l'a- %
"”'2"] LLETTN

Dir s s
Mo ,.'."-[f::n.-u

BROADCAST MUSIC,INC.

NEW YORK

CHICAGO
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HOLLYWOOD

The temptation not to adequately

pre-investigate the show side of broad-

cast .'UI‘I"'li‘i“;,: lIl'l'i\'I“. i]l =0INne cia=es,
total individual
an doesn’t
enough about the pitfalls of the talent
\gain he may

from imnocence.  An

husiness simpl Know
markel 1o be on guard.
be misled. not always mischievously,
|-_\ an over-slress of network and agen-
ey liaison upon the time franchise
proper. or the retail |lrnlllntiun.l.| Lie-
ups. The choice of day and hour, net-
\\Illk.

mwanagement that the “mere”™ matter of
the show itsell is relesated to hirelings

and dealer tactics so obsesses

or package merchants. Plainly such a
sitwation 1= fraught with menace, And
vet  how —almost—monotonously  fa-
miliar the situation is even though it
i= hard 1o believe business foresight
would not automatically point out that
l!ll‘ whole scheme is I'_'nin;_’ to be }I:Iill-
fullv cheapened in value il the enter-
tainment itself just =0t entertaining.

Iirough the vears. and still today.
there have been deals and whispers of
deals
sometimes high up. and peddlers of
I'l--ll_ \nl-ml\

t\ |1tm |'\Ic'||_-i\|-_ Iln\\ -:‘Iiull.- or 1Ill\\

hetween ;li!\l'l'li.-illf.' ]Iil't‘lill;r.
can state aunthoritative-

corruptive “eulling in” pay-offs may
be. All such transactions are :-lTi|'1|}
hush-hush. Some people suspect thal
the sharing or cutting up of the pack-
ager’s profit with individuals employed
ot the lilll\t‘l'.-i side of the table offers
the only valid explanation that can he
ullered for occasional program chotees
so overpoweringly medioere in quality
that nwobaody above the mental stature
of imbecile would think them meritori-
Other trade philosophers recall
the truism that there is no accounting
Surely any

for tastes, sponsor must
critically examine his own and other’s
laste, and at the same time look into

Has he

cotten honest recommendations. or ree-

uny |rn--i1ri1il\ of “l'll]lll?‘il!“,“

ommendztions with a l.;l}-uﬂ' molive?

Companies that go to elaborate ex-
tremes i their own shops, retaining
the services of lie-delectors to stop pel-
1y thieving, have Feen remarkably off-
hand  about  nol-so-petty - pay-offs in
connection with talent deals. It should
reqquire no bolt of lightning o impress
upon a sponsor that package profits
big  enough 1o accommaodate  large
weehlv  gratuities are paid out of a
swollen margin—in other words, Kin-
dergarten principle again—it's always

the sponsor who Py s, itu“l:'i'll_\.

L nfortunately, the records of show
husiness are l't‘]llt'h‘ \\ilil l'\a|||||:|e'- .-f

SPONSOR
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under-the-counter “hrilwes™ (nol 10 be
cuphemistic) in connection with talent
contracts. Be thou warned. then, Or
can vou afford to absorlh conspiratorial
over-charges? Vaudeville. wow dead,
could not. Once a flourishing enter-
tainment industry of thousands of lo-
cal theatres and tens of millions of dol
lars of box oflice res enes, \:lltt'l'\i“l'
was sofl and lll'f';lr*f'llt hes ause ol -
olls when the talking movies developed.
In something like three years. the 50-
year-old and until then thriving vaude-
ville industry wiw absorhed by the film
industry. Not just hecause celluloid in
cans was more convenienl or o even
more profitable than actors on trains.
Partly because a constant undercover
traflic in seeret ownerships of acts, se-

crel  kickbacks  for

placed buyers (at wholesale) had load-

advantageously -

ed local vaudeville theatres witl an uu-
justified operating expense week after
week., Significantly, vaudeville did not
vanish in Britain where the American
type of swollen budget 1o accommaodate
pav-off was never allowed 1o dominate
the economics.

What are some of the other tell-tale
signs of Kindergarten status in the
sponsor? Here are some of the mor
I'llll:‘:lii"llﬂllﬁ evidences of sponsar -
maturity :

1. The incurable clambake program.
Sponsor doesn’t know the program has
kicked around for years, been rejected
by everybody, almost litevally. in the
This failure to secure intel-
li;:t‘liﬂ‘ reports or know the 1|1i||Li|:;_*
of contemporary sponsors, or read the

business.

trade press 1':'i|i(]l:1‘.-. puls the sponsor
in the position of bringing in a show
recognized in advance as a probable
flop. Even if artificial respiration keeps
the program on the air, this is really
doing it the hard way.

2, The opened by mistake program.
This is a variation of Item No. 1. ex-
cept that the show’s format is probably
sound to begin with. But the program
lias not been goltlen imto proper .-||.':p|~
for the first broadeast. ihe all-impor-
tant first time when lasting and hard-
to-change-later-on impressions will be
taken away by curiosity tuner-innervs.
distributors, dealers. aceount cimployes
and critics.,

3. The everything but the kitchen
stove program is an example of a spon-
sor who has heard about the mass au-
l“l‘ﬂl'l‘ lll'ill;_' l'lml]ln-mI ol l“ﬁt‘lt'ltl
strains of taste and who decides its
brilliant to combine in one show a lit-

tle opera for opera lovers, a little hoo- |
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BUT...

YOU NEED THE
FETZER STATIONS
TO WIN SALES IN
WESTERN MICHIGAN!

L television as well as radio. the Fetzer Stations give yon a virtual
shut-out in Western Michigan,

TY:WKZO-TV is the official Basic CBS Outlet for Kalamuazoo-
Grand Rapids—America™s 23rd television market! WKZO-TV's
coverage area includes 133,122 elevision sets—which puts this
arca ahead of such metropolitan eities as San Diego and Seattle. ..
Kansas City and Memphis . . . Syracuse and Miami, Complete
coverage includes five Western Michigan markets—RKalamazoo.
Grand Rapids, Battle Creek, South Bend, Elkhart—with a buying
income of more than $1.500.000.000!

AM: Year after vear, WKRZ0, Kalamazoo. and WJEF. Grand
Rapids, have done such an outstunding andience job that nobody
even questions their superiority any more. In addition. the 1919
BMB Report proved that WKZO-WJEF have greatly increased
their nnduplicated Audiences — nup 16.7% in the daytime . . .
32.8% at night, over 1946! In the Grand Rapids area alone., for
example, WJEF gets an unduplicated coverage of more than
60,000 homes. Yer WKZO-W JEF cost 209 less than the nexi-
best nwo-station choice in Kalamazoo and Grand Rapids!

Get all the facts today. Write direet or ask Averyv-Knodel. Ine.

“ Maury McDermott of the Louisville Colonels tied this American Association
record in a 1919 game with St, Paul,

wier WKZO-TV " wkzo

fop4 ™ GRAND RAPIDS ToP4 W WESTERN MICHIGAN {opd ™ KALAMAZOO
AND KENT COUNTY AND NORTHERN INDIANA AND GREATER
WESTERN MICHIGAN
(cas) (cBS)

ALL THREE OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY
Avery-Knodel, Inc., Exclusive National Representatives

YOU MIGHT STRIKE OUT
20 BATTERS IN ONE GAME—
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North Carolina Rates More Firsts In
Sales Management Survey Than Any

Orcher Southern Star

More North Carolinians Listen to WPTF

Than to Any Other Station

\.\_‘__‘

AFFILIATE
for RALEIGH-DURHAM and Eastern North Carolina
NATIONAL REPRESENTATIVE FREE & PETERS, IncC. |

WWDC

WASHINGTON, D. C.

Now represented
nationally by

JOHN
5,000 Watts Full Time BLA.R
~ John H. Phipps, Owner |

L. Hexschel Graves, Gen’l Mar.]

FLORIDA GROUP & Compcmy

i Columbia

| Broadcasting

L _System .4 OFFICES IN NEW YORK
National Representative CHICAGO « DETROIT

JOHN BLAIR AND COMPANY ST.LOUIS « SAN FRANCISCO
Southeastern Representative DALLAS « LOS ANGELES

HARRY E. CUMMINGS
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gie woogie for jivesters. and a religi-
ous hymn for the devout. In tryving 1o
please everyhbody, he often pleases no-
|HH1_\‘
L. The ler’s not jorget we're com-
mercial program reflects a neurotis
1.e. unnecessary | fear that there won't
be enongh “sell” in the show. so the
sponsor wants dialogue references 1o
his product in the script proper. The
show is <o insistently commercial that
in the end it invites as wueh bad will
= .'_'KNI(! 'l‘ill.
5. The listeners are inecidental. it's
our dealers we 1want to impress pro-
| gram is another neurosis, less {amiliar
today than in earlier epochs but still
around,

6. The ler's forget the home audi-
ence and go after studio yaks program
represents the trivmph of ham over
~ales management. and needs a firm,
post-Kindergarten hand to control.

These symptomatic flounderings and
malpractices are protected, in part. In
the turn-around of the 13-week evele,
\ stage play that hit Broadway in as
unready and confused a state as mam

& * - * * * * *

ssThere are so miaany q'n“n-gl' men work-
ing on televisian, any oflice door can he
opened with a fraternity key.**

FRED ALLEN
* * * * * * * *

¢ program has hit the networks would
close, but fast. in the ;l”l') of discard.
Sponsors have a cushion. They gel a
sccond chance, often turn out all right.
Even so, it is theatrically immature
over-optimism to rush in where wise
men fear to tread and depend upon
pulmotor squads to save the patient.

Enlightened opinion on the high lev-
cls of American management quarrels
with none of the broad truths set forth
in these paragraphs of what every kin-
dergarten graduate should know. The
moral is plain. The constantly more
complicated utilization of all Kinds of
entertainment for the purposes of ad-
vertising and merchandising, and the
vast sums of capital pledged o pay
the piper. puts a challenge of know-
how and clear-eyed realism upon cor-
poration ofhicials which they cannot
duek or buck-pass to their agencies.

The class song at kindergarten grad-
nation is. as quoted above, “The Spon-
sor Must Look After the Sponsor.”
There is no satisfaction in replacing

| an ageney or sweating out a bad ses

ston of questions at the annual stock-
holders meetine. wow K

SPONSOR
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FROZEN FOODS

(Continued from page 321

results in a tendency for grocer dis-
crimination in favor of friendly whole-
salers, making heavy promotional in-
fluence on the customer a necessity to
:-Irrn;:lht-ll the demand for the manu-
facturer’s product by name.

4. The per capita consnmption of
frosted foods, already 12-13 pounds
per person per year. well reach
20-25 pounds in 1952: if the present
rale of growth continues, annual sales
wilh hit $2.500.000.0000 by 19560, A
slice of that kind of commercial cake
i= worth fighting for,

The example of what happened in

iy

the automobile business, where, despite
the industry’s expansion. many makes
disappeared from the market hecause a
few well known cars garnered the hulk
of the sales. lends added incentive for
packers to popularize their lines,

In view of these conditions. radio
and television. with their top effective-
ness in building brand names, figure
heavily in packers” plans—hoth inme-
A= an illustra-
take
the case of Flamingo which achieved
a 4% product identification in a few

diate and long-range.
tion of immediate effectiveness,

COMPARATIVE SHARE OF AUDIENCE IN

months through introductory promo-
tion highlighted by radio. And in their
long-range strategy. the three hrands
which dominate the field—Birds Eye.
Stow Crop, and Minute Maid

advertising extensively in vear-round

use air

campaigzns,

The best indication of broadeast pro
motion’s importance to this industry is
provided by spelling out the nature ol
competition among the frozen food
brands. The frozen concentrate husi-
ness is the leading segment of the field
in dollar volume. Last vear consumers
spent $140.000,000 for concentrates,
with the sale of 22.000.000 gallons of
Bt

hittle. if any. nwoney was made by con-

orange juice setting the pace,

centrators in 1930—due to the abnor-
mally high prices of fresh oranges.
which could not be reflected in the re-
tail price of the juice. Despite this,
none of the Tour brands which account-
ed for over 807 of the volume slack-
ened their promotion.  They
conldn’t alford to because the other 45

simph

concentrators wounld have exploited the
<hightest stackening in promotion. That
pinpoints the reason this article listed
Lrand-name competition as the chief
factor underhy ing the trade’s use of ad-

60%
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verlisig,

e adverti=ing  when

one brand n\l'r\\]ll"m}i!j_*l_\ dominated

I”lt'l“ wis
the industry. During the decade start.
ing in 1930, except for relatively mimaon
outdoor and ||£mh'l| |ilu|il-nl'rnr|, the
trade depended on the last link in the
marketing chain— point-of-sale selling

to reach the housewife.

As late as 1911, frozen foods were
classified as a luxury with attendan
low sales, Ameriea’s entry into World
Wai The

<hortage of tinplate made canned zoods

Il changed that, warlime
searce. leaving a gap in retail food
-IHt'I\\‘ \\Ilii'il fnln'{] ||Ii”iltli.\ lI[ [u'u'llr
to try the non-rationed frozen fooads o
the first time,

By 1945 annual production rose to
more than double what it had been in
1040, Competition gaived momentum:
NeW  processing  companies  were or-
ganized, including Minute Maid and
Snow Crop: and frozen juice concen-
But the boom

Sonme ]I&lt'!\l’l'-.

trates were mtroduced,
1947.
riding the tide of a seller’s market since

led 1o a bust in

carly war days. succumbed to the lure
of extra profits and foisted inferior
merchandise on the public. The popu-
Iilliil\ of frosted |1ru||u|'[-: took a nose-

MONTANA CITIES

0@4”//}@/;

Percentages shoewn in this graph are based
on BARROMETER surveys for January-
February, 1951 for 6 Montana Cities.

Monday through Friday average listening
6:00 AM. to 11:00 P.M. Averages for sta-
tiens signing on after 6:00 AM. or signing
off carlier than 11:00 P.M. are based on
actual time on the air.

Complete coverage on Z Net iwith a single
contract) - a better buy!
1 announcement

‘4 hour
Stations B, D, E, F, G, | . . .
competitive coverage!)

$17.00
40.00

Imaximum

1 announcement 3 41.06

4 hour 133.00
Stations C, D, E, F, H, | . . . iminimum
competitive coverage)

1 announcement 3 44.11

L4 hour 147.00

The Z Net, when purchased in combination
with” other XL Stations (KXL-Portland)
(KXLY-Spokane! of the Pacific Northwest is
procurable ar a lower rate than even the
low rate quoted above.

Pacific Northwest Broadcasters

SAN FRANCISCO LOS ANGELES

The Walker Co.

NEW YORK CHICAGO
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We like to be

ON THE
SPOT

® On the spot to
Deliver CBS (o one
million people

® On the spot as
Durham’s Number
One Siation

HOOPERWISE

BMB-WISE
®

\
We'd like to be put

ON THE SPOT

SCHEDULE OF CLIENTS
WHO WANT RESULTS

WDNC

Durham, North Carolina
5000 Watts 620 Kc

PAUL H. RAYMER, Rep.
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dive. Sales sagged. So did production
dropping some 350,000,000 pounds
below the preceding vear’s output.
That debacle further imtensified hrand-
name compelition.
Here. then. is what the major com-
panies are doing with hroadeast media.
“Better buy Birds Eve.” chants the
Birds Eve trio of cute -m.;l!-ir_\ from
film commercials on the three-times a-
\\L'l'k a")'e'r.-' Parks Show | NBC-TA Ve and
on TV amouncements over NBCTV
autlets in 10 major markets. Announc.
er Dan Seymour delivers the spiel on
the product. The brand is also pushed
via radio announcements in selected
markets, and as a hitch-hike on When
A Girl Muarries ({NBC1H, (The Gold-
bergs, CBSTV, carried a hiteh-hike
for Birds Eve as well. Presumably,
whatever shuw General Foods buys 1o
put on the Monday 9:30 1o 10:00 puan.
slot will also carry Birds Eyve ads,)
Motivation for this TV and AM ae-
tivity by the Birds Eve-Snider Division
of General Foaods is not a seeret. Five
vears azo Birds Eve was the ouly na-
tional brand of any consequence. To-
day. while it still ranks first in froits
and vegetables, other names are mak-
ing a determined hid for public favor.
Back in 1930,
launched the first national line.

|"¢!||l|!‘-
lntial
newspapers

Ceneral
promotion  was through
and billboards. Those media are still
useed. But with inereasing competition
came the Birds Eve radio and televi-
ston daytime line-up aimed direetly at
the housewife.

The housewife, ‘lti'lll'l]ililﬂ 1o Suow
Crop Marketers. s the architect of
their suceess,

That succes=s il.'|- heen on the sensa-
tional side. In the short time sinee its
mtroduction in 1915, Snow Crop has
zoomed into first |-|.'l'.'|- in the sale of
fruit juice concentrates and tnto second
place in [ruits and vegetables. Former-
v an indepeandent but now a division
of Clinton Foods (spossor. 31 Julh
1950). Snow Crop pioneered the in-
dustry’s use of big-time television. 1In
April 1950, they used Your Show of
Shows (NBCTV ) for five weeks to in-
'[l(rlhlll' 'Illl'il frozen coflee, In four
weeks the product had a 6890 retail
distribution in the markets covered.

That’s when Sunow Crop dropped na-

tional magazine advertising.

During that simmmer they sponsored
Faye Lmerson in Fifteen With Faye
{\l:(‘.-rl\\.H and l'tlv.-nlllllblll‘f'tl Susan
tdams Kitchen (DuMont ). Tn the (all,
the Marketers hegan a 39-week evele

on Your Show of Shows. The Satur-
day night session. headed by Sid Cae-
sar and Imogene Coca. reached a large
audience. but one of its disadvantages
for Snow Crop was that it was aired
too late for an immediate influence on
Mrs. Housewife. who does 7090 of her
food shopping on Friday and Saturday
afternoon. In March, a switeh was
made to the Swow Crop Matinee Thea-
tre, a half-hour dramatic film series
to be carried 52 weeks a year on a
market-to-market basis. The show is
presented in mid-alternoon from one
to four times a week in 33 cities. with
Teddy Snow Crop. the little polar hear
trademark, introducing each film,
Snow Crop had a 53.200.000 sales
volume in 1946 when they first adver-
tised concentrates mllinm!“)'. '||n||;l}
they spend more than a third of that
OO of a 32,000,000 budget
for a vear of television advertising,
Minute Maid was first, in 1945, 10
cuter the frozen juice concentrate field,
and is staving exclusively with tha

alnount

branch of the business, \Innll_'_' the
products it packages is the only nation-
ally advertised brand of tangerine
jutce.  Vacuum Foods. the makers of
Minute Maid. was originally organized
to produce an orange-juice powder. but
plans were changed at the eleventh
hour and the processing of concen-
trates hegan in April 1940.

Half of the firm’s advertising budgel

in excess of 51.200.000—is devoted
to radio and television. Minute Maid's
man i the AM department is Bing
(‘.l'ﬂ.‘-]l_\. al l|il'm'|ur u[ \.ak'lnllll Fluul.-
isroxsor. 4 July 19491, He [ormerly
plugged the juices on a quarter-hour
chatter transeription  five
times a week in selected markets, Now,
abetted ]II\
Rhivthmaires. he sells via one-minute

song and
Ken Carpenter and the

waxed announcements. The change s
designed to achieve saturation broad-
casting with AM announcements. the
seneral idea being that announcements
can reach more |n‘uiili' for the same
amount of monev. But that’s only half
of the slory. '[-Ilc’ other half = hased
on broadeasting flexibility for strong
seasonal campaigns and periodic con-
cenltrations on certain markets,
Minute Matd was the first sponsol
on the highly rated Kate Smith Hour
INBCTV, another case of dayligh
television  programing.  The  current
commercial is a film cartoon of the
trademark Minute Maid singing a duet
with the sun. One line of the jingle
has quite a history. Vacuun's battle
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lo overcome resistance Lo canned jlli‘ s
was wonr when many hospitals and elin-
ics began using Minute Maid 1o the ex-
clusion of ordinary orange juice be-
cause of the sanitary angle. That and
their claim that Mionute Maid has more
vitamin C contemt than juice from
fresh oranges is reflected in the com-
mercial’s melodie statement that “Doe-
tors sav Minute Maid orange juice is
better for yvour health.”

The junior member of this frozen
foods concentrate fuartet is F"i.linillr_'n,
The initial promotion last June, engi-
neered by Douglas Leigh, creator of
spectacular outdoor advertising, cen-
tered around Broadway signs, illumi-
nated blimps. and  Railway  Express
Illl‘-lf‘l'.‘- (sroNsoRr, 4 December 105010,
In a short time. radio was added 1o the
campaign—on a tentative basis, The
tentative element disappeared almost
at onee, and Flamingo has been invest-
ing over SL000 a week in AM adver-
Lising ever since.

Broadcasting was coordinated with
the distribution of the product. In a
series of .‘-!I;l'['}l.'-llunlilI; operations, Fla-
mingo [featured participations in the
Eleanor Roosevelt program on WNBC,
New York. the Josepline Halpern
Show on WINS, New York. the Var-
jorte Mills program on NBC’s New
England Regional Network, the Henry
Hickman 'ariety Show on WFBR, Bal-
timore. and others. plus broadsides of
announceiments in each market.

The company’s steady expansion is
marked by the growing number of sta-
tions on which it is buying time. To-
day the AM set-up consists of partici-
pation three times a week in the Missus
Goes a-Shopping on WCBS, New York
and a total of 102 announcements a
week carried on 17 stations [rom
Maine to Florida. In addition, the TV
|il|=‘-i||n presents 38 announcements a
week on six outlets, with WCBS-T\
New York. carrving 16 of them.

The newest Flamingo video jingle is
a show-wise ||ru||lll tion that entertains
with |l;!!’rn“l"- on “The Woman Whoe
Lived in a Shoe™ and “Little Miss Mul-
fer,” and manages Lo mention Flamin-
o seven times without sounding over-
done.

A\ quick rundown of the air adver-
tising of a few other brand names re-
veals |nh'|l!\ of .li'lll\'rl_\. Weleh's Spon-
SOrs J"l!()H'rI‘I\ “Uruh' 1\“('\! eVvery
Friday. Seabrook is promoting sales
with three to six one-minute announce-
ments weekly on 70 radio stations on
the Atlantic seaboard. Starting this

I8 JUNE 1951

tried

tested
proved

23 years of service and smart programming have made and
kept WMMN in number 1 position in the rich north-cen-

tral West Virginia area.

WMMN is the only station programmed and powered to
serve both day and night the 18 counties that comprise a healthy

portion of the state of West Virginia.

a power
packed
producer
of sales

VVAVIVINN

5000 watts Represented by KATZ

A FORT INDUSTRY STATION
Mailing Address, Fairmont, W. Va.
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One of nation’s top sales producers
(Sales Manager of key 50 k. w.) im-
mediately available for challenging
assignment as General Manager or
Sales Manager. Prefer East.

Box 13, Sponsor
510 Madison Ave., N.Y. 22

WREN

TOPEKA

7 ABC 5000 WATTS

WEED & CO. NATIONAL REPRESENTATIVES
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month, Sunkist will shoot abont a third
of it= ad budget into an intensive AM
and TV barrage in 10 or 12 markets,
Seapak’s schedule includes participa-
tion in Market Melodies on WIZ-T\
New York. Martha Laning and Strictly
for the Girls on WSB. Atlanta. and an-
nouncements on WMBR. Jacksomville.
Fla. Dulany fires a bombardment of
700 AM announcements over 66 sta-
tions in two weeks, and airs 50 T\
announcements a month on six outlets,

Tll!' l.“lnrillﬂ {‘,]U‘LI.- l‘.ulnllli.-:-illll |l!‘l‘l|
one-minute anmouncements on 34 radio
stations from New York to Seattle in

| the spring. This summer’s campaign

~—institutional plugs for frozen citrus
juice concentrates from the Peninsula
State—calls for participation in four
davtime TV shows. They are: Dionne
Lucas on WJZ-TV, New York: Wary
Landis on WBAL. Baltimore: Joseph-
e ”r'(.'ur.’)"f_\‘ on WABT. New York:
and Hi. Ladies. on WGN, Chicago.

Three  non-competitive  specialty
i;.‘«‘kvr- presenl a coopel alive show on
WCAU-TV. Philadelphia. Titled Cold
Cash. this weekly. half-hour variety
quiz features Ed McMahon in the role
of an old-time grocer in a new frozen
foods department. The participating
sponsors are the processors of leeland-
w0 Frosted Fillets. ‘||'||l|l1<‘ Frosted
Foods. and Downyvilake Frozen Wallles.
i The trade gag about the frozen waflles
is: they sell like hot cakes.)

Speaking of the trade, except for
rare instances like the 1930 concentrate
situation. packers, distributors and gro-
cers realize a pretty [fair profit from
[rozen foods. Inereased mechanization
and improvements in harvesting tech-
niques have redoced production costs,
=0 that lmht) manh !ml'}u'r:& operale on
a profit margin up to 5% . Distributors
operate on a 12-14% over-all mark up.
Large volume retailers do from 3-5377
of their total sales in frozen foods. hut
the average is considerably below that
fizure.

According 1o a survey by Gordon
Cook. frozen [oods are in the top ifth
of gross profit earners among 48 cate-
;:uril'-e checked. 1n another SUryey of
35 modern super markets conducted
by E. L. dul’ont de Nemours. frozen
fruits vielded an approximate margin
of 27% and frozen vegetables from 21
to 249, compared with the general
average of 17.7% for all items.

Finally, examining the consumer’s
part of the set-up. the frozen food re-
tail price index moved downward on
most leading items during 1950 and
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the first part of 1951, while the average
food price index moved upward.

As an essential wartime product.
frozen foods are protected by a ruling
of the National Security Resources
Board and the Munitions Board 1o the
effect that food processing plants may
not be converted to other manufactur-
ing purposes, If Waorld War [ should
come. parl of the processed oulpul will
be required to meet the inereased needs
of the Armed Forces. But the indus-
try’s big job will be o supply the home
front. replacing the food shipped 1o
the theatres of military operation. And
in the event of atomic attack frozen
products will be one of the emergency
area’s |Jri|wipu] somces of food,

Actually. the freezing method of pre.
serving food isn’t new, It has been
used in arctic regions for centuries.
For that matter. as far back as 1812
a patent was granted to H. Benjamin
in England for freezing foods in an
ice and salt brine. Other patents were
later obtained but came 1o nothing.

In 1917 Clarence Birdseye. a Mas-
sachusetls scientist, was on a fur-buy-
ing expedition in Labrador wheu he
poticed that fish and caribou meat
which had been exposed 1o the arctic
air and frozen were still tender and
fresh-flavored when cooked
months later. He knew that mere freez-
ing of a food would not preserve it=

several

natural texture. so he concluded that
d|uii‘k frl‘czing al n*Nln'Illt'h low lem-
peratures must be the answer,

On his return he began 1o experi-
ment. In 1925, he came up with a
quick-freezing  system.  Experiments
improved the process and the product.
In 1929, he sold all rights 1o his proc-
ess Lo General Foods,

The quick-freezing process provides
a practical means of eliminating Tood
wastage during periods of oversupply.
In time. it is believed. food surpluses
throughout the world will be frozen
and stored to be used in periods of
shortage helping eliminate famine.

Frozen food stands on the threshold
of its biggest expansion. Plant after
plant is changing over to the preserva-
tion of foods by the quick-freezing
method —in fact. ]ira('lil':lll) t'\'l'r_\llliu_l.-
we eal today can be quick frozen,
Spurred by the intense bhrand-name
competition, the frozen foods husiness
will spend more money for broadeast
advertising in the immediate future.
and may sell more merchandise than
any other branch of the food indusiry
in the not too distant future. LR ]

18 JUNE 1951

IS BMB OBSOLETE?

(Continued [rom page 36

that direction recently
with ereation of Broadeasi
Measurement. A

was made in
.\Ill“l'll('u-
projected  counter-
part to BMB. the paper organization
elected Henry P. Johnston of WSGN,
Birmingham. president in Novewlher
1950, His biggest job will be to con-
vinee fellow hroadeasters that such a
study  <hould be initiated—and  paid
for. In the light of TVs inroads on
tadio listening i many markets. and
the tl:'|1r|-s.~=i\'l' elfect of the recent net-
work rate cuts. it will be rough sled-
ding. Most industry observers holid out

- LAKE
MICHIGAN

‘ CHICAGO

& INDIANAPOLIS

scant hope for a new survey in the
wear future.

Besides the time and headaches in-
volved, an up-to-date study would cer-
tainly cost much more than the $1.200..
000 spent for the 1919 survey: that
was the bill for mailing out 652,000
ballots to a carelully selected sample.
then processing the 357,000 answers,

Meanwhile. ad agencies, advertisers,
petworks, stations and representatives
have developed their own twists in us-
ing BMB to compensate for its senes-
' eHee,

The complex Procter & Gamble “for-
mula”™ involving BMB (*Are yvou get-

KALAMAZOO '

CHIGAN

Lim

————._—————’ —— —— — — — — —
O H 0o W

"

IS THE BONUS BUY!

You get a big coverage bonus—and a rich one—with \WSBT.
In addition to the half-million people in the eight-county

South Bend-Mishawaka trading arca, there are a nullion
more people in the primary arca. This extra million spend
nearly a illon dollars a year for retail purchases—in ad-
dition fo the half-billion spent in the trading area alone.

That's bonns coverage of bonus spending!

WSBT delivers bonus listenership, too. Every CBS show
on WSBT enjoys a Hooper that's higher than the network
AVETAge. For bonus COVErage, bonus lihh'llt'l.’«lli]:, bonus h'-l{cs,

it's WSBT—the bonus buy!

PAUL H. RAYMER COMPANY « NATIONAL REPRESENTATIVE
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Hdere’s News
for Ad Alley!

Atter months of

research, Adam Young
has brought to light a
‘Least Common Denominator”

for interpreting BMB figures.

This method, by completely
eliminating the popularity
factor from physical coverage,
puts BMB statistics in their
true light—gives a “reading”
that is equally fair to ALL
radio stations whether
Independent, Mutual,
ABC, NBC, CBS.

May we tell you more

)
Allam Yoursy e

RADIO STATION REPRESENTATIVE
12 EAST 4Dih STREET * MNEW YORK 16, N, Y.

about this
Mr. Time Buyer?

MEW YORE « 51, LOUIS

CHICAGO = LOS5 ANGELES = SAN FRANCISCO

| ting the most out of BMB?™
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25 September 19501 remains relative-
Iv unchanged despite BMBs age, Ex-
phains Fred Apt. supervisor of radio-
TV research at Benton & Bowles: *We
are relving 990 on BMB [or coverage
information and using the figures heay-
ily, Actvallyv, | don’t think the great
majority of stations have changed 100
much. We have data on some 2,100
stations and it doesn’t particularly mat-
ter il information on 200 of them is
Where changes
take them into account.

obsolete, are known.
we naturally
The principal reasen we're still using
BMB s ,-i||||||\ that we need a base 1o
start with and that base i= still BMB.”

The director of a
large agency deseribed their use of
BMB data this wav: “We have never

¥

Bought entirely on the basis of BMB

radio  research

“We're ot =atished
to use BMB as a mea
surenwnt  of  =tation
coverage alone, O
central  prob
lems is o allocare ad
vertising expemlitores
to specific arcas, To
o thi= for radio we
=l Lm-\\ not only
the total andience of
a =tation but the mar-
Keting  characteristics
of that awlience as
well, BMB is the only

ool that gives n= th STANLEY {IH”'"‘.
necessary data tn o Wedia Research Dir.
that.” We-Cann-Erickson

figures, We evaluate from BMB. but
custoni-tailor each problem’s answer,”

The question of TV s effect on radio
BMB

opinions,

listening, and consequently  on
fizures, dilfering
Mamy do not see burgeoning TV au-

revealed

diences as a threat 1o the present value
of BMB's two-year-old figures,  Hal
\Ii'i"r. ril‘llllll |!'.“(';1|{'t| ‘iil'l"'ll'l li[ l]ll'
assistan!l too re-

Riow Company  and

search director Larry Deckinger. had
this 1o say: “1t 1= possible that TV has
reduced the civenlation data of BMB
in 3105 and 6 to 7 thmes a week lis-
tening., However, we also believe that
any such reduction has heen compen-
. moone to two

<ated for numerieally

times a week listening. so that in ef-
feet, the total listening once a week o
more (enains \il'tlI'.l“} the same.

St as still possible,
power or frequency changes. 1o use
DMB rotal weekly  data 1o estimate
physical coverage of individual  sta-

assuming  no

tions,  To estimate  the number of

homes Listening to any one program

| for any one station. one must still use
a rating which. in isell. will reflect
| TV s cut-in into radio audiences,”
The combination of BMB plus pro-
sram ratings is used extensively by a
New York station with wide coverage.
WOR. Its research director. Bob Hoff-
man. has developed a system of esti-

maling the station’s audience outside
the rating area. He explains: “A pro-
gram rating lells us what our metro-
politan New York City area audicnee
i~. but of course does not cover the
large area outside. What we do is as-
sume. quite safely and conservatively
Pothink. that among families tuned 1o
WOR. those in the outer area listen
only hall as much as those in metro-
|NI“|ZIII New York, l.aill;.' BMDE data
ard adjusting for this “hall-as-much
find that WOR's owter
area awdience is equivalent 1o 294, of

|!~1l'l||||;: we

ils lllt'lfnpulil.’lll audience.
“From here the prm'wlun- 1= :-inlplv.

. . . in Rochester
it's WVET

® WVET has more local accounts
than any other Rochester station,
(Many sponsors spend ALL their
advertising budget with WVET!)

¢ WVET has more programs that
will win and hold Summertime
listeners . . . at or away from home!

* WVET offers YOUR clients BET-
TER results per dollar invested.

1280
KC

5000
WATTS

is really on
the

. Ak
MU

Represented Nationally by
THE BOLLING COMPANY
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We project the program rating againsi
the families in metropolitan New York
end then increase this figure by 2997,
to allow for outer area histening.

“*While TV has cut into radio audi-
ences during certain periods. this is
reflected In_\ our use of program yal-
ings as a basis for projection. In facl.
were probably being ultra-conserva-
tive, As yvou go bevond the New York
area, TV's effect, because of its shorter
range. is l't'(lul'l'l' 11 some |1|alm*- 1O
zero. Hence. it's likely that radio lis-
tening in the outer area has held up
even better than in New York itself.”

Hoffman points out that this same
procedure can be used by other metro-
politan radio stations wherever televi-
sion is a factor,

While cireulation or coverage is the
most important contribution of BMB,
many agencies turn to it for «qualita-
tive information as well.  MeCann-
Erickson’s media research  director.,
Stanley Canter. describes their use of
BMB data: “We're not satisfied to use
BMB as a measurement of station cov-
erage alone, One of our central probh-
lems is to allocate advertising expendi-
tures to specific areas. To do this for
radio we must know not only the total
audience of a station but the market-
ing characteristics of that audience as
well. We get this from other sources.

“What's needed are better ti[];[li[.[-
tive measures. For example, Dr. Hans

Zeisel (former media rescarch director
al McCann-Erickson and now with the
Tea Bureau) was aflter some idea of
the intensity of listening when he
worked oul a conversion between
BMB’s 6-7 times a week listening and
share-of-audience 1 Taoal for timebuy -
ers” SPONSOR 5 June 19501, While an-
other survey like the 1919 one would
help clear up many questions that have
developed. what the industry really
needs is a master survey to see how
radio and TV coveras patierns com-
pensate for and are affected by one an-

other. In other words, we need a bet-
ter overall media pictume.”

Many people on the station end of
Lroadeasting point out that radio sul-
ters more from too much mformation
of this kind than from too little. They
look on the BMB as an indicator of po-
tential audience size, nothing more. As
a resull. many station presentations
based on BMB spotlight coverage by
using a variety of ginnnicks. One ex-
ample is a recent variation of a cover-
age formula developed earlier in the
days of BMB.
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The shot that
paid off 1000%

The target was sales for an industrial advertiser—and it

was hit hard and clean.  Here's what happened:

After sponsoring the Fulton Lewis, Jr. program. “sales
mereased from 36.000 a month to approximately 355.000
—or roughly 1.0002:™ for the Sunbury Wire Rope Manu-
facturing Company.  As told by Mr. Kenneth P. Nelson.
the firm’s vice-president and general manager. 1o Mr.
Charles Petrie of Station WISL, Shamokin, Pa., “in
addition to the striking sales increase, inquiries request-
ing distributorships were received from quite a number
of prospects within the broadeast area.”

Whether you're interested in selling products for indus-
trial use. or building up vour market for consumer
goods. the Fulton Lewis, Jr, program offers a ready-made
audience at local time cost, 5;“11h~ul‘1'1| locally on more
than 340 stations by 572 advertisers. Fulton Lewis, Jr.
may still be available in your area.  Check your Mutual
outlet — or  the Cooperative Program  Department,
Mutual Broadcasting System, 1110 Broadway, NYC
18 (or Tribune Tower. Chicago 11),
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BINGHAMTON, N.Y. MARKET

NOW 5000

WATTS

CALL RADIO REPRESENTATIVES, INC

To Cover

the Greater

Wheeling (W.Va.)

Metropolitan
Market

you need. ..

TRF

AM-FM

Multiple sources ol Income make

for sustained prosperity. Fanming,

Danrving, Beel Cattle, NMinin

]
™

Founists, Lumber, Manalacturing,
cach add their bit lor an even

Coonomy—war or o war,  You

cin beat the battle by using

High Hoopers (Avg. 24. 5)
Low Cost
The ECONOMICAL way to
SELL
The Wheeling Market
Check
THE WALKER CO.

% | sKGVO-KANA

M Watts 250 Walts
Night & Day  Night & Day

MONTANA

THE TREASURE STATE OF THE 48
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_“u]_':_lc_'.‘-lm{ I;} \dam J. \-llm_'._'. Jres
president of the national representative
firm bearing his name. it aims at re-
moving the “popularin™ factor from
BMB station data. Young explains:
“In order to determine a station’s cov-
trage. we can make two safe premises

one.  that  every station’s  signal
reaches clearly 1o all parts of its home
county : two. that the number of lis.
leners llf’l'n‘:lr-l':- A5 W NMove awan irnlli
the home county,

“Now, here is our :'-ll;.i_:_ft':'-lillll. Ta
determine primary  coverage, include
o those counties which BMB credits
with one-half the home county listen-
ing. For exaniple. if the home county
i credited with 607 listening. then in-
clude in the primary coverage area all
counties with BMB's of 309 or more,”

The practical effect of Adam Young's
wethod for determining a station’s pri-
mary coverage area 1= lo boost the
showing of smaller stations, By using
1 309 listenership figure. for example,
instead of the more common 3077 as a
minimum requirement, more counties
come within the primary coverage
area.

While timebuyers expressed interest
in this svslenm. one was -]uii k to !)}lil'l'l
that it does not make full use of the
cxpensive BMB survey. More impor-
tant, several timebuyers sav it does not
make allowances for stations whose
popularity varies markedly as between
the home county and outside areas.
Where home-county popularity is sub-
stantially greater than outer-area pop-
ularity. the station is penalized. Where
home-county popularity is low, it gets
a bonus of outside counties with a low
circulation  figure  which  nonetheless
come within the “half-of-home-county”
erll\i.-i"ll.

One timebuver felt that the Adam
Young technique had considerable val-
ue if only as a reminder that stations
with lower BMB percentages should
not he overlooked.

Many ad agencies are well aware of
station antipathy to having BMB data
manipulated for amy  purpose other
than to show coverage. As one head
timehuyer for a large agency re-
marked: “In many cases the stations
and reps don’t fully understand whai
BMB means. Thev're afraid their sta-
tions will look bad. so they hide the
data,  But quite often we're not buy-
ing for over-all coverage. we frequent-
v want just those counties in which
their station happens 1o be strong.
Phey cant know what our marketinge
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*l]’t)]rlt'”l.“ are, so it doesn’t make sense
to Iry

The same point was made by the

and outguess the agency,

1adio  research  director ol another
large agency. “There are times when

vou definitely don’t want wide cover-
age. As. for |'\:||u|all’. when you run a
:pn'i;ll ofler on a ||I|n|l|l t within a liu-
ited market area. You tell the house-
wives in that market 1o buy the prod-
vet at a special low price—Dbut if house-
wives outside the limited special-price
area hear the offer and can’t take ad-
vantage of it! Well, you've prohably
made some enemies.”

This same radio rescarch directon
concedes that there have been unwar-
ranted applications of BMB data, justi-
fying the complaints of some stations,
misuse  of

"'I.Iit'rt‘ II}]'I.'-;I{I'I.'I.}III'

BMB in the beginning. but people in

wi=

the larger agencies are now using it
mtelligently. The fact that inexperi-
enced people are still bunghing the job
i= partly the fault of those stations who
a terrific BMB coveraze

tkeir big =sales pitch.,

have made
IIII'\|Il'rif'I]I'l'l|
buyers get the idea from this that the
main point of BMB is wide coverage:
when a small station comes in, they dis-
miss him curtly with a *You don’t com-
pare with station N attitude.”

Many stations are far from happy
about the uncertainty that
BMB data has brought. As one radio
representative  phrased it:

:1!1_-n||'h'

BMB figures with an explanation and
an apology: sometimes you have a
tough time making a comparison be-
tween a station’s audience two years
ago and its audience today.”

This radio rep describies the shifting
competitive position of one station over
H Iu'rinlf of four years, At one time the
<tation, then a 5.000 watter. dominated
the market. Came 1947 and two new
stations set up shop in the same area:
the 1949 survey showed the 5.000 watt-
er had lost ground. After the 1949 sur-
ey, however. this station jum|-l'il its
power from 5.000 1o 10.000 watts, And
1o make it even more complicated. 14
new radio stations began broadeasting
nearhy. Just how that original station
i:- l]llill:.: Iiuixl_\_ .'!I.u“t‘l\l't'-hi-l'_ nol even
L] |&l||l‘l‘-ttil_\ Solomon could rell.

Some stations, awake to the need for
up-to-date qualifying information to be
vrafted BMB
worked out their own hybrid presenta-
\ll the networks continue to gel
heavy requests for BMB data. use it

onto material,  have
lions.

cxtensively in station and network pro-
molion,

18 JUNE 1951

“*You use

Several stations and networks have

made the most recent |i|‘.’|1rt'~ on sels-
in-use the base for BMB |i|n_|l*|'1iu|r-,
In the case of an individual station,
this would mean that the 1919 Listener
percentages are applied agaimst today s
larger audience. thereby bringing lis
tenership up to date.

Aunother device for updating station
information: take all counties with a

BMB

1= most common .

certain  minimum
130 ¢

these counties provide market data for

percentagze
For each ol

o |:rl'\inu_- vear. say 1949, as well as
the current year. Buyers can then see

for themselves how retail sales.
tf'\l'l, »!l'l‘l Illll‘ ”i\" I|-‘l\" 1 h||’|__""1. Ill'
idea behind this treatment is to

TIConme

!'I--Illl
BMB data may oot Iy
currenl. 1t is known that the market's

out that while
luving Prower has mereased. and that

it makes a very desirable advertisine
targel.

On a less ambitious level, some sta
tions provide population and retail
sales figures for the current year only

usually seleetine 5077 and higher
BMB counties as the primary coverage
ureda.

The interesting ||uirll m all the com-
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Get the entire story from FREE & PETERS
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CBS « 5000 WATTS « 960 KC

Owned and Operated by the
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TWo 70P
(BS STATIONS

TWO BI¢
SOUTHWEST
MARKETS

ONE LOW

COMBINATION
RATE

WICHITA FALLS, TEX.

620 KC

5,000 WATTS

KLYN

AMARILLO, TEX.

940 KC

1,000 WATTS

When you're making oul that sched-
ule for the Southwest don't over-
look this sales-winning pair of
CBS stations. For availabilities and
rates, write, phone or wire our
represenlaltives,

National Represontatives

JOHN BLAIR & CO.
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that
among agencies s that they have real-
AL < practically
pensable value.  All the
comtacted b

puting and  qualifyving aoes on

izedd }"I—;" 'Illl“.-v
Aenesinen
srosxsoir agreed that a
eEw =urves \\-|II!1| |..- \\!‘Iillllll'll \\illl
¢ pen arms. Sation opinion. as relayed
I representalives, was divided. Some
<till felt the BMDB was a wedapon ollen
used azainst them. instead of a tool
1o indicate radio’s vast coverage, Oth-
ers conceded that somehow they would
bave 1o provide buyers with some val-
ol their
suffer from perpetual skepticisn.  In
until a
along it remains standard  practice 1o
“make-do”™ with what's available- the

grev-headed 1949 BMD study, * * *

il measurcmenld audienee or

diy ease, LRLAA N .‘lH\l'_\ cones

BELL TELEPHONE

{Continued from page 27)

in a far more delicate position than a
privately  owned corporation. A eor-
poration. of conrse, i responsible pri-
marily to its stockholders, But AT&T
is responsible wot only 1o s 1,000,000
stockholders, hut also to the some 35.-
(UK Iu-n|;|t' who are Bell ll'|l‘|!]lut|('
subseribers, its 02500 employees

aud the local. state and Federal Gov-
crimment which

agencies regulate s

tales,

oo while an ordinarny corporation

artght . be primarily - concerned  with

tradicating the stigma of “Big Busi-
ess” ATST st he concerned also
with  placating the many  people 10
whom it is responsible, It tries 1o make
with

phone serviee they wan: people who

{iends ;u'n*lh' who can’t el
wre asked 1o pay higher rates for their

The

which demands that long-distance calls

service, war-lime  Government
e briel: latent protesting elements in
the populace who nright possibly ery
oul for “socialization” ol ll']1'||hl|l1|-
service: the FCC which ight think
the Bell Syvstem is I}I.'tL‘IiII',’ Loy unrea-
sonably high a profit on long distance
setvice—all these voiees must he an-
swered by AT And The Telephone
Honr,

service. III']II- da the j||||_

with its emphasis on publie

\VTRT

i i sound. good financial shape. As

\= |I||l'lil' service utilities oo,

a business entity (it owns most of the
stock in the 22 associated conrpnies ol
the Bell Telephone Systenn plus West-
crn Fleetrie: Company and el Tele-
I:I.'-|

This

|J|:|'irlll' Laboratoriesi i I‘_'III."“-;I'(I

vear o sigantic S3.200.500.000,

compares nicely with a gross operat-
g revenue of 52.893.200.000 in 1919,
Moreover. its consolidated carnings per
share amounted 1o 312,58 in 1950, as
compared to 20.70 i 1919, But dut-
ing the vear. the System had spent al-
S000.000.000 to extend jis
proved telephone service and it added
1.900.000 telephones,

(In January this yvear. the FCC or-

1nost -

dered hearings 10 determine if the Bell
Telephone Companies” interstate toll
and long distance rates should not be
reduced. Subsequently, the Connnis.
sion postponed the date Tor the hear-
ings until this 20 August, The com-
pantes, though. consider a rate redue-
tion unjustified. pleading: “Wage. tax
snd material costs have continued to
mount. Telephone rates and earnings
must be suflicient to meet these in-
creases,”

still another The
/i r'h*;:fnuu* Howr 1= that it }lln\i:h‘.- an

raison d etre lor

admirable outlet for explaining to the
public the complex miracles wronght
Iy the combined Bell Telephone Com-
panies, | The program is paid for en-
tirely by 18 of the subsidiary compa-
pies of the Bell Telephoue Syvstem, each
}-.-:_\iu_-_- on a pro rata hasis according
lo 1s regional Explains
Johu Caldwell. radio “T'V copy chief at
N. W. Aver & Son. Ine.. New York.

who has written the aceount’s commer-

rexvenue. |

cial “stories” for the past several years:

“Copywise, were faced with an em-
We have an
amazingly varied technical story to tell.
a financial story, a Bell Lahoratories

bharrassiment of riches,

story. or sintply a human interest team-
work storv. It's not a matter of what
to talk about. but which 1o select. Yet

“Every motorist on the Pacific Coast
loves  me. ff!'.l'm.'x‘-”;r)m-:
Vancouver automobile radio shows I'm
TOP DOG!™

survey  of

SPONSOR
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because of the account’s policy of re-
strained advertising. we don’t use owr
il 3 minutes of commercial time-
our “stories” are kept down o about
11 minules.”

The “stories™ he writes for announe-
er Tom Shirley reduce technical com-
plexities to a remarkably poctic sim-
|||it'il).

Oune might tell of a telephone ex-
change repairman rescuing a boy from
a4 fire: another of the need for tele-
|'llnllt' np('l'zllnr:«: or of how a 'I'|'||-|||u-
Lile trailer helps sailors put their calls
home through quicker.  Or perhaps
there might be a tribute to the tele-
phone lineman,

Though AT&T's own commercials
are rvestrained. the COMpany ]nl:l_\vd a
large role in the introduction of com-
mercial radio. It first stepped into the
sphere of lusty. rambunctions hroad-
casting back in 1922 when it gave
birth to the pioneer radio station of
WEAF, New York City—the precur-
=0Or tlf “\“{: I l'li.- {(l‘-l‘lll.tli.ligl II('IIL.
The WEAF Experiment. William Peck
Bawning tells of the sizzling controyer-
sy that raged when the new station
first began “seasoning”™ its programs
with “a dash of advertising paprika.”
For example. a February, 1923 editori-
al in Printer’s Ink. headlined “*Radio
An Objectionable Advertising Medi-
um.” shrilled a warning to ATST, urg-
ing it to “stop, look and listen™ before
extending this “insidions™ branch of
business. It cried on:

“Any attempt to make radio an ad-
vertising medinm. in the accepted sense
of the term. would, we think, prove
positively offensive 1o great numbers
of people. The family circle is not a
public place, and advertising has no
. . We are
opposed to it for the same reason that
we n]ljr_'rl to sky |'t'u|l|t'
should not be forced to read advertis-

business intruding there. .
wriling.

ing unless they are so inelined.”
Blandly ignoring such prim tirades.
ATET s station continued to encourage
sponsors to pioneer i the new medi-
un. At first, going warily, it urged
advertisers to tone down their com-
mercialism. As a resull, sponsors like
Browning King, Inc.. which bankrolled
Anna C. Byrnes & Her Orchestra.
could not even mention the fact that
it was a clothing manufacturer,
Another sponsor shyly got around
the anti-commercial fint by naming his
program, B. Fischer & Company’s As-
tor Coffee Dance Orchestra. But ulti-
mately the flood gates were opened,
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KPAC

Sells
Texas’

Sthe|

Market —

how station KPAB helps to

make spot time buying easier

The Rich u«w---c Pant
Arther.Droogs Marrepaliten
TriCity hesa

234,200 Population
$242.903.000 %

KPAC in
us=ing Servic
bion al
s ol =tation

. I . S

Slys one
advertising
1
intere=ted i,

“"When |

of the faciliny
Whenever

COREOM LATTIN preianis
"

% GARDH You're

MARKETS."

Nervire g nre
s In SKRDS
“CONSUMER
Hiut helny buer

3000 WATTS « MUTUAL

ot B i . it st

Nervice-Ads ike this

belp buyrrs buy
Published by Slondord Rote & Daia Yervica, Ine
303 Nasth Mechegan Avtave, Choiage | ioes
s ——

A. C. WILLIAMS

HERE'S THE SURE WAY
to increase your

MEMPHIS SALES!

Radle Station WDIA, completely dominating the
447, Negre portion of Memphis 394,000 population
zed Incxpensively covering the 489000 tetal Negro
populatien ia WDIA's BMB counties, eoffers you a
greal ready-te-buy aodience that cannot be seld by
the other 5 Memphis stations (they divide up the
white audience),

Hoopers® prove the listepership, and ease histeries
of such QUALITY advertisers as Lipton Tea, Camel
Cigarettes, Arrid, lpana, Super Suds, Purex, Old
Judne Coflee and Frostee prove results! Write for
facts,
HOOPER RADIO AUDIENCE INDEX

City: Memphis, Tenn, Months: Dee. "50 « Apr. "5l
~ Time Sets WDIA B C D E F G
M-F BAM-GPM 181 274 23.0 19.5 13,0 10,0 5.3 1.4

Radio Station WDIA, Memphis, Tenn.

John E. Co.,

Fearson Representative

lFexas s one of

\ds®

hll\i l'-

HLER | [
I always read the
shi)s Radio 1ni|-|n ation for lln- vicinin

oo o client conferences, |
}\Hlniir.m.-u with. e, | can alwavs turn to it and, if
there's a good ad

WARKETSN
bivegy

edio-buying tegm;
the unbco\ab“ L4 -

the many radio station=
additional buving informa
when they're working

o pul
hngeriips

*"l- clhinns,

VoL “When Pmoconsuilering

listing= and advertising

=l
'
My

thi= SRDs

an ad that gives e a clear picture

I can give the client better answers”

studying the radio opportunities in any
market, it pays to check the Sorvi
ings in the SRDS Radie publication and in "CONSUMER

ce-Ads as well as the list-

iilw that supplement and expond the Iist
eodvin grahiltication and e moarket dato 10
vith  additionel  fnforpationg

—) g

Waini: | Bamhat Fopbiber
Hew Tork =

ey Mngeie

You Can Cover
Central New York

with QONE

— Radio Station—

. . . and Summer Sales are
always good in this popular
resort area

L
Wonderful
Availabilities!

Write, Wire, Phone or
Ask Headley-Reed

570 ke

NBC AFFILIATE ® WSYR-AM-FM-TV

The Only Complete Broadcast
Institution in Central MNew Yok
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810 ke.

Q000 WATTS NIGHT

iHational

Representalive

THE KATZ AGENCY

mressive

A neighborhood
Frazer dealer s

lot of horns for KQV,

Kaiser-
“lootin® a

Early

in June they made a one day

bhuy out of all available spots.

From these

he sold 20 cars.  Ask
& Ca. this

nuanmy recenl

about
other

slories on

KQV

Pittsburgh. 1

Pitt=burgh’s
Network Station,

announeenienls

“.""|'
the

SUCCess

Ag-

MBS —5,000 Watts— 1410
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Cliquot Club Ginger Ale sponsored
the music of the “Cliquot Club Eski-
1 the show }-i--lit't‘rwl in =ound efl-
with

mos
fects In and ending
of Eskimo
and the jingling of sleigh bells,
“Lucky  Strike  Orchestra™
“Ipana Troubadours™

beginning
the realistic dogs
The
and the
reminded listen-
ers of the products by that name, as
did “Goldv™ and “Dusty™ the Gold
Dust Twin~. Billy Jones & Ernie Hare.
“The vodelled for

dear Stores.

\ i'l]lilI;

Happiness Boys.”
ulll ||.'!|-||illl'--
Graham MeNamee started sportscast-
And Na-
tional Carbon Company made history
by launching The Eveready Hour.
After five vears of broadeasting, in
1920 ATET sold WEAF for 81000000
to NBC. Asked why, ATST President
Walter 5. GilTord I't‘ll“l'll: “Well. the
principal reason. of course. was that
had =succeeded—and
we didn’t belong in the entertainment
And besides that.” he added
whenever | wanted to consult
my top exceutives. they were apt to he

Candy

ing for a variety of sponsors,

our experiment

Business.
nl‘_\]}. L
downstairs m the studio, ‘maonitoring’
the programs.”

However, the Bell Telephone System
cot back into the entertainment busi-

ness with a vengeance when it first be-

van sponsoring The Telephone Hour
m April. 1940,

On the sponsor’s side, the program
was initiated by Arthur Page. then
vice president in charge of public rela-
tions. and Thomas T. Cook. then

ATET s viee president in charge of ad-
On the ageney side. the
count came to be handled by John B
Hunter. Aver
count .~3H|ll‘l\iw|l.

Ahhough the

vertising, ac-
president and

aided by Ray Jones,
hil:-

\'il ¢
progran under-
several changes since its organi-
.’.11ilill d lll"'illl!' il;_'lh || Ill'l."‘ ;Il\\:'_\"' ;lll‘
pub-
world’s finest vocalists and in-

hered to one lsli:u i|r||' aive the

lic the

strumentalists. and introduce  promis-
ing voung arlists, Donald Voorhees.
conductor of the _1:-||i1‘f"' Bell Tele-
phone Orchestra, and Wallace Magill.

producer of the show. spend much of
their spare time attending concerts anl
just to discover fresh ralent.
Their scheduling of performers for the

recitals,

program 1= made out a year in ad-
vance. “We really beat the
the chance of
Mauill,
Among the
performed on the program are Jascha
Heifetz, Ezio Pinza, Marian Anderson.
I'rite Kreisler, Robert Casadesus, Lily

bushes on

making a find.” says

musical hons who have

Pons. John Charles Thomas, Clady«
Swarthout. Bidu Sayao. Mary Martin,
and Basil Rathbone, who narrated *Pe-

ter and the Woll.”

noted

Aund among the
American radio debuts made on
Tht' ?c'.!'t'phnﬁ(’ HHN! were 1!]('?\-(‘ u[
Ferruccro  Tagliavini, ltalian  tenor.
who made an overnight sensation with
his 1947 broadeast. and Barbara Gib-
20-year-old American coloratura.
In an attempt to get away from the too
ultra-genteel stratosphere, the show has

LI TR

also mtroduced such llllt"\'|||'|'lt'tl per-
sonalities as Benny Goodman, the
clarinetist.  and
Crooner,

jazz
Hill‘e.' {:ruy]:_\. llla'

Even though the show’s time slot.
from 9:00 1o 9:30 p.n.. is opposite the
formidable
manager Will

Radio  Theatre. ad
Whitmore
“We're very happy with the program’s
Our kind of faithful audi-
ence is less apt to listen to Luv. As
music-lovers. they're apt to keep tuned
to Monday night’s musical block pro-
scraming. beginning with the Railroad
Hour at 8:00 pan.. the Voice of Fire-

Lux
points oul:

SUCCess,

stone at $:30 p.m.. our show. followed
by the Cities Service Band at 9:30
pan.”

The program’s raling—an average

Nielsen of about 7.5 s assayed quali-
tatively by the Schwerin Research Cor-

poration.  Since 1947, Schwerin has
Leen testing reaction to the program

12 times a year. in terms of the com-
mercial appreciation of the
artists, and the different kinds of ninsic

used,

“stores.

The audience testing has heen
conducted in cities as far-flung
\Illilll’r-.

as Des
lowa. and more recently in
450-seat Avon Theatre in

Manhattan. Says Len Kuodisch, Schwer-

schwerin's

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED 1930

HIGHLY RATED

2.8
AVERAGE WINTER 1951

ABC STATION

WBTM

HOLLINGBERRY
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in executive vice president: “The Bell
Compantes have satisfied themselves
that they are getting results with then
|-ru;.'1'alll:i.“

Heavy promotion for the program is
and with the proper
refined soignee— by Wauhillau La Hay
and Dorothy Doran, public relations

wandled expertly
handled expertl

executives al Ayer. They send out pro-
gram information regularly to the Bell
Companies, radio stations, the press,
and to any listener who requests it
An especially neat promotional device
they have fashioned is a blue-covered.
20-page book. which offers a hebind-
the-scenes history and photos of The
Telephone Hour. including a map of
the instrument |'ur||pn:-iliuu of the or-
chestra. About 3.000 of these books
have been distributed on request 1o
listeners.

Still another device has heen the pro-
duction of two films. one titled The
Telephone Hour, fealuring pianist Jo-
<ef Holmann, the other Rehearsal, co-
starring Pinza and Blanche Thebom.
the soprano. Both fitms have been
shown extensively throughout the coun-
try in commercial movie houses, clubs,
and before musical organizations. Ar-
rangements for the showings are made
through local Bell Telephone Company
managers.

The Tuture of The Telephone Hour
on radio seems fairly secure. True.
the directors once did a simuleast of
a program on TV, but ad manager
Whitmore says that was only to see
what 1t would look like.

“You can’t help but consider the use
of TV on a national scale,” he says,
“But we have no concrete plans. Our
joh with The Telephone Hour is a na-
tional one, and TV does not have a
national distribution as vet. As of now,
when you want to reach the mass audi-
ence. radio can’t be beal.

“Besides.” he adds, “our radio show
hasn't suffered the imroads of nighttime
TV. like many other programs have.
For one thing. the people who've re-
frained from buying TV sets up till
row lend to be older people, with a
higher educational level. In short. the
music lovers. For another. TV pro.
graming hasn’t as vet produced enough
Among
the best are the Fred Waring Show
and the Firestone simulcast, And there
definitely is an audience for more good

good music to attract them.

music.  So, we're sticking by nelwork
radio. It's proved a valuable medium

for national listening to the telephone
story.” * % Kk
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iends for Life!

FREE SERVICE!
No one has ever paid o cent to
repair a Zippo!

That's a man and his Zippo . . . the
lighter that never fails ... that
always lights with a zip—even in
wind or rain. That's why Zippo
Lighters make ideal salesincentives,
sales promotion premiums and bus-
iness anniversary awards. Engraved
with your company trade-mark,
Zippo keeps goodwill glowing for
you for years and years!

Send for Free Brochure. Get the FREE Zippo
hrochure explaining how you can have your
company trade-mark or other message repro-
duced. in color, on Zippo Lighters at low cost.

Shows many Zippo models with prices and
discounts, Send the coupan today.

ZiPPo MANUFACTURING Co.
Bradford, Pa.

Please send your FREE brochure on Zippo
Goodwill gift ideas.

Dept. US-12

Company. ...

feddlress, ...

D R

Z1PPO

the oue-zz’p windproof I.r'gbfer
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leading
independent

ENGAGEMENT
PARTY

A MERCHANDISING MIRACLE
TAILORED FOR THE
RICH BRIDAL MARKET

A PROGRAM
TESTED AND PROVEN
ON RADIO AND TELEVISION

L]
Does your client sell ster-
ling, crystal, appliances, fur-
niture, jewelry, trousseaux?

.

FOR A FRESH SELLING
APPROACH TO THE ENGAGED
COUPLE, WRITE TO

¥
SALLIE NEWTON

2612 Palm Houston 4, Texas

72

ROUNDUP

tContinued from page 511

WEBS-TV mails a receipted bill 1o
cvery ageney and advertiser sponsor-
ing a network or local program on that
station. But
“This bill's been paid. of course. But
we thouelt vou'd be interested in see-

a promotion tag adds:

ing how much the promotional an-

Paid in full: promotien "bills" on WCBS.TV

nouncements are worth in dollars and
cents at our established rates.” Some
threeanonth “hills”™  include: Garry
Voore (IMtocter & Gamble: “’lulkl'l'
Oms: R. J. Reyvoolds: Corn Produets
Hl‘ﬁllillj_ll sa3.316.25: Toast u,l'. the
Fowen ' Lincoln-Mereury dealersi S10.-
180.73: Blue Ribbon Bouts (| Pabst)
28,502,
.

KR3JO. san Jose. like WLS, Chicago
and scores of other alert stations, is us-
ing its own favilities 1o promole it=elf
and radio. Aired announcements call
upon Mr. Business Man not 1o rely on
printed media alone but to tell his story
to thousands of people in the area who
cannot or don’t read. The station ang-
ments its sales pitch with area statis-
ties: 967 ¢ of howmes and 607 of autos
i its area are radio-equipped.

L ] ] O

WICL. Erie. was the winner over 69
other TV station entrants in a contest
sponsored by NBC amd the Colgate-
Palmolive-Peet - Company  (Colgan
Comedy Hour'. Contest theme: 1o
promote the Comedy Hour. WICL, in
winning the contest, tied in a merchan-
dising scheme with their Miss Colaate
Comedy Hour popularity contest. Their
plan: votes for Miss Colgate were ac-
companied by product wrappers.

Now that WEAW i the new ABC
alliliate in Boston the station has ex-
panded s facilities. Studios and of-
fices are now loested at the Hotel Brad-
ford. 275 Tremont Street. New WELAW

manaver 1= William \. |{i|rhu former |

general manager of WTRY. Mbany.

MEN, MONEY, MOTIVES

i Continued from page 6)

It was one of his rare flops. Nobody.
lrut Imhml}- can entertain ll_\ the mere
ritual of physical presence. The season
of 1950-51 has surely made that clear
on video, Old rules of .-ellu\\m;lm-hip
do apply to the new medium.

\ctaally true “informality™ of sivle
i= a high art. not to be trifled with,
And it certainly has been. The scem-
ingly effortless entertainer has always
been deservedly acclaimed but his ef-
fortlessness is not faking, That's the
point. with regard to television. circa
1951, for sponsors to hear in mind,
Smoothness of manner must not be
used as a screen hiding absence of sub-
stance. Note that for all her seeming
artlessness. Lilli Palmer is well briefed
in what she’s going to sav. Let no
sponsor naively suppose a Miss Pal-
mer “just gabs.”

It was said as a wiseerack recently
by a network producer. *Let’'s do an
informal show—it's easier.” Certain-
|\ il.:- l‘;t:-it'l'. Thl‘ I’llt'ﬁlillll. f\h. :".IIH"'
<or. is whether vou get a fair zambling

break sans substance? * Kk %

" RADIO COMMERCIALS

( Continued from page 12)

came intrigued with the pleasing ad-lib
delivery of Garry Moore. So. as a re-
sult. he recently asked himsell what
would happen il we humanized our
spot radio campaign . . . if we used a
conversational gal in the spots thal
went to a woman-audience | . . if we
had a man talk in ecasy-going normal
fashion? Would we not be gelting
more oul of our copy il we wsed a
pame-actor talking in the first person?
Perhaps. we [elt. we would add still
further impact by reducing noise we
made. Well. we tried this and all in-
dications are that we have stepped up
the effectiveness of our radio copy re-
mendously . . . thanks to TV. Se in
addition to lowering radio rates, talent
costs. and making more time available
fas well as network salesmen more
courteous ). TV has helped radio in the
fickd of copy. * k&

RIGHT the first time! Tv

film spots by TELEFILM Inc.

Hollywood (28) Calif. since 1938

SPONSOR
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HOFSTRA STUDY NO. 2

{Continued [rom page 31)

4. Magazines Ll minutes
Non-TV Owners

. Radio 119 minutes

2. Newspapers 3 minutes

3. Magaiznes 15 minutes

I. Television 10 minutes

To prove the point that TV-created
customers swelled total sales, an as-
sumption w hich some research purists
balked at in the 1949 Hofstra Study.
a supplementary survey was farmed
out to the .\(l\t'rlirillg Club of New
York University, This group of stu-
dents interviewed a special wmatched
group of 630
non-viewers on 16 brand-program eom-
The results for the |Jl’(l{]l]l‘l?~'-
coflee, tooth
:-llu\\r'li

program-viewers  ani

hinations.
:-Ll:l’\'f')!'d— toilet soaps,
paste, razor blades, cigarettes
10,67 more customers among viewers
Equally im-
¢ high-
products

than among non-viewers,
portant, actual sales were 46,71
er for television-advertised
4MOng  program-viewers,
As a measure of sales effectiveness,
director Tom Coffin developed a yard-
stick which he calls “extra customers
per dollar.” This is how it works. Two
samples of viewers and non-viewers are
carefully matched for age, sex, educa-
tion, income,
area, These two groups of people are
except for
their televiewing activities, A nionth's
buying of TV-advertised products is
then tallied for each group and the dif-

family size, and residence

then considered identical,

ference noted.

sample from which this
difference comes is representative of
the whole market, it's projected to that
market, The projected difference in
number of customers is then applied to

Since the

the monthly cost of reaching the mar-
ket via television. Similar to the more
common “cost-per-thousand™ measure.

the result is the number of extra cus-

In one of the west’s

RICHEST MARKETS

Idaho’s Fabulous Magic Valley
Ask Hollingbery j

ABC at
Twin Falls, Idaho

Frank C. McIntyre
V. P. and Gen. Mgr.
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TV for a dollar,

In short,

tomers delivered by
over a wonth’s time. “exira
customers per dollar.”

One eve-opener in the present study
has been the discovery that, despite
zooming television costs, the number ol
extra customers per dollar has changed
little since the 1949 study, In 1940 4
sponsor got 116 extra custemers per
dollar. lnli;l_\ he gets 1L for the same
||!|-t|llt'l:ﬂ!

Using the measuring rod of extra
customers per dollar to determine sales
Hofstra Study 1951
brings forth many highly
facts about television.

sunmary :

eflectiveness,
important
“l'l'l"\ a b J(|

. Daytime and nighttime television
ire almost exactly equal in sales effec-
tiveness, A sponsor gets the same val-
ue from his TV advertising dollar re-
gardless of the time of day.
to the study.

2. High-budget shows and highly
rated ones build a large
dience which helps justify the stiff
price. They're more efficient,

QCC( r]'llitl,'_'

"}Iullll.‘-b. aue-

it’s con-
tended. because they lnrin; i more ex-
tra customers per dollar than the aver-
age low or medium-cost program. The
lesson in this for the smaller, multi-
product manufacturer is that he does
best by putting
single high-hudget show to cash in on

all his products on a
the “bonus™ audience and increase his
extra customers per dollar.

3. In general, well-liked commer-
crals do about twice as well as disliked
or neutral ones. For well-liked com-
mercials the selling effectiveness was
17.9 exira customers per dollar, for
disliked ones 9.0, and for neutral ones
7.8 extra customers per dollar. Com-
mon assumption in many ad agencies,
jlﬂ.:-%t’ti ol various surveys, |l.'|.-- Ill'l'.ll
that liked and disliked
were (’(’]llil”_\ effective saleswise.

L Average for all 187 TV-adver-

tised !IIUI]U\'L- covered in l]ll‘ "ll]lll\' wWis

commercials

15.6 extra customers per dollar. Some
brand-program combinations, such as
the products advertised on the Kate
Smith daytime-TV show (NBC) make
a showing of 35.8 extra customers per
llll”&ll‘,
NBC i tallies 36.8 extra customers per
dollar.

') \\ Ill']'(‘ a !If(llilf‘t uses= more l]'l.'lH'

Your Show of Shows (also

one program in its sales schedule. the
total extra customers per dollars for
that product pyramid. Lach show adds
nore. the amount depending on the
quality and appeal of the individual

program added. This cumulative effect

This cutie's a smarty — she
trusts in her ears,

And buys only products about
which she hears.

The place that she turns to for
this advice on Good buys

s ""The Voice of Toledo’ and
here are the “why's?"’

For Thirty Years WSPD has
served her both daytime and
night

With Good Programs, Good
sponsors — we've done the
job right.

So, if it's sales you are seeking,
want your spots to be heard

Buy Toledo's WSPD where a
majority audience is always
assured.

TOLEDD,OHIO

1000 WATTE-N.B.C.

CHANNEL -13

Represented Mationally by KATZ
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IN MONTREAL

it’s

CFCF

Canada™s FIRST station—wise in

the wavs of PROGRAMNMING.
PROMOTION and MERCHAN-
DISING . . . gives you the cover-

age and the histenership needed
lo do a real -|'||i|l;,[ juh in this
rich market arvea.

U. S. Representative—Weed & Co.

Buying in Atlanta?
Here is your guide 1o more sales
foster in this one hundred million
dollar market

WERD.... LOQO watls
860 on every Atlanta dial
WERD...

reaches purchasing agents” with the
ficreest hrand loyalty,

DATA FOR A SALESMANAGER
Hew WERDville dollars are spent:

Food 30,1¢ | Recraatior 2.6
Clotning 17,7 2.5
} I 2.3
H ju 2.0
A 0 |Read
A 0 |.8
O =
1.0
Hooper audience share for April 1951
Eﬂ Time Rating
M t f AM.12:00 Noan) 14.0
Man. | I 12:00 Noon-6:00 PM 10,9
14 12:00 N 6 M tl
Write for proof of performance!
Joec Wootton
tate Unitad Newspaper n
Ay MNew Y 'ty MY,

*Nepro Neanid Nuvers
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was documented by analyzing  each
program of a nlll|li-[!l'n;:l':.ltll sponsor
separately.  One produet using  four
shows, for example. required analysis
of Tour brand-program combinations,

G. In the durable goods category
there were 15 brand-program combi-
nations.  Durable goods were 1ougher
to analyvze. since the selling job usual-
I takes longer.

l’ll'n{l_'_‘h which the durable-goods pros-

These are the stages

pect must be nunured. aceording 1o
Dr. Coflin:

a. Never heard of i1,

b. Undecided Vdoesn't know enough
about phufi‘u’f be

. Poor quality.

d. Fairly good produet,

e. !t‘!'_‘i' qumrf p“m‘ﬂ'l‘f.

,"-. Tha' pnh)’uf.\r'.

These are mast ol the outstanding
conclusions whic || :'nn'l’;_'l'|| from Haof-
stra Study 19510 the -u|u'l-||nf:-!l';l.
The study was <o comprehensive that
not all of = filll“li_'.:.- have yver been
assembled and made available 1o <pon-
\ wealth of
|'l.|-
been gathered which will undoulnedly
III' i'*'ll'{l‘l‘ll l\|ll'!| l|lr' |llu|l||'l|l ol pres-

sors and their agencies,

valuable subsidiary  information

cutation has been Licked.  In its origi-

[ nal form, the presentation filled «lose

to 100 shides:

nowed down ta 79,

these have been win-

Alimost as impressive as the results
Dr.
Colhin and his associates 1o make the

1|l"|ll!‘~l'|\l“‘-. i"'- [III' vare lill\l'll I!\

study scientifically aceurate, Selecting
5007 families, interviewing them, and
tabulkating the results was an expensive
and time-consuming job,  Psveholosy
students  at - Hofstra specially
trained in interviewing |:'-'|\I|‘||||||-.~ to

were

ensure precise. meaninglul answers 1o
the lengthy
mann

questionnaire.  Twice as

sel-owners  as  jpon-sel  owners
were included in the -;llll|l|l" to allow
detatled breakdowns of <el-owners, ae-
Livilies.

Selection of the -.un]ll'-' was i ilself
a tremendous juir. mvaolving as ndid
the careful listing  of 120,000

dwelling nnits before the homes 1o he

=i

interviewed were chosen. 1= an ex-
pensive procedure, and therefore one
n=nally byvepassed by nost research or-
B, In

this prelinmimary step, the validity of

sanizations, soing  through
the study i stronghy reinforeed,
Interviewing procedure was <hmilar-
Only family heads, nien or
wotnen who would aetually do the fam-

Iy eareful.

il |J||_\'|||_L-. were mteryiewed, I"l!rliu'!',

(uestions on viewing were restricted 1o
the actions of the person interviewed.
This eliminated second-hand reporting.
often the source of inaccuracies,

\s chairman of Hofstra’s Psyehol-
Dr. Matthew \,
Chappell took charge of fichl work.
Chappell recently took over at Hofstra
Coffin - moved to NBC:
worked with rating-man C. E. Hooper
as special consultamt for five years.
\ssistant to director Coflin is Jack Lan-
dis. who handled much of the analy«is
and statistical work. also helped make
up the questionnaire.

(B

Department.,

when onNce

The caliber of rescarchers and the
financial backing available speak well
for the validity of Hofstra, 1951, i«

extensive  Andings  will undoubtedly
find even greater use than its predeces-
20T, x ik

510 MADISON

(| Continued from page 18)

iront the Centre Theatre, 7:00 to 7:30
p-m. on Likewise. the
wrestling program which originates al

Saturdavs,

the Baltimore Coliseum is repeated by
off-the-air pickup on WTOP-TV in
Washington.

The Company
sponsors three feature films regularh
over WMAR every week from 11:00 1o
12:00 pom., Thurs., Fri.. Sat,

Wiessuer Brewine

The Baltimore Orioles are being car-
riedd for the fourth consecutive yvear
cver the Tacilities of WMAR-TV and
are sponsored jointh by the Gunther
Brewing Company  and  the Atlantic
Refining Company.

E. K. Jerr
Vice President
WUARTI

Baltimore

Just a brief note to tell vou how de.
”_‘.:‘lll'l] I was to =ee our gag shot ol
the Bohemian Band with the “Beer on
the air”™ storv.

Not only that story, but the whole
issue was an excellent one. No ques-

JOE ADAMS

REACHES ALL

lI:!EGROES

LOS ANGELES

K o w L 5UG0 WATTS

CLEAR CHANNEL
LOS ANGELES - SANTA MONICA; CALIF,

SPONSOR
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pon about it—yvour hook gets betler
and better with every issue.
Ropert R, Tincner
Viee President
IWNAX
Yankton. 5. 1).

MACARONI JOURNAL

Naturally, we are very much inter-
ested in your 12 March slory, “How
Mueller’s doubled its sales in nine
vears,” Mr, C. F. Mueller is president
of the National Macaroni Manufactur-
ers Association. owner and publisher
of the Macaroni JTournal of which the
writer is managing editor. We would
very much like to reproduce a part of
this exeellent article in our April or
32ud Anniversary Edition.

We compliment you and the Mueller
Company on the fine and interesting
story published.

M. J. Doxxa
Managing Editor
Vacaroni Journal

Braidwood. HI.

SIGHT OR SOUND SELLING

“What sells your customer—sight or
sound?” in the 20 March sPoNsOR. we
think. is slightly terrific.

Can you send me 25 reprints?

Suerrin Tayvor
Promotion Manager
KSL

Salt Lake City, Utah

*Reprints are available for all SPONSOR articles
at o nominal fee,

FOUR HOT ISSUES
TRANSIT RADIO

(Continued from page 29)

mental problem FM broadeasters have
in keeping their medium alive. “Fune-
tional musie.” with “heeped out™ com-
mercials: Transit Radio: Storecasting:
and occasional local advertising, are
the only sources of profit fur FM
I two of these
2o down the legalistic drain. FNM will

broadeasting 10 date.

IDAHO'S
MOST POWERFUL

10,000 WATTS

K G E M

'BOISE, 185,000 CUSTOMERS

18 JUNE 1951

be left as a slave operation only T
FMers will carry their
fizht for survival to the Supreme Court
il the FCC does not reverse it= des

the maost part.

=10,

E. Does Transit Radio have any
way of getting aronmnd the conrt
ruling if need be?
learned exclusively that wavs are heing

‘ s, SIMONSOR

devised of making Transit Radio con
stitutional  within the terms ol the
court’s irlll'l'lnrl'l:llinn without erippling
it commercially. * &k ok
HOLLYWOOD AND TV

(Continued [rom page 29)

test in New York similar 1o Phone-

vision’s in Chicago: will probably get
il.  Skiatron ASRIITTY
told sroxsor “two  film |'n1||]|;||||'.--"

Mresident Leves
had approached him already 1o huy an
interest. But Levevy shunted them aside.
fearful of adverse reaction from the
FCC if he attempted 10 go commercial
too early. Just entering the lmelizht is
TELEMETER, owned by
organized Internatiomal Telemeter Cor-

thie newly re
poration. Paramount Pictures hought
a half interest in the new hirm [or a re-
|ml’ll'l| S250.000 and put als TV ace
Paul Raibourn in charge. A1
time, Telemeters lawvers were working

l Mi=s-

on an application to the FCC for per-
mission to test Telemeter over Para-
mount-owned KTLATY, Los Angeles.
Like other "pzl}' as you see syoslens,
Telemeter plans live plus filin program-
ing. including sports. theatve, To zel
this fare. Telemeter subscribers would
inserl a eoin or coins in a meter on the
TV <et. Deposit of the coin sets an un-
scrambler into action which allows the
Telemeter pictures to come in clear.
In Subscriber-Vision. the set owner in-
serls a punched card. which is puor-
chased monthly. in order 1o unseram-
ble the picture. Phonevision pictures
are unscrambled when the set owner
phones a telephone operator and re-
qquests that a special key signal be sent
to his home over the phone wires (and
through 1o his =eti. He then gets a
bill from the phone company.

In addition to Zenith’s phoneyision
and the other subscriber systems de-
seribed above. 1t is ]llllil.i]l':' that there
are other deviees |l"il|_‘_' 'Il'\"lllljl'll he-
hind helieved  that
RCA. for example. is experimenting

the scenes, |1 i=

with its own “pay as vou see” tech-
nigque. Other firms may have subserip-

tion devices on lap as well. k k&

A value... PLUS
in "BRUSH CREEK
FOLLIES”

with
HIRAM
HIGSBY

KMBC
KFRM

PLUS ONE—"Brush Creek Follies" is
in its fourteenth successful season!
PLUS TWO-—Playing again to a live
audience from the stage of the huge
new KMBC studio playhouse!

PLUS THREE—A great new arrange-
ment on commercials for advertisers!
PLUS FOUR—An outstanding new
promeotion and merchandising plan!
PLUS A DOZEN—Write, wire or
phone KMBC-KFRM or your nearest
Free and Peters colonel!

* of Kansas City

for Rural Kansas
e+ Gth oldest CBS Affiliate »»

Wiss Eleanor Larsen
Federal Adrertising

\l"rf 11'?!’.. \ }

leency

Dear Eleanor:

In  Charleston. W est
WCHS s definitely on

irginny,
ftop e
heap—an” they's
five raidio  sta-
tions in  town!
T latest )rhrn;--
er shows thet
S has
1317 ut th’
audience in th'
total rated time
;if'flur{‘, Hir
also  shows thet
WIS leads in
201 outen O
rated
hours
wihut
Eleanor,
i stalion
both [
worl:  and
frl- !{.‘r
Hit shore makes
a good bet [er
I '

onver

quarier
! Thet's
happens,
when
hais
ftel-
tap

shows'

spol

fest tho't v udd
fikee ter  hnow!
Yrs.

gy

WCHS
Charleston, W. Va.
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TV DICTIONARY

VContinued from page 35)

CIRCLE WIPE One scene appears as a
small dot in the center of the screen
and grows fo full-screen proportions
while the preceding scene simultane-
ously 1s covered. Circles can expand
from small dot at center or contract
from full-screen proportions down to
small dot. Contracting circle usually
gives feeling of moving forward; ex-
panding circle seems to move the spec-
tator back. Same technique can be
used with square effect called Square
Circle.

CIRCULATION Potential audience in
terms of families owning receivers.
One family for all practical purposes
regardless of the number of sets it
owns equals one unit of circulation.

CLAMBAKE or CLAMAROO A shape-
less program filled with uncertainties:
rehearsals marked by errors, changes.
and failures. Likely to result in a bad
performance.

CLEAN IT UP Command to orchestra
conductor to rehearse a musical num-
ber until it is perfectly rendered:; or to
a dramatic cast to remove all defects
in action or presentation or delivery of
lines,

CLEAR A NUMBER or CLOSE THE
RIGHTS To obtain legal permission
from publisher or other responsible
sources (BMI, ASCAP, etc.) to use a
specific musical selection or composi-
tion.

CLEAR TIME To arrange with a sta-
tion to purchase or provide time usu-
ally for a commercial program.

CLIENT An actual or potential TV ad-
vertiser,

CLIENT SHOWMANSHIP Anything
done primarily to impress a client
rather than to achieve results.

CLIENTITIS Term describing occupa-
tional headache caused by a sponsor's
unwelcome interference.

CLIFF HANGER Usually a serial dra-
matic show played at a high pitch of

excitement on a strong note of sus-
pense.

CLIMAX The high point of emotional
intensity in a scene or show toward
which everything that has happened
before has been building. The climax
is the pay-off!

CLOSED CIRCUIT Looking at a pro-
duction or film not telecast, but shown
from camera Lo monitor only.

CLOSE-UP—CU An object or image
seen close-up. One object or part of
one object instead of a scene.

COAXIAL CABLE or COAX Specially
constructed cable used for transmis-
sion of TV signal because of its low
loss of power at higher video frequen-
cies,

COLD DRAMATICS A dramatic sketch
played without benefit of background
music.

COLD LIGHT Light that contains rela-
tively little red value. Produced by
mercury - arc - vapor and fluorescent
lamps. Accompanied by the production
of much less heat than is produced by
incandescents.

COLOR A term used to indicate that
a story has local color or atmosphere;
also refers to characters,

COLOR CORRECTION The altering of
the tonal value of colored objects by
the use of filters, lights, shades, ete.

COMING ON COLD To begin a show
or a commercial without musical, ap-
plause, or any kind of introduction or
build-up.

COMING UP Warning cue given to
personnel and cast that in approxi-
mately 10 seconds the show hits the
air (starts).

COMMENTARY, NARRATION, or VOICE
OVER Descriptive talk acompanying a
silent show or film.

COMMERCIALS Film: The commercial
recorded on film either with sound on
film, or silent, or voice over.

Live: Acted and narrated directly in
front of television camera.

Among True Dictionary contributors. cousultands . . .

5. K. HEADLEY, Dir. TV, Opers., WICN-TV G, HEINEMANN, Opers. Mgr., NBC, Chicage
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Slides: Still photographs, illustrations,
or posters, usually used as part of a
live commercial or voice over an-
nouncement,

Combination:

above.

Competition Programs taking place
over rival stations or networks at the
same time your show is on the air.

Any combination of the

CONDENSER Refers to special lens
which collects light from a lamp and
focuses it on a film or slide being pro-
jected. Also lens in a spotlight which
focuses the light on the subject or
talent.

CONFLICT Two (or more) rehearsals
or performances scheduled for the
same TV personnel at the same time.

CONKING-OUT When a camera or
other equipment becomes inoperative
because of a circuit or tube failure.

CONSTRUCTION UNIT (See flats or
wings.) Stock structural units and
architectural or plastic pieces.

CONTACT PRODUCER TUsually an as-
sistant producer furnished by station
to assist director on a show, During
rehearsal and at show time he repre-
sents the station or network.

CONTINUITY (1) The logical flow of
action or smoothness of transition
from one scene, set, story, or idea to
the next. Manner in which the indi-
vidual scenes or shots are put togeth-
er. (2) Audio or voice part of TV an-
nouncement or program, or the com-
plete script looking not unlike the
pages of a play since it lists the speak-
ers or actors and the lines they speak,
as well as camera shots, music, and
suggestions to the director and cast,
plus props, sets, etc. Script applies usu-
ally to entertainment portion of show.

CONTINUOUS ACTION Situation or
sequence in which the action goes
straight through without interruption,
cutbacks, or cutaways.

CONTRAST Refers to the ratio of

black to white portions of a TV pic-
ture.
have very

Pictures having high contrast
deep blacks and brilliant

A. JACOBSON, Prog. Mgr.,, WNBQ@, Chicago
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- 1ld-Timer Matt Burns knew each hold in the book.
. 1id that make him champion? Nah, just a schnook!

But observe now the diadem perched on the cranium

Of Matt—newly christened The Super Geranium.

[ind you can’t be disposed to oppose the schmoe’s clothes—
{‘hey're the sharp selling gimmick that's built up his grossl

W,

|MORAL: If you're wrestling with a sales
| problem, lick it with a proven

13
-AM
sales approach—Daylon’s first - -FM

and favorite WHIO-.TV.

To Pin Down Sales
in Dayton”

THE SHOW MUST GO ON
WHIO-TV

* Want to win the decision in a market where
there's more than one TV aerial for every
two chimneys (allowance—one chimney per
family)? Want to dominate 205,000 receivers?
It's a great market—mostly bustling industry
and partly thriving farms. And it's a market
that stays tuned to WHIO-TV—its favorite—
morning, afternoon and night.* Ask National
Representative George P. Hollingbery for
market figures, ratings and availabilities!

f' CHANNEL

* Pulse April figures show
that 8 out of top 10
televised shows were
aired via WHIO-TV,

DAYTON, OHIO




vl while a picture with low con-

1S5 an aver-all grayv appearance.
CONTROL ROOM Studio facilities
room from which director. producer
and technical men control the selec-
tion ehting, shading. and transmis-

Lthe pictire.

s10m ol

CORNFIELD A sludio sel-up employ-
ing a number of stand or drop mikes.

COSTUME DEFINITION Qualities in
texture and design that make costumes
stand oul distinetly from backgrounds
and surrounding objects,

COUNTER Indicator on a film camera
which indicates how much film has
been exposed or remains,

COURTESY ANNOUNCEMENT An-
nouncement crediting an advertiser
whose program and/or time is taken
or “recaptured” by the TV station or
network for use for a special program.

COVER 5HOT A wide angle television
picture to alternate (for contrast) with
a confined close-up.

COVERAGE The area in which a sta-
tion or network of stations can be
heard according to accepted engineer-
ing standards.

COW-CATCHER An isolated commer-
cial announcement at the start of a
show which advertises a product of the
sponsor not mentioned in the program
itself.

CRACK A LENS Cover a portiocn of the
picture with the lens turret.

CRACK A MIKE

CRANE SHOT A camera mounted on
the arm of a crane and moved through
space, usually on a Sanner or Fear-
less dolly.

CRAWK
animals,

CRAWL or TITLE ROLL Barrel-shaped
arrangement turned by hand erank so
titles and credits move up regularly
from botlom of screen to top and dis-
appear.

Open a microphone.

Vocal imitator of various

CREDIT Commercinl passages, eitlier
sight or sound, in the playing seript
which mention the advertiser or his
product, or acknowledge sources and
ownership of various program mate-
rial.

CREDITS or CREDIT TITLE Title placed
at the beginning or end of 4 TV pres-
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entalion recording the name or names
of talent, technicians, or organizations
concerned in show's production.

CREEPER or CAMERA HOG Talent who
can't hold position and inches close to
camera or mike during show

V See illustration at bottom of column)

CREEPING TITLE Sece crawl. Title
which moves slowly upwards on the
screen as it is being read.

CROSS-FADE (oudic)] Where effect,
sound, music, or otherwise is faded out
while simultaneously another sound is
faded in. This Llechnique is commonly
used to make transitions between dra-
matic scenes,

CROWFOOT Device, usually three-

legged, placed under camera and tri-
pod to prevent slipping.

CU—CLOSE-UP SHOT Narrow
picture. (See camera shots.)

CUCALORUS A screen or filter used
on a television spotlight to create a de-
sign on a backdrop. Some of Lhe de-
signs are:

Dante—Flery patlern.

Goldy—Sun effect.

Maizie—Flufly,

Ozzie—Circular effect similar Lo target
rings.

Venie—Venetian blind effect.

angle

CUE A signal by sight or sound for
the start of show, music, narration, ac-
tion, ete.

CUE BITE To start your speech or ac-
tion before the previous talent has fin-
ished his part.

CUE SHEET An orderly tabulation of
program routine containing all the cues
and f{requently all the hand props.

CUE SHEET TIMING Where the com-
plete script of show has exacl time in-
dicated at which different actions take
place and the exact time allowed for
those actions,

CUFFO Donated work or talent with-
out pay, or on the cuil, sometimes on
speculative basis,

CUMULATIVE TIME Also sometimes
called running time. Total time elapsed
since show hit the air.

CUSHION Dialogue, music, or sound
of variable length inserted in a pro-
gram which director can use or delete
in order to end show on time.

CUT An order to stop all action or
specific action such as “stop camera.”

CUT BACK To return back to some-
thing previously shown.

CUT-IN (1) Local copy inserted in
show. (2) Shot of any object which is
inserted into action of scene, such as
a telegram, news item, a clock. Also
known as insert.

CUT ON MOOD To switch camera
shots on stimulated feeling or atmos-
phere.

CUT ON MOTIVATION Toswitch cam-
era shots according to action.

CUT-OUTS or OVERS Lengths of shots
not used, cut outs and whole shots or
takes not used. Overs in films are re-
tained for library.

CUTS Portions of program script
which can or are to be eliminated be-
fore (or even during) the performance.

CUTTING The elimination of unde-
sirable motion, film or action to reach
finished product.

CVC Chorus, verse, and chorus of a
musical selection.

CYC Nickname for cyclorama, a can-
vas backdrop usually hanging in folds
around edge of studio to simulate
broad reaches of distances or various
background effects.

D

DAMPEN THE STUDIO To introduce
sound-absorbent devices like rugs or
draperies, into the studio to perfect the
quality of sound; also, to apply fixed
sound absorbents such as spun glass
to walls, floor. ceiling.

DAMPING CONTROL A control which
aids in removing the horizontal distor-
tion bulge which may appear on the
left side of picture.

DAWN PATROL Engineers, announc-
ers, talent who put on the morning
programs at TV station,

D B Delayed telecast of a live show
(by film or kine).

DEAD BOOK The file of program ma-
terial which has already been Llelecast.

DEAD MIKE Microphone which is dis-
connected.

DEAD PAN To read a line or carry
out action without emphasizing it by
any expression.

DEAD SPOT Also known as "black
space” when a show is supposed to be
on the air but for some reason is not.

DECIBEL A unit of measure for sound
volume.

DEFINITION or RESOLUTION Degree
of reproduction of the detail of an im-
age, scene, sets and/or background af-
ter transmission through complete TV
system to receiver or monitor,

SPONSOR




DEFOCUSING or OUT OF FOCUS DIS-
SOLVE Transition achieved by throw-
ing one camera out of focus until the
image is unrecognizable, then *“cut-
ting” to the next camera, equally out
of focus, and bringing it into focus re-
vealing new image.

DEPTH OF FOCUS 11 Extent to which
a lens will clearly focus near and dis-
tant objects at the same time. (2)
Field that registers in sharp focus on
camera monitor,

DIFFERENTIAL FOCUS Method by
which main item of interest in shot is
captured in sharp focus, the remainder
of the subject being out of focus.

DIMMER or DIMMER BOARD Usually a
central system of rheostat controls to
lower or raise power of TV lights in
studio,

DIORAMA Miniature setting usually
complete in perspective used as a
means of establishing large locations
impossible of construction in TV stu-
dio.

DIRECT VIEWING RECEIVER Most
prominent type of TV receiver where
picture is viewed directly on the end
of the kinescope tube.

DIRECTOR Individual responsible for
all composition and action in a TV pro-
duction, including supervision of the
work of actors, cameramen, etc. Be-
cause this also normally involves co-
operation with script-writers and edi-
tor, the director usually becomes the
dominant creative mind in the pro-
duction unit, and the individual most
responsible for the character and suc-
cess of the completed TV presenta-
tion.

DISCREPANCIES Changes or aberra-
tions from TV script, made in the stu-
dio, and noted on the station log.

DISH PAN TV slang for the large cir-
cular object used in micro-wave relay.

DISSOLVE The overlapping fadeout of

one picture and fade-in of another.
N

Dissolve term used on scripts: X
DISTANCE SHOT Commonly called
long shot. A subject actually or appar-
ently at a great distance from the
camera.

DISTORTION 1) Exaggeration or de-
liberate deviation from normal TV
production procedure to secure unusu-
al effect. (2) Any nonlinear change
in the frequency, amplitude, or phase
of a pattern or picture caused by
equipment incapabilities.

DOCUMENTARY Type of non-fiction
film or show utilizing material, either
actual or reconstructed, drawn from
real life and based on a sociological
theme or having a sociological refer-
ence,

DOG An obsolete or mediocre musi-
cal number, or a hackneyed piece of
writing or program. Poor actor.
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DOLLY A movable fixture or carriage
usually mounted on four wheels (see
Fearless dolly, Sanner dolly!, which
carries either camera, or camera and
cameraman and can be wheeled about
during the taking of a shot.

DOLLY IN To move in from distance
for close-up by means of a camera
mounted on dolly.

DOLLY OUT

DOLLY PUSHER Person pushing cam-
era dolly while camera man is shoot-
ing.

DOLLY SHOT Shot taken while cam-
era is in motion on a truck or dolly.

DOLLY TRACK Mechanical device at-
tached to base of dolly or tripod to
clear camera cable.

Reverse of dolly in,

DOUBLE Talent performing more than
one part. Doing variety of jobs on
show,

DOUBLE SPOTTING Also Lriple spot-
ting, TV station practice of placing a
second or third announcement imme-
diately after the first. Usually hap-
pens in single-station markets.

DOUBLE SYSTEM KINESCOPE Film and
sound recorded on separate film.

DOUBLE SYSTEM SOUND CAMERA
Sound recording in which synchronous
motors drive the film through a mo-
tion-picture camera and at the same
time drive another roll of film past a

light valve for sound recording. The
two pieces of film are later combined
in printing,

DOWN-AND-UNDER Direction
to a musician or sound eflects man
playing solo to quet down from his
present plaving level, and to sneak un-
der the lines of dialogue which fol-
low.

given

DOWN IN THE MUD Music, speech,
or sound efTect extremely low in vol-
ume,

DOWN STAGE (1), (2), (3) Direction to
talent meaning move toward corre-
sponding camera.

DOWSER Shutter on balop projector
for blocking off one or the other slide
in projection position,

DRAMATIC LICENSE An unnatural
emphasis of a speech, sound, action,
or situation for dramatic effect. Usu-
ally a fairly obvious liberty taken by
writer or director.

DRAPES Curtains used as sel back-
ground or used on travelers to curtain
off a set.

DRESS 1y A program rehearsed on
camera, usually for the last time ex-
actly as it is to be put on the air. (2)
Properties, set decorations, and other
definitive material added to a setting
to provide character or interest., Fin-
ishing touches, pictures, ash trays, etc.

1 To be continued in next issue)

Among Trae Dictionary contribitors, consnltants . . .

LADESH, Producer-Director, WDAF-TV, K. C.

DON MecCLURE,

McCann-Erickson, N. Y.
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How good is radio?

Ihl'!l' L | Inl1_!.:!|! _"\-’HI' I'm' Illl' -lnnil_--nf
e all the tumuht and turmoil that has
recenthy clonded the radio horizon.

It i=u't the network rate cutls. or the

sale of this or that network, Not the
bargain basement raids nor the defily
contrived deals,  None of these nec-
essarilv make radio a better by,

\nd in-

dustry-wide clamor for the right re-

Only facts and hgures can.

search holds promise that the adver-
tiser will at last get the facts he needs
to evaluate radio properly.

Despite the expenditure of tens of
millions of dollars for research and
promotion.  radio  has  “apparently
missed the boat.™ 1o quote from a re-
cent Afiliates Committee letter to the
ANA.

radio “has been. and still is. under-

Yet, the letter goes o lo sav.

priced in relation to other media.”
Presumably the Committee. in its

meeting with ANAL will explore ways

and

means o contention,

One way 1o doit s to “put all media

jove ;|:-

under one |I.Iillll.-|'n|ll' as ?‘“}.';l'.‘*[l'll

Applause

A hearty pat on the back to

Miles Laboratories, which reallicimed
its faith in the mediom that made Alka
Seltzer  great.
2 1.000.000

radio, with a nearly
MBS, The
from two sources—i1)
500,000 available hecause of its

Kids cancellation months  hack.

conlract on
oney  Canwe
son
(Juiz
due 1o network

(2) savings rate

lashes,

New Yurk. \\Ilil"'l
decided that the hest way o educate
'V agenecy take 1o

Translilm, Ine..

men on what
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July 19300
C. E. Hooper has already announced

- SrPoasoR’s article 131

‘a new service lo advertisers involv-
mg directly comparable material be-
tween newspapers, magazines, radio.
and television.”

Frank Pellegrin. vice president of
H-R Representatives. Ine.. calls for
comparable research uwider the Broad-
Vdvertising The

denominator

cast Bureau. Ine,

demand Tor a commaon
for all media evaluation comes from
all quarters awd merits the industry s
full support.

Significant too is the uterest shown
nationally in the studies conducted by

\dvertising  Rescaveh Burean.  Ine.
Here  radio’s  effectiveness s pitted

against that of newspapers on the re-
tail level. and at the point of sale.

It all adds up lo a new awareness of
a need in radio that only definitive re-
scarch can satisfy,

Who killed Cock Robin?

Beyond anxiety in many quarters
that the current onslaught on Transit
Radio represents a clear threat 1o all
advertising, another facet of the prob-
lem becomes erystal elear: FM is fight-
ing for its economie life,

The bright new medium of only sev-
eral years back. showered with pater-
nal favoritisms by the Federal Com-
munications Commission, finds itself
appealing for the right to exist on two
governmental fronts,

In a decision that is causing con-
sternation in many  advertising quar-
ters. the Distriet of Columbia Court of
Appeals has declared Transit Radio
commercials unconstitutional under the
First and Filth Amendments, But the
“foreed listening”™ reasoning was di-
rected only at advertising portions of

make a TV flm was 1o conduct some
Over 200 appli-
cants from New York agencies rushed
to attend the six-session course: n:li_\

25 could be accommuodated.

shirt-sleeve classes,

Warwick and Legler. New Yaork.
which is showing the advertising fra-
ternity a thing or two with its wide-
range purchases of boxing events and
s 10077
campaign that has hrought top sponsor
identification for s client. Pabst,

William head of the

use of a greal commercial

Weintraub,

radiocasts:  musu
iwhich constitutes the bulk of broad-
vastsi was bypassed. The Washington
Paost. rabid opponent of Transit Radio
heretofore,  editorialized

bus-and-streetear

against  the
decision. Not only car card compa-
nies. but all segments of advertising,
are alarmed. Until the courts decide
whether there’s a case for appeal. Tran-
sit. Radio conduets business as usual,
Musie, another of the
few methods by which an FM station
can sustain itsell these days, has been
ruled in violation of the Communica-
tions Aet by the FCC. Thirteen out-
let= have filed a joint appeal to the
FCC challenging its position and point-
ing out that the piping of music to hus-
iness establishments and eliminating
commercials is. in fact. a service in the

Funetional

public iuterest,

FM has hopes. some day. of having
enough sets in American homes to at-
tract national advertising on the same
hasis as AM. newspapers. and what-
Righ like

Transit Radio, Storecasting, and Fune-

have-you. HowW  services
tional Music have kept some of them
coing: the rest hul:g on Il)‘ a thread.

Aside from the merits or demerits
of the legal action. it would seem a
parody on justice if the medium so
strongly espoused by the FCC were to
he pushed and pummelled into ob-
livion.

A random thought

By the simple expedient of asking
national advertisers what I]ll‘}"fl like to
know about radio. broadeasters are
finally hacking their way out of the
wilderness. The ANA has a big stake
in radio: give them hall a chance and
they'll help broadeasters prove how
important radio really is.

mushrooming advertising ageney bear-
ing his name. who believes that even
a household word like Amos 'n” Axly
can profit by a huge buildup for TV,

Numerous radio stations that are
pointing out locally and nationally.
that radio is still the greatest mass me-
dium in the world,

North  Carolina  Association  of
Broadeasters, whose realistie tie-ins
with the University of North Carolina
is resulting in training scores of stu-
dents for practical hroadeasting roles.
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THE PROVIDENCE JOURNAL-BULLETIN STATION

ij AM-1420

FM-105.1

IN RHODE ISLAND

AM-5000 Watts
FM-20,000 Watts

Simultaneous operation
6 a.m. to 12 midnight

National Sales Representatives:

AVERY-KNODEL, Inc.
608 Fifth Ave., New York

JUdson 6-5536 / s
J " o THE PROVIDENCE JOURNAL BULLETIN STATION
Other offices in Atlanta, Chicago, Sz

San Francisco and Los Angeles
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We're not so sure he ought to have a set

of his own.

Roger, being only five, might be better off
outdoors, learning the sacred principle of
the sacrifice bunt. Or having someone read
him a story. And isn’t he a little young to
be picking all his own programs?

But the significant fact from your point of
view is that most parents count radio so
indispensable that no home, and hardly a
room, is properly furnished without it.
People have come to take it for granted

that without radio, you can’t successfully

‘(Natu?ﬂa/lly, run a hotel, hire a maid, or raise a child.

This attitude points up a value more

R 0 g 67, h a S meaningful than the formidable statistics

of competing advertising media. A quality

too often buried under radio’s own

h?;s Ow/}@ Ta/dfl:o a2 impressive circulation figures. The figures

don’t lie. They're just not articulate. They
fail to make the simple point about radio’s

power that matters more than numbers.”
P “ Radio belongs.

%, It belongs upstairs and downstairs, in the

kitchen and in the car. In the city, and

)

in places the mail gets to once a wezk.

If you are an advertiser with a big

market to reach, you belonz in radio.

The Columbia
Broadecasting System

L5 of all U S homaes have radios. . .
People average nearly four hours o day
Hstenminge to them. They spond 2000 more

time listening to CBS stations thin o

Lthose of any other network.
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