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THE STARS THAT SHINE
AT MORNING-TIME. ..

Eveny MWonuing Tl
v ‘Z. 5 ! &1
2o Favorite WLS Star

...AND LISTENERS BECOME OU|
ADVERTISERS' CUSTOMERS! |

The Midwest's favorite WLS stars shine at morning-time! Daily frod

5:00 to 8:00 A.M. the successful WLS formula of block programming with i

talent shows actracts listeners from every corner of the WLS-Midwest coverag

area. Featuring stars of the NATIONAL BARN DANCE, these mornin

programs have consistently maintained a degree of leadership as reflectg

in A. C. Nielsen's 1950 Station Arca Reports, which place WLS first ¢
second in audience during each 15-minute period!

6£:45 8 7:45 AM,
NEWS

WLS Newscoaster Bob

Lyle presenls complete

round-ups of the news ol 6:45

and 7:45 A.M. All news golhered

fram the exlensive wire services leosed

by WLS, Both Mews periads have enjoyed o
wide and loyol lollowing bosed on accurocy,
impartialily ond compleleness ol presentation.

This leadership again demonstrates the degree of acceptance enjoye
by WLS . .. the listener-loyalty Midwesterners have toward th
station, its programs and personalitics.

...In Terms Of Results

Using these WLS morning time periods: brough

nearly a million and a half box tops from WLS listene

7:00 AM, " to a cereal company over a period of 16 years . . .

BUCCANEERS sulted in over 5,000 proof-of-purchase requests fo

Kiftonol Born Donce an ironing board cover offered by a starch many

favarites, Captain Stubby facturer last summer in a six week period. A

and the Buccaneers, offer music, offer of a Dolph Hewitt record for prize joke

brought over 3,000 letters in three weeks! !

mail order account sold 513,959 worth ¢
its product in just five wecks!

camedy and sparkling songs as port
ol the breakfost menu. This group los)
yeor appeored betore neorly 200,000 people
n personal appeorances.

715 AL It's a “must” that you consider W1
BOB ATCHER morning-time in your plans for ro:
plete Midwest coverage. Particif

The Midwest's fovor- {

ile cowboy, Bob Alcher,

“Top Hond of the Cowhands"”
weaves o paltern of sangs long en-

tions are still available in limice
numbers. Your John Blair man ha
complete details.
joyed by Midwest listeners, Populor with
listeners through years of rodio ossociotion,
Bob iy olia one of TV's bright stors, having won o
ipecial plagque in o recent populority peoll.

7:30 A.M,
DOLPH HEWITT

RCA Victar Record-
ing stor, Delph Hewill,

offers o unigue style of sing-

ing enthusiostically accepled by Mid-

weil listeners. Bocked by the WIS Sage

Riders, Dolph rounds oul the 15:-minule shoaw

with smooth singing ond melodious rendilions of oll

lime lovorites

The
PRAIRIE
FARMER
STATION

GLEAR CHANNEL Home of the NATIONAL Barn Dance

KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE.

REPRESENTED BY JOHN BLAIR AND COMPANY.




PROGRAMS THIS FALL ON NETWORKS WILL ZOOM DOWN IN COST—Bulk of NBC pro-
grams this fall will cost sponsor less than $5,000 weekly, lower than in many
years. CBS, Mutual, ABC as well are winnowing schedules, emphasising novelty and
low cost. Atmosphere at net programing departments is definitely experimental.
Lester Gottlieb, CBS radio programs director, told SPONSOR: "We are willing to
gamble as long as these new ideas help stimulate the greatest of advertising medi-
ums." (For fall predictions from program men of all 4 nets, see page 40.)

HU_!)_S?N_ OFFER IS DESIGNED TO TEST RADIO IN TV MARKETS—Those Hudson Pulp and
Paper mail pulls you've been h_earing about are pa:t- br firm's analysis of radio
effectiveness in TV markets. On heels of whopping WOR, New York, mail count, WFIL,
Philadelphia, scored total of 5,729 cards and letters as result of single announce-
ment. On first day after pitch, 3,500 pieces were received. Firm offered 4 cou-
pons exchangeable for 4 boxes of napkins. Early-morning d.j. LeRoy Miller made
offer at 7:15 a.m.

YOU'LL BE HEARING FROM NARTSR'S MURRAY GRABHORN—There's plenty of activity
ahead for Murray Grabhorn who takes over today (2 July) as managing director of
National Association of Radio and Television Station Representatives. Dozen proj-
ects have been lined up for him, including research on average cost of spotl radio
over past 10 years—compared with average cost of other commodities and rise in
radio's circulation. Like his predecessor Tom Flanagan, who was always in thick
of spot radio/TV's promotional battle till illness enforced his withdrawal, Grab-
horn will make plenty of statements, service advertisers with information about
spot.

DAYTIME TV AUDIENC:E MAY HAVE REACHED ITS PEAK—Seymour Smith, Advertest re-
Search director, believes dé}tim;LTV audience may hﬁvc passed its peak percentage-
wise. He points to recent Advertest study which shows that daytime audience in-
creased by less than one-third between 1950-'51 while at same time set ownership
increased by one-half. Other important discoveries of study were: (1) daytime TV
exhibits no novelty effect, with long-time owners watching more than short-timers;
(2) average daytime viewer spends 10 hours weekly (Mon.-Fri.) viewing between 9:00
a.m. and 5:00 p.m.; (3) if non-viewers so desire, they can find time to watch dur-
ing day.

CRGSLEY INCENTIVE PLAN SYMPTOMATIC OF STEPPED-UP SELLING BY RADIO/TV—
Crosley Broadcasting's "Operation Sunburst" is first sales incentive plan in
firm's history. Salesmen who sell most time this summer (proportionate to their
opportunities) get prizes, including 2-week vacation in West Indies. Contest is
symptomatic of stepped-up selling philoSophy now permeating many radio stations. In
this case, TV comes in for equal plugging to combat hiatus drop-off on WLW-T-C=D.
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REPORT TO SPONSORS for 2 July 1951

HAL ROACH STUDIOS BLOSSOM WITH TV—Virtually idle during recent years, famous
Hollywood Hal Roach lot is humming with TV film production, has long waiting list.
Current productions include "Racket Squad" (Philip Morris), "Lone Ranger" and

"Stuart Erwin Show" (General Mills), "Amos 'n' Andy" (Blatz), Bing Crosby Enter- ‘
prises' "Royal Plavhouse," numerous commercials. But big deal cooked up by Pat
Weaver, NBC television chief, may soon bump some of foregoing off Roach lot. ‘

_WLCCO CIRCULATLON NEARLY TWICE AS BIC_ AS TWIN CITY_LVEWSPAPERS COMBINED—
With summer business booming as result of aggressive sales drive and i'igures__at-ww-
ing high summer listenership, WCCO, Minneapolis, unloaded more sales dynamite
with its recent presentation. Station marshalled figures from extensive diary
survey showing that it reached nearly twice as many homes in Minneapolis and St.
Paul as all newspapers combined.

MORE TROUBLE AHEAD FOR TV SET SALES?—Virtually overlooked in present diffi-
culty retailers have in moving TV sets is effect development of Theatre TV may have.
Groundswell of consumer irritation may be increasingly reflected at store counters.
Printed media aren't helping any. LIFE was quick to flick salt in retailer wounds
with coy editorial on free TV losing out Lo theatres after recent Louis-Savold
bout. You can expect more columnists, editorialists to get in their licks.

HOW RADIO STATIONS LICK TV BUGABOO IN BIG CITIES—Alert radio outlets in major
TV markets are combating business declines with agg‘r—essive program ideas and mer-
chandising tactics. WLS, Chicago; WNBC, New York; KYW, Philadelphia, have de-
veloped strategies that are boosting billings over last year. WNBC's "Operation
Chain Lightning" gives tieup with 6 food chains and amusement park.

E‘&Q’P STATIONS LEAD IN BATTLE AG&!NST__NARCOTLCS—LaSt week (29 June) WIP,
Philadelphia, launched campaign against dope racketeers with documentary program
recorded during Federal raids on Philadelphia narcotics dens. Veteran WIP pro-
ducer, Varner Paulsen, and station's ace newscaster, John Facenda, used thousands
of feet of tape to tell story complete with sound of doors crashing in on hideouts
of peddlers. In Connecticut, meanwhile, Paul W. Morency, WTIC, Hartford, g-eneral
manager leads battle against dope underworld. WTIC aroused public opinion, got
stringent new narcotics law passed in state with cooperation of other stations.

Now WTIC is offering aid to stations in other states who want to launch own crusades.

WATCH FOR HARD-HITTING CAMPAIGNS THROUGHOUT RADIO/TV AGAINST NARCOTICS—
Following Wayne Coy's explanation to TV stations of what they can do to operate in
public interest, civic improvement problems like narcotics will be uppermost in
minds of TV broadcasters—as well as their AM confreres. Coy told 100 TV broad-
casters at Washington, D. C., confab (22 June) that criteria of public-interest
operation were: (1) Assistance in civic improvements; (2) Promotion of education-
al and cultural opportunities; (3) News integrity; (4) Fairness of presentation of
controversial issues; (5) Enterprise and zeal in promoting community labor rela-
tions, inter-racial understanding; (7) Reliability, good taste, listenability of
advertising on station.

SPONSOR




Students at North Dakota Agricultural
College recently conducted an independent

survey among 3,969 farm families in a
22-county area around Fargo. Each family
was asked, "To what radio station does
your family listen most?"” 3,120 of the
families named WDAY; only 174 named
Station "B”! WDAY WAS A 17-TO-1
CHOICE OVER THE NEXT STATION
— A 3145-TO-1 FAVORITE OVER ALL

OTHER STATIONS COMBINED!
Fargo-Moorhead Hoopers prove that
WDAY consistently gets a 3-to-1 greater
Share of the "in-town" Audience than
all other stations combined#!

BMB figures and mail-pull stories also
prove that WDAY "hogs the show”,
throughout the entire Red River Valley!
Write for all the facts today, including
availabilities.

#Despite the fact that the_other three major networks maintain local studios!

WDAY ¢ NBC ¢ 970 KILOCYCLES o 5000 WATTS
FREE & PETERS, Inc., Exclusive National Representatives
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ARTICLES

What you showld know about moerning men

Those early-a.m, music-news-time-weather shows have long pulled top sales
results for advertisers. SPONSOR study shows how they do it

Bell Telephone's party line: pardt 11

Why 18 Bell companies use spot radio/TV regionally to win local goed
~ill, aid in emergencies, and recruit labor

Is the sponsor really down on radio?

Ed Kobak, consultant to top advertisers, says “no," citing flabbiness of
broadcasters in selling man who foots the bill

How Schwervin does ia

By eliminating guesswork about effectiveness of radio/TV commercials and
programs, research techniques can save advertisers thousands of dollars

TV Dictionary Handbook for Sponsors

Are you up on such TV lingo as "drooling,” "fish bowl,” "gobo," “flare"?
This installment of Herb True's new lexicon gives valuable TV data

COMING

FALL FACTS ISSUE

Fifth annual briefing issue will boil down besic radio, TV trends and data
iponsors neod to make fall buying decisions

The sponsor looks at eensorship

he human and often whimsical history of a problem that spensors must
onstantly face, current, fulure anxieties will be dealt with in this series

porting goods on the air

Hew nd to what extent does the sporting goods industry use brosdcast
nedia sell its wares? SPOMNSOR is now resarching this question

Premuoms on the air

SPONSOR i+ currently surveying trends, techniques, do's and don'ts in
use of premiums
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"morning men” (6:00-9:00 a.m.] are among
the most popular performers in America. In
a special five-page article (see page 19]
SPONSOR explains their success, details re-
sults they've' pulled for every kind of adver-
tiser. Twe '“morning men" shown on the
cover are Joe Gentile and Ralph Binge,
WJBK, Detroit wake-'em-up team. Their
morning madness has earned them top rat-
ing honors and a waiting list of sponsors.
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IT'S EASY,

KNOW HOW!

Here’s double-barreled proof that KWKH is the outstand-

ng radio value in the rich tri-State market around Shreveport.

Hoopers show that KWKH completely dominates the

3hreveport audience. On Weekday Mornings, for example,
KWKH gets a 1469 greater Share of Audience than the
next station . . . actually gets more listeners than all

other stations combined!

89.6% of KWKH’s listeners, however, live outside of
Shreveport. BMB Study No. 2 credits KWKH with a Day-

time Audience of 303,230 families in 87 Louisiana, Arkansas

and Texas counties. Proof that this is a loyal audience is

the fact that 227, 701 of these families are “average
daily listeners” to KWKH!

Write direct or ask The Branham Company for the whole

KWKH story.

;50,000 Watts - CBS -

SHREVEPORT HOOPERS
March, 1951

WHEN YOU MONDAY THRU FRIDAY

8:00 A.M. to 12:00 NOON

KWKH

SHREYEPORT

KWKH DAYTIME

BMB COUNTIES
Study No. 2
Spring, 1949

-

Texas

The Branham Company [ Arka"s“s

Representatives
Henry Clay, General Managcr



$192,555,000

Effective Buying Income, 1950

M.~

$134,098,000

Retail Sales, 1950
Copyright by Sales Mgt, 1951

...that’s what you like

about the South

Let WIBO connect
Baton Rouge Buying- and
Sales-Power for You!

NBC's | + | 5,000 watt affiliate in Baton Rouge, La.

A WJIBO

BRL (FM)

AFFILIATED wITH THE STATE-TIMES AND MORNING ADVOCAIG

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO.

6
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Philosophy is the art of realizing things could be worse. 1t may

cheer cost-groggy TV sponsors, who see production as slow as a
stagehand on double time, to hear about an even more erratic. un-
predictable and budget-bursting kind of “show business.” We refer
to the making ol “prestige” phonograph records by great voecal and
instrumental virtuosi. Here “the sponsor” deals with aristoerats who
work under the conditions. in the places, and at the times they dic-
tate. who have. by contract. the sole vight of veto on musical quality.
Perfectionism, temperament and over-budget operations are not only
inevitable but invariable. So. gentlemen. it could be worse.

* * #

Just about 20 years ago, radio program control was passing,
gradually at first, then in a rush, from the networks to the advertis-
ing agencies. The trend was in full tide by 1933 when two-way
circuits= to Hollywood were fully available. Today, in a reversal
of history. it is the agencies, not the networks. which more or less
willingly abdicate program-building responsibility.  Will the agen-
cies, like the networks, come in due course to rue their easy way oul
in letting George do it?

% Gt

To ask this question. is to open a can of worms,

* k%

But the guestion is being asked. will be asked more and more as
time goes on, The advertiser, as such, hias a natural and irrepressible
interest in the matter of who gets what, and why. Can advertising
agencies. relying altogether on outside free-lance talent. indefinitely
justify to their chients a system ol talent-huying which adds a 157
charge to a package wheu everybody is on the package payroll.
including the very agency supervisors? It's an easy prediction, from
what we already hear around. that this issue will raise, and rage,
during 1951-52.

* * #

Meanwhile. we feel an impressionistic word-picture coming o,

This is Television. New York. July, 1951,

There is a dancing spotlight on $-signs marching like Luckies.

We fade in on a plunging neckline. hold. correction. don’t hold.

Pick up stagehand, nephew of another stagehand.

Stagehand slowly erosses set. grasps flower vase. slowly removes
sanie,

Charge for stagehand. 33. plus 257 Tor network overhead.

Stagehand drops flower vase, it shatters.

“Gees. 1 need a beer,” says the stagehand. taking five.

Cost of broken Nower vase. 812, add 2577 for nelwork overhead.

What yon say to the stagehands union: nothing.

Janitor sweeps up floor. add overhead to floor. Add floor to
overhead. add beer to stagehand’s waist. The men’s room is free.
mcluded in the overhead.

( Please turn to page 19)

SPONSOR




LATEST
HOOPERATING
SHOWS WHKAP

ot AGAIN

In the Lehigh Valley
(2nd Consecutive Year)
Daytime P.M. Rating

294

(Share of broadcast audience)
Ask the "WEED Man"

ew

NATIONAL
REPRESENTATIVE

WEED

& COMPANY

1000

wnlp ... A RAHALL STATION ... Oggie Davies, Manager

WATTS

WKAP-—AIIentown, Pa. . WNAR—Norristown, Pa. @ WWNR—Beckley, W. Va.
JOE RAHALL — President
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Shall this be written on the tombstone—

RADIO
1920-1951

THE OPERATION WAS A SUCCESS
BUT THE PATIENT DIED

Perhaps. Yet the curious fact apparent at this
writing is that the patient is not dead at all.
Virile in its _\'(mt]:‘ grown wiser in its maturity,
the 31-year-old giant is being buried alive!

Those of us who have watched the industry
through the years have seen the infant mature.
until today, radio is herculean in its power alike
to serve the public interest and to move moun-
tains of American-built products.

[How odd, then, that there are those today
who are [renzied as flies in a mirrored box in
their zcal to bury radio while it vet lives. How
odd that a mass hysteria reminiscent of bank
runs of the thirties should grip advertising peo-
ple, a caste which has, until now, believed itself
insulated against such emotional contagion,

The trade press headlines “Radio’s Fight for
Survival.,” Great networks slice radio rates.
Rumor [lies that radio is doomed. The infection.
nntil these last mouths shielded from the public
by the skin and flesh of sober judgment. has
broken throngh, a blood red rash across the face
ol the industry in New York and other major

advertising centers.

Witch-hunt Atmosphere

And we who must view from afar are startled
by the witch-hunt :|tn|ns|)||urc ol those who

would track down a great industry and cast it in

PLEASE...

the grave that its last breath might be smothered
by the very ones who fathered it. Little wonder
that the competition stands by, slyly smiling,
and now and then kicking a shoeful of dirt

graveward.

Perhaps one quiet voice can do little to halt
the surge of emotional thoughtlessness. Even so
we would speak out. Even so we would call

attention to the facts.

At WSM—and we venture to say at other large
stations throughout America—there is no wild
retreat. There is no slashing of rates unalfected
]1_\_r network operations. There are no convulsive

midnight conferences.

At WSAI there is business as usual. And as
usual, business is good. Business, in fact. has
never been so gm)fl as it is t'ight now in 1931.
Station income is up. We have more people on
our payroll than ever before. Advertisers on
WSMI still clamor for certain programs . . . and
one show has a waiting list of four sponsors
standing in line to take the program in case it

should become available.

Each weck we originate 17 network shows
from our Nashville studios. Each week people
come from all over America to see our shows
produced — in fact, more than 300,000 people
will see WSM live originations as they go on

the air this year.

Talent euthack? Not at WSM where we have
more than 200 hig_ name entertainers on our
payroll. Radio dying? Not at this station where
national magazines send writers down year after
vear to do the WSM story. The latest such story,

by the way, appears in Collier’s this summer.



NOT BURIED ALIVE!

WSM type radio with emphasis on live pro-
ductions to satisfy the tastes of a regional audi-
ence continues to pay off just as it has for 25
vears. For instance, take the case of a work
clothes manufacturer who, two years ago, made
WSM his only advertising medium for reaching
the Central South. During the past 12 months,
with a single half-hour show per week, sales
have increased 21 per cent—this, mind yon. for a
company which had been selling hard in this

same market for the past 85 years!

Big Bad Bug-a-boo
Here's an excerpt from a report from a large
food manufacturer: “With one WSM program
per week, the area covered by this advertising
has shown the greatest sales increase in our his-
tory.” This, from a company which, in other
markets, is using newspaper, outdoor and the

Big Bad Bug-a-boo, television.*

Over the last three years, a paint manufac-
turer with just one \WSM program per week has
concentrated on expanding his distribution.
The result—he has increased his dealership in

the Central South by 82 per cent!

A Southern flour miller has such firm faith in
WSM advertising that he has concentrated more
than half his total advertising budget on this
one station during the last six years. The formula
has paid off with (1) a sales area expanded to
18 states (2) production increased from 160,000
units in 1945 to 410,000 units in 1950.

The advertising manager of one of the coun-
try’s largest shoe manufacturers —a company
using television, national magazines and news-
papers—reported to his own board of directors

recently that his WSM advertising of the past

two vears has been the “most satisfving adver-
tising experience of my carcer.” Little wonder
—actual statistics show that the arca covered by
his \WWSM program has shown a 96 per cent in-

crease saleswise this past year.

If you like, we'll furnish names of these com-
panies and more details. More success stories,
too.

But the point we would like to make is that
the WSM kind of radio is alive, and growing as
never before in our 25 years.

It is true that \VSM is one of America’s big
stations. operating with the power of a 50.000
watt Clear Channel voice to reach a vast area.
Still we are but a part of a great industry. We

would not speak for other broadcasters.

If there are those who say their network or
their radio station is sick and must be given the
emergency stimulant found in rate cuts we may
disagree. We may feel that they are vietims of
the contagion of defeatism. But in the final
analysis, it is for these broadcasters to make their
own decision about their own future.

We speak only for WSM. We say only this—
Radio at \WWSM is here to stay because of the
simple and obvious fact that never before has it
sold so much merchandise or served so many
pcnplo. Radio Station \WWSM with its operation
geared to the needs of a region continues to be
the only single medium which takes an adver-
tiser’s message to 7% million people in the Cen-
tral South.—WSM, Inc., Broadcasting Service of
the National Life & Accident Insurance Co.,

Nuashuville.

* Incidentally, we don’t sell elevision short, either. We think cnough
of this new medium w invest WSM-TV money ina 200-mile micro-
wave relay system o bring nerwork shows from the nearest cable-
connection point in Louisville, Kenmcky.
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CKAC costs 47% less
per listener NOW than
in 1945!

CBS Outlet in Montreal
Key Station of the
TRANS-QUEBEC rodio group

! CKAG

MONTREAL

730 on the dial ® 10 kilowatts
Representotives:

Adam ). Young Jr. -« New York, Chicogo
Willilom Wright - Toronta
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COMMERCIAL LONGEVITY

Some while ago | vead an article, |
believe it was in sPONSOR, regarding
the length of time radio and television
announcements are on the air before
Il it was in
sronsor, will vou Kindly refer me 1o

losing their elfectiveness,

the issue in which the article appeared,
IT my recollection is correct. it was late
last [all.
Racen Foore
ddvertising Manager
Beeeh-Nut Packing Co.
New York
® Tteader Foute will finsd Hoh Foreman's disenss
siou of the life of radio anponneciments du SPON.
SOR’s 21 May fs=ne. LThe 7 May SPONSOIU par-

ried an article titled s “Mlow long does o 'V rowm-
wercial live?™

RADIO'S PIED PIPER

Some months ago spoxsor carried a
very excellent story on new Warfarin
and D-Con, Somebody walked ofl with
that particnlar issue of spoxsor and |
would appreciate it il vou could send
me another one, Losing sroxsor s
like losing the Standard Rate and Data
on the way 1o a pitch!

GArpDNER REAMES
Aeceount Executive
Russell €. Comer Co.
Kansas Citv. Mo.

RESEARCH MUMBO-JUMBO

Congratulations o vour persistent
effort to clear the fog that surronnds
o much of media rescarch. The anti-
cle in the 7 May “Are vou
floored by research mumbo-jumbo?”

Is=lic,

i< the clearest statement on advertising
resvarel that 1 have seen.

Because it is our aim 1o achieve clar-
ity of purpose, and clarity of expres-
ston i all I#'-l‘.’ll'l'll Il']ml'l- ]llurllll't'll
by CORE. we would like |N’Ht|i.-.-i”ll Lo
teproduce  this  article with - proper
credit o sronsoir. of course.

Too much talk and writing about
rescarch Ill':]‘l‘a'ir- the jrurpase ol 1e-
~carcl, Researelr must serve as a guide
to action. s useless Tor this PP e
unless the results are both snderstand-
able and interesting 1o the man who
has 1o make the decisions, Usnally this

man is no social scientist,  lostead of

[ trying Lo bring the mountain 1o Mo-

hammed. we believe that the social sci-
entist must present his i'|l|t|ing- in a
form that can be readily digested by
busy “top brass.”
\LBERT A. SHE\
Commumcations Research
Toronto

SPANISH PROGRAMING SELLS

Congratulations on  the excellence
and thoroughness of your article on
sSpanish-language radio. It is welcome
=upport for the story we have been
selling for many years,

The only adverse criticism 1 have to
ofler i= that the article failed to achieve
a proper balanee hetween the .“p.'nli.-h-
|al|l;_'llil,'__'t‘ markets in Texas and Cali-
fornia, 1 refer specifically to the omis-
ston af any mention of the 300,000
Spanish-speaking people in the San
Francisco-Oakland KWEBR has
programmed successfully for this mar-
ket for more than 11 years. and other
~tations in the area also devote con-

stderable program time to the Mexi-
can-American population.
LArry Krasner
Viee President
Forjoe & Company
Los Angeles

Your article on “How to win with
Juan™ was thought-provoking and in-
leresting.

Our  experience  with  Spanish-lan-
guage Dbroadeasting. largely in San
Auntonio and the lower Rio Grande val-
lev and El Paso. on Cloverbloom <00,
certainly proved its power hevond a
doubit.

\\'l' have been \\llll\ill',: |'n|' s=O0nie
thne. trying 1o prepaze a list of Span-
ish stations, I vou are preparing such
a lisl. we would like to have several
copies for our research files,

Gexe M, Licuirroor
!"”f!;f,'?ll {
Evans & Assoctates
Fort Worth

Director

L] SPONSOR has rompiled a list of Seonthwea
spani=h lavzuage <tations whirh i= wvailable an
reapiesl,

BRAVO!
prise to us that vour article on the
Spanish-langnage  wmarket  (“How 1o
win with Juan™1 was a thorough and

\Mthough it was no sur-

accurate analysiz of this huge “mar-
ket within a market.”™ we nevertheless
feel impelled to =alute spoxsor for an
outstanding presentation.

It is almost axiomatic now that the

SPONSOR




more diflicult the subject. the better the
job that sronsor does. In our estima-
tion, an accurate picture on the Span-
ish-language market in the United
States, when it has to be compressed
into one article. poses many diflicul-
ties. sPONsOR met and mastered them
all.
As it lias been often in the past, our
hat is off to sroNsOR!
ARTHUR GORDON
Sales Manager
National Time Sales
New York

Kudos to you and your good maga-
zine, sponsor. We. who are trying to
promote the Mexican-American, are
muchly appreciative of your article in
the 4 June issue: “How lo win with
Juan.”

Our organization, larlan G. Oakes
and Associates, in conjunction with
National Time Sales. is a radio repre-
sentative firm, not an advertising firm
as stated in the article.

spoxsor might, at a later date also
correct an erroneous impression that
only U. S. stations do a job with the
Mexican-American. [ think 1t is safe
to say that the full-time border stations
who broadeast in Spanish are equally
well received by the U. S. citizen of
Mexican extraction, Their coverage is
generally limited to a radius of 100
miles north of the border. so the U, S.
stations must of necessity complement
their coverage in the interior. Lan-
guage, loyalty to traditions. habits, and
social diserimination make the Mexi-
can-American extremely receptive to
advertising in his mother tongue.

Harran G. OakEs

President

llarlan G. Oalkes & Associates
Los Angeles

Along the lines of the Spanish pro-
graming article that you ran in SPON-
soR, | thought you would he interested
in the following information concern-
ing the station [ represent in Denver.

KTLN carries Spanish programing
from 5:00 to 6:30 a.m. and from 8:30
to 9:30 a.m. They feel they are reach-
ing 20000 Spanish families. The pro-
gram features Paco Sanchez and his
wife. The format is built around Latin
American, Spanish and Halian music.
Paco Sanchez is the “leader and
spokesman™ for the Spanish group on
the Denver mayor's hoard of directors
and Colorado’s governor's council.
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Thousands of Gouod

KTLN has, in addition, Spanish-
speaking announcers and will trans
late English copy into Spanish with-
oul «¢ost,

PEcey STONE

Vice President

Radio Representatives, Ine.
Yew York

Congratulations on printing one of
the finest articles ever couceived fn
Southwest stations that program to the
Mexican audience, The facts outlined
in “How to win witlr Juan™ anly help
to further indicate the impact of Span-
ish radio in Texas, We program two
hours daily at KFRD. and over half
of a long list of satisfied advenisers
come from 11(~m‘|nl\' Houston. Unsolic-
ited!

Jint Halgcrove
General Manager
KFRD

Rosenberg. Tex.

I want to congratulate you on your
article “"How to win with Juan™ which
appeared in the 4 June SPONSOR.

I have been a radio announcer.
Spanish program director-preducer lor
the past 10 years, having been con-
nected with such radio stations as
KIBL. Beeville; KRIO, MeAllen:
KGBS, Harlingen: KBKI, Alice, Texas.
During my years of experience 1 have
made a survey of the likes and dislikes
of the Latin American audience, espe-
cially in Southwest Texas, and have
discovered the type of music each
group likes or dislikes. This has helped
me lo win the title of “Dean of Latin
American Announcers” through a sur-
\'(.')_ "Iil[]l_‘- =0me I’Ul]r _\l'-ﬂrH 21;_'(] i” lhl‘
\'ulley of the Rio Grande,

[ wish we had a network in Spanish
like CBS or ABC: then we could real-
Iy give our spounsors better results,
However. they get better results by us-
ing radio than any newspapers, . . . [
for one, read the headlines. the sports
section and the funnies. and that’s all:
I pay very little attention to the ads
and most of the Latin
the same.

I have a program here from 1:00 to

\mericans do

4:00 pom. week days and from 1:00 to

5:00 p.mi. Sundays and ovr station has
beconte to be known as “The Listen-
ing Habit of Latin Where

\inigos Tune in

\inerica

\ternoon
of South Texas

. The Listening
[';(‘f’\ il}l"'\

Ivery
I’ost

( Please turn to page 54)

Fook 0xThs
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STATISTICS

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

is “The Voice of Toledo" and
here are the “why's?”

For Thirty Years WSPD has

served her both daytime and
night

With GCood Programs, Good
sponsors — we've done the
job right.

Buy Toledo’s WSPD where a
majority audience is always
assured.

So, if it's sales you are seeking,
want your spots to be heard

TOLEOO,0HIO

A Fout, Stalion

E000 WATTS.NB.C. 5

& wspo1v

CHANNEL -13

Represented Mationally by KATZ
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the nation, f;":'.‘r
unoreis
\{ World War b B

;-.ol-'ﬁ“-"’i in

_reatest power ,-.ur.'u'-L"-1 1

| his has .
with the
,_ :

;\ R, Nier

o

3 p OUVET S
sident of VaNTAEW of 1950

The £ ! e R \1.[-,- have
: Liled labor supphl . the end O Fancouver, =
d a skilled v a3 since 10C 15 Vanct : L 2
AN . KGW market area r reat Northwest Coml’m;nLNbW}
B WA ethady growth & ‘1» wed by K(_}\V < f KGW's lower ’
the S8 fectively DIanke=r ¢ efficiency 0%, %ot Pest, made
ingLor =it sugh the Rreate by an quthenuc 1ation
() v ko been PIC VETI I\c‘; \Le Maotor Assocl

Northwesl

| by \amtly assists 3 the 5
ri Abovi he # lantl first to be ‘.l.lﬂ\L.d mn h __i CON”JR%"
ymerets aric apple trec. © ‘ch arca on the

aupr's histontc 1'1 Jivery of this Tic
- A far de 1
Ferrant 1 [\.'['J‘J ERAGE of KGW

PORTLAND, OREGON
ON THE EFFICIENT 620 FREQUENCY

REPRESENTED NATIONALLY BY

BROADCAST MEASUREMENT
BUREAU SURVEYS PROVE
KGW’s LEADERSHIP

Actual engineering tests have proved that KGW's efficien
620 frequency provides a greater coverage area an!
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) I

DAYTIME

KGW 350,030
Station B 337,33
Station C 295,470
Station D 192,630
NIGHTTIME

KGW 367,310
Station B 350,820
Station C 307,970
Station D 205,440

This chart, compiled from offi-
cial, hall-milivolt contour maps
filed with the FCC in Washing.
ton, D.C, or from ficld intensity
— surveys, tells the story of KGW's
COMPREHENSIVE COVER.-
AGE of the fastest-growing mar-
ket in the nation, |

EDWARD PETRY & CO




New and renew

I. VNew on Radio Networks

~ SPONSOR

Block Drug Ine

General Foods Corp
1. J. Neinz Co
Rellogzg Co

Kellogg Co

Miles Laboratories lne
Rexall Drug Co
Wildroot Co

William Wrigley Jr Co

William Wrigley Jr Co
William Wrigley Jr Co
William Wrigley Jr Co

AGENCY NO. OF NET STATIONS
Veell & Preshrey ~ sBC 161
Young & Hubleaw \BC 182
Maxon ARC 290
Kenvon & Eckhardt ARC 230
henyon & Eckhardt ABC 230
Geolleey Wade MBS 482
BRI Cis 183
IR0 Chs 119
Arthur Meserholf Cis 1535
Arthur Meyorhaff CHS 175
Arthur Meyerhaofl CHS 175
Arthur Meserhof CBS 175

PROGRAM, time, start, duration

Sat 10:10:15 ami ZX Jung

Mo Sehaol Taday
2 whs

Breakfast Cluhky MF 9.9:13 am; 2 July 52
whe

A Life o Your Hands; ¥ 9900 pm; 29 Jung
13 wks

Mark Traily M, W, F 5:30:55 pmi; | Oet; 52
wha

Victor Borge:; M, W, F 5:53:6 pmi | Oery 52
whe

Pegey Lee Show; Sun 71308 pwi 17 Jung 7
whs

FLil in Peace and Wars Th B-8:30 pmy 5 Julg
52 whs (co- n=ored with General Mills Ine)

Broadway 1s My Beat; Sun 9.9:30 pm; & Jul;
6 whs

Romance; M 99:30 pmg 16 Jul; 6 whks

Johnny Dollar; W 99550 pmg 18 Julyy 5 whs

Lineups Th 9.9:30 pmig 3 Jul; 7 wks

2. Renewed on Radio Networks

SPONSOR
American Vil Co

Camplbell Soup Co
Camphell Soup Co

Colgate-Palmolive-Peet Ca

General Mills Ine

Theodore
i3

Kraft Foods Co

hraft Foods Co

Hamm Brewing

Longines-Whtnauer Watch
Co

Noxzema Chemieal Co
Frocter Gamble Co
Procter Gamble Co

Procter Gamble Co

Procter Gamble Cao

Gamble Cao
Gamble Ca

Procier

&
&
&
Procter & GCamble Ca
8.
&.
Procter &
&

Pracier Gamble Co

Procter & Gamble Co

U. 5.
Force

Seeman Brothers Ine

Voice of Propheey Ine

Williamson Candy Ce

Army and U, S,

Air

AGENCY NO. OF NET STATIONS

_Ju ~«eph Katz

s 58
Ward Wheelock Chs 133
Ward W heelock NBC 3¢
NBC 32

sherman & Marquette CBS 152

Daneer-Fitzzerald- ABC 2073
Sample

Camphell-Mithun CHS 27

J. Walter Thompson MU= 321

Needham, Lowis  and NBC 1518
Brorhy

Vietor Hennetr CBS 119

ssCh Mis 98

Compton CBs 127

r-Fltzgerald. cBs 131

Sample

Benton & Bowley CHs 156
Hiow ARC 143
Hemton & Bowles A 151
Compton ABC 153
ar & HRyan NBC 158
Complon MR 155
Dancer-Fitagerald- NEC 1313
Sample
ram ABC 290
Williaw 11, W cintraub ABC 272
Western ABC 115
Aulirey, Moore & Miis 526
Wallace

PROGRAM, time, start, duration
Edward K, Murrow; M.F 7:

whs

Clale 1533 M-F

Dauble or Nothing; M-F
52 whks

anble or Nothingi MF 2.2:30 pm: 25 Jul;
52 whks

Mr. and Mrs, North; T
whs

Betty Crocker Magazine of the Adey M-F 10:30-
53 ami 4 Jung 32 wka

Edward R, Murrow; M F 70458 pms; 2 July 52
wk

S8 pmi 2 Julg

13045 pmi 23 Juni 52 wks
10:30-11 am: 25 Jul:

B:10.9 pm; 3 Jul; 52

for a Day; T, Th
32 whs
The Faleong W B8:30.9 pm; 25 Jul; 52 wks

11 ed45noons 3 Jul;

symphoneitess Sun 103011 pmy 17 Jun; 28
whe

Gabricl Heattery M 713005 pmi 3 Sepy 52 wks

Lowell Ti 3 MF 6:15:7 pmj aly 52 wks

Teulahs TT5 pmp 2 July 52 whks

Jack Swith Show i MF 711330 pmy 2 July 52

"k
Welcome Traselersy M-F 10:10:30 am; 2 Jul:
32 wks

Life Can Be Beautiinl; M-F 33:05 pmi 2 Jul:

B:15-30 pg 2 Julg
Pepper Young's Familyy M.F 3:30.45
Jul; 32 whe

A Rizht to Nappinesss M-F 32050 pmt 2 Jul;

32 whs
Haekstage Wife; MF 44313 peig 2 Jul; 52
whe

The Came of the Weeky Sat afiy 13 Octg 7 whe

wday Morning Wealdlines

T May: 52 whs

Voire of Propheey; Sunm 93010 amy
32 whe

Frue Detective
Sepi 32 whs

AL

§ G:15.30 png

17 Jung

Mysteriesy Sun 5:30-6 pm; 2

3. New National Spot Radio Business

SPONSOR

Borden Co

Chrysler Corp

INYL)

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, .ﬂor#_ duration
sanowhite vleaning _='|rarll (NYD) 20 stnsy Wis, ‘|_iln-\‘. ba., _I-.min anweniis;  apring-same
eompound Mich. mer
Dodge div ltnthran & Ryan Lanin aune s PJul; % whs

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

Station Representation Changes; Advertising Agency Personnel Changes

DNSOR

2 P

}'e5 ]

Numbers after names
refer to category in
New and Renew:

J. E. Baudino (4)
Murray Grabhorn(4)
Murry Harris (4)
Adna H. Karns (4)
Emmett Heerdt (4)



New and Renew 2 July 1951

1. National Broadcast Sales Executives

NEW AFFILIATION

NAME FORMER AFFILIATION

Juseph E. Banding KRDKA, Pittsh., mer Westinghonse Radio Stations, Wash,, gen megr

Lewn Ben J. Walter Thoempeon, Wlywi., radio-ty Ziv Telesision Programs Ine, Hlywil,, exee
dept head
Gilbert 1, Berry DuMant, Chi.. central oliv sl mer WIBC, Indianapolis, =en <l ngr
Chester Eo Daly WHEN, Buffale. local cls =ame, sls mgre
Gurdan W. Payvis BYW. Phila., stalf annow Same, prog mgr
Seott Donahue Je WIPIN, NY. sls mgr Ratz Ageney. NYoo asst iy <Js mer
Dick Darranes OBrien & Dorranee, N Yo prom MBS, MY die pub orel
consultany
Jacob A, Fyvans SHC NYL omge sls development, ady, Sam mer net radio ady, prom
prom
Ernes Felia ALC, IMlyvwd,, asst treas Samie. acl gem mgr western div
thnek Gay Helton amd Collent, Daston, W0, Dayvton, sls prem mgr
iy dir
Arthur Gerhel Jr attle. «ls mer Same, A==t gen mgre
Murray B. Grabhorn A, NUY., spot sls supery SARISR N, managing  dir
fGiendan Grannis KRG, S, P oasst ads prom mgre Same. alds. prom ingr
Murey  Marris Y Guide. XY prom dir AL € Nielsen Co, NY., dir pub rel. radioay div
Johm 5. Hayes WIEOPr Ine, Wash, svp
Fmmett Heerdit s ) i Sales, NY., acel exee sls
Adna 11, Karus WING, Iaston: WIZE, Springficld, gen Traill: Broadeasting Corp. Daxton, vp
mer
Wayne Kearl RSL, Salt Lake, pub <ve editor Same. pr v
Don L. Kearney Rate Ageney, NY. asst 1y sls mge Same, By prog mer
Aex Keese Pallas News. Dallas, afr sve mgr in WEAA, Dallas, asst megr
charge reg al sls
James M. Kennedsy WHAL, Balto., aeet exee Same, =ls mgr
Panl E. Mowre KIR. Seartle. aeet onee Name, shs mgr
Rivhard A. Moore RECA-TV, LA, gen mgr RTTV. L. A, gen mezr
Nugh Muarphy KWEM, West Memphis, Ark., mgr Paul 1. Haymer, Memphis, mer of new Memphis
office
Robert W, Sarnoll ABC, NY.L die unit prod Same, vp
Arnald Snyider WTTM. Trem news dir WANIR, Newark. prom. pub dir
Clarke A, (Fritz) Snvder Biow Co, NY,, C1 eaer on spee CBs, NY., field eep for CBRTV cds sve dept
arsEnmis
Dann I, Tatum Do Lee, Wlywdo sp ARC, Ilywd., dir v western dis
Franklin A, Tooke KRYW . Phila.. prog mer WOWO, Fi. Warne, sin mer
Chris J. Whinting DuMont, NV cen mar Same. dir DuMowt net

3. Sponsor Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION

Walter . Benoit Westinghouse Hadio Stathens, Wash., vp, gen Woestinghouse Adr-Aem div, Balto.. mgr
Amton W. Bondy henson & Eckhardr, 3. media buyer Lever Brothers Co, N, as<t media dir, odv dept
. S0 Brady General Foods Corp, NY., asst e miarket =ame, dir marker rescorch
resvarch
k. Fastham Whitehall Pharmacal Co. N.Y., asst ady mer Lever Brothers Co, %Y., hrand ady mgr (Lux Toi-
let Seap, Lux Flakes, Silver Duct brande)
wer W. Lorwi DuMant, NY., iz v i AMlen B PuMont Laborateries, Clifton, N, )., exee

asst Lo pr

11, Lesver Brothers Co, WYL sls mige (NY, ddiv) Same, st field sl mge
Wiclhard 1), 1"allin Gray Mfeg Co, Martford., aidv, slg prom dir Rheem Mfg Co, N.Y., adv. <l prom mge
T. W, Pieree Lever Brothers Co, MY, Atlanta div els mer Same, #ls muer (N, div)

Same, MY, prod mgr Post Cereals iy

Kalph M. Warts General Fande<, Evansville (lglcheart Brothe

div), «ls; adv mgre groc

ery epeciultics

6. Vew Ageney Appointments

SPONSOR PRODUCT (or service) AGENCY

L ok Telephone conpany Jumes Lovick & Co, YVancouver, B.C,

B. 15 Pelepbutiv Coy Yaneii
Wea kline Corp, Morristown, Tenn, Berk-Lock eliaire [ E e Ca, NMartford, Ca
Burke Vaters, Chi. ; Vitinabhile dlealer Mian, Chi,

nnfacturer Williane Willnr, MY
Anderson, Smith & Cairns, Toronto
Frwin, Wasey, MY,

st & Hehman, Lo A&,

Craftshine  Sports, NY, Woanen s smit

Pinleis Lid, Toronto
Abert Flilees Toey, NY

Noweearhe

Gerevn Spot Ioes 1 e orange beserape
Numbers after names Just Brathers Corp, N.Y. Jomuley w factnrer v Warren, Jackson & Delaney,
refer to category in X,

lLeser Wrothors Co, NY Lifelmas  chaving  ercam henvun & Eck

Mew and Renew:

Ik Candy Iasenport, In, Lumly n farturer Aher, Hork 1adn
Den L. K(‘ﬂ”\e‘f {4} Fage-Barker hstrilimtors of Voercica, Seattle Fage-liarker Beitich hair lotion Howard J. Mlyan & Son, Scattle
Fritz Sn\ft_il?l' !4] suljpd Master of Califorvia, (akland hitehen wiensils s 1.
Chris Whi“]ﬂg {4' Willivm =, Senll Cu, Caneden, N, ). Bosenl e processor & Keen, Phila, (eff T Sep)
Walter E. Benoit IS} Speneity Finanes, San Josr W eamprany Bichard N Melizer, 5. F.
W, K. Eastham {5} sperial FPands Co. Chk Jas’s potuta ehips Olian, Chi.

Frode-Bite Co, Cinefunai Hoae merchandise distrilintor tinenther, Brown & Berone, Cinn,

Whinle-Sum Produsts Cu, Phila, Camly wannfacinrer Nerbert 15, Shor, Phila.
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621,650 e

We don't hold with those who—as ANA—suggest et
that a TV home is completely and forever lost to
radio, but suppose every radio family in WOAI's area
which could conceivably become a TV home (only a
little more than one-fourth are TV homes now) did
secede from WOAI's 28-year history of dominant coverage. 621,650
homes outside the TV area still would be served by WOAI. That's
77%, more homes than WOAI served in 1942. WOAI's rate has
increased only 139, since 1942. Hooper shows WOAI leads in
audience morning, afternoon and night. WOAI is a better than
ever buy!

So

Even if every radio family in WOAI'S TV area should secede, WOAI,
instead of cutting rate, still might logically increase its rate by a
very substantial amount.

‘I ih

-~

Represented Nationally by
EDWARD PETRY & COMPANY, INC.

sanAnwnlo New York, Chicago, Los Angeles, St, Louis
A6H) A\ AMERICA'S FASTEST Dallas, San Francisco, Detroit
r]]' [ GrROWING
A % MAJOR CITY
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Figures BMB+3.6% tc 1951
based on ANA Report.




—AND WE LOVE IT!

\E

"BIGgER
EVER.

In Richmond, Ya., it's WRHNL tor
SALES RESULTS! When you buy
WRNL, you get o Ready-To-Buy
oudience that hos the WRNL
listening habit, To get your
share of this rich Richmond
market remember . . .

® THERE'S MORE
SELL ... ON

..\A_
e Tk T e

TN
L
g a A

’im

N

For over 10 years . . ,

910 KC 5000 WATTS 1

ABC AFFILIATE L' |
RICHMOND, VIRGINIA \

-

EDWARD PETRY & CO. INC,
NATIONAL REPRESENTATIVES

16

e Meyer H. Robinson

e Sponsor

You needn’t take a course at the Berlitz School of Languages to
pronounce Manischewitz. For radio, repeating the Monarch brand
name daily. has familiarized listeners with this sweet Kosher-type

Advertising Director-Sales Manager
Monarch Wine Company, Brooklyn, N. Y.

wine: made it a leading seller. (Incidentally. the firm has an asso-
ciation with The B. Manischewitz Company. food manufacturer. hut
is a separate corporate entity. |

For Monarch’s 45-year-old Mever Robinson it's an advertising
idea come true: a gamble that paid off. Up until recent years printed
media alone carried the Monarch story to consumers. But when
Robinson joined Monarch in 1935, after putting aside a licrative
Jegal practice. he staunchly advocated a radio campaign, He ex-
plains: “1 felt that Manischewitz had a wider market than its old-
time limits as a sacramental wine, And that radio airing our phrase.
‘caplures the true taste of the gr;lln‘.- would ael a word |li(‘lll[l.‘ across
better than any other medium.”

The Robinson all-out approach: he dropped printed media with
the exception of foreign language newspapers and point-of-sale ma-
terial: radio was to carry the sales hurden.

Starting in 1949, Monarch tested radio in New York and Pennsyl-
vania but expansion was rapid. Today some 55 radio stations (80 to
00 in the fall) and 15 TV outlets plug Manischewitz. Campaign aims
at personal endorsement by talent, stresses live participations.

“The hudget.” says genial New York-born Robinson, “is over
£250,000." He explains Monarch-Manischewitz strategy: “lu the
U. S.. 30 of the people consume 907 of the domestic wine pro-
duction. Manischewitz air promotion is aimed at the 700 who
don’t drink any type wine. We and our agency. Donahue § Coc.
<ell Manischewitz appetite-appeal for America’s sweet tooth.”

A recent survey I the Los Angeles Times shows the Manischewitz
bramd 1o be secomd in L. AL among domestie wines. Among Kosher-
type wines, Manischewitz is the conntry’s leader. Robinson is presi-
dent of the American Wine Association (N, Y. State) and the Nation-
al Wine Association,

Leisure-time activities for gregarious Robinson include goll. char.
ity arganization work. and a favorite annnal “Off the Record™ dinner
for the Braoklvn Dodgers at the Monarch wine plant.

SPONSOR




New developments on SPONSOR stories

See: “What net rate eul means to
.'ollllll.i-ut‘.'-"
Issue: 7 May 1951, p. 21

Slllljl}(‘l: Rise in station rates and S‘ilil{l,‘_"‘t‘_ill
network structure loom in period
ahead

o
o

Ads are busting out all over, telling radio’s story to advertisers
in the wake of the now complete round of network rate decreases,
The ads. most of them dynamic in tone. signify that networks and
stations like WOAIL, WNOX, KVOO, WFAA and KFYR are deter-
mined to prove their current value to sponsors.

A current CBS Radio Network ad entitled “Television’s Big Broth-
er... calls TV a wonder child. But, CBS points out that TV's “hig
brother,” network radio. is still the only medium that combines all
advertising essentials: nation-wide coverage. thumping impact . . .
and minimum eost. Cost-per-thousand on CBS net is $1.18; leading
magazines, 32.72: newspapers, $4.03.

An NBC Paeific Coast Network ad reports 14,000,000 new radio
sets sold last year. The illustration depiets out-of-home and multiple
sel listenership and adds: *“Wherever You Go . . . You Find Radio.”

WSM, Nashville, protests gloom about radio with “Please . . . Not
Buried Alive!”™ WSM points out that it originates 17 network shows
(one show has four sponsors waiting for availabilities), emphasizes
that radio is *, . . only =ing|e medium which takes an advertiser’s
message to 7,500,000 people in the central South.”

}'d\\ard Petry & Company. station representatives. voice théir pro-
tests against slashing of rates in a two-page ad story. A reappraisal
of radio rates, says the Petry firni. must be done on a market-by-mar-
ket basis. The company points out that markets like Portland and
Wiehita have inereased in radio [amilies. making a uniform rate re-
duction decidedly unfair. It asks each advertiser and ageney to
“measure radio as you would measure any advertising medium —in
each market—bhy what it delivers for the dollar put into it.”

In Moline, Ill., WQUA ran a full page ad headed “Don’t Be TV
Slaphappy™ and requested listeners to take advantage of summer-
time listening outdoors. John Grandy. WQUA’s commereial man-
ager. reports that in Moline, “a television market . . . WQUA has
just completed the higgest month in its history.”

i See: “Seward’s folly: 1950
Issue: 5 June 1950, p. 28
0 0 Sul’jeet: National advertisers flock to Aluskan
radio

Broadeast advertisers in Alaska continue to hit pay dirt.

Programing now ineludes live major league games and a soap
opera. Lls-le_m.r.n, for the first time in Alaska’s radio history, can hear
a “game of the day” from the lines of the Liberty Broadeasting
System, The games are sponsored on Sundays by Blalz Beer, with
Philip Morris a partieipating sponsor on the Saturday games via the
Alaska Broadeasting System (KIFW. Sitka: KFQD, Anchorage:
KFRB. Fairbanks: KTKN, Ketchikan: KINY. Juneau: KIBH.
Seward ),

Soap opera is brought to Alaskan women through Proeter & Gam-
ble’s sponsorship of Life Can Be Beautiful (Tide). This dastime
serial is heard on KFAR, Fairbanks. and KENI, Anchorage,

The influx of spot advertisers continues with national brands on
the ABS stations ineluding Proeter & Gamble: Hills Brothers coffee:
Lueky Lager beer: Whitehall Pharmaeal (for Heet liniment, Anacin.
Kolynos. and BiSoDoLil. The Midnight Sun stations have reeently
added Procter & Gamble (Joy): J. B. Williams shaving produets:
Whitehall Pharmacal’s Anaein. Heet. and BiSoDoL.

2 JULY 1951
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Sure...We've Got It

BUT...

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

PENETRATION
W sp Has

In This
us
Prospero g S

-“\\5

?o\e“‘“ 4
BMB Report No. 2 Shows
WSPA With The Largest
Audience Of Any Station
In The Area!

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

HOOPER RATING -- Winter 1949

8:00 AM -- 12200 N .. ..... 63.2

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

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

(Sunday thru Salurday)

GIVE YOUR SALES
A POTENT PERMANENT HYPD

AIR YOUR WARES OVER

Represented By .

John Blair & Co.
Harry E. Cummings

Southeastern Representative
Roger A. Shaffer

Managing Director

Guy Vaughan, Jr., Sales Manager

S
The No. 1 CBS Station For
The Spartanburg-Greenville
MOEkRIEERY: <0 v acvin v o

5,000 Watts --
950 On Your Dial
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MORNING IN MARY LAND
6:00 9:00 AM. MON. 1 SAT.

WFBR \IK

Most stations have them:

hundreds of happy advertisers
use them. Here's the low=down on

what makes them tick

The alarm clock clatters nois-  ment. Nevertheless, programs to “get  tertaimment, And the buying done by
ily—it’s 7:00 aam.! A man up and go to work to” remain a firm these regular listeners constitutes an

rubs his eves briefly, flips tradition among Americans.  Some-  impressive testimonial to the connner-
back the covers. pops out of bed and thing the kids can listen to while dress-  ¢ial effectiveness of radio’s “morning
across the room. Up goes a window ing, Dad can cateh while shaving, and  men.” and their “musical clock™ broad-
and on comes the radio. Mom can hum to while breakfast ecasts,

“Now. up on the toes. stree-t-c-h.  cooks. Response  to srossor’s  question-
down again. In time with the music— Entertainment is only one reason. naire was unusually widespread. indi-
one-two-three-four., . . .7 probably the least important. for ra-  cating that mnsical clock shows are

This scene would be hard to come dio’s loval flock of early-morning lis-  found on practically every station in
upon in real-life today; but moest of the  teners (for size of the audience. see  all parts of the country. Returns show
adult population will recognize it as Pulse sets-in-use figures for represen-  that the morning man operates some-
the early-morning calesthenic program, tative markets). What most -al themn  time between 6:00 and 9:00 a.m.
popular in radio’s “B-eliminator”™ and  expect-—and get—is  service: time. <ome tight through the entire three-

i “C-battery™ days. weather. and news. hour period. Farm sections frequent-

For whatever reasons. interest in this \n extensive spoxsor survev, just v begin broadeasts even carlier. pro-
brand of self-punishment has flagged completed, shows how stations have vide market information as well as the
to the point where stations no longer built and held large breakfast-hour au-  usual news. weather. and time.
broadcast the necessary accompani- diences by blending service with en- Fabulous pitchman Arthur Godfrey
2 JULY 1951 19




MUSIC IS MAJOR MORNING SHOW INGREDIENT. D.J., MUSIC LIBRARIAN, ANNOUNCER WORK AS TEAM AT WPAT, PATERSON, N.J.

talked himself into his first network
hreak partly on the strength of some
l:l|| carly-hour ]H"I"li:ltiill'_' over Wash-
imgton’s WISV (since  changed 1o
WTOI)

figure, it was 6:20 aan. one Monday

\s close as lustorians can

morning in 120 when light-hearted
Arthur made an historie Enders Ra-
ror announcement which was 1o help
lift him to national fame. Despite the
unseemly hour, 3,153 listeners wrote
in for the razor that first dav. Alter

H ':";"‘l m; - )
ORTA| L1| L) e
NS BRI

nine such announcements. the total of
requests stood at 40107 -—an average
of 5456 vequests per announcement,
This was considered outstanding for
the time and the produet,

A zamplmg of more up-to-date re-
sults from similar programs is enough
to warm the heart. and ||m'Ll'll-|m1\. of
any advertiser,

\ recent announeement campaign on
WHBQ. Memphis, by Perel & Lowen-
stein jewelers hrought 261 mail-orders

for their 839.75 watches. They racked
up sales of $1033L75—at a cost of
only 8186.

In Minneapolis. WCCO's Allen Gray
sold more than 420 five-pound chunks
of Bongard’s Cheese at $3.00 apicce. A
total of 81.260 worth of cheese, at last
report, bought by listeners to the Sun-
rise Salute section of this station’s
Housewives Protective  League  pro-
gram. (HPL is an established adver-
tising vehicle on other CBS-affiliatedd

ZANY GIMMICKS, PROPS BUILD POPULARITY. (L TO R.) ART BROWN, MARTHA & VERN, RAYBURN & FINCH SHOW INDIVIDUALITY

20
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man & wife team

Tex & Jinx, WNBC, N.Y.,
Marjorie Mills is one of few wake-up women

stations in other areas as well.)
Orders for 200 “Clipper Farm Fan-
ning Mills™ (at 875 cach) rolled in to
the Gurney Seed & Nursery Co, of
Yankton. 5. D.. when local station
WNAN aired four commercials,
515,000 worth of merchandise sold for
an advertising cost of §158.15. A sin-
gle $12 morning announcement over

:\'IIIII('

the same station sold 13 combines for
Francis Bechner of Sioux Falls to the

Four variations from usual morning format

3 Hedﬁle Bums ana |

6 o TAM. 1130 ¢
Ml.)’q DAY THRU SATURDA

Live Western music peps up WHBQ listeners
Nat Williams gets up early, WDIA, Memphis

tune of over £30.000.

Siles results hike these from all over
the country could be multiphed indeh-
nitely—bank loans, real estate, ciga-
rette lighters. toilet article kits, oil
burners, household ;_-;ul;_u'l-. Most sta-
tions say there isn’t anvthing sold over
the air today that can’t be effectively
promoted via early-morning
They back that up with actual results
like those above.

r-|ln'.\'.'-,

Typical Morning Men merchaundising pieces

. ik
- o _*
Listen for Uoyd Grant, Masler of Mirth on Ihe

@Wllll

1240

6:30 to 9:00 a.m. \

Every Weekday Moming :

r'T] Soulheasiern

Kilem Gruy

== MISIAL AMANAC-WNAY-570

roughl to You al 7:45 am. by Your Local

GAMBLE STORE

Lsten Every Marning to Musicol Almanae - . « 7.45 o.m.

\ typical Morning Man

A little over 10 months a
land’s oldest station. WHK
that its newest mu rning mai wWolul
“turn the town upside down

Bill Gordon appears to have don
just that. Just a few months azo the
annual poll. conducted by Stan Ander-
son of The Cleveland Pre 55, lazeeg
Gordon ** and top 1).]

How did he leapiroz into the num

Best Performer™

her one spot in Cleveland’s smart, hot-
Iy competitive radio league -a leagu
mcluding some of the counlry’s top
stations?  Only 26 years old. Gordon
has a healtlny

healthy

physique. an equally
Back from the Na-

v. he immediately plunged into radio
work, Sueecss as a t]J on “1”]“

ambition.

- I
v o, Y .| -4#'( o |
- -
o |
- ' |J \" - N~ ‘-'?'z" l
i~y 1 Sy '{ :
j i. N ) ]

"y

| S |~ = 1~

. 2 :
T JEA,
=g L L NI [ 1 I
P N - —

\II‘III!IhII.‘. led to more
WHBOQ in the same eity. He was a sen-
Finally WHK. Cleveland. beck-

oned and he made the switch to the

(

Irilrm]-]l‘- il
salion.

bigger market.

I\i‘_\ Loy Hl” l;nril'lll'- success is his
reckless energy, an appreciation of the
value of self-promotion. a well-devel:
oped imagination. and a willingness 1o
extend himsell for his sponsors,

A firm behiever i gimmicks, Gor-
15 to 10:00 a.an. lis-
leners with Count “;hir.\ ”a..!‘: Tide
Quacky the duck. Froggy, the sound of
‘-I'If'.llllill:_’ Wouen. Il--!--'-. |]~|;,‘_- \\HJ\!"-.
nd his

ju=l Loy men-

tlnI] ]-nlli!r.'lrll\ 1

a kazoo. a 1].!}!-’!.‘1N|'- theme, a
s E Smoochie” slogan
tion a few. Oy
get a double “treat”
<ings along with

lop ol this, listeners
when Gordon
Il].!\- a vecord: he
the performer on wax.

\ hard-plugging salesman. Gordon’s
selling trivmphs mehude moving 67
ll-r‘ll Cilr= !.'I! |.i||| \Il'“‘-l\.l ‘Ill |.-; \\r't'L\‘-.
i]lllill_‘.‘ !||1' :Jlis]lllt' nf \\illlt'l. IIH =i
nnl]lin; of the S6.000 worth of busi
ness Gordon [Jtnrm-ln'-l {UI' \l‘lu\\.i_\-

Flving School. with two anmounce-

ments costing 361,20, Currenthh Gor

III'I| i- nuh[ aul.



Certain products seem to sell better
than others, however. Says Harry E.
Irl'illi'-_ Ilhuhll'lillll h'lllll'l'\i-inl‘ of
WRKZ0O, Kalamazoo: “We feel that it
i= most effective 1o advertise the Ly pe
of item which the hstener can go right
out and huy during the day. after hear-
tng about it on the air.”

WRKY, Oklahoma City expands on
this: “We advertise  almost  wholly
those products which deal with the
household tnot TV sets. ete.) but items
such as cereals, pastry products. laxa-
Lives, !nulh]l;‘l.\ll'. --]hlln]um.-_ tra. ete.
We try to stay with those products
which will interest housewives, sinee
they are our greatest listeners during
this time.”

WTIC. Hartford. reports:
ours i< a breakfast-time program we

“Because

'SPONSOR PLUS: (I. te r.) Ed Slusarczyk, WIBX, Utica, is civil defense leader; B. Maye:, WGAR, Cleve., appears in stores;

are careful to rvestriet the connuercial
roulent to |:ru:]|u'l.~ p:il;-ltﬂhh‘ to hreak-
fast-table listening. IP'resenl sponsors
include a soap. hank. shaving prepara-
tion, coal company. salt, and soda-
:']'.ll‘kt"r."

Key factor in the success of an ear-
ly-morning program is the personality
of the performer who runs it. Prac-
tically all of them are men—except for
man and woman combinations
(usnally husband and wifel. One Sta-
tion manager explains the male su-
premacy by saying: “When people get
out of bed half-awake. they prefer the
more soothing tones of a man’s bari-

a few

lone \'uil'c'.“
voice, a

of the
“morning man” needs a friendly. in-

Mossessed proper

formal manner: ability to “be him-

self” while he ad libs his way through
continuity and commercial. Good hu-
mor is a quality often mentioned, with-
out corny attempls to gag up the pro-
The

“smart aleck,” egotistical type who

gram and impose on listeners,

talks down to the audience is univer-
sally regarded as poison by experi-
enced broadcasters.

Irwin Cowper, assistant sales man-
ager of WTIC. Hartford, describes the
ideal morning man: “An m.c. shonld
be a distinet individualist. chosen for
his ability to turn a phrase, his natural
wit, and above all. his salesmanship.
These qualities are hard to define, but
they are worth waiting for and seck-
ing. This job calls for an all-around
man who is good at everyvthing. for the

(Please turn to page 1))

Dan Bell, KRNT, Des Moines, throws aﬂn|E=|E

How Morning Men programs “sets-in-use™ compares with other times of day

Boston New York Philadelphia Washington, D.C. Atlanta Chicago New Orleans Cincinnof} Lu
= Al SN |
6:00 a.m, EN.1 6.7 4.5 1.2 8.7 8.0 1.7 59 ¥
6:30 a.m. 1.0 1.6 5.9 14.8 10.7 13.1 9.5 82 (s
7:00 a.m. 17.2 243 17.5 _22,?_ mik 16.2 24.0 17.7 7.6 I I
7:30 a.m. 20.8 25.7 20.5 25.9 17.0 234 204 16.0 1 1k
8:00 a.m. 22,4 253 18.6 24.6 25-,#.:_ 3 2_5.2__ 259 206 |1
N Bl
8:30 a.m. 22.3 223 17.3 25.2 24.3 23.4 25.0 FA Py A ¥
Ay — : — e
9:00 a.m. 278 24.5 2.2 26.6 1.7 25.6 30.4 23.9 §
11:00 a.m. 293 30.5 27.5 25.4 26.2 222 283 27.5 i_-;
3:00 p.m 258 20.6 225 21.7 24.9 19.2 25.8 22.6 : ! .
B8:00 p.m. 25.0 24.7 19.3 24.8 30.0 23.0 44.3 ) 20.; by
Source: | ires a 1951 es Mew Yark which is May 1951) e i R |
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. Ed Brown, WJJJ, Montgomery, honors local groups

Why Morning Men are a good buy

I. Sets-in-use are substantial: turnover is high,

ensuring good audience.

2, Considered "fringe" time, early morning pe-
riods are classified C or D on rate card, making

them economical.

3. In TV markets there's no problem of television
cutting in on the audience. The visusl medium

still doesn't get up that early,

. Louis San Francisco Los Angeles
T.s o 5.5 ‘ 5.0 _
1.5 9.5 - -3.4 N
18.2 20.6 = 13_,7 -
16.2 . 20.9 : 15.4

239 223 19.4

.! 23.6 216 ;4_

E26.4 225 24.9 [
!n.? 28.7 266

]21.2 22.7 &3 22:2 _
1293 305 Bl 225

Picture albnm of American Morning Yen

|
1
4. Morning men attract loyal listeners; their per- |
sonalized sales pitches bring effective results, |

5. Caught at the beginning of the day, a house-
wife is primed to buy a product just before she |
goes out shopping. |

6. Every product and service has been sold on
musical clock programs—they catch the whole
family.

¥ -

I. Fred Haseltine, Richmond; 2. Creighton Stewart, WCAU, Phila.; 3. Wally King, KSFO, 5.F.
4, Ed Meath, WHEC, Rochester; 5. Howdy Roberts, WMT, Cedar Rapids, la.; 6. Denny Sulli
van, WFBL, N.Y.; 7. Bob Steele, WTIC, Hartford; B. Bill Fountain, WKY, Okla. City; 9. Beb
Hamilton, WDSU, MNew Orleans: 10. Grady Cole, WBT, Charlotte, N. C.; Il. Sam Beard,
WPTF, Raleigh; 12. George Mahoney, WSJS, Winston-Salem; 13. Lee Adams, KMOX, 5t
Louis; 14. Ross Mulholland, KMPC, L A.

.
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GRAY & ROGERS TO THE RESCUE: WHEN STORM STRUCK, ADMEN ERICKSON, WORRELL, ROGERS PHONED SPECIAL BELL ANNOUNCIE}"

B —
48
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Bell Telephone’s party lme

~ PART TWO

OF A TWO-PART SENIES

One Sunday last November,

a ale Tashed across the State

ol Pennsylvania.  1ipping
down wires. llooding the streets. and.

other wreaking
0 [l']l‘il'lnlu‘ SCEVICe, \= the
erisis boiled up. the Trallic Mivision ol

anmong destruction.

Ilil\-Jl

the Bell Telephone Company of Penn-

sylvania arowsed the regional com-
pany's advertising manager. Farl AL
Skinner. at his suburban home. e in
turn alerted Edmnnd H, Rogers. senior

partner and head of the radio 7TV de-

24

partment ol Gray & Rogers. the Bell
company’s ad ageney i Philadelphia.

Within scant minutes, ad manager

Skinner was racing his car through
slippery roads to his Philadelphia of-
fice. On his part, radio/TV chiel Rog-
ers alerted Walter M. Erickson. the
acency Limebuyer, and Granville Wor-
rell. the agency contiact chiel on the
Bell

three collected in the :l;_'t'ni‘_\-r- olfice

account.  In swilt order. these

in the towering Phikadelptia Saving

Fund  Society Buildineg  on South

Only a few of the 18 regional phone companies use

radio in a big way: but the others are catehing on fast

Twellth Street to take qnick ackon.

Rapidly. they put together a 20-sec-
break. They cleared it
Then each sat down to

ond  station
with Skinner,
phone in that announcement to evers
radio station in the path of the storm.

“This is a message [rom the Bell
Telephone Company.” flashed the bul-
letin over some 90 <tations, “We re-
gret the inconvenience cansed by the
storm to those whose service has been
manpower

intevrupted. Al available

and material are being used to restore

SPONSOR




'PENNSYLVANIA RADIO STATIONS ([SEE TEXT)

service as quickly as possible. Thank
_\'nu."

For two days. the ad manager and
the ad agency worked hand-in-hand to
help alleviate the crisis. Constantly in-
formed by the Bell Traffic Department,
they followed up with fresh tailor-made
messages.  These were dispatched to
radio stations in local areas through-
out the state as conditions improved.
and more telephone lines went back in-
to service, Finallv. the emergency was
over. and. with a sigh of relief. the
admen returned to their more orderly
routine—until the next crisis.

This dramatic episode reflects a typi-
cal function of the regional broadceast
advertising done by the 18 associate
companics of the
tem. As was pointed out in Part T of
this article (see the last issue of spox.
sor. 18 June). the 18 Bell companies
jnillll_\' sponsor the £1.250.000 Tele-
phone Hour on the NBC radio network
as a nation-wide open wire. The show
serves a friend-making, friend-keeping
purpose. informing the public of serv-
ices provided by the Bell System.,

( Please turn to page 44)

tell Telephone Sys-

How typical Bell ad managers operate

Edward L. Monser, 47, advertising manager (or N
York Telephone Company, believes in blanketing 1he
state  with announeements I'he company spends

over £350,000 annually for messages broadeast regu-
larly over 98 radio, six TV stations. Born Leaven-
worth, Kan., graduate of Cornell, Columbia Journal-
ism School, he joined N. J. Bell in 1929 a< copy-
writer and became ATET ad copy supervisor in 1944,

N. Y.'s Monser

F. G. Wallis, advertising manager of Michigan Bell
Telephone Company sinee 1950, uses radio program- I
ing, plux state-wide radio announcements, plus TV
announcements  over six  stations, The ecompany,
spending aboumt $350.000. relies heavily on variety

|
|
show, Number Please, on 18 AM stations. A Colum- |
bia Journalism School graduate, he joined N, Y, Bell |
1929, l-llll'rl'd :\TK"I“-; ad (ll'p;lrllll.l’ll] in 1913, !
|
|
. |

Earl A. Skinner, advertising manager of Bell Tele-
phone Company of Pennsylvania. veteran of 20 years }

with the eompany, is heavy user of radio announce- |
ments.  Spending $150,000. the company schedules
three-per-weck announcements on 59 Penn. stations,
two weekly on 33 stations, varying on five Delaware ‘
stations=. e lavors transeribed messages. wses some |
live. He feels radio is top publie relations medium. |

Penn.'s Skinner |

Anson F. Hardman, advertising manager of Ohio Bell
Telephone Company  sinee 1947, uses variety  of
broadeast e¢fforts. Company’s 8300.000 aunual air
budget includes five-stimes weekls partieipation pro-
graming an WEWS, Cleveland ; radio anmnonneements
through Buckeye Suate: TV anvonneements in four
eities: and three-times weekly Ohio Story on 13 radio
stations., He is proud of awards won by Ohio Story.

Ohio's Hardman

How 18 Bell Telephone companies use spot radio
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. Companies using

ments 33 mahe KX XXX XXXXX XXX XX XXX o
control, to warn ' v

of emergencies. - ;

[

. Companies using
spot announce- .
ments to promote -

usage, space sales x x X X X X X
of classified di-

rectories.

3. Companies using

spot announce-

ments to recruit XX XX X
new personnel

4

. Companies using
spot announce- =

ments  detailing XKXXXXXXXXXXXXXXXX
information about
party line, long
distance service.

w

Companies using
spot announce-
ments to  help
solve the long X XXX X X
distance call-by-
number problem.

6. Companies spon-
sofring radio pro-
grams to boost x x
Bell service with-
in region.
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Ed Kobak. consult:

-

W',e!rll“ \‘ﬁ.'hlul lies ahead fnl" ra-
dio? 1Is the medium

which has helped build many of
the nation’s most important firms
limping down the road to obsoles-
cence—as Mmany seare articles i
the press would seem to indicate?
Or. is radio entering on a new
phase of construetive adjustment
to television and continued power
a= an ally of business? i
Decision makers on both the
selling and buying sides of the
fence are vitally concerned about
the answers, For the plans of both

broadcasters and advertisers de- |
pend to much the same degree on
what happens to radio. This point
i~ frequently overlooked. Wails of
despair from the halls of radio
management are heard every-
where: but what of the heads of
firm= which have millions of dol-
lars invested in radio franchises
which they still consider their most
valuable selling vehicles? They,
too. have a vested interest in and
sineere ;:nm] wishes for the econ-
tinued prosperity of the radio me-
dinm.

To get an over-all analysis of ra-
dio’s  problems. sronsor inter-

viewed a man whose career has
embraced every facet of radio—
Edgar Kobak. He has heen presi-
dent of the Mutual Broadeasting
System: vice president in charge
of =ales of NBC: vice president of
Lord & Thomas. Today he is a
business consultant  for, among

others. two firms which are lead-

Ksbat |above) urges radio, sponsors work together to make beautiful music at the cash register
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ing buyers of radio time—DMiles
Laboratories and General Mills.
And, he is owner of a radio sta-
tion, WI'WA. Thoms=on, Ga.
sponsor asked Ed Kobak to
look at radio’s present turmoil not
as a former radio executive and an
active menmber of radio committees
(he 1s chairman of the board of
BAB. Inc. and a member of the
Affiliates Committee): nol as a
business adviser to firms which
buy millions of dollars worth of
advertising annually; but rather as
a businessman equipped t% look in-
to radio’s past. and its future, with
perspective. Here. then. are ques-
tions sponsor put to Ed Kobak
with the answers in his own words.

Q. What single thing would you point
to as radio’s chief trouble right now?

Kobak: The simple fact of the matter
is that the men who sell radio do not
understand their medium as well as
the men who buy it. Too few sellers
just don’t know what happens onee an

ponsor really down on radio?

top advertisers. says **no.” citing flabbiness of

broadeasters in selling man whoe foots the bill

advertising message leaves their hroad-
cast lowers.

Q. That sounds like a serious lack,
but just why do you consider it so (m-
portant S

Kobak: In effect. most radio salesmen
are operating in the dark. They dont
understand how radio is working for
advertisers. They don’t know the needs
of advertisers. Thev are unable to go
in and sell some specific plan that will
get new business coming into radio.
All most radio salesmen can do is try
to snipe at the other network’s ac-
counts. though there are exceptions,

Q. Does that mean vou think there's
radio business to be had which is go-
ing down the drain [or lack of analyn-
cal and creative salesmanship?

Kobak: There is. and 1 can give vou
a good example. Recently, Miles Lah-
oratories bought time on Mutual for
taped rebroadcast of its Curt Massey
show which is on CBS live. Now. no-
tice | said bought. I don’t mean that
Miles was sold on the idea by any sales
man. Miles went to radio: not the

other way around. While salesmen

1. Sell with ideas. Sindy the prob-
lems of advertisers so that youn
can make specific snggestions 1o
them for more advertising rather
than makiug deals,

2, Make lots of calls with vonr
chin np. Remember, von compli-
ment the bimver's good sense when
you ask him 1o by radio.

$. Let advertisers know the eco-
nomie fuets of life of radio. Tell

What Kobak suggests to radio management

Advertisers aren’t nearly the men with horns mauy broadeasters suspeet
they are. Rather, the broadeasters themselves are often 1o blame for the
sales diflienlties they now face. Here are snggestions Ed Kobak makes.

them abont your cost problems so
that they can understand  why
rates can’t be ent (urther.

. Work 1o change the psyeholog-
ical elimate among  adsertisers.
Mauy plans are motivated by im-
pressions  advertisers  get. elp
them get good fmpressions.

3 l'rugr:l!lh are what ryon I s 1o

~ell. Build new shows, constantly
refurbish old ones.

2 JULY 1951

were calling on the agency, 1t was to
get Miles back 10 MBS, not to launch
a new show.

Miles bought the new time hecause
analysis of Nielsen foad and drug in-
dex figures showed that there was a
good opportunity for the firm if it in-
vested more nmones in radio to sell
Alka-Seltzer. As vou know. with these
figures management can keep abreast
of a product’s standing in relation 10
competitive brands as far as sales and
advertising are concerned. The Miles
management knew more about their
opportunities through added use of ra-
dio than the radio salesmen did.

Q. What other weaknesses do you see
in radio’s approuch to its problems?

Kobak: Well. it's all really the same
problem poor selling. Let's ga hack
to what ||;i]||-<'1wt| to Miles, After the
recent cul in network rates, Miles found
iself with a substantial annual saving.
With all that extra money available.
vou'd have thought soxieone at the net-
works would have been hopping a train
down to Elkhart. Indiana, to sell Miles
on a new show, But the pitches Miles

( Please urn 1o page 391

Kobak (with M. Kaiser above) knows problems
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RADIC vs TV

’ |
A CASE HISTORY |

Commercial

e B #3
$3.90 ¥3.90 %3.90

Same Product = Same Show |

imated (ost of
F‘I-m-u; Each 1000 Women

o 0f Women
Who Remembered

18% 38% 63%

Uh]Eth\'E: toe obtain valuable information like this & to help solve problems like this (where TV commercial pulled weaker than radio) L 2

How Schwerm does 1t

Pictnre series on these pages shows how an advertiser takes

the guesswork out of his commercials and program

“

ov‘;:u" The pictures on these pages — a basis for program and commercial — They range all the way from the case !

it show o group of average  improvement, of the soap manufacturer looking for \
\mericans enjoving the unique exper- These pictures were taken a short  a new daytime radio serial to the sad
ence of telling a sponsor off —about his  time ago at the first evening test ses-  tale of the TV sponsor with a “boom-

program and commercials. While vent- sion held at Schwerin Research Cor- eranging” commercial. )

ing their .-}l||'|'r| tand, |nn|l:l|>|\. li==- lrlll';lﬁnll'a new test theatre. a former Take the =oajp maker hmkillg for an -

New York motion picture house. Just  elfective davtime radio vehicle for his I

e <ome orchidst these eitizens are
helping the sponsor use the air more

effectively, A= a typical Schwerin test

how important 1o advertisess are lests

like this? For a quick answer. here

ill’lllllll'L

e First «tep taken by the Schwerin
organization was to try oul a dozen
likely “soap operas™ on typical house-

TV RADID
REYVIEW TIME

panel, their reactions will be seientifi- — are some brief case histories which
| cally charted and analyvzed o provide  tell about vesults of Schwerin tesis,
‘ DITACH ALONG TNIS LINI
1 1 ran anend Telewiion Radia Review Tome ™
Pleawe send Vibets Tor an AFTERNOON [ an IVENING [
ANT DAY Marday Tussday Wednesday Thurrday Vrday
( (¥ ) 5} 8] (
fplease shech gous cholie)
2. Myocupotion i
I yoe wre 6 Hauiesile, haih hore [ ond gove your Hushond s socupstan on the Line above]
), mypoge i Under 16 [ 16257 2a35( ¥ owso(d
Plegss vend the “Teloslyinn Radio Resivw Tima" Hiebeld o)
we, [ Phone Mo e
L LS Heme [pleais prini
i
Adidvain ==

« Card returned by prospective panelist helps
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2.

recruit balanced group

Panel membors line up outside converted theatre for 7:15 p.m. show
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wife audiences. One showed up as
more interesting to the audience than
all the rest and it was therefore chosen
for sponsorship.

Then came a follow-up test. once
the show was on the air. r\llhullgh
generally approving of the show, panel
members now found things about it
that needed improvement. As a result
of their candid criticisms. the story
line was changed somewhat: one main
character was completely eliminated
because he aroused extreme dislike:
and a wnew actress took over in the

leading role.
After these (‘hmlgus were made, the

3. M.C. EXPLAINS TEST PROCEDURE.

2 JULY 1951

KIDS TYPICALLY GRAB FRONT SEATS,

program’s rating took a substantial
uin\'alrd turn.

o Another advertiser had adapted
his very successful radio show to tele-
vision. How
making out? Schwerin found the sales

was the video version
points in this sponsor’s TV commer-
cials not nearly as well remembered as
those on the older radio version. Rea-
son: a radio approach to the TV com-
mercial. with pictures added later to
fill in the visual end. A more unified
approach to sight and sound licked
this problen.

e Then there was the sponsor with
an apparently successful radio prod

srant, Periodic checks of er
ment and commercial by Schwi

panels showed the program doing

effective job. But, thought the spon-
sor, I'm not so sure the singing star
As a re-

sult, the singer’s contract was not re-

is the best man for the show,
newed and a new star took over the
program. Tests immediately detected
a drop in “liking” for the new star.
t'll]l‘t':{llt']’lll_\ for the entire prograni.
Replacing the original singer brought
the “liking” back up to its
It'\'l‘l.

former

e An appliance manufacturer de-
vised an ingenious test demonstration

_

GIVING FALSE IDEA OF THE PANEL MAKE.UP
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I. Test is on.

for his product on television. It com-
pared his product with an “unknown”™
brand. setting up certain saleguards to
make conditions the hoth.
One of these was a careful scaling of

=ame for

all openings on hoth appliances with

Note how woman made herself at home while recording reactions .

"I didn't like it because.

Exam

heavy tape. Someone pointed out hew
time-consuming it would be to have
the fragile model in the TV commer-
cial actually rear all this tape ofl—so
it was loosened beforehand to make the
job easier. 11 was easy: the tape prac-

Who uses tests: how much do they cost?

1. Schwerin Rescarch Corp. clients for program-commercial testing
service include such campanies as AT.&T., Colgate-Palmolive-Peet,
Miles Laboratories, General Mills. Lever Brothers, Admiral Corp.,

NBC, Toni

count< run like this: 10%
and 15% off for 25 hours,

off for 12 test honrs: 129%

Company, Campbell Soup Company.

2. How much does it cost? Basic charge for a “test hour™ is £1,500,
minus \nr_\'ing discounts if series of 1ests is ¢

Dis-
ofl Tor 18;

ntracted (or,

3. A 30-minute radio program. tested for entertainment only, is rated

at 30 test minuntes or £750 on a single-shot basis.

Same program,

tested nlso for commercial effcetiveness on one produoet is rated at

A0 1est minutes or 81,000 for tillgll' lesl,

Add 10 minutes for cach

additional prodoet on the same program,

LA 30-minute television progrant, tested for enter

vitloed i

10 test minutes or $LO00 for one session.

nment only. is
I commer-

ciul effectiveness on one product is included. same progream s

valued o1 54 test minntes or $1.350.

For each additional product

stdied on o TY show, 14 test minntes are added.

30

is over,

fell off when the model-demon-
strator pulled at it

tically

“Fake. phony.” cried the Schwerin
test panel which viewed a Kinescope of
llli:-
kept the commercial from going over-

show. Loosening the tape had
time: but it had boomeranzed on be-
lievability, Schwerin pointed out.
What like
-i'rilu'd I;ﬂ‘l‘ |l]'i|'|' i..‘
$1.500 per test hour. for a single test.

would  tests those de-

above cost?
\ contract for several tests lowers this
| e, so that 25 test hours would |i!‘iﬂ,‘.‘
the maximum discount of 15% . Spe-
cifically, testing a 30-minute radio pro-
[or entertainment wonld
cost S750: including commercials in
the test wonld add 10
hossting total one-shot cost o S1.000,

oram only

test-mnutes,

I'V programs. siee they 're more coms-

lex, cost more. A 30-minnte television
|

test is billed at 40 test-minutes or
S1.000 for an entertainment  survey
alone: with commereial. too. the tab

comes to 81350, Programs of other

lengths vary. not always in proportion.
chients include,
Admiral Corporation.
Telephone &

Current  Schwerin

among others.

\ierican l'elegraph.

i Please turn to page 55)
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. ."" Opinions come out in discussion perio

Panel members get small token of appreciatio




TV dictiomary/ handbook

OF SPONSOIS

©SPONSOR Publications Inc.

1951 TV lexicon is over three times as long

as first edition of Herbert True dictionary

Do you know what “drooling,”
Tv *gobo™ mean in the !i.‘irl;mrc' of television? A
elance through the definitions in this issue’s in-
“i-"liuil:ll'_\' Handbook for
It will also give vou

stallment of the 1951 =TV
Sponsors” will provide the answers,

quickly grasped and valuable TV data,

film conversion figures on page 35,

Authored by Herbert True. Gardner Advertising Com-

D

tContinued )

DROOLING Padding a show with un-
important talk or skits in order to fill
the allotted time.

DRY RUN Those rehearsals previous
to camera rehearsals where business,
lines, sets, etc., are perfected.

DUBBING Mixing several sound tracks
and recording on a single flm.

DUPE A duplicate negative film print
made from existing positive.

DUPE MNEGATIVE Negative of a film
which is not the original negative:
negative made from a positive print.

DUPING PRINT Special soft print
(lavender or fine grain) made from an
original negative so that a dupe nega-
tive can subsequently be made from it.

DUTCHMAN Cloth strip, about three
to six inches wide, pasted over the
crack between two flats to hide the
crack and to make the wall appear
solid.

2 JULY 1951

“fax,” and

Example: the

lun_' I verston of

. l’-‘lra' .'-:j“{u‘lr;r-

DICTIONARY APPEARS IN FOUR PARTS

PART THREE

pany. SN, Louis, radio-TV writer and producer, the 1951

r|ivliun‘|r\ 1= 4 o2n .:1]\ |-\||;|r:|hw| | over T]llr-. Limes s

I'rue’s first dictionarv—published pre-

viously in SPoNsoR.

Tl Dictionary / Handbook for Spon

\uh” !HH f‘lu' .urm";rf:fr' Fiy \.-;Hnr'r;'ﬂu'r~ an ,rn!u: L7 8 J‘"f.’n-

E

EDITING Final arranging, shortening
and eliminating of scenes in a TV kine
or film and synchronizing them with
the sound track. While “editing” is
often used inter-changeably with “cut-
ting,” a cutter is specifically one who
does the manual part of the work,

EDGE FLARE (1) Unwanted lights at
edge of picture. (2) May be countered
by edge lighting which consists of a
small lamp illuminating the edge of
the mosaic. (3) Rim of illumination
around the edge of the picture on the
receiver tube

EFFECTS Tricks or techniques used in
changing film scenes, usually with the
use of special cards, plates, ete,, on a

film negative. Also called opticals

802 The New York local of the
American Federation of Musicians.

EIGHTY-EIGHT Slang for piano: de-
rived from the number of piano key:

ELECTRA-ZOOM A type of Zoomar ol
variable lens designed for studio use
(See lenses.)

to others: 8200, Bullk rates furnished on request.

ELECTRON BEAM A stream of eled
trons focused in the shape of a beam
by external electrostatic or magnetic
fields, Also known as the cathode-ray
beam

ELECTRON GUN A system of metallic
cylinders arranged in i

the narrow ¢

of both the camera nd receiving

tubes, in which is

ormed the electron

team which is ma 1sed f
scanning the ir
camera and for Ing it in ti
TV receiver

EMCEE or M.C. Master of ceremonies
on a TV productior

EPISODE Series of related scenes
which are supposed lo make up an

event of importance in the story.

ESTABLISHING SHOT Long shot intro-
duced at the beginning of a scene to
establish the inter-relationship of de-
tails to be shown subsequently in near-

er shots.

ET Abbreviation for electrical tran-
Usually 33-1/3 rpm's

seription
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WORLD STATIONS ARE
MAKING MONEY WITH

THESE JINGLES NOW !

® HOME IMPROVEMENT
JINGLES CAMPAIGN

® FUR STORAGE
SERVICES JINGLES

@ FLORIST YEAR-ROUND
CAMPAIGN

® FARM PRODUCTS
SIGNATURES

® APPAREL LINES YEAR-
ROUND CAMPAIGN

® BEAUTY SHOP
PROMOTION JINGLES

® FURNITURE STORES
JINGLES

More Money-Makers !

® LOAN COMPANIES
JINGLES

® USED CAR DEALERS
JINGLES

® BAKERS JINGLES

® CREDIT CLOTHIERS
(MEN) JINGLES

® JEWELERS JINGLES

® SAFETY JINGLES
CAMPAIGN

® CREDIT CLOTHIERS
(WOMEN) JINGLES

And More!

® WORLD MUSICAL
WEATHER JINGLES

® FURRIERS CAMPAIGN

® FOOD PRODUCTS
JINGLES CAMPAIGN

® HOMEMAKING JINGLES
CAMPAIGN

® BASEBALL SIGNATURES
CAMPAIGN

® SPORTS SIGNATURES
CAMPAIGN

® HAPPY BIRTHDAY
JINGLES CAMPAIGN

e WORLD MUSICAL
TIME SIGNALS

e KIDDIE PRODUCTS
SIGNATURES CAMPAIGN

e FOOTBALL SIGNATURES
CAMPAIGN

® BASKETBALL SIGNATURES
CAMPAIGN

=\WATCH

ing
ently SPO“SOt

tisers are cuts
7,385 adver

these powerf ub W

i 1
ORLD jingle campaigns




AND HERE ARE MORE
SALES PRODUCERS
AVAILABLE EXCLUSIVELY
AT WORLD STATIONS !

® CHRISTMAS SHOPPING
JINGLES

® CHRISTMAS SALES
JINGLES

e FOOD PRODUCTS
CHRISTMAS CAMPAIGN

® TOYS AND CHRISTMAS
GIFTS CAMPAIGN

® CHRISTMAS DECORATIONS
AND GIFTS JINGLES

And More Money-

Makers !

® VALENTINE'S DAY
JINGLES

® EASTER GIFT JINGLES

® EASTER APPAREL
PROMOTION JINGLES

® MOTHER'S DAY
JINGLES

® GRADUATION DAY
JINGLES

® JUNE WEDDING
JINGLES

® FATHER'S DAY
JINGLES

af gn
Association Campaid
for Year Round Use.

TATIONS.
LD—AFHLIM‘Eg CHARGE
D

FREE IS vionio pvs 47"

Time-Buyers! Account Executives!

PROGRAM SERVICE

WORLD BROADCASTING SYSTEM, INC.
488 Madison Avenue, New York 22, New York

WORLD STATIONS HAVE THE SHOWS,
THE RATINGS, THE KNOW-HOW!




They helped build the TV Dictionary Haudbool: . . .

R. B. HANNA, Mgr,, WRGB-TV, Schenectady

EXPANDING SQUARE Film effect
wherein an image becomes visible as
it replaces previous picture from small
expanding square out,

EXPLANATORY TITLE A title inserted

during a program, between actions or
scenes, explaining something not made

T T
/YU SEE HE |
/ WANTS THE /

/ RENTQRQUT
|/ SHE GOES... /

R — |

clear in action, Poor taste usually and

such titles are seldom used in televi-

sion.

EXPOSITION Explanation of what is
to  follow, frequentiy by narration
voice over, laving groundwork for the
story.

F

FAC or FAX Full studio facilities.

FADE TO BLACK Popular method of

ending TV dramatic presentations
where picture is gradually faded down
until the screen is black, In TV it's

done electronically; in motion pictures.
iptically

FADE UP, FADE DOWN Refers to au-

dio fades of mikes.

FADER or POT Instrument used to
ower to raise sound level.
FADES—Tclevision:

In: The TV screen is dark and the
picture gradually appears to full

brightness.

34

C. MacCRACKEN, v.p. radio/TV, DCA&S, N.Y.

Out: From full brightness a picture
disappears gradually until the screen
is dark,

Film: Fade in and outs, dissolves or
mixes are normally made optically in
film laboratory on an ‘optical printer’
and are usually called opticals. Trick
shots are alsno mainly optically done.
In films ‘'mix’ and ‘dissolve’ are synon-
ymous and denote a gradual transtion
from one scene to another, both scenes
being visible in a superimposed state
for a period during the middle of the
transition.

FAIRY GODMOTHER An unimaginative
musical director,

FAKE or FAKING Arrangement of ar-
ticles or material in an unnatural man-
ner that when photographed passes as
authentic, A legitimate artifice to
make the unreal appear real.

FALSE CEILING Term used to describe
devices such as partial ceilings, ete.,
which are used to create the effect of
a room completely enclosed from above
without affecting an actual covering
which would prevent effective over-
head lighting,

FAN—Unecritical enthusiast for TV tal-
ent. show, or presentation.

FANFARE A few bars of music usually
employing plenty of trumpets to her-
ald start of TV show, an entrance, or
special announcement.

FANTASY An imaginative TV presen-
tation not restricted by realistic con-
ventions. Usually one dealing with
mythology or the supernatural,

FARCE TV comedy designed strictly
for laughs and not concerned with
plausible characters or probabilities of
plat,

FAT Meaning to have sure-fire jokes.
epasy lines to deliver, or simple sound
cilects.,

FEARLESS DOLLY The most flexible
and satisfactory of the less expensive
motion picture boom-type dollys, of-
fering himited elevation of camera on
short boom.

H. McMAHAN, Exec., Five-Star Prad., Hywd.

FEED To transmit a TV show to sta-
tions or groups of stations.

FEED BACK The squeal or howl re-
sulting from accidentally closing the
inbound and outbound ends of an
electrical circuit, or from an improper
mike set-up.

FIDELITY The exactness with which
a television or radio-transmission sys-
tem reproduces sound or picture on the
receiver.

FIELD (1) Program-wise, the area of
set or scene covered by the camera as
seen on the receiver tube, depending
on the type of lens and distance of the
camera from the scene. (2) Refers to
one set of scanning lines making up a
part of the final picture. In present
standards, pictures are transmitted in
two fields of alternating lines which
are interlaced to form a 525-line pic-
ture at the rate of 30 complete pic-
tures or frames per second.

FIELD PICKUP or REMOTE The trans-
mission of out-of-studio events by a
mobile unit, and cameras.

FIGHT THE MUSIC To struggle in
singing; (said of an actor) to be dis-
turbed in speaking lines above a musi-
cal background.

FILL Cut to insert additional mate-

rial.

FILL-IN LIGHT Spots or lights used to
soften shadows, usually 3/4 KW or 2
KW,

FILM CAMERA CHAIN Complete series
of equipment used to present films on
television, consisting of iconoscope
camera, camera control, and shading
desk, and one or more projectors. Fre-
quently a slide projector is mounted
beside the film projector so that sta-
tion announcement slides may be
shown over same circuit.

FILM COMMERCIAL Advertising mes-
sage placed on film for projection over
the film facilities of television station.

FILM CUE Perforation in film to indi-
cate time remaining.

SPONSOR




RAY RICH, Prog. Mgr.,, WDSU-TY, New Or,

LEE RUWITCH, v.p., Gen. Mar., WTVJ, Miami

Film information

Timing and Word Allowance
Chart for 16mm TV Filmed
Commercials and Shows.

Feet | Seconds |Words
1 01.7 | 4
2 03.3 8
3 05.0 12
B 06.7 16
5 08.3 20
6 10.0 2
7 11.7 28
8 13.3 32
9 15.0 36
10 16.7 40
11 18.3 EL)
12 20.0 48
13 21.7 52
14 233 56
15 25.0 60
16 26.7 64
17 28.3 68
18 30.0 72
19 317 6
20 333 80

21 35.0 84
22 36.7 88
23 38.3 92
24 40.0 96
25 41.7 100
26 43.3 104
27 45.0 108
28 46.7 112
29 48.3 116
30 50.0 120
31 51.7 124
32 563.3 128
33 55.0 132
34 56.7 136
35 58.3 140
=30 ___60.0 - 144
_Feet | Minutes Words
45 1:15 180
54 1:30 216
63 1:45 252
72 2:00 288
81 2:15 324
90 2:30 360
99 2:45 396

108 3:00 432

144 4:00 576

180 5:00 720

360 10:00 | 1440

390 10:50 1560

522 14:30 2088

1062 29:30 4248

CONVERSION FACTORS To find 16mm
ft., multiply 35mm ft. by 40%. To find
35mm ft.. multiply 16mm ft. by 215,
One 35mm f{t. equals 2/3 of a second.
({Number of 35mm ft. times 2/3 equals
seconds of screening time.) One second
equals 1'5 35mm. ft. (Number of sec-
onds time 1'% equals the amount of 35
mm ft.) One 35mm f{t. equals 16 frames.
One 16mm ft. equals 40 frames. 24
frames projected a second. Ninety 35mm
ft. equals 60 seconds. Thirty-six 16mm
ft. equals 60 seconds. One 16mm ft.
equals 1-2/3 of a second. (Number of
16mm ft. times 1-2/3 equals the screen-
ing time in seconds.) One second equals
6/10 of a 16mm ft. (Number of seconds
times 6/10 equals the amount of 16mm
ft.1

VOICE INFORMATION Voice must al-
ways be two seconds shorter than action.
For example: 40 ft. 35mm playlet screens
in 26-2/3 seconds but voice is read in
37 ft. or in 24-2/3 seconds, 16 ft. 16mm
playlet screens in 26-2/3 seconds but
voice is read in 14-8/10 ft. or 24-2/3 sec-
onds. Voice on a revoiced playlet is al-
ways 2/3 of a second shorter than on
original recording. (One 35mm ft. or
2/5 16mm ft.)

PROJECTION REMINDERS Takes 3 min-
utes to warm up 16mm projector; 5 min-
utes for 35mm projector. 8-second roll
cues are necessary on 16mm sound film.
Faster roll cue on 35mm sound or si-
lent film. In TV 30 frames are projected
a second and sound is 24 frames ahead
of picture. Regular movie projection
speed is 24 frames per second.

WORD, SOUND ALLOWANCES Average
word allowance (non-technical subjects)
16mm film—4 words per foot. 20-second
film commercial has 17 seconds of
sound. 8-second film commercial has 6
seconds of sound,

2 JULY 1951

B2 8

W. J. SCROGIN, Serv. Mar., United Film, K.C.

FILM LOOP A short piece of motion
picture film spliced end to end to form
a loop which is threaded on a projec-
tor and run continuously during a
show so it can be brought into the pic-
ture sequence as desired. Usually used
to establish locale or maintain montage
effect.

FILM PICKUP Electronic transmission
of motion pictures from 16 or 35mm
films by means of television.

FILM SEQUENCE (1) That portion of
a telecast made up of various motion
picture scenes. (2) In motion pictures
the relation of various views of a scene
which build into an incident climax.

FILM STRIP A sequence of several
35mm frames shown individually. Al-
so called slides.

FILTER MIKE Microphone rigged to
give special effect of voice coming
through telephone receiver or other
varied eflects.

FILTERS TV lens filters used to elimi-
nate or reduce glare or a portion of
light spectrum.

FIRE UP Direction to film man to
wiarm up projector. Takes approxi-
mately three minutes for 16mm; five
minutes for a 35mm. An eight-second
roll cue is necessary on l6mm sound
film. Faster roll cues are possible on
35mm sound, and all silent film.

FISH BOWL The clients’ observation
booth with TV monitors.

FISH HIM OUT Slang for send the
boom down to pick up sound, but don’t
get boom or mike in picture

FIXED INSTALLATION Permanent set
such as kitchen, newsroom, etc.

FLACK The publicity writer for TV
talent, show. etec

FLAG or GOBO Large sheet used to
shade light from cameras.

FLANGE A spool reel withh both sides
omitted so that film, uwsually cominer-
cials, wound on it may be removed in a
roll for storage.

\Please turn 1o page G1)
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SEWING MACHINES

SPONSOR: =tate sewing Center AGENCY : Direc

CAPSULE CASE HISTORY : Less than 320 had  been
spent via WOOF by sewing machine outlets in the sta-
tion's three-vear historv. Then State ventured a three-
announcements-per-tlay campaign. In three weeks, the
firm had so many leads they switched to a 15-minute seg-
ment of Hillbilly Hit Parade. In less than 00 days. spend-
ing 5150, Stare .rr’u"ru'n’ a 53.330 sales Lross, And maore
than 100 leads remained 1o be ealled on at that point.

WOOF, Dothan, \la. PROGRANM: Annonncements;
Hillhilly Hir Parade

RADIO
RESULTS

HELP WANTED

<PON=OI: Colimbian Ve & Mg Co VGENCY s Dhreet

CAPSULE CASE HIST(IRY Columbian’s ,n,tnbfr'm =N o
huild up several of their depariments requiring innedi-
ate additional help. The Suuday Slovene program was
the radio help-wanted colwmu, with Columbian running
ficey annonneements. Coost: 825, The response was -
mediate  elose to 300 jnquiries the following day. The
feterfeary \upa-r:.a.-.n-u.-/r.ru ."J"{inH.\ J"fr‘.\ Lery j:h'n‘.\rr} il H'H'
way radio browght skilled help quiekly and tnexpensively.

WAL Cliveland PROGIRAM: =lmvene

g ]

REAL ESTATE

SPONSOR: First Federal Savings & Loan AGENCY : Direar

CAPSULE CASE HISTORY:  First Federal specializes in
home loans. And, to build realtor goodwill, it offers time
on its T:45 a.m. newscast free 1o real estaters who want
to mention specific offerings. One realtor, Sam King.
booked a $15.000 listing one day, received a free plug on
the newscast the next day, closed the sale that same day.
Naturally. First Federal Savings & Loan handled ithe
financing. Program cost. 320.

WABB, Muohile PROGRAM: Newscast

CONFECTIONERY

SPONSOR: [lofiman Candy Co, AGENCY: Mayer- Co.

CAPSULE CASE HHISTORY: Cup OF Gold 15 a 10¢ cand)y
bar on the market three vears: sales tll recently were
3.000 24-bar boxes weekly. To up its totals. Hoffman
bankrolled a Monday to Friday 15-minute segment of
Ameriea Dances and a 15-minute Saturday portion of
Strictly From Dixie. [n three weeks, 62 nen jobbing out-
lets opened. In seven weeks, there were 1.000 new retail
outlets. Sales now run 1o 7.500 boxes weekly and factory
output is up A0 L. Cost: abour 3330 weekly.

KFWDB, Los Angeles PROGRAM: America Dances;
Strietly From Dixie

MUSICAL CARD

SPONSOR: Wint’s Pharnmaey AGENCY ¢ Direer
CAPSULE CASE HISTORY : This drug siore sponsors a
daily five-minute soctal calendar program. For the most
part, commercials are of an institntional nature. But.
recently, Wirt's recetved a shipment of musical greeting
cards that play “Happy Birthday™ when a crank is turned.
The show's announeer played the jingle and caswally men-
toned that the 31 cards were available. Three brief
mentions sold A7 dozen cards for 8563 cost: 30 daily.

WAGW., Meadville, 1'a, PROGRAM: Social Calendar

e A—

LIQUID PETROLEUM GAS

SPPOSSEIE . Raoek G- AGENCY s (P Brien
CAPSTLE CASE HISTORY - Rock Gas, an inevpensive
heating and cooling (wel. is delivered o high pressuee
eviinders anil fewd where ;hru.fr:.“u‘h!\ is desired. Ta
reach wiew custonier wpetcare nof Rocl Gas assets, the
ferm roer SEX @i Henn prrennd -J-'l'.flh r“uf ‘T: \u.-r ,"\’rh'!,
;f.'f:.\ PePOELs sitles tnereased iy thousonds n_f dallers. 1007
e senp et ] th L ! VrOHs vears: salesmen wre Iw:'.-:_-_r
weleomed. AN this w Kool Ccas has been i business

P aneonver for 25 yveut

CRSW. New Woestmanster, N HHRIRIRRY N et~

POWER LAWN MOCWERS

SPONSON: B F. Goodrieh Store AGENCY: Direet
CAPSULE CASE HISTORY : The store manager featuvred
a new shipment of power lawn mowers on his Morning
Parade announcements. Two announcements advertised
the equipment awith M.C. lohn Woods suggesting pui-
chasers .r'fqm'ihi.’t’ the ;H'fl'f* u_r" the mower by nsing it to do
their neighbors’ lawns.  Apparendy this sales gimmick
worked : .‘!ir' Goodrich Store soll ,‘um maoners al $T".‘)5
and one ar 3125, From 820 worth of announcenents:
SELLOO 0 sales.

WIAG, Wareester PROGRAM: Jolin Woud<" Morning Parade
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'V commerct

000

by BOB FOREMAN

A« I've mentioned before. one of the
most distressing effects continually be-
ing achieved in television copy. both
live and on filn. is the insipid grin of
pleasure which happy users of various
products toss camera-ward. They may
he freckle-faced moppets gorging cake.
huxom girls tasting syvnthetic orange
juice. or healthy voung men downing
heer,  Unfortunately, even the Lunis
couldnt get awav with this brand of
histrionics,  Not that it isn’t okay for
an actor or actress o appear h:![lp}
ulilizing the sponsor’s produet. but the
sestures are usualh reminiscent of the
«hool of acting of Lilyvan Tashman.

The main reason for this somewhat
hammy approach to TV copy i=. pri-
marily. a thing known as “voice-over.”
Voice-over means having vour aundio

review

TV

RODUCT  Rheingeld Beer (Liebmann
Breweries)
SENCY Foote, Cone & Belding, N. Y.

10-second station identifica-
tion announcements

PROGRAM:

One of the mo=1 adroit spon boys and ap-
propriate copy technigues for thit buy being
todday 1= represcoted by Rhein-

10-se00mil

done in TV
.u1|| “f'- r-
This product™s admen, realizing that

station  identifica-
e

theirs b= one which needs hinle elucidation,
have spotted the Rhivingald  theme-line  be-
thise few whe

Ay

Rheingohd, the dey beer!™, henee it fits Ju=i

Iween l11||-r.|1i||:: ‘]lu\\-. Ior

ight non know, this theme is: heer is

et an the Towre 1o eight svcond- ol aodio

permitied  for station  identilications.

Iowankd be nive if all ehannels which sell
s ke worihil T i =ane
monnt ol LALLT L1 bt the =tandards are a-
vl e l-r-rph'- coat. This makes the

vl L-Uullllliuli afl =tation wdemtifiea-

ningy

twms fur more difiwnlt than it shoabd e,

Pt 1o et back 1o Rheingold, which has
eyt o galy of these spots o) dnserted at-
Pentmin tin poersonalines i them, The
| 1} {1 | |--|---r|||l'1llnt Hre .‘I]muullll'il:
Poggey Ly chinge=:™" amd Pegey warbles 1
heames b vl t the music of  the

done by an announcer who is not seen.
Ir's far cheaper on film and far easier
to do both on filin and live since folks
who can actually speak on camera must
he real actors and actresses able to talk
a= well as look pretty. Furthermore.
they must be able to learn their lines
and to deliver them as if they compre-
hended their meaning. in addition to
moving about naturally while they are
talking. It is this burden on the act-
ing profession whic h has forced so
many advertisers into voice-over copy.

When vou stop to consider. it’s only
natural that will weaken
vour copy. 1o the first place voice and

VOICE-OVer

action tend to get in each other’s way.

When they are in perfect synchroniza-

tion. neither advances the story. the
( Please turn to page 53)

welbknown Rheingold diny.  Here is ideal
neage of a smart timebuy: not oo many
idess worked into oo linle space (the way
ANBC ;l]l'l).t'].- do i not too involved a
thonght (the way Beechnnt gum doves i),
A gal. a label and 10 words. That's jusi

abowr right!

review

Ford Dealers of America

J. Walter Thompson, N. Y,

“Ford Festival,”” NBC-TV
Thi= Jame= Melton <how (11 June, 1951),

which =cems 10 be smoothing oul now, was

tar and away the nost -nlrll.iihiu;: it's ever

Liven perhaps due 10 the lengthy film
insert which ok the andienee inside the
Walt D=ues Studios and divilged some of

the behind-2eenes business of doing anima-

tion,  Far from bemg of academie inrerest,

anil iIJ','}IIi:l]11'1I with  Tull amimated PXOCEpls
Ahee e Wonderhind,
of the firs

from here was o TV

treat magnitinde,
Commercially Ford  presented §ts usually
scamd and frelligent Tootoge of the car ger-
ting it bumps and showing is s1yle.

connnereial \r'|li-|l

The o=t intere=ting

It was o Diraee ol <stunt-dhiivers doing

this ni
the dramatie and dangeron= with their flea

ol Fords, No one could fail 10 be (a1 in
terested th) impressed- even when hearing
the  testimonial the head stuntsman

whose iaring on the road was as apparent

from
as his 1imorousness before the TV cameras.
This live interview at the end of the com-
mercial film served 1o poimt np the selling
story mo=t cenvincingly. The best part of the
stunt driving was the fact that cameras also
were strapped mnside the <lunt cars so there
was plenty of footage “from the driver's
point of view.”

The only thing 1 didn’t like was the pale
varbon of Be Happy— Go Lucky that a some-
what inane quartet warbled at reprise of one
commercial. I vou're going 10 take the
phrase “eopy-writing” literally, why not copy
thoroughly ?

m review

FRODUCT. Super Suds (Colgate-Palm-
olive-Peet)
AGENCY:. William Esty, New York

FROGRAM: Announcements

The soap iraternity. which knows at leas
as much abow this business of advertising
a= any other group. is embroiled in a never-
ending baule of whiteness, sudsiness, and
vase of operation regarding the various prod-
uct= they promote. Until Tide, and now
surf, there were few, I'd say, major differ-
ences or innovation= in the prodocts them-
selves, henee the burden on ithe advertising
folks was even greater. And from this fact,
plus the wsually large expenditures (which
help make @ good theme better) came the
finest themes and 1echnigues, time-buys and
programs, gimmicks and <pots. in all ad-
verlising.

With this light doffing of my cap, 1 would
like 1o question, however mildly, the Super
Suds themeline and their approach 1o this
line: namely “Dynamite to dirt.”  Allitera-
tive it is, short, memorable and adroitly col-
loquial. But. as 1 understand ity the newer
detergents which are bubbling over in the
<oap ficld are sometimes a bit harsh for all
their advantages. 1t's this reason that canses

super Suds’ non-detergent  competitors o
siress  effectiveness  plus  kindness  iwlate,

wash withow red, red hands), So | cant
exactly see why the Super Snds copy ye
l.!ll.’.‘lll sl "Ill} =110 L- |lllllh' I]I" a'\pln-»l\t'-
pess of the product, i al=o ginnuicks it up
with a boominz =ound elleet and violenn vis-
nalization. Of conrse this i< done fur pune.
tnation and emphasi=, and s trne that o
tag line maintains (a bit weakly when asso-
citedd with the above) thar the prodocr is
Lind 1o hands or finer things. But here's
what Um o wondering: i=n't the over-all oo
pun intended—impres<ion of the copy one of
violence?  Aud docsn’t this earry over in a
woman’s mind when she thinks of her lin-
corie and her hands?

SPONSOR




~ WTIC Leads Attack

on Dope Peddlers

Paul W. Morency, WT'IC Vice President and General Manager (left);
Leonard J. Patncelh, Program Manager (right): and Allen Ludden,
Meoderator of *"Mind Your Manners" program, witness the signing of
Connecticut’s new Narcotics Law by Governor John Lodge.

Copy of the new Connecticut
law s available on request,

Connecticut Radio Stations
Speed Passage
of Tough Narcotics Law

HE ABILITY of radio to render notable public serv-
Tice was again demonstrated in Connecticut this
month when STATION WTIC, supported by other
broadcasters, brought about the swift enactment of
a new State Narcotics Law designed to protect teen-
agers from the insidious menace of dope peddlers.
This is the first legislation of its kind specifically
directed toward solving the growing problem of
youth drug addiction.

WTIC’s effort, which involved a complete study
of existing laws and specific recommendations to
legislative bodies, was inspired by the nation-wide
response to the anti-narcotics crusade conducted by
the station’s teen-age program “Mind Your Man-
ners”’ (NBC, Saturdays, 10:00-10:30 A. M.).

WTIC is hopeful that what has been accomplished
in Connecticut will be repeated in other states, and
offers its help to all other radio stations in the coun-
try interested in furthering this worth-while crusade.

Connecticut radio stations that participated

in the Anti-Narcotics Campaign

Bridgeport..... WICC, WLIZ, WNAB New Haven.....
Bristol i coions il ansamsng aa WBIS WELI, WNHC
Danbury ............... WLAD New London.....
Greenwich........... WGCH-FMm Nt wetia 20 ot
Hartford .. ... WCCC, WDRC, WONS,
WTHT, WTIC

Meriden .. .........c... Wiy | -SAamterdiosan g
Middletown. ............ WCNX Torrington . .....
New Britain....... WHAY, WKNB

2 JULY 1951

Norwich: . Gz nisaesiines

WAVZ, WBIB,
........ WNLC
WNLK

WICH WTIC's 50,000 Watts represented
......... WSTC nationally by Weed & Co.
. . -WLCR, WTOR

Waterbury. . . WATR, WBRY, WWCO
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The

picked panel
answers

Mre. Cartoun

Two words +ost
and  creativeness

are the Rf‘)- lo
the difference
that will he found
in this fall's ra-
dio network [pro-
graming at NDBC,
The cost will be
per

low. |,|mt‘r

program on the

Mr. Barry

than it
has been for many years. This. in spite

average
of the Tact that radio for many years
has been delivering nore customers
per dollar invested than any other ad-
With  fesw exerp-

tions, the bulk of the programs planned

vertising  medinm,

for our fall “Ill‘llli will cost a sponsor
less than 35,000 per package.

This, we at NBC feel. is a vealistie,
CONCUIPOrary  approin h 10 the llrﬂll-
lems currently facing the elder of the
Iwo broadeasting media,  In view of
the prre=ent ni:lr'-pu-.ul cronomic un-
certainty, the heightened  competition
among broadeasters, and the advent of
lelevision, radio most adjost isell 1o
W deel thn

new cost approach is doimg just that.

the new  situation. our
In the realin of ereativeness, we have
plasned programs that are completely
and uniguels radio in that they could
el e i\lr'-ul'llll'll as well or o~ effee-
tively i any other medium,
Radio has one great advantage that
utilized ta the fullest
it appeals to and <timulates the imag-

st ow  he

mation of the Listener, The eve of the

iagination is still the createst “magie

40

W Spomsor asks...

How will this fall’s network radio programing
differ from previous years?

Alan R. Cartoun

eve  of all time. You can, via radio.
create the most beautiful sets, the love-
liest women and the mosl 1|:1$hillg
heroes — because yvou create them in the
individual minds of the listeners, ac-
cording to the standards of the indi-
vidual listener.

With this in mind. we are coming
up with shows that could not be done
even half as well visually. Our science-
fction Dimension X, is a
prime example. The strange and un-

progran,

usual betngs of other worlds, the vast-
ness of interstellar space, the complex-
ity of the fabuluus machines of the
future, are far more graphic and he-
lievable in the minds of listeners than
they would be in the actnal sight of a
viewer. because each listener has his
own personally acceptable concept of
how they would appear.

We in radio know that we're going
te have to share the living room from
now on. Anyone who says we're not
Jut anvone who thinks Mr,
JTohn Q. Public is going to turn the

1= WiIone.

radio set off entirely is wholly wrong,

CHARLES . DARRy

I'ice President in Charge
o) Radio f’!ug!'ﬂ'u.\

\ B¢

\:'H l n.‘l.'

||li.-
one, vou have 1o

To answer

20 oul on nol one
but three lTimbe,
vel all, 1 believe.
prety fiom and
solid.,  From the
listener's |||Ii|ll of
view, | think the
answer s simple:
There

will be new pro-
crams, of course, but on the whole, the

I waon t,

Mr. Fineshriber, Jr.

Director of Advertising
Longines-Wittnauer Watch Co., Inc.
New York

listener will derive the same satisfac-
tion from the same multiple categories
information, entertainment
and service that he has enjoyed since

nf news,

radio came of age. From the sponsor’s
viewpoint. | believe he will find avail-
able the same type of outstanding ar-
tists and proven vehicles that have con-
sistently carried his message at the
lowest cost-per-thousand of all adver-
tising media—but with this difference:
at even more attractive prices. From
the networks” point of view. the same
responsibility 1o all segments of the
listening andience, the same over-all
output— but again with an important
difference. a new method of sclling. |
douln that program content will differ
fundamentally this fall from previous
vears, but schedules will be rearranged.
more ingenious sales combinations will
be devised. and programs will be tai-
lored more closely 1o sales effective-
Ness,

In some TV-happy quarters of the
industry. it is predicted that radio pro-
craming this fall or perhaps next year
will be reduced 1o three :-l:lplm-: news,
recorded music, and so-called public
service.  This view not only does vio-
lence to the proven guality of radio’s
many -sided  program  offerings  and
their competitive excellence: it simi-
larly overlooks the physical facts of
radio’s coverage rmnp:nml to that of
TV, Speaking only for Mutual, we can
bardly see our network being  sold
<hort when our audience was up 5%
in 1930 over 1949, And even later con-
firmation comes from the fact that the
average commercial rating on MBS
this past winter (October 1950-March
19511 topped the same period a year
ago. These figures are nationwide, TV
andd non-TV areas combined, and dur-
ing a period of TV's greatest inroads.

SPONSOR




Here at Mutual. we recently took a
Crossley survey of more than 500,000
phone calls in Home-Town America,
the smaller cities and towns represent-

illg 2-]'1 of the U. S. ]'nn'llll(lliull where |

television cannot hope to reach com-
petitively for years to come. Less thau
1/10th of 17¢ of all listening was to
TV. For this 1/4th of the population,
radio’s service and radio’s u]llllll'[illlil_\
have not lessened one iota because of
video. T;lkilli_' the country as a whole,
radio’s 96,000,000 sets still dwarf TV s
approximately 12,000,000 no matter
how vou measure them. With this
reach and this responsibility. network
radio programing this fall must main-
tain the guality and variety which its
audience and sponsors alike demand.

WirLiam H, FinesnriBer. Jr.

Vice President in charge of

Programs
MBS
New York

The neal, coura-
zeons i]lll'.-fiilll.
“How will this
fall's network ra-
dio  programing
differ from pre-
vious years?’’
might  well  de-
serve a question
from me. which

. is "Does \]uv_\'.-:
Mr. Gottlieb Tell Gimbel’s?”

But the price war now raging between
the two miracles of 34th Street has
changed all that. Macys is telling
Gimbel's. The naive idea that anyone
can keep a secret in this business has
become archaic. Furthermore, the
changes in network radio programing
this fall will not be limited to CBS and
the changes are on such a broad. in-
dustry-wide basis, that there are no
top-level confidences, 1 leave my fall
blueprint exposed on my desk for all
the world to see. 11 | hid it then may-
be someone would think it had earth-
shaking importance,

Of course. the sturdy champions will
be back. 1 refer to Messrs. Benny,
Amos 'n’ Andy. Crosby and other CBS
rating leaders. But they're going to
find a lot of new. fresh-faced. fresh-
voiced companions.

Radio is still the great advertising
buy. Too many folks have forgotien
that radio is still a growing boy. TV
has given the kid a couple of bloody
noses but he hasn’t hit the canvas . . .

(Please turn to page 57
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0ST PER
ISTENER

The cost per listener measurement is the only
fair and honest measurement to apply to the
cost of ‘radio broadcasting. This is true whether
it be single station or network cost. When a
cost per listener yardstick is applied to KVOO
rates, the station’s TOP VALUE is apparent.
Check BMB figures, particularly the 6 and 7 day
per week listening columns! You'll find convinc-
ing proof that KVOO is “Oklahoma’s Greatest
Station . . . measured by service rendered . . .
listeners served . . . and low cost per listener to
the advertiser! Call, wire or write KVOO or your
nearest Edward Petry & Company office for
availabilities.

Latest Tulsa Hooper shows KVOO
again leads by substantial
margins morning, afternoon and night.

Oklahoma's Greatest Station

50,000 WATTS 1170 KC NBC AFFILIATE

TULSA, OKLAHOMA
National Representatives — Edward Pefry & Co., Inc.

»
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OUT OF HOME
LISTENING
REPORTED BY PULSE

The out of home radio
audience will be re-
ported in surveys con-
ducted in July for the
following Pulse mar-
kets:

Buffalo

St. Louis

Chicago
Washington, D. C.
Cincinnati

Boston
Philadelphia

Los Angeles
Detroit
Minneapolis-St. Paul
San Francisco
Atlanta

The reports are avail-
able to subscribers
and other interested
parties.

For information about these
and other Pulse reports . . .

ASK THE PULSE

THE PULSE Incorporated '

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

This SPONSOR depariment features capsuled reports of
brosdcast advertising significance culled from all seg-
Contributions are welcomed.

ments of the industry.

KYW helps Wellington Fuad reach new investors

Investment  companies.  comprising
a S2.000.000.000) ill{{ll:‘ll) which pre-
vioushy  confined its  advertising  to
printed media. are now \'vnlurin;_'. into
radio. Like banks and investment bro-
kers before them (Bache & Company:
Merrill.  Lyneh.  Pierce.  Fenner &
Beane: Kidder Peabody & Company .
thev're selling via the airwaves. Lat-
est advertiser is the Wellington Fund
which totals 8172.000.000 and is one
of 100 such funds in the United States.
Late in May. this company went into
radio Tor the first time.

A federal law explains why radio
had been ignored previously. The Fed-
eral Securities Act of 1933 limits the

| language wsed in advertising the offer-
ing of registered securities. Companies
who have their shares offered day 1o
day through security dealers can men-
tion only the name of the mutual fund.
the fact that it is a mutual fund. the
date of its organization. and the words
“prospectus on l’l‘l[l]l'.\l.-?

Wellington Fund. in its current
KYW. Philadelphia. campaign stays
within the legal limitations hut never-
theless presents their minute-and-a-half

Ccommercial in provoecative [ashion.

| The announcement. on an early
' morning d.j. show. is never out of
character:

0.1.: Could 1 horrow a minute or so

of vour valuable time?

ANNOUNCER: Well. it's not so val-
uable. But of course. What's the mal-
ter?

D.J.: Well, iU's nat exacthy a proh-
lem. but wherever there is anything of
intelligence or involvement concerned,
| like to have you standing by so that
I don’t stray too far. Well. now. let me
tell you what the thing is. 've got a
prospectus here that 1 can send out to
voung folk or to peaple with a few
years on them too that sit in with us
here in the family cirele. A prospectus
about the Wellington Fund. Do you
know anything about that?

ANNOUNCER: Not too much. But
[ know enough to know that a prospec-
tus should be a very interesting thing.

The remainder of the commercial is
in the same vein and concludes by in-
dicating that a prospectus can be ob-
tained by writing the station.

A. ], Wilkins. vice president in
charge of national distribution of Wel-
lington Fund shares. comments on his
firm’s air venture. “We feel that the
inauguration of our investment plan
for the purchase of Wellington shares
has ¢reated thousands of patential pur-
chasers whom we have not been reach-
ing with our advertising and sales pro-
motion. We wanted an at‘l\'vrtisin;: Ve-
hicle that would reach these peaple.
We think we may have found it with
this radio program.” * k&

“Career girl™ gives listeners program data

Advertisers are getting that some-
thing  “extra™ on  KBON. Omaha.
through “Kay™ (Miss Kay B.ON
who heralds the station’s daily  pro-
crams.  “Kay” makes her appearance
every morning at 9:30 on Don Peraz-

| 2o disk show. A Date With Don.

To point out the merits of KBON
shows. "Kav™ becomes a jack-of-all
trades.  One day she portrays a gar-
dener ... “come 1o plant some ideas
about ecasv hstening,” Or an archi-

teet . .. a girl with plans . . . the
Llueprint for your information and en-
tertainment,”

Three (o four minute  discussions
with m.e. Perazzo in the lingo of her
chosen  profession. and  appropriate
sound effects, acquaint early-morning
isteners with KBON's sponsored line-
up. Listener comments, the station re-
ports. show the promotion announee-
ments to be entertaining as well as ef-

fective program reminders, * k&
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Topical radio-TV on agenda at first SCANN neet

Some 100 California
agency and media people met recently
at Rancho Santa Fe, Cal.. to discuss
and exchange views on broadecast ad-
vertising problems. The occasion: first

adverlising

annual Southern California Advertis-
ing Agencies Association Conference,
:\lllung those present at the l\\'n-lln)

SCAAA men relax in sun but shop talk goes on

meet were these radio panel speakers
{seated L to r. in picture above) John
Bainbridge, program director, KFMB,
San Diego: Wilbur Edwards, director.
KNX. Los Angeles. and Columbia Pa-
cific network:; Robert J. McAndrews,
panel chairman, and managing direc-
tor. Southern California Broadeasters
Association; Ray Gage, president, C.
B. Juneau Ine., Beverly Hills. and pres-
ident, Southern California Advertising

——‘———q-

B2 080T
WemE i 1

HEmine
1 9 )

v g W £

TV speakers share rostrum with AM experts

Agencies Association. Standing: Sid
Gaynor. assistant station manager and
sales manager, KFWB. Los -Angeles:

Thomas Frandsen, sales manager.
KMPC, Los Angeles: Leon Wray.
Southern California sales manager,

Don Lee Broadeasting System: and
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Kevin Sweeney, sales manager. KFI
and KFLI-TV, Los Angeles,

Television panel speakers (in lower
|l|1.ullll are Bob Laws. sales manager,
ABC-TV, Pacific Couast division;: “.l_\
Gage (also on radio panel): Seymour
KRlate. art director. KTTV. Los Ange-
les; Haan Tyler. panel chairman, man-
ager, l\f||\ l.li.\ .\!l;_{l']t‘_-: I:i"llill'(l
Linkrum. CBS-TV: Charles
Brown, director of TV Sales and Pro-

director.

gram Procurement, BDing Croshy Fu-
terprises; MeGregor Eadie, sales de-
partment. KNDBI. Wes

Turner, president. Westurner Corp.

“n“\ w IIU(]:

Agenda topics went heavily into ra-
dio’s cuarrent problems with slatistical
evidence showing the large hstening
audience radio commands,
inchuded: Wilbur Edwards (“What's
Different About Radio Out Here”):
Kevin Sweeneyv (“New Findings in Ra-
dio Research™) : Tom Frandsen ( “More
Retail Business for Agencies™). Bob
Laws, on the TV panel spoke on “New
Developments in TV Circuiation. Im-
pact, Advertising and Usefulness™; H.
S. Bames, Bureau of Advertising di-
rector, ANPA. on “There’s No Univer-
sal Panacea for Advertising, Either.”

* & *

Speakers

Farmers’ response on WOW-
promoted tour: S72.500

For four years now WOW, Omaha.
has promoted a program of farm study
tours designed to take farmers in the
WOW area and their wives 1o eveny
part of the nation and to FEurope. But
the latest tour prtmmlinn results excel
anvthing done before,

WOW Farm Dirvector Mal Hansen
announced the fourth annual tour on
his Farm Service Reporter program,
weekdays 0:30 to 7:00 a.m., repeating
the announcement for six consecutive
days. The tour: Detroit, Toronto, Mon-
treal. Quebec  (by  boat). southeast
through New England te Doston and
New York and home via Washington.
D. C.. and Chicago. The cost. via spe-
cial all-room train. slightly over 8500,

In six days—and in about a half-
hour's radio time—Hansen received
125 reservation requests accompanied
by 350 deposit cheeks, with an addi-
tional 200 inquiries. Farmers respond-
ed to the radio-selling effort with 872..
500 worth of cash business and there
was a potential additional 2103.000
from the other 200 prospects.  * * *
( Please turn to page 51)

Is keyed to a Large Daytime Audi-
ence — Exclusively yours in 73,000
TV homes!

If you have a message for the
Homemaker you'll find KOTV tele-
vision is a mighty ECONOMICAL
way to show her while you tell her
through Daytime Spot Participation
Shows.

e Lookin' at Cookin’
e Glass Showcase
e Musical Jigsaw

Three star packed, locally produced
shows, that reach the INFLUEN-
TIAL WOMAN'S MARKET . . .

Programming . . . of course . . . in-
cludes the pick of top entertain-
ment from NBC, CBS, ABC, and
DuMont.

kY channel 6

fi: st
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CAMERON TELEVISION

represented by
EDWARD PETRY & CO.
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sprightly. While the elf leaps from
telephone wire to wire, then plunges
pathetically into a snow drift. the car-
ollers harmonize to the tune of fingle
Bells:

W alwavs do our best

For you on Christmas Day.

But some calls don’t zel H‘.IHJH_L{;?

(hr have a long delav.,

So if von want 1o talk

I ith lored ones far away

It's wise to place vour Christmas

calls
lhead of Christinas Day.
Fhen the camera pans back to the

stiow drift. and out pops the ell chirp-
mng:

“Remember. rates are lower after
G:00 pan, every day and all day Sun-
dav. too.”

The strictly regional TV announce-
ments are cleverly animated. too. For
examples the Michigan Bell Telephone
('.unl;l;lll_\-- video commercial (via \,
W, Aver & Son. Detroit) features a
My, Classified cartoon character wear-
ing a collegiate morlar board and
aown. “Last Fall.” savs Michigan’s ad-
vertising manager F. G, Wallis. "in a
local neighborhood Halloween parade,

giru:s
‘qh Point

M IIpr

NBC Afliliale

Only ONE Station DOMINATES

This Rich, Growing 15-COUNTY MARKET

WITH
GENERAL MERCHANDISE SALES OF
$89,084,000"

AM.FM
WINSTON-SALEM

-

Rrotraeatid by
WEADLE® REFD CO
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one of the Detrait youngsters dressed
up like this character, complete 1o the
printed inscription on the front of his
costume.”

Radio announcements used by the
associate companies generally fall into
two distinet groupings— recorded and
live messages. Perhaps typical is the
radho operation of the Bell Telephone
Company of Pennsylvania. This vear.
the Pennsylvania company will spend
STHLOOO to 8150.000 for a continuous
announcement  schedule three-per-
week on 39 of the larger Pennsylvania
stations. two a week on 33 smaller ones,
and varving numbers over five sta-
tion= in Delaware.

The company prefers recorded con-
mercials  whenever possible  (written
by William 3. Harvey, copy chiefl at
the Gray & Rogers Azeney, and placed
by timebuyver Walter M. Ericksoni.
Each station on the schedule receives o
new transcription every three months,
on which are eut 20 separate one-min-
ute spots. The messages are played re-
peatedly—one through 20—until new
transeriptions  arrive  from  the ad
agency.

“The spots are scattered pretty much
around the clock.” savs timebuyer
Erickson. “But there’s a heavy concen-
tration during the early evening hours.
ill Urlll‘l’ 1o rfi"']'l d“ |]'|i‘"l]ll'r.“ nf t]ll'
family at one time. In Philadelphia.
which has 11 stations. there’s scarcely
an hour throughout the day and early
evening when a Bell message is not
heard. Over nine years of the Bell spot
radio program. we've captured many
valuable key times hetween important
adjacencies.”

The company’s predilection [or re-
corded announcements is explained this
way by ageney radio/TV chief Ed-
mund H. Rogers: "When a broadeast
is live. each announcer interprets the
message in his own wav. We don’t
want that. Our material is not contro-
versial. and  shouldn™t Le in tone.
I'here’s no reason for excitement. We
don’t want 1t pounded across. s just
to be spoken conversationally. in a
good-natured. man-to-man manner. We
record it that way. and that's the way
it's heard.”

The performer who presents the ami-
able, man-to-man spiel is Peter Rob-
erts. an NBC announcer. who speaks
on such regionally germane topics as
the ilt[\iﬁ:l[liﬁl} of using the ll‘ll.‘lllllill('
directory instead of calling Informa-
tion. and the courteous vse ol the par-
ty-line facilities. His duleet, *“This is

SPONSOR




Peter Roberts speaking for the Bell
Telephone Company™ — which opens

every recorded announcement has
made such an
svlvanians that many
ten to him asking him for technical ad-
vice on phone service.

“*] have the
“that some people must think Roberts
is Alexander Graham Bell. or even Don
Ameche.”

The company also uses live radio an-
nouncements: but these. according 1o
Franklin P. Jones. the agency’s hriskly
competent publicity director. deal only
“with a strictly local situation.” These
one-minute announcements or 20-sec-

impression  on Penn-

have even writ-

feeling.” says Rogers.

ond station breaks announce that direc-
tories are being distributed in a certain
city.
being switched over from the
to dial system,

A typical message in the latter cate-
gory, broadcast from WNAR. Norris-
town, Pa.. began: “Your Bell Tele-
phone Company wanls us to remind
you that willt‘-rango dial ll"h-ll]mlw ser-
vice in Norristown begins al seven
o’clock tomorrow. From Norristown
telephones, you'll dial direct to all oth-

er Norristown and Valley Forge tele-
39

or that service in another town is
manual

!}}]{}]I(‘f. * e

A unique variation on the delivery
of radio announcements has been
adopted by the New York Telephone
Company, which spends between $350.-
000 and $400.000 on its broadcast ad-
vertising effort annually. Its ad agen-
¢y (Batten. Barton, Durstine & Oshorn.
New York) fuses both live and record-
ed messages in the announcements the
company directs to 98 radio stations
throughout the state.

For example, a one-minute announce-
ment will begin with a 15-second tran-
scription, prepared hy BBDO vice pres-

ident Bob Foreman, aided by radio
copy writer Anne Thomas. It goes this

way:

SOUND: Telephone rings once.

WOMAN: Hello, this is Meribeth
Watzon speaking for the New York
Telephone Company. As you
the number of telephones here has
grown by leaps and bounds during the
past few years. Have vou ever thought
of what this means to you? Well. here's
someone to tell you about il

(This is followed by live tag by lo-
cal announcer with copy 1o be supplied
by the telephone manager.)

What this final. bracketed injunction
means is that the last 45 seconds of
the announcement will be spoken live

kll('l\\'.
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ASK THE

MAN WHO KNOWS

Are you on full pressure

In Atlanta when you buy WGST you reach the

whole market. Just ask

— Mr. Atlanta — he says buy WGST. Top ABC

shows, high local acceptance and alert merchandising

mean an effective selling

more local advertisers buy

any other Atlanta station.
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m(“'[!{;lr' : gj;Unnw’?..mm THH .

\nres

|l Jln Ay

-ty i {
"lunﬁrm-' Qi) i R o

hl iy,
Ml V] i+ » QO
\4? m.-; Dl i

u| M A

b\’\ﬂ /"\5 .m'aWA. ’{ml'l' "

il

P il

Wiy

in the Atlanta Market?

the man who knows

job for you. That's why
more time on WGST than

NATIONAL REP.

JOHN BLAIR

IN SOUTH EAST
CHAS C. COLEMAN
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by the aonouncer of the radio station
that has been selected by BBDO s time-
buver Mary Ellis, The live copy is sup-
plied by BBDO’s account executives
Don Velsey and Ed Ney to the man-
ager of the local telephone company,
who is familiar with the local situation.
The agency men leave open certain
blanks in their live copy (“Squeedunk,
N. ¥ . new telephones
this past year™ ) : and the manager fills
in with his intimate knowledge., Then
the company manager forwards the fin-

Ilil.‘- il(]il('l’l .

ished copy 1o the station announcer.

“The virtue of this technique,” says
Fdward L. Monser. advertising man-
azer for the New York company, “is
that cach local Bell manager through-
out the state becomes, in effect, a lo-
He's at the
srass roots of the local situation, and

cal advertising manager.

can offer his specialized knowledge.
Besides, it encourages him to take a
more zealous interest in the New York
company s radio program.”

Account executive Velsey adds: “It
took somie time to get the system work-
ing. But now. after two and one-half
vears of radio hroadeasting. the tech-
nique is coming along fine. We'lve got-
ten amazingly good results with the
announcements. Last summer, the com-
jrany ?"ll‘\l‘l\('il I’('lll‘]\.' al U[l.‘-l;lh' coun-
v fairs, and 113 out of 315 rI"l“l'II
yes' Lo the question, “Have you ever
heard Meribeth Watzon on the ra-
din?* ™

When it comes to regional radio pro-
craming. one of the outstanding johs
i= done by the Ohio Bell Telephone
Company. The company (via McCann-
Erickson, Cleveland)
3300000 a year on broadeasting. in-
cluding its share in The Telephone
Hour: fivedimes-a-week ]n;lrlit'ip:lliml
programing on WEWS, Cleveland: ra-
announcements  throughout  the
Buckeye State: and TV annoancements
in Columbus. Cleveland. Dayvton, and

l[l".. ?-'Il‘lltl.‘

Taoledo, Tts most notable effort, Ilmu;.'ll.
is the venerable, three-times-a-week ra-
dio show, The Ohio Story. which has
been on the air sinee January, 1947,
(See “They like Mr. Bell—in Ohio.”
1947.) As of
now. the show blankets the state over
these 13 stations:

Camton, WHBC: Cleveland, WTAM:
Columbus. WBNS: Coshoeton, WTNS:
Dayton. WIHIO: Marietta. WMOA:
Sandusky. WELEC: Springfield. WIZE;
Steubenville. WSTV: Toledo, WSPD:
Waorthington. WREFD:

November

Youngstown.

CWRKEBN: and Zanesville. WHIZ.

The program's basic idea is simple

-to tell the story of the state, its past
and present, to all who live in Ohio.
As a consequence, the show does for
the Ohio utility on a regional scale
what The T(‘h-l:hnm’ Hour does for the
Bell Syvstem on a national scale. It
makes subscribers feel that the Ohio
utility is part and parcel of daily Ohio
living. Because the program deals so
warmly and vividly with such histori-
cal Ohioans as Annie Oakley. local
schools often ask to plny the shows
back over their loud speaker systems.
WBOL. the Board of Education sta-
tion of Cleveland. uses selected Ohio
Story programs for in-school training:
and churches and fraternal orders fre-
quently ask for special disks of Ohio
sagas that are close to their heart,

The show gets heavy promotion
from those corporations whose Ohio
roots it dramatizes. When it saluted
the greeting card industry, hundreds
of post cards went out to stationery
stores telling of the broadeast.

When a program  was  conceived
around Jack Werst, the Dayton pur-
chaser of the Vanderbilt diamond.
every jeweler around Dayton received
a civcular from WHIO. In addition.
\nson F. Hardman ar-
ranges for big newspaper advertise-
ments to tell local areas of shows that
are of special interest to them.

ad manager

L. L. Evert, assistant vice president
of the Ohlio Bell, credits ad manager
Hardman. account executive Robert
Dailey. commercial writer Don Lind-
say and seript writer Frank Siedel for
the “high quality”™ of the show. He
points out that the program has won
scads of awards. ranging from the Na-
tional Advertising zold medal of 1945
to the Cleveland Advertising  Club
plaque of 1949 for advertising achieve-
ment.

“The Ohio Story has been voted
cach vear in the various newspaper
polls as the best program originating
in Ohio.” Evert told sronsor, adding
proudly, “These also have voted the
the
least objectionable.”

commercials nwost  effective  and

His comment points up keenly the
important lesson that commercial ad-
vertisers could learn from the broad-
casting efforts of the 18 Bell Telephone
Companies: when you want to sell a
product. vet gain good will [rom the
public. a soft word is often a hetter
way of capturing the listener than sand-

bagging him. * ok ok
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MEN, MONEY, MOTIVES

(Continued frl.’mi' page G

Now new sponsor moves in. he's new
-g-||||n_-n!' nf (l]ll -h-|\\. “lll ?‘illl\\' ”Illiilt'(l
for old spoansor, Old Sponsor has de-
parted, his tail on fire, New sponso
doesn’t know about old sponsor. New
sponsor ||m-:~!|‘t rl’;lil Ir.'itlt' papers, cor-
rection, doesn’t read. Package pro-
ducer and agency producer arve like
this: XX. To XX. add 25'7 for mis-
cellaneous,

Both men belong to the same troop,
Boy Scouts, Both drank milk, same
cow. Borscht Circuit, Catskills. 1935.
New sponsor thinks package producer
is a theatrical genius. The agency pro-
ducer told him so. He isn’t a theatrical

senivs, he's a financial genius, New

sponsor doesn’t know the difference.
Old sponsor. in ointment and band-
ages, can’t be interviewed. That's the
e-u'ri[ﬂ |n|'ir|g re-written on network sta-
tionery, add 25 for overhead,

The script editor has ants in her
brassiere, at the last minute they throw
away this week’s show and use next
week’s show instead. adding 2577 of
next week’s overhead 1o this week's
0\ t'l']'ll‘('lli.

The package producer is in the cli-
ent’s booth telling the sponsor about
the champagne party he’s arranged for
after the telecast.

He's sparing no expense. since he
makes a profit on his expenses, * * *

MORNING MEN
i Continued [rom page 23)

program just about has everything the
early morning listener seeks lo give
him a good start for the day.”

Some sections of the country require
a local touch in their morning man.
A Memphis station suggests “a sincere
hillbilly.” while a North Carolina sta-
lion mentions a “tyvpical Southern ac-
cent,” Several stations feel their man
should be active in local affairs and
causes; one IJ]'!'{t‘!'.- a person whao will
make good impressions during public
appearances,

\ distinctive personality in the “get
‘em up with a smile™ school usually
develops his own twists. props, and
gimmicks to give his program a unique
Havor. Sam Beard. for example.
WPTF, Raleich. N. C., morning man
who follows Joe Reaves at £:30 a.m.
daily, adds variety to his stint by ocea-
sional remote broadcasts. WPTF's
promotion manager. R. W. Young-
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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.

7} power

packed

p-roducer
of sales

VVAVITVIN]

5000 watts Represented by KATZ

A FORT INDUSTRY STATION
Mailing Address, Fairmont, W. Va.
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<teadt,

Corner.

savs: TSam anay pui\ i slreel
a safety island, or a restaurant
from which to stage his talks with lo-
cal Tolks in the Just a different

way of presenting local events—push-

Htw =,

ing safety or any special local cam-
paign, Sam is a pasl master at lying
commercials into his program so lin“_\
seem a real part of it”

One of the most unusual props used
of ril‘lg-
ing canaries who join in on the Ant
Show every morning.  Brown,
morning man on WWDC, Washington.,
D. C., accompanies the birds on either

by a morning man 1s the flock

Brown

a Hammond organ, a piano, or a ce-
Jeste,  Risking  censure, his  canary
“Baby™ flutters around in her hath be-

fore the microphone,

A veteran of 16 years on morning
Art  Brown found the
studio swamped by listeners
wishing him a “Happy Birthday™ last
December 24th. More recently he em-
ceed a School :‘-’lfl'l_\ Patral Show in
Washington™s National Guard Armory.
The American Automobile
chose Brown for the job as a result of

JProgrames,

WWDC

Association

his daily 8:00 a.an. broadeasts to some
3.500 School Safety Patrolmen in the
capital city. He's also been master of

CLEVELAND'S /%24 STATION « W)W - CLEVELAND'S (7 smoesl SIGNAL- W)W « CLEVELAND'S Kl STy

WOOSOME TWOSOME

"Double threat to housewive's heart . . .
Jockies Hines and Clifton;

With her money she will part,

For products they have pitched on.”

The gols laugh with Hines . .. sigh with Clifton . . .
and BUY! Let Cleveland’s top personalities sell for YOU.

CLEVELAND'S /%] STATION

ceremonies al Kiwanis. Lions, Board
of Trade, and other meetings,
Another morning man, Don Bell of
KRRBRNT, Des Moines, has an anniversary
celebration each vear to which he in-
viles Almost 0,000 turned
oul hefore a.m. for his fourth-
year anniversary party held a few
months back. They jammed the huge
KRNT Theater, watched and partici-

* * * * * * * *

listeners,
Gra(H)

seiond advertising is the kind which i-
~o enticing and clear that it will make

a woman unhappy with the clothes she
l -n

has jus=t hought.
1. WOODRUFF BISSELL

Viee president.

Geyer, Newell & Ganger, N.Y

* * * * * * * *

pated in a fun-packed three-hour party
hroaddast—downed  6.000  doughnuts
and 180 gallons of hot colfee in the
process,

In a special promotion stumt for Col-
gate-Ialmolive-Peet’s washing powder.
FAB. m.e. Lyndon Grove of station
CHAB. Moose Jaw. Saskatchewan.
hiked down to a laundry for a remote
While sudsing his wash in
interviewed

broadecast.
the
ladies engaged in the same chore, per-

faundry’s window. he

NG
S ONVTIATIRM PN O

S ANVTIATTO- W [ANOILYLS I7¥7 s AT [

BASIC ABC

5000 W. %
WIW BUILDING CLEVELAND 15, OHIO
REPRESENTED NATIONALLY BY H.R REPRESENTATIVES, INC. g
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suaded one 1o hr'lp himt finish wash-
ing his dirty <lothes. During the 15.
minute broadeast. Grove had
no trouble getting authentie
plll;_':v for FAB.
I2d Meath, m.c.
station WHEC.

remole
mn some

ol Musteal Clock on
Rochester. has devised
regular features which build loyalty
and interest.  LeMoine C. Wheeler,
commercial manager of WHEC, de-
scribes them: “Our man devoles five
minutes daily during the school year
to a special tune for the kids, and some
homely admonitions to them Lo see that
their hair is combed. teeth brushed,
fingernails clean, ete.. and then sends
them off to school. Also. he has a daily
stunt of saluting a shut-in whose name
i= sent in by the audience. The shut-
s get a floral gift from a local Horist,
and are invariably swamped for the
next week or two by greeting cards
from listeners. We've found stunts like
these very, very effective.”

The Musical Clock. emceed by Ed
Brown over WIJl. Montgomery. Ala.
makes a weekly remote broadeast from
Leon’s  Restaurant Wednesdav.
Explains  station John C.
"1.1{.'!!1'»- . coffee
and doughnuts and there are favors
and prizes for each participant. Each
show is built around a special theme
—this week it was Dairy Month, Prizes
were listed on cards attached to minia-
lure cows (five and ten cent store va-
riety 1.”

Station WEFBL, Svracuse, N. Y,
makes a big production of their Musi-
cal Clock Highlights. Besides the m.c.,
there are one or two soloists and a five-
to-cight-piece live orchestra.  Robert
G. Soule, WFBL vice president, re-
“We make a great play for a
especially  Saturday
mornings when we always have a full

l'ﬂ{'h
manager

“Evervone is served

ports:
studio audience.
house. The show becomnes a real par-
tv, with advertisers” produets being
served as reflreshments and otherwise
demonstrated.”™

One morning man has been doing
remote broadeasts evervday for over a
month, but not by choice. He's Ed
Shusarczyk of WIBX. Utica. who is al-
so its Farm Director. An aumo acci-
to the studio one
s

from

dent on the way
morning put him in the hospital.
broadeasts  continue,  however,
home where he's convalescing,
The foregoing are just some of the
variations introduced by morning men
to add hits of their own personality to
the routine service nature of musical
cloek shows. A fairly recent innova-
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tion, but one which appears to be ex-
panding rapidly, is the teaming up of
husbands and wives and of pairs of
morning mern,

One outstanding early-morning duo
is the husband and wife team of busy
Tex and Jinx McCrary. Jinx is the for-
mer movie actress and model, Jinx
Falkenberg: Tex was a former editori-
al writer on the New York Daily Mir-
ror. Their daily moring show on
WNBC. New York. features interviews
with well known celebrities—baseball
players, authors, politicians, actresses,
ete. It differs from competing pro-
grams in its news feature approach, an
angle probably accounted for by Tex
McCrary’s newspaper background.

On at about the same time are Dor-
othy (Kilgallen) and Dick (Kollmar),
a husbhand and wife team heard over
WOR, New York. WJZ counters with
Ed and Pegeen Vitzgerald., another
married pair.

Representative of the growing trend
toward pairs of morning men is the
comic combination of Rayburn &
Finch, heard over WNEW, New York,
for the past four years and due for a
CBS network show this Fall. Zany and
completely unpredictable, they've built
a loyal audience largely through stud-
ied irreverence for commercial tran-
scriptions. When theyre not taking an
imaginary, and highly improbable,
trip through a sponsor’s factory,
chances are they’re cueing a humorous
interpolation into the middle of a very
serious transcribed sales pitch.

Explaining their reasons for over-
riding a fairly general rule against a
comic treament on musical clock pro-
grams, the two explained: “When you
pack commercials so close together in
a short period of time. they get dead-
ly. We dress them up by kidding them
a little, adding something extra that
listeners get to look for. One woman
we know turns the radio down during
the musical parts, turns it up only
when the commercials come on. Of
course this kind of treatment requires
good taste—which we have.”

Kidding the commercial is only one
way of adding the important personal
touch to selling which all stations agree
is vital for musical clock shows. The
Rayburn & Finch approach to tran-
seribed commercials is unusual, how-
ever, and most of the broadcasters
quizzed suggested the personal, ad lib
type of pitch done by the morning
man himsell,

The words “sincere”™ and “informal™
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WTAR Sells ALL

The Norfolk Metropolitan
Sales Area for You!

WTAR is the profitable way to sell the big, eager

and able-to-buy Norfolk Metropolitan Sales Area—
Norfolk, Portsmouth, Newport News, Virginia.
According to BMB, 959, of the families in this four-
county sales area listen to WTAR regularly. Hooper says
that most Norfolks listen most of the time to WTAR. Add
the fact that WTAR delivers more listeners-per-dollar
than any other local station or combination of stations.
Easy to see why WTAR reduces sales costs, increases

sales and profits.
MARKET DATA —Norfolk Metropolitan Sales Area

POPULATION RETAIL SALES-1930 EFFECTIVE BUYING INCOME

ESTIMATES EST TES 1950

1/1 ESTIMATES
Tatal | Families Dallars Met
(in lin (in ay Dellars Pet Pes
Thou- Thou- Thou- of [in Copita Family
sonds| sands) vonds| US.A Thousonds)

Hortolk-Partsmouth
Metropoliten Arec. | 419.4 107.2 |$375.623 2677 £509,403 $1,215 54,752

Hewporl Hews

Metropaliton Arec. | 1445 8.9 113,954 | 0812 182,051 1,260 4,680
TOTAL
Norfolk Metropolitan

Soles Area, o vuvss 3637 lda 489,577 J4B9 491 454 1,224 4733

NBC affiliate
5,000 Walts Day and Night

Inter-connected NBC, CBS, ABC

WTAR Tv & DuMoni Television Networks
-

CHANNEL &

Nationally Represented by EDWARD PETRY & CO., INC.
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Same old story
in Rochester . .

WHEC WAY
OUT AHEAD!

Consistent Hooper leader since
1943. Leads morning, afternoon

. Vs
and night! . ...

WHEC,

ROCHESTER, N.Y.
3,000 WATTS

P00 00OOROOITIOIONROOSNOIOONOEODTOINOROOEBEOORDY

e
iy

Representatives . . .
EVERETT-McKINNEY, Inc., New Yark, Chicaga
LEE F. O'CONNELL CO.,Les Angeles, San Franciica

SEPARATE BUT EQUAL
WERD

Proves A Moot Southern Peint in Atlants

. “'Separate but equal'',—that famous phrase
heard but seldom scen, came true, Hooper-wise
for WERD n May, 8:00 AM to 12 noon—
Meonday through Friday

WERD's Hooptr Audience e euule e bl
E T TR ST T wlay Fl e il
|

WENRD — 23,2

Station A — 242

Station B — 107

Station C — 10.6

Other AM  and FM — 23.2
WERD |« e o i hnd radkin by I Stkasiia
BGO Y tinnl lia e e Stoim "

e
Vi
\u.’fudusr/_..
Rl =
St 4
B Ll S |
s R L T
R P, il e V52
A e
o35 aread] b e

] A W E‘___

-\
-

Wrile lor prool of performanec.
Hepresentod nallonally by
JOE WOOTTON
Intersiate Unlted Newspaprers, Ine.
15 FIlth Avenue
New York 17, N, Y
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came up o=l frequently in connection
with commercial III'Ii\r'l'I\‘ \s Morris
\. Kenig of WRNL. Richmond puts
it: “The method varies with the Illtlti'
uct. hut as a rule the informal, or ofl-
the-cuflf approach works very well. Try
to avoid high-pressure  overselling.”
Where the morning man has built a
loyal following. his personal endorse-
ment is a powerful assist,

The hait that draws the majority of
listeners to their radio belween “get
up” and “zo to work” time is the suc-
cession ol informative tidbits provided.
Wheaties  this
maornmg, or ¢an we spare lillll' 3] ('lllil\
up some Wheatena?  Weather—iyul-
bers and umbrella today, or a ligl
suniner suit? And news—what's hap-

Time —will we have

pened during the night and early this
morning that | (lugllt to know ahout?
Here's how the average station handles
these three “magnets.”

Time is Dbroadeast [rom “as fre-
ijuently as possible™ (KSFO. San Fran-
cisco’s policy) to once every 15 min-
utes,  The 15-minute interval between
tine  announcements  is  uncommon.
however: most morning shows eall out
the time about once every three to five
minutes.

Weather reports vary considerably
in [requency. Some stations make it a
point to give at least a briel repor
every 15 minutes. others include it with
Smarl

forecasts  1s

an  hourly news summary.
scheduling  of  weather
shown by station WCHS. Charleston.
whose promotion director. Harry M.
Brawley. savs: “Weather reports should
be given frequently, especially at the
usual arising times. such as a few min-
utes alter O30, 7:00, ete. III'OIII(‘ have
a habit of setting alavin cloeks for even
periods such as 6:30, <o time should
be allowed for them 1o turn their ra-
which they will do il they
know they will get a weather veporl

dios on

and news right away.”

News summaries are [requently @
regular feature, put out by stations
honrly or hall-hourly throughout the
broadeast day. regardless of program.
The morning man may also give briel
“headlines™ as well. but the newsronm
nsnally carries the burden of five or
WIPAT. Pater-

~on, whiclr points out that it has the

| 3-minute  newscasls,

heaviest news service i the metropoli-
tant New York area. carries loeal news
every honre on the hour, warld-wide
news every hour on the hall-honr—a
total ol 38 newseasts cach day.

Music,

the mortar that holds these

service [eatures together. depends on
the sensibilities of [reshly-awakened
listeners and local preference. Marion
\nnenberg.  prometion  manager of
WDsU. New Orleans, echoes the opin-
ion of most stations: “We've found that
listeners prefer popular and light tunes.
Musie that does nol jar them but also
is full of enough life to keep “em mov-
ing and get them off to work in a good
mood.” Ralph O'Connor. general man-
ager of WISC, Madison. calls it “whis-
tle music” — tunes the listener ean whis-
tle or hum to himsell.

Some of the l’v;:iullﬂ] varialions re-
|rnll|-|]:

o WSBLT. South Bend—=. . . pri-
marily straight pops. plus occasional
novelly, oeccasional western, and cur-
rent favorites from Dixieland jazz.”

o WDIA. Memphis—", . | standard
race and popular records. sprinkled
with a few cheery novelly numbers,”

o CFOQC. Saskatoon. Saskatchewan
—"Bright. but not jazzy. Marches.
polkas. westerns and hillbillys.  Also.
cheerlul pop tunes.”

* ;g * w * * * *

s«lolitics is just like selling ~oap. no

difference at all. You have 1o have a

good ad. Get your name before the peo-

ple. so they’ll remember it when they
zo 1o the polls.*®

EDWARD J. KELLY

Ex-Mayor. Chicago

* * * * * * * *

e W=Js. Winston *Most
satisfactory musie is the string band.

Salem

zospel aroups. and certain types of
]mimlnr."

o WET, Charlotte — “Instrumental
selections which have a lLide bounce
can be used with effeet between voeal
selections. I's not a good idea to make
dreamy ballads standard lare.”

Several stations point out the value
ol music library selections for musical
clock programs. Donald W, Richard-
son. production supervisor for WIEF,
Grand Rapids, says: “Bright musie:
novelties, np-tempo  ballads. but no
jive. jam, ete. Transeription libraries
olfer much that is good in the way of
morning ‘wake-up” music.”

National sales manager of KMPC,
Los Angeles. Charles 1. Cowling am-
plifies this by explaining: “The musie
hest for this show, here at least. 1s the
middle-of-the-road. ]nl|ll|f:lr Lype mu-
sic, Our Ross Mulholland vses Lang-
worth and Standard Lilivaries to great
sneeess, One reason 1= that llu’_\' have
<horter tunes in the libraries. which al-
lows us to el in more commercials
than we could with standard reeords.”

SPONSOR
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\ cursory olance at the average mu-
sical elock program might lead the un
wary to assume there’s nothing to
them. Just some time signals. weather
l'|'|llrrlw. NCWs -illllll:lillil'- T nllI". :lIll{
some chatter linking them all together.
SPONSOR's survey indicates it's uol as
simple as that, Here are some of the
most common pitfalls a musical clock
program is apt lo sturuble into,

Bob Covington. promotion manager
of WBT. Charlotte. gives a comprehen-
sive list of them:

1. Poor taste.

2. Forced humor.

34 U:'a'!-."('ﬂg;’fi_'.' chatter at the cost

of musical content.

4. “Rutty” presentation — same ap-

Pr rJt.ll‘»"il'f'.v_ st Im'i ."r!_\-"nfug ¥
same gimmicks, day after day.
5. Not continually conscious of lo-
cal social amd charity events that
should be puhh':'f.‘r'd’ and pro-
HHJ.’(‘I.“"
Other pitfalls  wmentioned  were:
over-commercialization.” cited
by WMT, Cedar Rapids: “repetition
of music”™ by WGAR. Cleveland: “slop-
py production”™ by WDIA. Memphis,
A moming man quickly learns 10
sidestep these pitfalls or he doesn’t fast,
And the record of survival has been

excellent to date—some morning men

have become veterans of 15, even 25
years on the same stations. Their sales
records, made during early-morning
“fringe” time periods. at low cost to
advertisers, emphasize the fact that ra-
dio is still the number-one low-cos
medium,. More than one [li'ru]!li'l has
pushed its way up from a small begin-
ning to a hearty maturity on the coat-

tails of a genial morning man, * * %

TV COMMERCIALS

(Continued from page 33}

voice merely deseribing what vou are
seeing, which is a bit unnecessary. If
they get too far out of syvnchroniza-
tion, the sound and sight are at odds
which only serves to confuse the view-
er.
And most disconcerting:  all the
while you are viewing a voice-over
commercial, you secretly wonder who
the devil is doing the talking, where
he is. and why you can’t see him. Con-
trast an unseen announcer describing
while dame
wreathed in a vapid smile points oul
the various features—with atiractive
Betty Furness, all by her lonesome,

a  refrigerator some
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at 50,000 watts
gives advertisers the

GREATEST

OVERAGE

at the

LOWEST
RATE

of any Major Station in the

DETROIT
_AREA

This powerful radio voice is hitting o 17,000,000 population arca in
5 important states and is open to odvertisers at the lowest rate of
any major station in this region. A tremendous buy for action ond
sales that is establishing new records daily. Get the facts now.

C{I W

50,000 WATTS at 800 KC.
Guardian Bldg. e Detroit, Mich.
ddam J. Young, Ir., Ine. *

Vational Rep.

I. E. Campean
President

M UL AL




~ leading

independent

.

always good in this popular

resort area

WS YRACUSE

NBC AFFILIATE o WSYR.-AM-FM-TV

— Radio Station—

You Can Cover
Central New York

with ONE

. . and Summer Sales are

@
Wonderful
Availabilities!

Write, Wire, Phone or
Ask Hceadley-Reed

The Only Complote Broadcast
Inshitution in Central New York
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talking and demonstrating a Westing-
house. There you have the big differ-
enee.

There are times. though. when veice-
over can be used to advamage. For
example, when vou want a “March of
Time™ narrative effect in your copy.
Or an explanation of what the scene
i= or how the dish is being made. Bui
it never is a satislactory substitute for
direct <elling. IT vou must cut the cost
of ~-l|lllnl-r-|||1||!ill;_' an entire film 1o
meel your budger and also reduce the
burden imposed upon your announcer,
merely use him on camera for a lead-
in and lead-out, permitting him 1o ear-
ry the middle portion of the copy
voice-over,  This, at least. will enable
vour viewers to meel vour spokesman
and to continue visualizing him while
his voice alone is carrying the hody
of vour message.

.S, Anyone—film producer. agen-
ev. or otherwise—who would like cur-
rent TV copy reviewed by the under-
ground. see that I get a 160mm print

and we'll try to get around to it with
l{;.'-]lillt'll‘ * kK

ROUNDUP

i Continued from page 43)

Briefly . ..

WTAG. Worcester, Mass.. is winning
friends with their new “hospitality™
venture. WTAG has mailed out hand-
some courtesy cards to people in the
radio advertising fickd entitling recipi-
ents 1o three meals and overnight lodg-
ing Tor themselves and a guest at any
of the four top-flight hostelries in the
WTAG coverage area.  In Miami.
WTV) provides for a special half rate
for their friends at Miami Beaeli’s Con-
tinental Hotel,

8 ' =

New oflicers eleeted at a recent meel-
ing of the Pennsylvania Association of
Broadeasters are Sam Booth (WCHA,
Cliambersburg. seneral manager), who
heeame president: Roger Clipp (WEFIL.
WFILSTY. Philadelphia, general man-
agert. viee president: and David Ben-
nett ( WKBO. Harrisburg. general man-
ager ), seerelary,

The lListening and viewing public’s
increased  interest in o government ac-
fivities. spurred by the Kefauver pro-
ceedings, has resulted in a new pro-
sraming tremd, the inereased airing of
legislative proceedings.  Latest is the
lape re orded sessions of the Colorado

Legislative sessions win audiences-advertisers

Springs City Couneil on KVOR. Colo-
rada Springs. Local sponsor is a roof-
ing. plumbing and construction con-
tractor who limits his commercials 1o
a short n]ll':lill,‘__' and 1']11-illg Nin*-i?-iillg
ul institutional COpy.

* * ]

WNAN. '];mktun, P B Lt-:'ll- their
addressees conscious of the WNAX
sales market. Appearing on the WNAX
letterhead are sales points like this one:
Today-—1. May. 1951 Retail Sales in
the WNAN Market were S11.276,088.

* %* "

Lou R. Maxon. president of Maxon,
lne,, was awarded a silver plaque by
Fdward Cardinal Mooney, leading
Catholic prelate. The oceasion: Max-

Prelate honors agency head for charity efforts

on's leadership in a drive 1o equip the
new Bon Secours Hospital in Grosse
Pointe. Mich,  Maxon™s  committee
raised S170.000. exceeding the drive's
coal iy =50.000.

The >outh’s newest television and
radio sales and service organization,
STARS. Ine..
offices in Atlama, Jacksonville, and
Nashville. The announcement. made
by 1. D. Rivers, Jr., president of
WEAS, Atlanta. savs the station repre-
sentative firm began formal operation

1= been lorne with
I 1 f I witk

on | July and represents an initial
aroup of over 15 stations. Heading up
STARS. Ine. s Winston S, Dustin.
formerly sales v.p.. WNOE. New Or-
leans. and KNOE. Monroe. La.

SPONSOR




HOW SCHWERIN DOES IT

{ Continued from page 291

NBC, Campbell Soup. Colgate-Palm-
olive-Peet, General Mills. Miles Lahor-
atories. Quaker Oats. and the Toni
Company. In its five yvears of opera-
tion. the Schwerin company has sery-
iced over 40 clients. used more than
500,000 people in its test panels.

Just how does Schwerin do it?

Take the test panel pictured o these
pages as an example of the Schwerin
tec hl’lll]ll( in action. By 7:15 p.ni. on
the evening pictured an orderly line of
picked respondents snaked hack a half-
block from the Avon Theatre in New
York, admission tickets clutched in
their hands. To get the tickets. they
had answered a preliminary question-
naire enclosed with their invitation to
attend. The tickets for this particular
evening’s test were sent only lo those
whose questionnaires indicated they
would help make up pait of the kind
of audience Schwerin wanted to test.
That is. they were hand picked for the
purpose—to test the TV show Live
Like a Millionaire.

A few minutes after 7:15 p.n.. ush-
ers fastened back the lobby doors and
several hundred people filed through:
each of them was handed a pad of test

forms and pencil. By T:30—starting |

time—practically all of the 135 seats
were filled.

As the audience settled back in their
seats expectantly, the m.e.. a former
actor, stepped up on the platform. He
told them why they were there. what
they would do. and how to do it. His
orientation talk. livened hy a few quips
and some cartoon-shle colored slides.
relieved the tension, got things under-
way.

The m.c. first asked them to fill in a
general questionnaire covering age,
sex. education. children in the home.
job, an indication of income bracket,
amount of time spenl with radio and
TV. whether a TV set was owned. This
information would later be matched
up with the program’s response “pro-
file” (graph) to discover the reasons
for radical dips and rises in the “lik-
ing” curve.

A second questionnaire covered pro-
gram and product information. How
often did the respondent listen to these
programs? What brands of soap, sham-
poo, looth paste. ete., does he buy?
What does he (or she) think about
X Company, Y Company—as many as
five companies altogether. (This ques-

BOSTON
K]
(1)
RESUY

HERY I He'll get results for you, too!

TH Y E A R Results that will pay off in

IN MINNEAPOLIS, consist-

ently outrating important renewal after renewal for
ne!‘work shows on all you . . . hlgh rofings and
stations

increased sales for your

“ E A R sponsors.
T Y For details, write, wire

IN NEW ORLEANS, con- or phone at once to
sistently delivering a large
and loyal audience, prov-
ing radio’s greatest point- ff[ﬁ{f{f’

per-dollar buy [ﬁ”ﬂﬁr

bru verr HE2 2290

/.f” J’J
IN RALEIGH, consistently eSO R04D « iy
selling for Carolina Power
and Light Company.
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BIG Hillbilly &
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You'te Aiming AL

WOBS

The Station They All Listen To

ask

oy Bram & Co.

about the

Havexs & Manmn
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tion =heet 1= flled out belore the awdi-
ence knows what program or sponsor
they  will rate. | I':”l'll.‘_'h progranis.
products, and companies are listed to
“mask” the ones analvsts are really
interested . These answers. too. will
be clues 1o why panel members react
as they do to botl program and com-
1f|"|'-i|'|l-

Now the test prroper (in this case a
I'V <how!.

“As vou watch this film recording
of Live Lile a t'\!ll:lillt'll
“numbers will flash on this
small screen to the right at interval-

Willionaire.”
the m.e..
throughout the show. When vou see
]un!\' al

‘.'-I].l'r't. fnl' “II‘ fii]'l'l'!‘-}llbllllifl;_‘ mtln!n'l'

that uumber., Vour ‘reaction
and put a cheek in one of the three
hoxes to the right of it. Check “aood
il vou liked the part of the show im-
mediately before the number flashed.
fair’ il you thought it was only [fair.
and “poor” if vou didn’t care [or that
part.”

Down went the lights, leaving just
enough illumination for people 10 sce
their
“;l:-llt'l] a kil}(':-('n'n‘ ra-rnnlin:_' ll[ a re-

reaction sheets, On the sereen
cent edition ol Live Like a Millionaire.
Mills”  hall-hour  child-aduh
For the next 30 minutes
the program was recreated. with some

General
talent show.

30 to 40 numbers thrown on the =mall-
er screen al short intervals to get a
continuous profile of reactions. Radio
tests are similarly run, with off-the-air
transeriptions used in place of Kine-
scope recordings. Numbers are flashed
on the small sereen, as in the TV ses-
STOIE

With the biggest single picce of raw
data recorded. showing of the kine-
sCope was followed l'_\ an  open dis-
cussion session, “What did you like or
not like about this program?™ was the
challenging question. And the answers
came tumbling i, laxing the m.e’s
ahility to handle them all.

“They shouldn’t have put that vie-
linist in with the ventriloguists and
those others, that's not fair.” declared
a serious-looking  young  woman. 'l
didn’t like that commercial where the
lttle girl’s conscience spoke 1o her
il wasnl ven H'ruitu'ln:_u“ was the
comment of a iniddle-aged man.

At least 20 peaple were heard [rom,
with oeeasional spomancous applanse
[rom the group when someone got off
a complaint or a compliment which
most acreed with.,

Ihe andience

conments. copied

down by an assistant mee. are then

read back to the panel o the torm ol

questions,  Evervone then gets a
chance 1o “vote” on them—"Yes.”
“No Opinion.”™ or “No.” Olten some
extra questions are slipped in, ostensi-
bly from previous panels. but actually
things that the program’s producer or
would like to know.

What comes out ol the discussion

agency. ele.,

period. like the answers on the ques-
tionnaires. is not important in itself:
but it serves as a valuable tool in ex-
plaiing the reactions which crop up
during the test proper,

\ “free response”™ technique is fre-
1||:1-:|t|\ ;||»f-|i|'|| for nll‘;lsllrill]_' con-
|||"|!“|;1i l'”’f I"i\l‘]"'.‘"!‘. I}l"'t‘llll'!'[{ i“. 0=
:nlll'i;llihll with D, ”x‘ll'l'_\' Wolle of
Coleate-Palmolive-Peet: CIHT Parsells.
director of research ai Ted Bates: and
market  research  director  Gordon
Hughes of General Mills: it works like
this.  Immediately
evervone is asked 1o write down all
Ilh'_\ can aboul |ll'm|lh'l
names and sales points from the per-

following a show
remember

formance just seen.

In addition the believability of com-
niercials is measured. A free response
test i~ run before the discussion peri-
[t's not un-
conmon for a large proportion of the

od. a belief test alterward.

pancl to remember  product names,
even some =ales arguments—yvel refuse
to believe the ¢laims. One of Schwer-
in's warnings to advertisers: Remem-
brance is fine. hut make sure it’s the
right kind.

'anel thanked and
as they leave drop off their test sheets.
Afternoon
mav zel a small

members  are

pick up some snmall gift.
housewives house-
hold article. evening audiences an in-
expensive fountain pen and a sample
of same ‘-|m||:~u|"- ;n'mluf‘l‘

Next day the real work begins, Stat-
isticians. content and factor analysts
beein orgamizing the information col-
lected, A |1I"lﬁ|l‘ chart i one of the
first steps: it shows the fQuctuation in
audience interest throughout the pro-
cram. ln order to make one up each
|n‘l'.-‘nt|'.- reaction sheel answers  are
transferred by machine 1o an IBM
punch card. A sorting niachine then
totals up the various reactions during

IDAHO'S
MOST POWERFUL

10,000 WATTS

K G EM

BOISE, 185,000 CUSTOMERS

SPONSOR




each part of the prograni, quickly gives
a combined answer for the panel,
“Free response,” belief and other data
collected from the audience is proe-
essedd inoa similar way,

Analysts listen to the tape recording
of lhr' _w'('.-':-iurl-- discussion ]Il'liln|, :Il‘l\ e
into questionnaires to find the “whys™
of each heavy down-trend or upward
curve. Copies of the finished report
are then delivered or mailed to the ¢li-
ent. It represents the combined elfon
of over 35 people in the Sehwerin or-
ganization. which includes a publi
opinion expert and an anthropologist
in addition to the statisticians and an-
alysts.

No client is ever “told™ what to do
with his progriam or commercial.  He
gets the unvarnished facts, The rest is

up to him. * ok ok

MR. SPONSOR ASKS

(Continued [rom page A1)

vel. If }lf' hollers toud l'IIllII_::ll. the
:'\i‘l'ullll:‘ ill |li~ corner \\i“ Ilfll\illi' ||Il'
necessary reliefs to keep him in there
swinging.

As one of the handlers in radio’s
corner I've got to keep him in good
||]|_\:-i|‘;ll condition. armed to the teeth
with adventuresome programing am-
munition, He's still young enough to
enjoy new programing loys and play-
mates, but not  outmoded  luxuries.
We're not conhning our search 1o
Broadway or Sunset Doulevard, Ar-
thur Godfrey was found in Washing-
ton. So was Kate Smith. Patti Page.
a current singing find. came up from
Oklahoma.

the network are the spawning grounds

Radio stations all aloag

for the kind of people who can help
give us new ear entertainment at mind-
mum cosls,

For instance, we've signed a couple

RESULTS PROVE

500,000

MEXICANS IN GREATER

LOS ANGELES

LISTEN TO 6 HOURS OF

- SPANISH

PROGRAMMING DAILY ON

KWKW AND KWKW-FM
ASK FOR JOE
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of delizhtful zanmies named Gene Rav-
burn and Dee Finch who do a refresh-
ing disk jockey series on alert WNEW,
New York. Welll f_'i\l' them a network
chance. We plan to let the whole coun-
try in on a current West Coast vogue,
_“'it.hll' l‘unll'_\‘- W estern Sng W
||lam to take ‘I-h‘l.'il.t\-_w- ol the miracles
of lape red nlllilI_L'.- so adroitly used last
season on our prizeewinner, Hear 11
Vow., We have several new wdeas for
its use, primed for the fall skein. A
drall. new humorist. Roger Price. has
an ofl-heat panel show and CBS is go.
ing to give him both his heads. We
are refurbishing several potential hits
with new m.e.’s like Steve Allen step-
ping into the Songs For Sale star slot,

What we dont intend to do is give
our fall network radio schedule pallid
iIl]I]l'I:‘lllhltiU“.‘ of TV shows or useless
adrenalin for the kind of over-priced,
over-stuffed shows that are of 1940
radio vintage,

Of course. with some of our new
people and new ideas we are going to
We are willing

to gamble as long as these new ideas

fall lat on our faces.

help stimulate the greatest of advertis-
ing media. Creative thinking realis-
ticalbhv blended with 1951 price tags.
Thats how we intend to plan and exe-
cute 19517+ fall radio program sched-
ule. Want to help? The door is open.

LESTER GOTTLIER

Direetor o‘,l; Radio f’.r'u_-_'umr.-.
CBS

\.r'h‘ }-tu'.".

Radio  program-
ing this [all will
|Ii|[|'| |||||1| llli‘-

vious vears. in
Iy opinion, prin-
cipally  in two

wavs. First. there

will be available
to the sponsor at
lower cost than
has ever pre

Mr, Reeg

vailed in the in-
dustry better programs in terms of tal-
ent —of performers, writers, producers,
directors. The sponsor will be able 1o
make the most reasonable talent by
ever known.

Second. this talent will be ereating
and producing better programs than
ever, particularly in the dramatic field
“Il"r" I”“Ji_’,l'li”l." \\i” l“' |!l"‘i[_:||('l] l"||l"
f‘iii.“‘\ to utilize the 1|II\IIi|\ of the medi-
um for permitting the human imagina-
tion to exercise full sway. In terms of
drama and ol beter charaeter estah.

A valve... 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
promotion and merchandising plan!
PLUS A DOZEN—Write, wire or
phone KMBC-KFRM or your nearest
Free and Peters colonel!

KMBC

of Kansas City

for Rural Kaonsas

«« e bth oldest CBS Affiliate o«

Vr. H. Jumes Thacker
(searge . Close, Inr.
Los Angeles, Cal,
Dear H. 1.:
Th hometown we WECHS. Charles-

ton, WWest Virginny, is shore o radio

fissermun®™  town!
Frinstance, on
”p”!-l‘lrf\ nrehis
35,206 A th
homes has their
radios turnvd
on! An’ yknou
what, 1, J.7
35.0° utr' them
{5 I
WCHS
hev's hre
fi oan .',. 1N, 4
Y essir NHiHS
W P
§. i th
fir .'-": ]

i

ginny, when fles thinks wv radio,

they thind Wers!
Yrs

I.'r_.'.:n

WCHS
Charleston, W. Va.
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lishiment and portrayal, radio program-
ing this [all should reach a new high.
Leoxanp REeEec
I'ice President for Radio Programs
{BC
New York

510 MADISON

({Continued from page 11}

From Page.”” All our sponsors have
to do 1s “tell it to KIBL Latin Ameri-
can announcers and let KIBL tell it to
thent.” The listening audience will re-
spond to an incredible extent . . . if 1
say “Go to C. R, Anthony and ask
for Blackie Gutierrez, their Spanish
clerk . . . let him wait on you™
sure enough thev’ll do just that . . .
and they will buy from him whatever
micht be the articles advertised . . .

Sincerclyv, vour amigo,

AL, VELAzZOUEZ

Spanish Program-Director-Producer

KNIBL

Beeville, Tex

LANG-WORTH

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

Netwviek Calibre Programs at Local Stahon Cost
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(juu;_'l.lllllillinlh ol Vo Eltlit'lt‘
“How 1o win with Juan.” Our terest
soes much further than the fact thal
the article brought to light many mn-
portant facts concerning an almost for-
solten segment of our bustling popula-
tion—a very large segment.

Until recently. we have had a hard
time convineing advertisers that these
peaple existed. that they spend lots of
woney. and that they buv. i mam
cases. the same merchandise that every-
one t'l:"-l’ lrll_\.‘é.

We have been :erving the Fort
Worth-Dallas area with a very fine
Spanish language program since 1947,
The air time we devaote to this pro-
gram has inereased from 30 minutes a
day in the beginning to three and one-
half hours per day at present, and on
many davs even more time is needed
to serve the manv advertisers who have
found the program profitable.

This is the only Spanish language
program in this area (there are no
Spanish language newspapers) serving
an area of 150 miles in all directions
from Fort Worth with 1.000 watts non-
divectional. This includes Dallas. Fort
Worth, Waco. Wichita Fallzs. Abilene
and Tyler. to name some of the larger
centers . . . some 34 North Texas coun-
ties with a population of over two
millon. As a conservative figure we
estimate that 125,000 of this popula-
tion is Spanish-speaking. and it's grow-
ing by leaps and bounds.

Lewis Love
Genera! Manager
AIWEBC

Fort IWorth

SPONSOR: IDEA SPARKER

This i= written as a tribute to SPOXN-
<ok and its real effectiveness as a “use”
Inagazine,

Recently, and on very short notice.
I was asked to give a talk to the Ad-
vertising & Merchandizing class of the
Evening School of the University of
Fennessee in Memphis, | agreed, and
then eame the awlul business of “what
will I 1alk about and when will 1 get
lime to get something together?”

You prabably kuow what T did.
Youre  right! T started  routing
throngh cuwrrent and  old  copies of
srovsor Tor a topie. OF course. 1 found
1 in the 12 March issue there was
the swell article “How not to oy
time,”

It provided a wonderful. weaty sub-

ject. one that 1 could talk on t‘al.r”}
(having been on the receiving end of
too many bad buvs) and one that pro-
voked a lot of good questions,

Here are my sincere thanks to you
and sroxsor [or providing my dull
brain with the right idea.

Harowp F. WALKER
Commercial Manager
Wnia

Memphis

SPONSOR INDEX SHEETS

A short while ago. you furnished
subseribers with an index sheet show-
ing a classification of sroxsor articles
Lv subject matier.

somewhere or other 1 have mislaid
mine and would appreciate your send-
ing me another one.

C. Ross Litmie, Jr.
Radio Departnient
J. Walter Thompson
Chicago

e  Jndex cheets to moa SPONSOR articles are
available to subseriliers on request.

FORUM HYPOS CALLS

I thought vou may be interested in
knowing that vour invitation lo join
the “Mr. Sponsor Asks™ forum in the
26 March issue was responsible for
keeping our switchboard rather busy
for a couple of days.

Many f[riends of mine. whom |
haven't had a chance to see in the past
few months, called and we had some
pleasant hours of conversation.

lior BRENNER
Radio-T1" Director
Lewin. Williams & Saylor. Inc.

\II'H' 1’()!'1’;'

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED 1930

HIGHLY RATED

s2.8
AVERAGE WINTER 1951

ABC STATION

WBTM

HOLLINGBERRY

SPONSOR




MBS-NEWSPAPER STATIONS

Far be it from me 1o register a coun-
plaint, but just to set the records
straight—in your Report to Sponsors,
9 April, your story on ABC’s million
buck promotion in an effort to attract
NBC's soapers includes the line thal
ABC has more newspaper-owned sta-
tions than any other. For the informa-
tion of your many readers. let it he
known that Mutual has more than 150
newspaper-owned stations. | am sure
ABC has less than 100,

Incidentally, may I say that spoNsor
cets better-looking with each issue.

Frank ZuzuLo

Assistant Director of Press
MBS

New Yorl

SPONSORS DOWN ON RADIO?

(Continued from page 27)

gol were from salesmen calling ou the

agency who wanted some existing
Miles advertising, As a watter of fact,
no top execulive went 1o Elkhart to
eall on the client. The client called on

them.

Q. Just how do vou define creative
selling?

Kobak: Ideas are the heart of it. A
creative salesman understands the cli-
ent’s problems, Then he examines his
medium and develops an idea which
can fill a specific need of the advertis-
er. It’s the exacl opposite of ‘me-too’
selling. Or of trying to cut the com-
petitor’s throat through a deal.

Q. Why is radio wealk in selling?

Kobak: On the whole, they got soft
and fat. They had a gold brick tossed
in their laps. For years all some sla-
tions had to do was ride the networks
and count their money. Now. when

In one of the west’s

RICHEST MARKETS
Idaho’s Fabulous Magic Valley

Ask Hollingbery
ABC at
Twin Falls, Idaho

Frank C. Mclntyre
V. P.and Gen. Mgr.

2 JULY 1951

they have 1o scratch gravel to beat hell,
they haven’t got the muscle. That voes
for both stations and networks, Ac-
tually, most of the execulive level of
stations is oul of contact with adver-
tisers. Management can’t guide sales-
men properly because it doesn’t have a
feel for the advertiser's problems.

Q. What do

think of radio and its problems?

advertisers  themselves

Kobak: In my opinion advertisers still
have faith in the medium. They still
feel 1t is the best low-cost mass sales
medium there is. They want 1o see it

continue, but T think they're disturbed |

when they see that it does nol operate
on a business-like hasis.

Q. What business mistakes do you
think radio is making—aside [rom its
sales weaknesses?

Kobak: For one thing, radio has not
marshalled the facts to prove that il
cannot operalte if its rates are not kept
up on a proper level. The magazines,
for example, are going to management
with charts and statistics on their ris-
ing costs. They have shown that they
need more revenue.

Radio has higher costs. too. Aclors
get more, the musicians get more, all
salaries are up: in fact. there is hardly
a facet of radio <)[.Il“1';l|in].l which does
not cost more than it did only a few
vears ago, lhough line costs are about
the same. DBut the radio mdustry has
failed to bring its case forcibly before
advertisers. After all. as business men,
l]]r.‘)' can ;i|:|m.‘t"|uh‘ the economics of
this thing.

Q. Do vou mean that advertisers are
ready to listen sympathetically to ra-
dio’s problems? Aren’t they oul to buy
as cheaply as possible?

Kobak: Of eourse, evervone wants to |

buy as efficiently as possible. But much
of this pressure to pare radio prices is
N at-
urally, the man who's charged with
husiness of buying

on the purchasing-agent level,

the immediate
wants Lo gel the best price. But up on
management levels 1 helieve there is
nmore concern with the bigger aspects
of the problem. After all, 1op manage-
ment men want the medium to continue
in its value to them. They don’t want
to see so much pressure put on it thal

it’s forced out of busmess.

Q. What signs are there that radio is
waking up to its problems?
Kobak: This

situation 1= =omewhal

.4':,. “% ;

7 . ) u

n ik car ot o teome
. the chances are you'll find the
radio listenar tuned to KROD, the
CBS affiliatet in the rich El Paso
Southwest . . . REASON . .. such
top-flight programs as Jack Benny,
Arthur Godlfrey, Liix Radio Theater,
Amos & Andy, Bing Crosby, Edgar
Bergen and other stellar CBS pro-
duction , . . get on the KROD band

wagon and go to town!
- 3 4 L 3

5000 WATTS
Southwest Network

RODERICK BROADCASTING CORP.

Dorrance ). Roderick Val Lawrence

Pres. Vice-Pres. & Gen. Mgr.

REPRESENTED NATIONALLY BY
THE O. L. TAYLOR COMPANY

SIMPLE ARITHMETIC
IN
MUSIC LICENSING

BMI LICENSEES

Networks 23
AM 2,230

M 362
TV 101
Short-Wave 4
Canada 150

TOTAL BMI
LICENSEES . .2870°*

You are assured of
complete coverage
when you program
BMI-licensed music

Is of June 25, 1951

BROADCAST MUSIC, INC.

580 FIFTH AVE.,, NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

7
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GREENVILLE

i o
GREENVILLE and SPARTANBURG
SOUTH CAROLINA

Twin textile cities of the South
Carolina Piedmont, the contiguous
countics have 313 industrial plints
with total payrolls of S110,000,000
annually, Farms add another
£29,000,000. The 315,048 people
of Greenville and Spartanburg
counties receive regular television
service ONLY from WBTV,
Charlotte,

CABLE
TELEVISION
FOR
; CHARLOTTE
MILLION

IIARULINIAN/

JEFFERSON STANDARD
BROADCASTING COMPAMY

REPRESENTED NATIONALLY

BY RADIO SALES

hike the depression e the Thirties, 1t
takes a while hefore the prople with
real ability wake up 1o the facts. Then
theyv act with twice the .-llvn;_dh they
usually have becavse it's an emergen-
ev. Now i sav within six months 1o
a year vou'll see radio working with

real morale. Those radio ads CBS
has been running. for example. will
have a lot of effect on =alesmen in

Al the net-
works and many  stations are going
1= a
:.'nm' \i;_-n. And BAB will be a |!I2

]I|’||1.

hll“llil]g their confidence.

through a readjustment process,

Q. Is the series uf meelings between
the ANA aud tire Affiliates Conmittee
part of the hopeful trend for radio?

Kobak: Paul Moreney. of WTIC.
Hartford. chairman of the Afllates
Committee, Clair MeCullough 1 com-

mittee member and WGAL, Lancaster.
Pa.. president). and myself attended
an initial session with the ANA (spox-
soR. 18 Junei. Both sides were grati-
fied at the spirit shown by all who at-
tended, It iso’t appropriate for me to
conunent further on the meetings sinee
Fritz Moreney But 1
helieve that out of the meetings we
may et cooperative efforts by hoth
and We'll

frirrd wavs of \\III'LitII‘.‘[ 1||:_'<‘l|l|'1' to do

i= spokesman.

hroadeasters advertisers,
the job both sides are supposed to do

.-l'” ;lml]:‘-.

Q. That ties in with something you
said earlier. What specifieally can ra-
iio men do to learn how their medinm
sells for the wdvertiser?

Kobak: Well. 1ve

of Nielsen food and druge mdex fizores

mentioned the use

by advertisers to give them finger-tip
control of their advertising effort. |
heliove broadeasters can take wlvan-
tage of the same type of information.
Nielsen, for example. has offered the
networks }_u'lll'r:tl dals on various cate-
cortes ob goods. These fignres would
give them trends and help them under-
stamd what the advertiser needs.

Q. Getting back to what the industr)
e n"u o HH.;JH-H' t-f_\' 'JHJ\”HJ”. f{rl Vo
have any spectfic suggestions?

Kobak:

e s

As e teied o indicate, sell-
|lr!' L\t'\.

tramed not only to noderstand the ad-

Salesmen must be
vertiser's binsiness and be able 1o <how
him what radio can do for him: they
mnst also be tramed 1o understand the
power of advertising, Many radio sales-
men just don’t believe in advertising as

thewr  customers do.

haven't seen the evidence as first-hand

nuch  as They
the way advertising managers have,

I remember back in Georgia when 1
wis a yvoung clectrical engineer that 1
used to spend some time in the oflice
of the Atlanta Georgian. 1'd see Ne-
sroes waiting in line to put a classified
ad in that paper. They dido’t have
enough education to be able to write
the ad themselves, but they'd spend
their last dollar on an ad to get a job.
They had Afaith in advertising. Bul
would a radio salesman buy an ad if
he were out of a job? And salesmen
imust believe in what they're selling to
hold d jni!.

Q. Do you belicve radio needs maore
hasie researel 1o help sell advertisers?

Kobak: 1 believe more hasie research
would be helpful. bun T don’t think it’s
the heart of the problem. Radio needs
to  understand sell
more than it needs new figures about
radio. That's the basie research they
ought to do. Onee they do that. theyll
he able 1o o to advertisers with ideas

how advertisers

instead of eontinually trying to outdo
one another in deals and concessions.

Q. Can vou eite an example of how
attention to a elient’s selling problems
helps a medivm?

Kobak: | remember hack some yvears
ago at MeGraw-1ill that we felt we
didn’t understand industrial
wias bought. So we spent over 3100.-
Y one a
net result has been millions of dollars

11(:\\ nil

{l'llll\l'l'!'ll‘]]:-i.\'l_' survey. .Illll‘

worlh of industrial oil advertising in
“i'l'-l'.'l\\-”i“ papers. \\r h'ilt'llt'l] muore
about the distribution of industrial oils
tha ad managers i1 the fiekd knew up
till then I oturned ws
~alesmen in that field,

into creative

Q. Mow would vou swn up all that
we've disenssed abont radio’s present
!.lfnr‘rf'f‘.f”\ ane 113 _fH.’HH'..)

Kobak: I'ir<l. advertisers aren’t fight-

ine radio. They wanl it to continue
Second, | think radio’s awak-

ening is coming during the course of

<lrome,

I|fr.- \ LT The |!i_'_- |i!l|fi|1'll1 1= creative

sclling and dliminating deals, * * *

E Write, Produce, Ship
TV film spots, complete.

TELEFILM, Inc.
HOLLYWOOD (28) CALIFORNIA

SPONSOR




TV DICTIONARY

(Continued from page 35)

FLARE Bright reflection flashing as a
light from a mirror, usually from shiny
appliances. Picked up by camera, flare
usually creates an unwanted blacked-
out splotech in the picture. Can be
eliminated either by powdering or wax-
ing appliance, and sometimes by
changing the angle of shooting.

FLASH An extremely short TC scene.

FLASH BACK Or cutback or extract
from earlier action. To return to a
previously shown action.

FLAT (1) Lack of contrast in a TV
picture or telecast film, (2) A board
or other surface used in set construc-
tion; also referred to as a two-fold or
three-fold flat depending on the num-
ber of folding wings on it.

FLAT LIGHTING Lighting a scene or
set with over-all brightness which does
not provide any highlights or contrast
or modeling of the stage or actors.
Usually poor technique.

FLAT-PAINTED Lettering or artwork
that is not cutout or in relief,

FLICK Page-turning method of
change-over from one Balop to an-
other.

FLICKER Fluctuations in the over-all
brightness of pictures. Not encountered
in normal television operations.

FLIES Space above the studio or stage
extending from the top of the setting
to the roof, housing the grid, flying ap-
paratus, stationary drop mikes, lights.

FLIP Command to turn to next card
on easel shots.

FLOOD or SCOOP Any light used to il-
luminate wide areas, usually a Kleig
light of 5§ KW,

FLOOD LiGHTING Focusing full bril-
liance of ceiling and spotlights on
scene. A lighting similur to flat light-
ing where flatness of the light is not
supposed to spoil detail.

FLOOR MANAGER or STAGE MANAGER
Director's link with talent during
show. Official on the floor of the tele-
vision studio who, under the eye of the
director, supervises production while
a program is on the air and relays di-
rections to various personnel.

FLOOR PLAN Scaled print or plan of
studio or stage upon which are marked
the location of walls, settings, door-
ways, sound effects, working areas, etc.
This floor plan is a prerequisite to all
developments and is used by the pro-
ducer-director to plot action, camera
shots, and business prior to rehearsals
in the actual setting,

FLUFF or BEARD Any mistake, action,
word, or phrase accidentally included
or in any way distorted, resulting in
an imperfect sound or picture.

2 JULY 1951

FLUORESCENT BANKS A type of “cold"
light used in the television studio for
flat or fill light.

FLUORESCENT LIGHT Mercury-vapor
tubes coated inside with one of a num-
ber of materials which fuoresce, or
glow, when exposed to the discharge
inside a mercury-vapor tube. Used in
TV as flat fill or balancing light.

FLUTTERING Unsteady images on
filmed show usually caused by buckled
film in projector of poorly developed
print.

FLY To pull above the set the lights,
scenery, or properiies in order to fa-
cilitate camera shos, shifting, storage.

FLY IT Any suspended microphone.
drop, ete.

G

GAFFER Electrician on TV show who
really understands the limitation of
the TV camera.

GAFFOON Engineer, shader, or sound
man who efficiently does two or three
effects at the same time.

GAG A joke or comedy situation or
device. “Gag show™ is made up of a
succession of jokes or alleged jokes.

GAIN The increase in volume of sound
obtained in the amplifier from which
the audio engineer adjusts the sound
portions of a TV show.

GEN. LOCK System of
sync-generators between
studio.

GET HOT (1) Ad lib musical improvi-
sation. The equivalent of “Jazz it up."
12) Direction to talent to start project-
ing, get into their parts.

GETAWAY An offstage means of de-
scent from raised flooring areas with-
in a set. Also a passageway behind
settings.

interlocking
remote and

GHOST Unwanted image appearing in
television picture usually as a result

of signal reflection during transmis-

sion,

GIMMICK 11) Particular quality,
planned characteristics, or quirk which
sets off a commercial or program from
others that resemble it. (2} Any de-

vice or “angle” used as an attraction
for attention

GIVE Order to actors to become mols
a part of their character and to get
into their parts and act more convingc-
ngly

GIZMO Generic term. In TV, some-
thing for which a more technical defi-
nition is lacking or else has been for-
gotten altogether by the speaker.

GLASS SHOT Shot of action in a set-
ting only part of which is constructed
full-size, the remainder usually paint-
ed or applied photographically in mini-

ature on a sheet of glass suspended a
short distance in front of the camera
in such a position that the miniature
will appear to be in the same scale as
and to merge with, the more distant
full-size set seen through the clear
part of the glass. Gives correct effect
of depth and perspective.

GOBO or FLAG A mat. Used to shield
camera from lights,

GO-HUNTING Turning a television
cameraman loose to find interesting
shots on a spontaneous program or any
other program.

GOOSENECK Mike which hangs from
a gallows-support for use over lables
when the talent is seated, Sometimes
called a gallows mike.

GRAY SCALE Achromatic color scal
of a 10-step transition from white
through grays to black where the in-
termediate grays differ from each oth-
er only through a proportional admix-
ture of white and black.

GRAY SCREEN
out picture,

Iconoscope chaln with-

GREEN SCALE Relatively new color
theory that advocates use of five basic
green colors for ereater eyve appeal
and definition on screen. Vastly super-
ior to old mixture of grayvs, miller gray
scale. which used mixture of black:
and white pigments to get grays.

GRID or GRIDIRON Metal framework
close to the studio roof to which are
anchored drop mikes, backdrops, props
scenery, Hghts, ete

GRIEF
Lalent; etc.

GRIP
equivalent of a stagehand,
or seenic carpenter

Any kind of agency, program
trouhble.

(11 A handy man about the set
12) Studio
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They helped build the TV Dictionary Handbool: . . .

"Kukla, Fran, Ollie"

B. TILLSTROM, Creator,

GROUND GLASS The glass in the TV
camera viewing system on which the
picture is projected for viewing by
cameraman,

GROUND ROW Any nalural materials
or small scenery pieces placed in front
of main backgrounds to make a scene
more real, or often used to make strip
lights,

GUIDE SHEET Schedule to outline the
various routine rehearsals, details, etc.,
of a TV program.

H

HALATION Blurred or halo spread of
the light from parts of the image due
to reflection or dispersal of light,

HALF-LAP Control technique by which
two pictures in a dissolve or overlap
are both held at maximum simultane-
ous definition (507 each) so that both
are visible to viewers.

HAMBONE An unconvincing black-
face dialectician.

HAM-FEST The post mortem where
talent and personnel are discussing a
just concluded TV presentation.

HAM IT To over-act or over-play in
any way, or to over-emphasize one's
part in a production.

HAND PROPS Movable materials of
all kinds which are used by actors in
their respective roles, or other small
items used to dress a set.

HARDNESS (1) Excessive contrast in
telecast image. (2) Undesirable de-
grec of realism in portraying heavy
roles.

HASH SESSION A meeting of the di-
rector, writer, talent, etc., following
the final rehearsal, and before the tele-
cast Lo discuss final changes.

HASSEL
Muax;

Meaning complete state of
evervthing poing wrong,

HAYWIRE Temporary
that in poor condition

cquipment or
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GERALD YERNON, TV Mgr.,, ABC-TV, Chi.

HEAD ROOM Area between the ac-
tor's head and the actual top of set.
This area is important in relation to
the amount of upward camera move-
ment possible without overshooting
sels.

HEADS AND TAILS Applied to the be-
ginning and end of any TV film se-
quence. “"Heads" means beginning of
sequence; "tails” the end. Used to sig-
nify the position of film on a reel.

HEARTBREAKER A commercial TV au-
dition made on speculation. Usually
with little chance of being accepted.

HEAVY  Professional casting term
usually meaning the villain.

HEROIC Outsize prop, object, set . . .
larger than life, Alan Young uses such
sets frequently in his TV shows.

HIATUS The summer period, usually
eight weeks, during which a sponsor
and/or talent may discontinue his pro-
gram, but thereafter resume his time
period or show until the next hiatus.

HIGH HAT An elevated camera mount
for use on table top or other pickups
of waist-high objects.

HIGH KEY Pictures whose tones all lie
toward the lighter end of the scale.
Low key—picture whose tones are at
darker end of scale. Also applies to
degree and contrast of lighting on im-
age, set, etc.

HIGHLIGHT Emphasizing a subject or
scene by special painting or lighting
effects to make subject stand out from
the rest of the picture. Lighting may
be rim lighting, halo effects, silhou-
ettes, etc.

HIT or HITIT A sudden and emphatic
attack by music.

HITCH-HIKE An isolated commercial
for one of the sponsor's products (not
advertised in the main body of the
show) which is given a free ride after
the end of the program proper.

HOG-CALLING CONTEST A strenuous
commetrcial audition for talent or an-
nouncers possessing special qualities,
plus a good voice.

BEULAH ZACHARY, Prod., "Kukla, Fran, Ollie"

HOLD IT DOWN Sound command to
the engineer at controls or to talent
to reduce volume. Lighting command
to engineer to reduce intensity of spot.

HOOK (1) In writer's parlance, it
means to give a surprise ending. (2)
A program device used to attract tangi-
ble response from the audience: e.g.,
an offer, a contest, etc. (3) A suspense
ending that concludes an episode or
serial.

HOOPERATING An almost generic
term for a program’s audience-rating
as determined by the C. E. Hooper,
Inc., quantitative audience-measure-
ment service.

HORSE OPERA TV presentation pri-
marily composed of gunshots, fights,
chases, and occasionally a plot. Also
called oat opus or oater.

HOT Too much light on talent, set,
ete.

HOT BACKGROUND Background light
which is too strong and results in lack
of contrast and undesirable flat pic-
ture. However, may be used to pro-
duce special dramatic effects for sil-
houettes, etc., especially on such shows
as Garroway at Large (NBC-TV).

HOT CANARY A high soprano; an
excellent and very telegenic female
singer.

HOT LIGHT Concentrated beam of
licht used to emphasize features, pro-
files or contours. Usually a pinpoint
spot. 3/4 KW.

HOT SWITCH The rapid transfer of
scene, show, or program from one
originating point to another.

HOUSE SHOW A package TV show
usually owned, written, and directed
by a slation or network: in contrast
to an agency show which is owned by
an advertising agency.

HYPO To add vitality and interest to
a program by changing its formadt,
cast, agency, producer, writer or, some-
times, 1ls sponsor.

SPONSOR
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IATSE International Alliance of Thea-
trical Stage Employes. TV stage hands
belong to this union.

IBEW  Imternational Brotherhood of
Electrical Workers, Light techmicians,
engineers and some soundmen belong
to this union.

ICONOSCOPE The earlier camera pick-
up tube used in the RCA TV system.
(See image-orthicon.)

ID TV station identification, or call
letters. Film ID—announcing that the
program televised is or was reproduced
from film.

IDEAL TIME A timing on a script that
1s obtained by back-timing and indi-
cates the desired pace of the telecast.

IDIOT SHEET Cue sheets attached to
the front of the camera (below the
lens) as well as blackboard and print-
ed reminder sheets out of camera range.

IMAGE The photographic likeness as
recorded on a TV tube, kine, or film.

IMAGE-ORTHICON The current su-
per-sensitive camera tube developed
by RCA which is capable of picking up
scenes in semi-darkness or without ex-
cessive lighting.

IMPRESSIONISM  Building up of gen-
eral impression in a film by joining
together a series of shots of subjects
which in actuality are disconnected in
space or time or both.

IN THE CAN Completed TV film pro-
gram or commercials that have been
checked, found O.K. and are in metal
containers ready for shipping.

IN THE MUD (1) A lifeless delivery
visually and/or sound-wise with very
uninteresting quality, resulting from
a speaker's or actor's improper pitch,
stage presence, or lack of material.
(2) The sound heard when the voice is
spoken into a closed “mike"” and picked
up faintly on a live “mike"” at a dis-
tance.

INCANDESCENT LIGHT Light produced
by the heating of a strip of a con-
ductor or the burning of an arc be-
tween two electrodes. Usually very rich
in red values.

INDEPENDENT STATION Station which
is not owned by a network.

INGENMUE Female TV performer with
a youthful, pleasant voice and appear-
ance of approximately 16 to 24 years.

INHERITED AUDIENCE The portion of
a program's audience which listened
to the preceding show on the same sta-
tion,

INKY Usually pertains to any incan-
descent lamp as opposed to fluorescent.

INSERT Any explanatory item, usu-
ally a CU, and written, such as a let-
ter, sign, trademark, or label,
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INSTITUTIONAL Type of TV presen-
tation designed to build good will and
confildence or promote the firm or in-
stitution sponsoring the show rather
than its specific products.

INTERCUTTING Similar to a visual
montage or reverse angle shots. Con-
sists of a succession of very short
scenes or flashes of the same scene
from different angles.

INTEREST FILM Film which deals
with a non-fictional subject in a pop-
ular manner.

INTERFERENCE Disturbance of TV
reception caused by undesirable sig-
nals such as airplanes, automobiles,
FM radio station, and hams.

INTERIOR DIALOGUE The TV appli-
cation of soliloquy and the aside. It's
a ‘‘stream-of-consciousness’” techniaque
given great impetus by Dragnet, Jack
Benny, etc.

INTERLACING The U.S. TV picture
scanning system whereby the odd num-
bered lines are then filled in or super-
imposed to create one frame or com-
plete picture entirely void of flicker.

IRE Institute of Radio Engineers.

IRIS Adjustable diaphragm in front
of the lens in TV camera which is used
to reduce the picture area for special
effects. (See lenses.)

IRIS IN Also circle in. The gradual
appearance of a picture from a small
spot until it fills the picture through
constantly enlarging circle,

IRIS OUT Reverse action of the above
in which the circle closes down until
it disappears.

J

JAM High-pressure selling talk on a
TV commercial.

JEEP A moving image on the face of
a television set which is itself to be
televised, as in commercials for TV
sels.

JIC Just in case.
JUICER A TV electrician.

JUMP To omit previously planned
shot, shots, action, or musical number,

JUMP CUE When an actor, soundman,
switcher, or musical director antici-
pates his action and performs before
the proper time.

JUVENILE TV talent whose appear-
ance and/or voice carries an age qual-
ity of 17 to 24.

K

KEY The “tone” of a show or scene,
high or low. A high-keyed scene is usu-
ally played with a fast pace and in an

excited manner as the Milton Berle
show. Low key is usually done In a
slower pace and is more subdued as
Garroway at Large.

KEY LIGHTS Sufficient lllumination.

KEY NMUMBERS Footage numbers
marked along edge of film at intervals.

KICK BACK or TABU Any form of se-
cret rebate on rates or talent, ete.

KILL To strike out or remove part or
all of a scene, set, action, or show.

KiNE or KINESCOPE (1) Technique
developed by RCA to record rather in-
expensively on film complete TV pro-
grams, (2) Tube used in receivers or
monitors on which the television pic-
ture is reproduced. Trade name as de-
veloped by RCA.

KLEIG LIGHTS or SCOOPS A patented
type of wide angle lights, usually 1500
KW, famous because of their long use
on the stage, now used in TV.

KLINKER An incorrectly played musi-
cal note that stands out In a TV show.

L

LADY MACBETH High emotional,
over-acted tragedienne performance.

LAP DISSOLVE Cross fading of one
scene or image over another, Momen-
tarily both pictures are visible, One
picture disappears as another picture
appears.

LASHING FLATS To fasten flats to-
gether by their cords or lash lines.

LAUGH IT UP Order to talent to laugh
at their own lines.

LAY AN EGG Show, or part of a show,
or gag that is a total failure, does not
g0 oVer,

LEAD (1) The most important role in
a dramatic show. (2) The actor or
actress who plays the lead role.

LEAD-IN Words spoken by announcer
or narartor at the beginning of some
shows to perform a scene-setting or re-
capitulation function.

LEAD-IN SPIRAL Blank, spiral groove
at the beginning of a transcription
record to guide reproducing needle in-
to sound grooves.

LEAD SHEET 11)The cues or leads to
guide the musical director, (2) Notes
to puide cameramen in shols coming
up.

LEADER or LEAD 11! Blank film at-
tached to the beginning of reel to
thread in projector so that it can run
up to speed before first scene is pro-
jected. (20 Blank film at end of reel.

LEFT or STAGE LEFT Direction mean-
ing to the talent’s left as he faces
camera,

v Ta be continued next issue)

63



Fall Facts lssue No. S

[n s first vear sroxsor dedicated
one of its mid-summer issues 1o the
ambitions lask of hriefing advertisers
and advertising agencies on the best
fall buys in time, talent, and programs:
how Lo wse broadeast advertising 1o
hest advantage,

Probably  beeanse  the idea  was
unigne. and because it rendered a val-
uable service. Fall Facts No. 1 was
happily  received. The large surplus
print order was exhausted in no time:
we caught wind of “dollars and cents”
utility in many quarters.

With Fall Faet= Nos. 2. 3. and 4.
the annual mid-<ummer edition hecame
a recognized tool for bhuvers of radio
ad television,

Now comes Fall Facts No. 5. to be
out 16 July. The annual chore should
|

i~ the rougliest vet. It seems as though

e srowing casier— but actually No. 5

vadio and TV have been canght in
whirlpool of problems. rotating with
ever-inereasing specd.

But the very complexity of the <it-

Applause

vation makes the job which Fall Facts
No. 3 has el oul to do more im]mrlalll
than any of its Etrt'\it"'l---ulm Within
the [ramework of six sections "‘-}Ilbl
radio. network radio. spol I'V. network
TV. over-all. radio basies) SPONSOR
mtends to ereate order out of chaos.
How well we can interprel and guide
and report is the test of our ability.

Radio’s upward push

some thoughtlul national advertizers
have noted that radio broadeasters are
pushing out of their second valley of
despair.  And they believe that this
time the progress will continue with
Lenefit both to buver and seller.

Radio broadeasters sunk into their
first valley two summers ago, when the
TV bug hit advertisers hard and de-
spair hit the broadeasters harder. They
hit bottom again some months ago un-
der the impact of the ANA reports. net-
work rate slashes, network cancella-
Lions, amd Sponsol l|||\\|’|§.’_1‘3l“li,’_‘..

Reversing the psychological road-
Llock that has kept national advertisers
from seeing radio in its full glovy.
here’s what's happening:

1. The ANA and the Afliates Com-
mitter are  working together.  They
want to understand each other’s prob-
lewns,

2. Throughout the U, S.. networks
and stations are selling radio via ra-
dio to their <izable audiences. Among
the listeners are many advertisers and
ageney  executives who are  learning
some of the hasic facts of radio.

3. Stations like WL, WNBC, and
YW are developing merchandising
plans that make sense to national. re-
gionul. and loral advertisers.  Mam
others Cineluding WLW, WWL. KSTP.
WOV, WIBW., WCHS, WING. KFI.

More power to

Ralston-Purina, who expressed then
|[n|1r|'i'i;llil-|| to the LIHTTRY farmn diree-
tors they spon=ar by feting them roy-
v, arvanging excorsions dorpg the
winer anecting of the REDers held
e S Louts Tast month, And to AKD,
whio junketed them 1o Arkansa= on a
prercial outing,

Ed Madden, NBCTY viee president.
whose Halstra sty Noo 2 goes a long
war toward takine the mystery out of

| \ il'—~|.'|“".
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Aveo Manufacturing Corpe. whose
big 1950 sales and advertising push
increased  sales  over 1919 nearly
1007 ¢ carnings 3007 . Nided by
strong ait campaigis. \veo posted net
sales ol S250.000.971 in 1950,

Allen Woodall, president of WHDAK,
Columbus, Ga. who eelebrated the sta-
tion’s hizgest month by surprising lis
entire stall Cineluding wives and dates)
with a two-day chartered plane trip to
Daytona Beach. Fla, The vacation was
titled “Operation Victory.”

Jack Van Volkenburg, Chs and

KLZ. WFDE, WKY, KGNC.. WAVE.
KCMO to mention only a handful i are
stepping up their already effective mer-
chandising.

L. More stations are generating
ideas,  Clinies like those arranged by
BMI and APS are stimulating effective
program and sales ideas,

5. The BAB is getting up a good
head of steam. Sales aids that will }u‘lp
the advertiser understand radio are in
the making.

6, Many a national advertiser is
alarmed at the fln\\'ngrahlin;: ol a val-
nable advertising medium. He wants
hroadeasters to rezain confidence in
themselves =o that they can do an in-
creasingly effective job [or him. The
influence of such men as Charles
Beardsley of Miles. Lowry Crites of
General Mills. A. N. Halverstadt of
PSC will be fel.

Radio vs. newspaper gains

Geyer. Newell & Ganger has come up
with an interesting circulation analysis
of 168 newspapers in 62 television cit-
ies. Although these papers. in combi-
nation. lost 40.000 daily  circulation
during 1948 and 1949, they picked up
about 650,000 ||ufil|;_' 1950).

Not bad, s 1t?

But radio did better. Some 11000.-
000 radio sets were produced and sold
during 1950. Let’s be conservative and
say that only 5,000,000 went into the
62 TV markets. which represent 6077
of the total |m|1u]alinll of the U. S.
That would give radio set sales an
eight to one advantage ever newspaper
sales pickup.

And. ;lt'i‘ul'l']ill;: to BBDO. even in a
TV home the radio is tuned on two
hours and ten minutes daily.

Wheee— what a story Tor radio!

CBS-TY vice president, who picked the
right man to help advertisers clear TV
time in Fritz Snyder, ex-Bulova and ex-
Biow.

Leo Burnent Cooo which is helping
hig midwest advertisers realize that
Chicago has every facility 1o make an
ad campaign click.

National Assn. of Radio and TV
Station Representatives, who nnani-
mously  clected  respeeted, know-how
Murray Grabhorn as managing direc-
tor. thereby assuring themselves a do-
<omething organization,

SPONSOR




Consumers in the Heart of Amer-
ica buy wisely — but certainly
WHOLEHEARTEDLY!

Evidence of this statement is the
fact that, while the greater
Kansas City Metropolitan Area is
now 17th in the nation in popula-
tion, it ranks 15th in retail sales!
And — KANSAS CITY MAKES
A BETTER SHOWING IN
RETAIL SALES BASED ON
POPULATION THAN ANY
OTHER CITY IN THE NA-
TION’S “TOP TWENTY!”*
The analysis is simple enough.
The powerful and popular voice
of The KMBC-KFRM Team is do-
ing a wholehearted job in the
great Kansas City Area for its
advertisers. The Team "has the
audience” by a margin of almost
3 to 2 over all other broadcasters,
according to the latest audience
surveys.

In the city — on farms, now more
than ever before, consumers are
responding to the sales mes-
sages heard on KMBC-KFRM.
Get the benefit of the most power-
ful selling force in the rich Heart
of America. Write, wire or phone
KMBC-KFRM or your nearest
Free & Peters Colonel.

*1951 Sales Management Survey

of Buying Power.

To sell the whole Heart
of America, Wholeheart-

4'1“'\', HEE o o o a

m) .-y

The KM Bc 3 KF RM Team

6TH OLDEST CBS AFFILIATE o PROGRAMMED BY KMBC
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More than a million

West Virginians, (with

a half-billion dollars to

spend annually) can hear your
sales story when you put this
potent pair of "“Personality”
Stations to work for

you. And WKNA and

WILS are yours at a

2/
WKNA

W ! WKNA-FM
combination rate that is CHARLESTON
about the same as you 950 KC—ABC

would pay for any Single 5000 W DAY * 1000 W NIGHT

comparable station in

either locality. Make us / |
rove it! (/) \
P WJLS
'I{{:’:%-.._*T . - *t'::.:‘_;_ R\ WILS-FM
/«‘ ; e 00 &, BECKLEY
Je=r 560 KC—CBS

1000 W DAY o 500W NIGHT

Joe L. Smith, Jr., Incorporated
Represented nationally by WEED & €O.
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