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M ald "'Red’’ Blonchord —teller al humarous 'ilegt?k\\\

INTRODUCING
THE

A New Concept in WLS Morning Programming —with Donald ""Red” Blanchar
. . offering advertisers a tremendous Midwest Audience at and featuring Captain Stubb
Economical Participation Rates! and the

Buccaneers and Phyllis Bro

Presenting "The Red Blanchard Show' —a new, exciting hive-talent participa-

tion program, 7:00-7:40 cach morning, Monday thru Saturday. Using the

WLS pre-tested, time-proven formula of live-talent block programming, “The

Red Blanchard Show™ is offering listeners a Saturday night Revue for morn-

ing cnjoyment! In addition, cach day Captain Stubby and the Buccaneers,

famous NATIONAL BARN DANCE favorites are featured — plus other

outstanding WLS entertainers. Comedian Donald “Red™ Blanchard, the mid-
west's laughable comic favorite, M.C.'s the entire revue,

There is something to please all tastes: Service features —weather—tme —
temperature; comedy; musical favorites both vocal and instrumental —all
combined in that informal, friendly manner which has proven so enormously
successful on the Saturday night NATIONAL BARN DANCE.

A. C. Niclsen's Chicago Station Area Reports have consistently shown the
7:00-7:40 A.M. WLS tme to reach top available audiences. Your Blair man
can give you complete audience information.

WLS accepting, believing morning listeners are being reached, and most

cconomically, too! Each day’s program is designed for sales on an cffective Caplain Stubby and the Buccaneers —

b . . 2 . i from musical mod-caps to soft interpretatio”
participation basis, with live or transcribed announcements.

See your Blair man today for complete details on the X The
Red Blanchard Show — profitably programmed for you. PRAIRIE

FARMER

L
B90 KILOCYCLES, 50,000 WATTS, ABC NETWORK — REPRESENTED BY \JUHN BLAIR & COMPANY Phyllis Brawn —

The Llittle Melady Mizs
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Will CBS revise
policy to match
new NBC plan?

First reaction
to NBC plan
enthusiastic

Ennds puts all
of $2,000,000
budget on air

Narragansett
beer to hypo
ad activity

Macy-O’Neil
merger helps
prepare MBS

NBC policy change allowing sponsors to buy markets at will (as long as
total tab comes to 75% of full net cost) has prompted speculation in
trade that CBS will soon make move of its own. CBS had "no comment"
at presstime, but top agency timebuyer told SPONSOR CBS top-ranker had
assured him change in policy was being developed. CBS tactics at mo-
ment, it appears, is to point out to its advertisers and proSpects
that, on close examination, NBC plan will be found to offer only ves=-
tige of flexibility.

—SR—

First reaction to NBC 75% plan among advertisers, agencies was enthus-

iastic. "This is step in right direction,™ was universal comment to
SPONSOR. Few believed, however, that there would be widespread drop=-

ing of top TV markets by NBC advertisers. Pointed out Lawrence Deck-
inger, Biow research director: "We made a study of cost-per-1,000 on
full NBC network as against markets without TV and found that it would
still be more efficient to buy the full net. The stations with the
lowest cost-per-home are still those in TV markets." (See story, page
325

—SER—

With purchase of "My Friend Irma" over entire CBS 204-station network,
Ennds (Pearson Pharmacal Company chlorophyll tablet) is now believed
to be heaviest radio and TV spender among single drug products. Budg-
et is estimated at over $2,000,000. It now goes 100% to radio and TV,
Ennds having dropped all printed media. In addition to "Irma," Ennds
has "Hollywood Opening Night," CBS=TV, Gabriel Heatter newscast on 321
MBS stations (SPONSOR, 7 May 1951), and spot radio. Agency is Harry
B. Cohen Advertising Company.

—SR—

Switch of Narragansett beer account from Providence, R. I., Standish,
Inc. agency to Cunningham & Walsh, New York, represents bid of one
more regional beer for expansion. Increased competition from national
brands was among factors which led Narragansett to sever profitable
longtime connection with Standish and plan stepped-up campaign. Bill-
ing last year was about $#1,200,000, large slice of it for radio, TV
sponsorship of Boston Red Sox games and spot radio in New England.

—SE—-

Though Mutual has no present network television operation, net may be
laying groundwork for its TV future with present consclidation of ra-
dio and TV interests agreed to by Thomas S. Lee Enterprises (owner of

for TV role Yankee and Don Lee nets) and R. H. Macy. Merger was engineered by
dynamic Mutual board chairman Tom 0'Neil (who is also v.p. of General
Tire & Rubber and president of Thomas S. Lee Enterprises); it is in-
tended to strengthen entire MBS operation. Reminder that MBS may en-
ter net TV scene once freeze 1lifts was furnished recently when KFEL,
MBS applicant for TV station, took lead in bringing closed=circuit
telecasts of World Series to Denver.

SEPONSOR, Volume 5 Nop, 22, 22 (xicber 1951 Pubilshed biweekily hy BPONSOR Publleations, Inc.. at 3110 Elm Ave . Baltimore, M, Fseeptive, Editorial, Clreulatlon Ofice

510 Madison Ave., New York 22

§8 a year in U. 8. $9 elsewhere, Entored as second class matter 20 January 1049 at Baltimors, MA postofics under Aet 3 March 1878



REPORT TO SPONSORS for 22 October 1951

Rybutol will
saturate N. Y.
air for 4 weeks

Anti-trust suit
may benefit
sports sponsors

Resentment of
set owners
spurred case

Mark Woods now
potential ABC
customer

Boxscore on
TV stations
now at 1092

Rybutol vitamin B complex hits New York today (22 October) with satu-
ration campaign which will use 1,200 radio, 250 TV announcements in 4
weeks, costs $100,000. Product, which sells for £5.95 (including test
bottle worth $1.95), has been launched by previous "area saturation"
campaigns in Los Angeles and Chicago, also leaning heavily on radio
and TV. In addition to announcements, Rybutoel (product of Vitamin
Corporation of America Laboratories) will sponsor one hour "Lorraine
Cugat Show" over ABC-TV, "Sports of the Night," S5-minute WCBS-TV late
Saturday night sports roundup.

-

Government anti-trust suit against National Football League may be
boon to sports sponsors. If governnent wins, promoters will have to
abandon present policy of selling only limited rights for telecast or
broadcast. Fact that sports world itself believes governmenti has good
case 15 indicated by action of baseball major leagues which dropped
rule governing sports broadcasts only one day before introduction of
suit. Apparently tipped off, majors eliminated possibility of anti-
trust action against them by suddenly returning negotiations over air
rights to individual clubs and dropping long-standing rule 1-D pro-
tecting minor league clubs from broadcasts within 50 miles of their
parks.

—SE—

Government action against sports promoters (above) was spurred by re-
sentment of TV set owners, who have complained loudly about limited
sports coverage as well as theatre TV and possible pay-as-you-see TV
takeover of sports programing. Measure of viewer resentment is pro-
vided by latest survey among members of TV Critics Club, New York-area
audience reaction panel set up by Maxine Cooper. Objection to with-
holding of sports from home screens was expressed by 74.2% of male,
72.5% of female respondents. Only 15% had "don't care" attitude, with
many of 190-o0dd panelists appending violent comments along "we've been
cheated" lines. Survey was conducted in September.

—SR—

Madison Avenueites were chuckling at what might happen when Mark Woods
gets moving in his new role as agency partner after first of year.
Woods sat out period of increasing divorcement from authority during
his last months as ABC vice chairman. But now he'll be potential ABC
customer. To be called Woods & Warwick, new agency will couple Woods'
vears of leadership in radio with J. R. Warwick's 20 years of agency
experience. Warwick is former v.p., director of Warwick & Legler,
started with Frank Presbrey Company in 1931.

—SR—

Because of TV's freeze, figure of 107 existing TV stations has itself
become frozen in minds of most ad men. But actual total of stations
available for use by advertisers has gone up recently to 109. Best
known is addition of WLTV, Atlanta, which went on air 30 September.
But also available to American advertisers is XELD-TV. station in Mex-
ico which covers rich Texas Rio Grande Valley. Unlike border radio
stations, which have had poor reputation since days of goat-gland spe-
cialist "Dr." Brinkley, XELD-TV is run along lines of American out-
lets, is repped by Blair TV, has basic CBS affiliation.

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 314-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 combineds!

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!

@
LN
7 g

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

5000 WATTS
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ARTIGLES

® V11
Bab-0 bounces back

With & competitor cutting deeply into Bab-O sales, the Babbitt Co. over-
hauled entire radio/TV ad approach and put Bab-O on the upgrade again

The tirnih about Red Chanuels: Part 1

SPOMSOR interviewed "Counterattack’ head men Kirkpatrick, Keenan and
McNamara for their side of the story; here's what they said

NBC's new radio plan

Questions and answers explaining exactly how NBC's new policies will affect
advertisers, with opinions from advertising and industry esecutives

You'll learn plenty at radio=TV work sessions

Highlights from just-concluded Ohio State Advertising Clinic, which show
how down-to-earth ad meetings can get

What radio should know about selling retailers

Joseph Woard, president of ARBI, lambasts industry for bad copy, poer
teamwork and salesmanship, glamour-boy announcers

How to convert an AM drama (o TV

SPONSOR examines how Bristol-Myers turned its veteran radio "Mr. D.A"
inte a TV drama, using the same acting, writing, producing talent

Carolina Rice is going places with a jingle

A clever jingle, plus saturation spot radio, lifted Carolina Rice into three-
to-one leadership in tough New York market

COMING

The truth about Red Chanuels: Parvi 11

A further examination of the dangers of "blackmail" and "blacklist" with
industry suggestions for alternative action

Oui-ol-howe listening

SPONSOR brings the out-of-home listening situation up to date. The
latest roundup indicates no lack of authoritative data on radio's big plus

So you think yon own your own jingle!

Many advertisers actually do not own performance rights to the music for
their tinging commercials, Here's how the sponsor can safeguard his rights
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COVER: Radio circles are buzzing about the
accelerating activity at Mutual Broadcasting
System. On the heels of a dynamic new pro-
graming hook-up with Metro-Goldwyn-Mayer
has come word of a merger of broadcast in-
terests involving General Tire & Rubber Com-
pany [owner of Yankee and Don Lee nets)
and R. H. Macy which it is believed will
give MBS itself increased strength. The man
mainly responsible for these developments is
Thomas F. O'MNeil, MBS chairman of the board
and top executive of both Yankee and Don
Lee. He is shown seated at his desk going
over plans for expansion with Willet H. Brown,
president of Don Lee (see editorial, p. 96).
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ITS EASY, WEEKDAY HOOPERS

Shreveport City Zone
12:00 Noon to 6:00 p. M.
March-April*

"B" 29.7

"B" 26.8

"B" 21.3

This chart shows that KWKH led the Weekday-Afternoon
Shreveport Hooper parade for March and April of 1949,
1950 and 1951!

Yes, and look at the margin of superiority., In 1949 KWKH
got 6.7% more listeners than our nearest competition. By
1950 we were getting 55.29% more listeners. In 1951 we
were 112.7% ahead of Station “B” — or fifteen times as
great a “plurality” as in 1949!

But KWKH is 50,000 watts — gets 899 of its listeners
outside Shreveport. BMB Report No. 2 gives KWKH a
Daytime Audience of 303,230 families in 87 Louisiana,
Arkansas and Texas counties. 649 of these families listen

to KWKH 6 or 7 days weekly”!

What other facts would you like? Your Branham represen-
tative has them!

*latest available at press time.

50,000 Watts « CBS o

1) KWKH DAYTIME

BMB COUNTIES
Study No. 2
Spring, 1949

KWKH

Texas

[SHREVEPORT { LOUISIANA

The Branham Compan}'(‘\ Arkn“s“s

Representatives e Dot e

Henry Clay, General Manager



you like about
the South’s

Baton Houge

To be specifie. here’s what is al-
ready announced this vear in the
way of conerete, immediate expan-
sioi:

NAME OF COMPANY AMOUNT

ing Ca, loe. S11,940,000
La1.o00

Aroawatics Refi

Ethyl Corporation

hoabser Alumdnnm & Cliviical

Corp. 14,000,000
Salvay Process Divicion of Allied

Chemival & 1 Corp. 1500, 0
Gull States Urilities Company 22 580L000
ldeal Coment Company 1162 100
Naugatueh Chemieal Division

wf 1. S Rublier Co. 20000400
Conesulislates) Chewicals, Ine. 00,000
Baten Bowge Tin Compress 38,532
Fesn Stamdarmd 04l Company A0 10060

091,932

Plus! Lope Siar Cement’s new factory, expendiiore
Wit Mel Ariny’ SA00, 000 war

1wl Ita Tank Mg  Com
jeili SO0 00N detvnse contrae! 1o make shell

Get o the powerhouse station i
expanding Baton Rouge WIBO

il do some sales expansion of
yvour own!

NBG's | «| 5,000 watl affiliate in Baton Rouge, La.

BO

BRL (FM)

that’s what

by

e, Money |,
B

amd Mot

In earlv. November the first “Sylvias™ will be presented by the
Sylvania Television Awards. under the administration of the Roy S.

Durstine advertising agency. The accompanying comments of the
jury as formulated by Foreman Deems Taylor will not. at a guess,
be edifving to those who assume. out of their own private enthusiasm.
that all is right as right can be in television. The Sylvania jury has
been a tough jury. a council of perfection and a chorus of jeers. [ts
praise has been hard to win unlike the first year Peabody Awards
in radio which indulged in careless rapture, lavishing medals and
cerlificates for neatest dresser and nicest guy,

k. Kn ok

Over-all. as reflected in some 80-plus kinescopes. the current qual-
ity of American telecasting is, quote. “appalling™ as 1o dead-level
medioerity, imitative repetition. and cameras with chronie siiff necks,
These strictures persist even in the face of some isolated merit and
despite a mild remonstrance (the jury’s only instruction) to re-
member that Broadway is the heir of 400 years of theatre and Holly-
wood the heir of 50 vears of movie-making. while TV is quite new.

E3 * =

Newness does not sufliciently explain or excuse some of the sloppy
work in TV, Extended sessions over several days convineed the jury
that, despite technical progress in the past vear, video is still a pretty
crude entertainment form. Indeed any radio, magazine, advertising.
ov filne man exposed to the accumulative impact of these 80-plus
Linescopes would he inelined to vevise his time table. For TV the
worsl (in problems) is very definitely vet to come. Current averages
in quality just aren’t zood enough for the [ninre,

* * #*

N doubit it will he contended that the Sylvania jury was too “high
hrow,”™ but that is no adequate rebuttal. Jurors with Deems Taylor
included the following: James M. Farley. Coca Cola chairman:
President Robert Johnson of Temple University : Dean Ken Bartlett
of Syracuse: Osear Serlin of “Life With Father”™ fame: Dorothy
Draper. the decorator: Karl Stross, dean of Hollywood cameramen:
Robert 1. Landey, of you know where, and three spokeswomen for
ladies” groups. Mis, John E. Hayes. Mrs. Ho C. Houghton., Mrs.
Claire Sentes ad Mrs. Ruth Farbman.

* * k

Certuinly the frst judging and the first voling for “Sylvias™ is
replete. Tor those thonghtful enongh to be interested. with historic.
comtunercial, and artistie significance. At the visk of over-simplifica-
tion, the jury’s ordeal by Kinescope seems to establish these truisms:

I. Kinescopes are nol ideal samples Tor judging.

AFFILIATED ‘Wive) TiiE 2. Some kinescopes submitted to the jury were below a program’s
ILIATED WiTH THE STATE-TIMES AND MORNING ADYOCATE % 1 I
known standards, lud not been chosen wisely, or edited.

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES S The TN “naturals™ tend 1o he veteran vaude-radio performers,

GEORGE P. HOLLINGBERY CO.

(Please turn to page 72)

6 SPONSOR



smn calll j_!g:?f!j

The successful WCFL "“Sports-Music-News’' Formula—now brought
to fullest realization! Here is proved and constantly improved 3-Power Programming
that captures, holds, and builds potent listenership. It makes this independent
station a maJor factor in your Chicago Market strategy.

m that command the DOMINANT audience!

L5

Sensational White Sox baseball —the complete schedule for ‘52 . . . Notre Dame
football Classics . . . Chicago Cardinal football (a WCFL exclusive) . . . outstand-
ing hockey, tennis, and basketball events, race results . . . all identify WCFL to

masses of listeners!

The only station in Chicago that presents hourly newscasts, all of them especially
edited and written by the newscasters themselves: crack newsmen John Vander-
cook, John T. Flynn, Vic Barnes, Bill Hamilton and others . . .

o J M—rhe Common Denominator of every listening mood!

Star disc-jockeys Bill Evans, Mal Bellairs, Marty Hogan, Howard Miller . . . bal-
anced by such vastly-popular symphonic shows as the Music Lovers Hour, one
of radio’s oldest, best-loved classical programs.

WE PLANNED IT THAT WAY—to achieve ever-greater

WCFL LISTENER-PULL!

w c F L PUT the pull of “DoMINANT-THREE"

programming effectiveness to work for
vou! Call George Isaac at WCFL, or contact
your Bolling Company representative.

50,000 watts » 1000 on the dial

The Voice of Lobor’ ;

666 Lake Shore Drive, C!u'll:ugu, 1.
Represented by the Bolling Company, Inc.

—Now affiliated with the Liberty Broadcasting System

22 OCTOBER 1951



PEOPLE sell bett?

PRODUCTS SEEM EXTREMELY LAUDABLE...

Have you ever seen people standing on hard concrete flocs
or sitting on the edge of their seats for half an hour at a time, Juk
reading advertising? '

We haven't.

But here's something we have seen: People standing on hal
conerete held in rapt attention by an auctioneer's magnetic voie

Hear this exciting show for executives.

We have no intention of auctioning off radio time, but
hare decided to take our own advice and use people (of all thingy
to sell radio. As a result, we've prepared a kind of transerild
radio show for executives. It can only be described as a lavill
extravaganza. It's called " This . .. is NBC.”

I



rcam paper

.+« WHEN YOUR ADVERTISING'S AUDIBLE

“This...is NBC” features NBC's 1951 radio stars, recorded
.rom Hollywood to London, a 27-piece orchestra playing especially
ymposed musie, three sound-effects men, and a factory in Har-
ison, New Jersey.

But principally “This...1s NBC" contains an honest, real-
stic appraisal of network radio today—and specifically, the radio
‘etwork that reaches more people than any other advertising force
1 the world . . . NBC.

| We think that you’ll want to know where network radio
tands today. And we're certain that you'll be entertained by
i This...1s NBC.” So please use your warm, convincing human
aice to make a date with us. We'll be happy to put on a show for
ou. Call us for a booking today.

NBC Radio Network

a service of Radio Corporation of America
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€85 Ourletr in Montreal
Key Station of the
TRANS-QUEBEC radio group

CKAC

MONTREAL
730 on the dial ® 10 kilowatts

Representatives:

Adam J. Young Jr. - New York, Chicago
Omer Rensud & Co.—Toronto

10

LANDRY TOPS

I think your “Men. Money and Mo-
tives” reaches a new high in witty and
provocative comnnentary on the bewil-
dering panorama we call advertising.
No writer | have followed in my 30
vears as a practitioner can hold a can-
dle to Robert J. Landry for subtle psy-
chological exploring and facile expres-
ston. It was slightly coineidental that 1
thought as | read your current issue
how much tike Mencken the man could
be if lie really cut loose . . . and then
turning to look up your address, find
that you publish out of Baltimore. 1
am glad Landry does other, no-hy-line
arlicles, too.

Lovis W. Larsex

Wanager

The Ad-craftsmen Advertising
Salt Lake City

CAREFUL ON THE AIR

In your 10 September issue of spon-
sor vou have an inleresting article
about “Be careful on the air.” On page
58 you have a statement which I am
bringing 1o vour attention, =o thal
.\"llr r(_"'lll'li!‘- ]|1ﬂ‘\' II(' |||ﬂl]1‘ aceurale.
In this p;lral;.'r;l]rh vou refer to the car-
Iy davs of Amos "n Andy with a state-
ment that even here there were some
dilficulties.  which prolests
from the Negro race and a crack-down
from the FTC. T am quoting the sen-
tence regarding Pepsodent: “Three 1o
[l tmes more powerful in killing
cerms than any other leading denti-
frice.”

This “Three to 11 times more pow-
erful™ statement applied to Pepsodent
Antiseptic and never had anything to
do with the dentifrice. Iun faet, Pepso-
dent continued to use thal statement

tneluded

for years. because they had a large

amount of clinieal laboratory tests 1o

hack ap the statement.

I want to congratulate you on puot-

ling onl a very interesting hook.
[Takrow TP Roperrs
Executive ice President
Goodliind. Joiee & Worgan
Chicago

Following 1= an excerpt from a let-
ter | o<ent to onr good friewd Tarold

I, Fellows, president. NARTB:

“May I call your personal attention
to what [ consider 1o be an excellent
the first of two—in the 10 Sep-
tember issue of spoxsor, entitled. ‘Be
carcful on the air.

1 think it is so well written and so
|Jru\'m'ati\'(' that I recommend your
consideration of having reprints made
available by NARTD to all its mem-
bers. As vou know, [ have been in the
publieity (now better known as “pub-
lie relations’) news. special events. and
public affairs .of radio and TV since
1023 and in all this time | cannot re-
call having come across an article
which can “top’ this one. While. as |
say. it is only the first of two articles.
I feel certain that the second one will
be just as informative and construe-
tive.”

My congratulations to your [‘ﬂ]}ﬂl]](‘
stafll and the writer of this fine piece.

G. W. (Jouxxy) Jouxsroxe
Director. Radio & TV

Public Relations Division
National Assn. of Manufacturers
New York

article

WJHP SUCCESS STORY

We have just received our copy of
the 10 September sroxsor, and we
were very pleased to see that our story
had heen included in the “Roundup.”
We certainly do appreciate having this
story used. but we do regret that the
station call letters and mention of Jack-
sonville. Florida were omitted. Would
there be any possible way that this
spoasoRt success story could be credit-
ed to WJIHP, Jacksonville. Florida. in
soone future issue of sPoxsor?

M. A, ReEyzorps

General Manager

wiir

lacksonville. Fla.
& Vor details of the Jax Meat Company’s navel
approach to alr advertising on WINP, M5 affili-
ate In Jarksonville, Fla,, see the 10 September
“Ronndup™ on p. 50,

HARRY LIME NOT “THIRD MAN"

My attention has just heen called 1o
publicity notice carried in SPONSOR. is-
sue of 24 September. page 2. wherein
SPONSOR says:

“Lang-Worth Feature Programs is
exultant about ils “scoop’ in acquir-
ing 52 open-end transeriplion series.
The Lives of Harry Lime. based on
movie. The Third Man.”

Whereas. | do sincerely appreciale
vour courlesy in giving the new show

SPONSOR

S——— L W



"Madam, how do you spend your time?”

In the WAVE area, people spend 5,141,760 home hours per
week listening to radio —against 2,582,573 for

television and 1,751,925 for newspapers.

WAVE radio reaches more people, for more hours,

for less money. Ask Free & Peters!

Facts above are from scientific, anthoritative sury
made by Dr. Raymond A. Kemper (head of .'Z
Prychological Services Center, University of Louisville)
in WAVE area, July, 1951. Copy on request.

sooo wATTS o nNBc o LOUISVILLE

R\ —= Free & Peters, Inc,, Exclusive National Representatives
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INDIANAPOLIS
WFBM-TV

Says RUSSELL E. ARCHER, Manager
. ARCHER & EVINGER
Television and Radio Parts Wholesalers
1348 Wabash Ave., Terre Haute, Indiana

“The channel six antenna is the only one worth-while in Terre

Haute (seventy-four miles from Indianapolis) . . . there are

now about 2000 sets in Terre Haute and Vigo County.”

® WEFBM-TV is a big plus value for anybody’s advertising

dollar! Ask the men living outside this station’s 60-mile area j
i
I

(where 171,250% TV sets are currently installed) . . . they’ll

e —

tell you you're beamed to the HEART PLUS of the lush
Hoosier market when you are on Indiana’s FIRST station. '
Thousands of “bonus” sets, in a wide fringe area, are bringing
in WEBM-TV exclusively! Plan now to include Indiana’s pio-

neer station in your recommendations . . . it’s today’s biggest

The home of WFBM-TY at 1330
MNorth Meridian Street in Indian-

TV l)uy! *Source: Broadcasting-Telecasting, October 15, 1951

apolis is a beauwtiful new building,
designed exclusively for radio
ond television. Complete facilities

for both studio productions and 7' ’ 3
- | ot in

film presentations are available.
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L . |
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publicity in vour very splendid maga-
zine, | must call your atlention Lo the
fact that vour story is in error. The
new Orson Welles show is not based on
the motion picture The Third Man or
the story of such picture. The title of
this new radio program serics is The
Lives of Harry Lime. Lach program
is a special entity and story ol its own
built around the central character. Har-
ry Lime.

C. 0. Lancrois

President

Lang-Worth Feature Programs. Ine.
New York

HUDSON PAPER

[ really want to take my hat off to
vou for the excellent article which you
wrote in this past issue of sPoNsOR,

You not only wove all the disorgan-
ized information which I gave vou into
a beautiful story, but also did an ex-
cellent job of going out on your own
and learning quite a bit about our
competition and what they were doing,

Again, | want to thank vou for this
nice story and hope that you will feel
free 1o call upon me at any time for
any information I can provide you.

R. C. STAELIN

Director of Advertising and
Sales Promotion

Hudson Pulp & Paper Corp.

J\FEH'.' }’Or;«'

TAPE INDISPENSABLE

[ have here in front of e vour TV
Dictionary /Handbook  for
and wish to congratulate you on a very
excellent and badly needed job, How-
ever, | would like to call your atten-
tion to the fact that one phase of radio
and TV which is of great importance to

Sponsors,

producers, agencies, and advertisers
has been very badly neglected in this
handbook. and that is the magnetic
tape and film recording field.
Magnetic tape and film recording has
become an indispensable factor in filn
production for TV. not only from a
production but also an economic point
of view. Film producers can save them-
selves thousands of dollars by utilizing
clfectively sound recording on magnet-
ic film or tape. One of the major stu-
dios recently made a cost analysis
which proved that in utilizing magnetic
tape and film, they could save on raw
material cost alone anywhere from
25% to 70% of their sound cost. Pro-
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ducers of TV film realize more and
more that they not onlyv obtain a let
ter quality in their final production
hut also save themselves and the spon-
sor a great deal of money il they take
the time to acquaint themselves with
the possibility of magnetic recording.
Needless 1o say that maguetic record-
ing and tape duplication has becowe a
very important factor also in AM and
Al broadcasting.

Witk H. VorLLer

President

Universal Recorders

Hollywood
®  SPONSOR bas ziven recoguition to the bm-
pori e of tape recordees In oan artiele publi-hed
st ler's letter (* The
g wzlng  radin  pro-

araming,

HOLBERT FILM SERIES

When sPONSOR runs an item, it real-
ly carries weight!

In a recent issue, you itemed the for-
mation of Holbert P'roductions and the
filming of our new 'V series, Rackets
Are My Racket. Within a week, we
received queries on the films from ad
agencies and sponsors in nearly every
section of the country . . . for which
we tlul_\‘ giu‘ thanks!

Incidentally, vou may be interested
to know that work on the series is go-
ing ahead rapidly. and we expect to be
ready to make the films available by
the end of Oectober. And—as the
“Klein’s™ of the TV film field—we are
prepared to offer this series at a rate
any advertiser can aflord!

JERRY AvLpERT
President

Holbert Productions
New Yaork

SPANISH RADIO

We would appreciate receiving two
copies of the Spanish station list of-
fered to subscribers in your 24 Septem-
ber issue.

Allow us to take this opportunity to
dofl our hats to sroxsor. We find it
invaluable in keeping us informed of
State-side trends and find the articles
factual and very worth while.

Ary R. MoLL

Fice President

Publicidad Badillo. Ine.

San Juan, Puerto Rico
® SPONSOR's list of Spanish-language siations

In the Southwest and West bs avallable free 1o
subseribers.

Your product can be SOLD on
“Smythe’s General Store” pro-
grom on the independent station
most often listened to by Colo-
rado housewives.

Salesman Pete Smythe, Prop. of
“”Smythe’s General Store” is an-
other star on Denver’s music-per-
sonality station. And Pefe has
rung the cash register on products
from ice cream to Packards.

for availabilities wire,
phone or write or

Radio Representatives, Inc, John
New York, Chicago, Buchanan
Los Angeles, KTLN
San Francisco Denver

KT'.N FYe

1000 WATTS

. T
DENVER'S f1L

only independent
non-directional
station

13



M

ake Sales Grow

in DOYLESTOW&J

Loyal Audience in Doylestown ...

George Washington slept near Doylestown,
but business is wide awake in this well-fixed,
historic town. Someone is gerting the benefir
of Doylestown’s $14,412,000 in retail sales,

$£6.236,000 in wholesale volume. Thar

someone can be you. One way to include

Doylestown’s 5,236 inhabitants in your
sales reckonings is to hit 'em where they
buy the most—at home. The way to do
it? Schedule WFIL, listened to regularly
in 38 per cent of Doylestown radio-owning

households where buying habits form.

Whon

When i
kilocy

is 5,000 walis more thon 5,000 waHs?
t on the dial! Operating at 560
1075 5,000 warts vide coverage

double the
t 1I Uilhlc\dc"’-

(J:.

e 1L

...and the Whole 14-County Marke

A point to remember abour WFIL—it's '
strong local station not only in Philadelph
but in Doylestown and all 147 "hon
markets’” outside city limits where half «
America’s 3rd market lives and shops. BM
found WFIL's 5,000 watts outpull bot
50,000 wartts and local county stations |
most of the 14-County Retail Trading Are
Remember, also, two out of three radi
families consistently tune WFIL in this §
billion marker . ..and WFIL reaches to

huge bonus area beyond. Schedule WFII




{ in All of America’s 3rd Market

MRS. R, O. HEIN, Housewste —Mrs Hein
typifies budget managers in Dovlestown's
1,760 radio-owning houscholds. They help
buy food worth $2,578,000, apparel worth
$723,000 and $591,000 in home furnishings

LAWRENCE F. NYCE, Farmi Supplier—
Nyce's Supply Yards deal wath Bucks County
farmers who lead the nation in rasing of 13
vegetable products. Farming employs morc
than 15 per cent of the county's populition

DOROTHY BARTLETT, Antique Dealer—
Cunio hunters flock to Doylestown and
places hike Mis. Bartett's Pennsylvania
Crafes Co, General merchandise stores here
sell 81,620,000 worth of goods every year

The Philadelphia

Inquirer Station

An ABC Affiliate
First on the Dial
In America’s Third Market

Represented by THE KATZ AGENCY



259,

20%

159 +

10%, -

5%

| B

THERE’S NO

ING BETTER

HOOPER

Share @/ Audience*

5th 25th  50th

THAN...

75th 100th

Of the nation’s 144 independent sta-

tions rated in this survey by Hooper.
KOWH ranks as number one ... first in
afternoon audience and first in share of
audience for any individual time period,
either morning. afternoon or evening!
KOWH has one of the /owest rate cards,
delivers the highest daytime audience of-
fered by any Omaha station! Advertisers
now recognize that independent stations

% Bosed on the latest available
Hooper share of audience for
unaffiliated siations including
the Omaha and Council Bluffs
market (Mar.-Apr., 1951). 12
noon through 6 P.M.

often represent the best buy in an individual
market. KOWH is "tops” among the “top”
independent stations in America!

Sell the Omaha market the wise way ... with
low-cost, high-return KOWH — always first
with the finest!

Now Represented Nationally By

The Bolling ecmv,éd

Call

'""Just Call

Todd Storz
Station Manoger

if! .-;‘f

fd éi@"wv-i%

Bolling...He’ll

The New

O M A H A
“Aumerica's Modl Léidlened-lo fucfcpendenf Slclion’’

Liigt22

Gaylord Avery
Program Manager

L.
ik N

4,\

SPONSOR
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New and renew

I. New on Radio Networks

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration
American Chicle Ca Bancer-Fitzgerald. ARC 237 The Top Guy; W B.30-9 pan; 17 Oerg 532 wke
Sample
Heltone llearing Ald Ca iMian CBS 119 CBS News Roundup (Fdwin €. 1HIDY § Son 1:15
A0 pmy 30 Sep; 26 wha
Borg-Warner Corp Ru~sel M. Seeds CBES 53 Hed Skelton; W 9.9:30 pmi 3 ety 39 wke
(Norge iliv)
Cannon Mills Ine Young & Hubleam CIs 116 Give and Take; Sat 11:30-12 nowvni 6 ety 52
whs
Carter Products Ine e 1] ‘LS I8 City Haspital; Sat 1:30-2 pmi 6 Oct: 32 whe
Coca-Cola Co P Arey AHE 1TH Mario Lanza: M 10:10:30 pin: H ety 532 whs
Colgate-Palmolis e.Peet Ca William Eay NBC 171 Strike 1t Rich; M-F 11-11:30 am: 15 Oer; 50
whs
Colgate-Palmolive-Peet (o William Esry NHE 36 Kings Row; M-F 11:30-45 am; 15 ety 11 wks
Dawn Bible Students Gleasan MBS 331 Frank ond Ernest: Sun 12:45-1 pm; 11 ety
Association 532 wks
General Foods Carp Benton & Bowles ARG 108 When A Girl Mareies: M-F 11:13-30 amg |
i Oct; 52 wks
General Foods Corp Benton & Bowles NBE 170 Roy Ragers: F B-8:30 pm; 5 Oetg 532 whs
Lever Brathers Ca MWL Ayer ARC T2 Lone Journey: M-F 11-11:015 am; 1 Oer; 52
whs
Philip Maorrix & Co Hiow NEC 117 Eddie Cantar: Sun 9:30-00 pm; L1 Oery 52
whs
Pabst Sales (o Warwicrk & Legler RS 191 Pabst Blue Ribhos Boursy W 10-10:30 pms: 3
ety 35 whke
Ralston Purina (o Gardoner ARC 29 Space Patrol: Sat 10:30-11 amyg 6 Oery 52 whka
R. 1. Reynolds Tobavea Co William FEsty CHs 133 Camel Football Scoreboard; Satr 5:15-6 pmy
29 Sepi 9 wks
Ronson  Art Metal Works Grey ALC 11R Hollywoud Stars O Stage; Sun 9:30-55 pm;
Inc, T Oets 532 whks
Sylvania Eleetrie Products Ruy 5. Durstine AC 71 Sammy Kave's Sylvania Sunday Serenade; Sun
e 5-5:30 pm: T Oers 26 wks

2. Renewed on Radio Networlks

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, fime, start, duration
Billy ‘:f;ﬂ_"l- l‘::;tlurl{-! Walter F. Bennett = ABC 2311 The Howr of Decision; Sun 3:30-0 pm; 3 -\U:
Association 52 wks
Clll!s Aluminum Producis Leo Burnett ABC 21 Club Time: Sat 5:453-6 pm; 3 Nov; 32 wks
Free Methodist Church Walter F. Bennett ABC 57 The Light and Life Hour; Sun #:30-9 am; 28
of North America Oer; 52 wks
Swift & Ca J. Walter Thampsen ARC 182 Don MeNeill’s Breakfast Cluby M 92:15-45 am;
22 (et 52 whs
Wildroot Co BRI MBS 533 The Shadow; Sun 5:3:30 pm; 7 Oet; 52 wka
3. New National Spot Radio Business
SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Zenith Radio Corp Hearing aid \_Iarl-'arhnrl‘ Aveyard 120 stn-; - l-min anncmis; :n_rlg_'\m;
(Chi.) Nat'l 13 wks
4. National Broadcast Sales Executives
NAME FORMER AFFILIATION NEW AFFILIATION
Thamas 1l Dawson Edward Petry & Co, N, Y., dir 1y Cls 'l'r_l-r\i-luu Spot Sales, N, Y., zen sls ongr
. Richaril Fvans RSL, KSL-TV, Salt Lake, mzr Same, al-o vp Halio Serviee Corp of Utah N b f
Don. Foley NEC, N. Y.. package prog sls prom WIS N Y advyals grvonsolie umbers atter names
supery refer to MNew and
Renew category
C. Richard Evans (4)
: Don Foley (4)
® In next issue: New and Renewed on Television (Network and Spot); W. V. George (4]

Station Representation Changes; Advertising Agency Personnel Changes JBQLHG?:&JLDM E:]J



New and Renew 22 October 1951

A. National Broadeast Sales Executives (countinned)

FORMER AFFILIATION NEW AFFILIATION

an Mareoni o,
brosdeus<ting mgr
WM, Wil NGy stall micmber
PuMunt, N, Y., as<t to pub rel dir
WALIG, W olkPy, Rich
caster
hW I,
RN,

L P Muntreal, CFCI

same. hromdeasting wge, die pub rel

Kill oardon
Caral Levine
Lirk Liwis

same, prog dir
WA, N Yo aset o pale rel die

mil,  sportse same, prog dir

Frank W. Melaurin
Ole 4. Murbs

LT

shs mgr

Hen ingr

station Relations, CRS Hadin Division, LA, wests
iy mer

bia Parcifie et Lo A, aset

Jouhn 0
Ricran 1. Marphy

Murphy N N Yo ener st rel deger Crosley Broasdeasting Corp. Cine. ty operations sp

Crosley  Broadea Cine,,

vontraller

Same, also v

Johw W, FPavey
Thomas M. Peden
William M. Perns

Dasidl N Sionnans
Sam Jo shae

Harrs Masonu Smith
Cael M. Stantan

I'vter Storer

Walter J. Teivh
utle Vhvmpeon

ARG, N Yo aeting die pole affair-
WIKE, Indianapolis, st prog lir

CHCE. Muontreal, dic Home aod School
wn the Adir

Bubiw BBlgir & oo N, Y, st exee
BRC, N Y, dir
WEW. thnea, WLW ol ap

STV, N YL, talent, prog procures
ment lir

Fort DTuduetry Coe Birmingham. Mich..
e

KRHOS, Clinton, la. gen mgr
WOV N YL wmembare <l prom staff

same, i pub alfaics
WAV, Vineennes, lud., gen mer
Same, supery pub sve prog

Saue, vp

WEns, N Y, die prog, spee events
Crasley Broadeasting Corpa, Cinea, sl ap
Same, comml prog planning die

Wik, WIRK-TV. Detroit. pub sve dir

hOFEL. Oelwein, la. zen mgr
same, pub ddir

5. Spousor Persounel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

sl Alt-ller
Al
Hubiert K. O<linen

Vilvertising, <ls pros activitics have-lalbert Corp, Lo Ay natl alie aedvs pube rel

vliman Bemrns Wateh Co, N Yo, member sle cpafl

Same, asst sl ompr
Toni Co, Chi, print aly mgr Loser Brothers Coo N Yo as=t ads brawd mgr (Lux

toilet soap. Lux flakes, Silver Dust)

Numbers after names

refer to New and

Renew category

William M. Petty (4)
D. N, Simmons (4)
Sam J. Slate  (4)
Hearry M. Smith (4)
Al Goodman (5)

William 1L Preis

same, div zen ngr

Ralatan ', Reid

imlustrial  ady =

e lapparatns marketing div)

Harey L. Swan

Willscetdvertamd Mutors lue, Toledo, ads mzr

asst mgr div's by, <l prom dept

=ame, adv. merch dir

6. New Ageney Appointments

SPONSOR

Vibaes Bramde sales Lud, Toronta

Boker Hensh Co e, N Y

Host Bakers Ine. Sholby, N, €
Buekman Laboratories, Memphis
Ol Drog Co, Charlotre, N, G
{haris Corp. Allentown, Pa,
Cratts Hreathers Tue, Boston
Potrait 0
Elmira 1

Farmers Dairs, Clarlotte

mical Spevialties Toe. Detroit

er Tip Corp, Elmira, N, Y.

FEaperson Sales Corp, N, Y,

Federal Bepartment Stores of (bhie

1. Lo talibell Mie Co, Zecland, Mich,
Hodson Pulp amd Paper Corpe New Yaork
Jevmny « Uincinmnani

hiwi Palich Co, Phila,

Len's Stores boe. Ohio, Todiana, Kentneks

Maine e elapment Commission,  Aupgnsta
AL} Fabries Toe, S Y,

Mennen Co, Newark

Narrngansett Brewing Coo Providenee
Sabile Pine Produets, Nowark, N, 1

Pan Merienn Lalic boe, Miami

nla s
Fioneer Corn Vo, Vipton, bl
~eal Wite € anlki

State Finones

ing Co wf Chivage, Chi.

t1Cms Hegr
s Moioes, la.

Pebanng Wine € o, Hommandspurt, N, Y,
Whive Ouk Aeres Toe, M

proe, 4,

PRODUCT (or service)

Canadian iy American Chicle o

aker paint hrnshes
Kaked gowils
Rudderma wintuent
LB Bl spray
Rrassicre-

I service m nend

er il puolish

halder amd filter

Daiey produets
Ika

Department  stores

s I mels

Home fuenitnre manufacturer
Paper napkin-

Waomen's apparel

Shave paolish

Auto supply outlets

State commission
Rayon fabirices
Mennen’s wen's line

Narragansett ale aml heer

Dirug  mannfactnrers

I wral sulutivn

Hsbirivd vorn
Canlking compouwnils
Lonns

Gold Seal wines

Fegs, ponltry

AGENCY

Danecer-Fitegerald-Sample, N Y.
Torente

Gillizan & €. TR N
Walter J. Klein, Charlotte
Merrill Kremer, Memphis
Walter Rlein, Charlotte, N, (0,
Dorland, N, Y,

Jame~ Th Chirnrg, Rost
Sach Stadios. etrait

Wesley Associates, N Y.
Walter J. Kilvin, Charlotte
Jules Mirel, N. Y.

W, B Daner amd Ca, Detenit

Bemman & Baker, Detrait
Hinm. dew York
Associated, Cincinnati

W. Earl Hothwell, N, Y.

Guenther, Brown & Herne Ine,
Cineinunti

Simpnnls, Paveon Co, Partland
William Willur, N Y.

Renyon & Fekhards, N Y.
Cunmingham & Walsh, New York
T, ' Cannell Coo N Y,
Augu=t Darr, Miami

Bachanan, Chi.

i,
Hasis<Danicls, Detroit

o 1L Brawn, Chi,
Comstork & Co. Huffale
Woalter J. Rlcin, Charlotte

Campton,




Best
o time buy

on the market

WCAU spot announcements have a long-time record for effectiveness.

In 1936 when station breaks were a novelty, the Breyer lce Cream Company
signed with WCAU for 12 nighttime news-flash announcements per week.

This early radio advertising by Breyers on WCAU was so successful that the
Breyer Company expanded its schedule in Philadelphia and other markets.

This year Breyers renewed its 12-times-a-week nighttime contract — just as i1
has done every year since 1936.

These consecutive renewals with WCAU are the best proof of the effectiveness
of WCAU nighttime spots.

And by calling WCAU, we can help you attain the same radio success for
your product that was created by the familiar telephone ring announcement,

“Hello! Breyers calling.”

WCAU

The Philadelphia Bulletin Station
CBS affiliate = 50,000 watts
Represented by CBS Rodio Sales

22 OCTOBER 1951 19
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... has a (sales) way

with the ladies. ..

"BANDSTAND REVUE

Every day at 12:30 p. m.
Gil Newsome talks
to Mrs. Housewife
in thousands of
St. Louis homes!

Network veteran Gil really
knows his music and the
artists . . . worked with
most . . . many are his
close friends.

When Mrs. St. Louis tunes
to "'Bandstand Revue'' for
the best in tunes and the
latest in chatter, Gil talks
about his sponsors' products
with that authority
and conviction that
sells . . . and sells!

Globe-Democrat Tower Bldg.
Saint Louis

Repredentalive
T4 KATLZ AGENCY

. M. Warren

Vice President, Neiio;ai Carbon Co. Division
of Union Carbide and Carbon Corp., New York

. Sponsor

Fach year. for 10 years. National Carbon has waged a “cold war™
in the United States. usually starting in August and aimed at selling

Prestone anti-lreeze to millions of winter-wary motorists. One of the
company s biggest weapons: a spol radio barrage. with 254 stations
firing a 20-2ccond announcement nine limes weekly for six weeks.

The man behind this $200.000 ad burst is 54-vear-old H. M. War-
ren. sinee 1945 National Carbon’s viee president in charge of adver-
tising and sales promotion. His other weapons: Prestone Football
commentaries (20 TV stations ). spot TV, magazines and newspapers
ivia William Esty ).

For hard-working. keenly conseientious Warren. direction of this
budget marks a high point in a success-studded National Carbon
vareer that ])I'I\_!:'i.]] a few years after World War 1. It was Iirl‘l'l'lll'll
[y wartime infantry serviee. Princeton. and some sales work.

When Warren joined in 1924, the company’s Erveready Hour was
one vear old: was 1o carry the company banner institutionally for
seven years, [ featured such names as Eddie Cantor, George Gersh-
win, Elsie Janis. Laurette Taylor.  For Warren. it marked the begin-
nings of his hroadeast selling know-how.

Through the years Warren. extremely analytical, has studied the
changing requirements of vadio. When he became advertising man-
ager in 1932 he was able to put his ideas into action. With the rise
of fevered competition i the anti-freeze market headed by industrial
giants like Dul'ont. Dow and Monsanto. the key 1o radio <ales has
hecome ”l\llll]“\

Warren explains his spol strategy : “Selective radio is very advan-
lagenns hecause ol s ”l'\illi“l_\. We can cear our |lI'l)iIl]i':!.‘-['III.'_'
schednles to conform with the onset of cold weather in different see-
tions of the country — parts of the Dakotas. Montana. Idaho in mid-
\ngnst. the South al the close of our campaign in late December.”

The customer has warmed up 1o this lype of campaigning. for a
recent Psyvehological Corporation consumer survey shows Prestone
i =ix-lo-one lavorie over any other all-winer anti-frecze.

For Warren. the Prestone jingles are deathless verse, cash register-
wise. Bul. for complete velaxation. Warren gets away from Wil
Mvestone anti-frecze }lhll'!'(‘ sel . ..o youre sale . ., _\llll.l'l‘ sure.” acls
as a eritie al clinieal discossioms of poetey. Another Keen interest:
hi= work as chairman of the Adverising Research Foundation,

SPONSOR
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R E [: Keeps Step with thé '*I_orward nigrch_ of
Radio Advertising Values . ..

covered 448,890 radio homes, the highest in its history to

m RE[ " From latest available (1949) BMB measurements, WREC
: w aiiatdate.

m R E[ Hooper ratings average higher than any other
Memphis Station. -

i

.

’ lU RE[ rate in cost per thousand listeners has gone ”down
= TS IS FIRST IN COVERAGE
/% / (4 / f / /4/ “ //; largest market area in the South, with
’W j////// ///M/A e a two billion dollar buying potential. The
\ & tion's wholesale volume of trade.
it WREG

10.1% compared with 1946..
// / in the rich 76 county Memphis market,
A\ . .
Memphis market rates 13th in the na-
Memphis N2 1 Station

Affiliated with CBS, 400 Ke. 5,000 Watts Represented by The Katz Agency, Inc.
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With gamecock
action we are
winning sales battles
right in the heart of
the richer-than-ever,
Carolina Piedmont "= - ~ -
(Spartanburg-Greenville) Area.
And, at the same time, we are
delivering the Jlargest listening
audience on any station in
the area!* WSPA personalities
— Jane Dalton, Farmer Gray,
Cousin Bud, Ed McGrath,
Ace Rickenbacker — plus smart
programming and the greatest CBS
shows are responsible for that!

*BMB Report No, 2.

*
Represented By
John Blair & Co.
Harry E. Cummings

Southeastern Representative

No. 1 CBS Station For
The Spartanburg-Greenville Market

*

Roger A. Shaffer
Managing Director

Guy Vaughan, Jr.
Sales Manager

WiPA

5,000 WATTS 950 KC

South Carolina's Oldest Starion

SPARTANBURG, S.C.

New developments on SPONSOR stories

See: *The case for California radio™
Issue: 24 September 1951, p. 10
0 0 Subjeect: Eastern ad men are made aware

of Southern California’s economie
growth by SCBA Bob MeAndrews

Robert J. MeAndrews, wanaging director of the Southern Cali-
fornia Broadcasters Association, migrated eastward recently to ac-
quaint timehuvers and agency executives with the radio sales-produc-
ing bonanza to be found in Southern California. His ammunition:
hard-hitting facts and figures from the files of 59 radio stations in
the area.

Now. a cross section report from 23 of the area stations gives
would-be advertisers and their agencies a station eye-view of eco-
nomic growth as reflected in their earnings.

Top credit for the rise: a growth in local business with national
spot second. and network slightly off. Tt shows that local advertisers
are aware of the air advertising fertility of the home market: some-
thing the SCBA piteh is slated 1o do for regional and national hank-
rollers.

The growth in dollars and cents: comparing the first six months
of this year against a similar 1950 period. 18 of the 23 stations
reported revenue up: the average rise 357 . KOWL, Santa Monica.
the median station reported an 1870 mcome jump: KPAS. Banning.
was 30077 ahead. Other stations, including KCBQ. San Diego. and
KOWL noted they've hit the highest income figures in their broad-
casting history.  Only three stations noted lower income,

See: “Beer on the air™
Issue: 23 April 1951, p. 30
0 0 Sl.ll)j(!('l: Brewers continune 1o inerease radio/
TV budgets 1o fight for brand su-
premacy

Breweries generally sponsor news programs. variety shows, and
late-evening sporting events—programing aimed primarily at men.
But the Peter Hand Brewery Company of Chicago and their agency,
BBDO. recently tried a new approach: beer programing aimed at the
female audience through WBBM's Jim Comway Show. a 15-segment
Mondays, Wednesdays. and Fridays, 7:45 to 8:00 aan. A presenta-
tion by the WBBM sales promotion department showed Peter Hand
and BBDO executives the value of such early-morning programing.

Incorporated in the WBBM presentation was research on beer
drinking made by Modern Brewery Age. Cosmopolitan, and the
Psychological Corporation (for the American Can Company). The
surveys inchuded showed that approximately 659 of all women and
8570 of all men drink beer: that beer is universally popular regard-
less of family income: that 797 of the women serve beer at home
against 829 for the men—a very close margin for what has heen
traditionally regarded as a man’s beverage: that 487 of beer pur-
chases were made in grocery stores. This latter point clinched the
decision to aim a Peter Hand program at the housewife.

Another important factor in the decision was the suceess of Lig-
gett & Myers Tobacco Company (Chesterfield) with daytime radio
and Arthur Godfrey. By advertising their cigarettes to women dur-
ing the day and encouraging them to “buy “em by the carton™ their
sales zoomed upward.

Now. Peter Hand Brewery Company thinks it will have helped
initiate a new advertising concept for breweries with their WBBM
carlv-morning airer,

SPONSOR




BALYION PLUN A COMPANT  Cdobond Save B ot 2. e

THE SAME FORMULA FOR TEN YEARS — the formula which spells SERVICE TO
AGRICULTURE — that is the secret of KVOO's great Farm Department which this
month celebrates 10 years of outstanding service to agriculture in the Southwest.
The ownership und management of this station are proud of the accomplishments
of the KVDO Farm Staff but, more than thls, here Is whot others hove to say:

"Muth of the pragress made in agriculture und beﬂer home living ?hroughaut the

“slate s a result l:f ﬁ-\e fine work the KvoQo farm depurrmem is doing .. © we tredit
i much of our proaress “to the cucpcrmmn we huva had.‘ —OKLAHOMA A, & M. COL:
. LEGE EXTENSION. i T

'."ln 1950 Oklohoma foermers used 19 llmes us much ierh[lzer as in 1940 .0 s
slgnahcr.ml that KVOOQ's Farm Depurfmen? hos i:lePn nl:hw? the pnsf dpccde"
NATlONAL FERTILIZER ASSOCIATIOM. :

“Ta yous fmm department gaes a great deal of cred»l For the high plane wim.h 4-H
work imrs utramod”uOKLAHOMA 4-H CLUSS :

”Yaur eﬂoﬂs hove :anmbuled mmeusurnbly to the fncf that the emmaied dellor
value of Oklohama fand is naw far abave l[\e no!innqi ayerage. Nat fo many years
ago lhls was noi the case.”—GOVERNOR, STATE OF OKLAHOMA

“Yaur ﬂalaan hus given us autstanding results and Thn! is why we huve s!oyed on it
year in and year out , . . while sales lhruughaul Oklahamu are generally fine, our

intensified ales makh very c!osel;.r with your pr(mury ‘Coverage mop”'—DR L. E_
- LB GEAR MEDRICINE CO. . ;

FSum Schneider and !(VOO hodn't donc a gocd ;ob we ce:lomiy wou[d not hr.hre
fe;ommended this type; Kﬂdtﬂ pragram (Rural Route 1170} ‘os aur. mapr mdra effart in
__|mporranl groinbell aren ''~RALSTON PUR!N)\ COMPAH‘I’ @

Fo _opportunity of serying our great Southwest we d e grateful to our many
good clients, some of whom have been with us 10 years “without interruption, we
say “thank you,” and to all we promise continuing devotion to our ideal, t
perform consistently in the service of agriculture to the end that our nation may
be stronger, happier and wealthier in the basics of our nation — a virile agriculture!
Write for the KYOO farm story, just out, entitled “Actions Speak Louder Than
Words.” It's yours for the asking. Address KVOO Farm Department.

Edward Petry & Co., Inc., National Representatives

TULSA., OKLAHOMA

Oklahoma's 50,000 Watts
Greatest 1170 KC
Station NBC AFFILIATE

Ravston
BuriNa

ANCHOR
Y AG -STONE !

Dn.L.D. L Gear

M !ZD/l’ CINE
[ ompany

Chlahoma
e ipie

SAM SCHNEIDER
KYOO Farm
Department Director

LUMBER (0.

BEM BRAy,

FERTILIZER

ALLIS-CHALMERS

TRACTOR DIVISION

SKELLY



NATIONAL

BROADCASTING COMPANY

" WMAOQ

CHICAGO

It's the new Station WMAQ
transmitter tower which
reaches the record Chicago-
land height of 1,500 feet
above sea level and showers a
stronger WMAQ signal over
a greater arca than ever—
MORE THAN 135,000
SQUARE MILES of the great
Middle West, an increase of
almost 7,000 SQUARE
MILES.

Total population within this
new WNMAQ signal range is
MORE THAN 17Y5 MIL-
LION PERSONS, adding al-
most 300,000 to the WMAQ
“family.”

Two hundred and fifty feet
higher than the previous an-
tenna, here is one more step
in a continuing effort by Sta-
ton WMAQ to provide ever
improved service to the radio
audience and to advertisers.

Now more than ever, the

leading radio voice in Middle
Americais...
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B. T. BABBITT BRASS VIEW TRIAL STORE PROMOTION FOR NEW BAB-O TV SHOW. L.

TO R.: DICK OWEN, TOM KELLY, BOB BRENNER

Bah-0 hounces hack o... oo

Babbitt took offensive with new air formula

Every product. particular-
m Iy in the highly-competitive
field of soaps and cleansers. expects to
have strong rivals. But. when the com-
petition is practically swamping yvou
saleswise—what then?

This in a nutshell was the situation
that faced B. T. Babbitt lne.. makers
of Babh-O and Babbitt’s Cleansers and
distributors of Glim and Swerl. in the
early part of 1950. After having heen
top o the heap in the houschold cleans-
er field for yvears. Bab-O was in seri-
ous trouble.

The trouble was spelled A-j-a-x. Col-
gate’s new (introduced about 1947, na-
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tional by about 1949) foaming cleans-
er was indeed giving Bab-O a hard
time. Backed by the full resources and
the advertising know-how of the 8212.-
000.000-annually (net sales) Colgate-
Palmolive-Peet corporation. Ajax sales
were hooming. Some 7577 of a near-
million dollar ad budget was bheing
poured in extensive Ajax spot radio
and TV campaigns: housewives were
happily buying Ajax and hoosting it to
the number one spol in sales,

The secret was simple: Ajax had a
wonderful new selling gimmick. he-
cause its cleanser foamed luxuriously
in washhasins and <inks (thanks 10 an

Eii{d(’(}

smelled much nicer than Bab-0.

an
\nd.

Ajax was cashing in on these advan.

Illl\\lll‘l't'll lll‘ti'r;:l'm by

lages,
Officials of 13. T. Babbiu
too quick to see Ajax’s suecess coming,

were nol

Perhaps because Bah-0. baosted there
by years of successful daytime radio-
plus-premiums. had been at the head
ol the list
However. onee the threat of the

ol cleanser sales for too
long,
Jersev City contender was recoznized.
the strategy meetings started in the
New York City I]l'.!lll]ll.ll'll’]"‘ of Bah-0.
Bab-0 1= by [ar and awav the
leading product of B. T, Babbitt. and

Since
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B. T. Rabbitt’'s

selling saw cleanser make its radio bow
with Guy Lombarde on CBS in 1932

air advertising has goue through experimental, ““class™ and soap opera stages, is now g

I. Experimental phase of Bab-O air- 2. Prestige air vehicle, "Little Miss
Bab-O" on NBC, followed in 1934,
1935, starred Mary Small; was a flop

receives something like 757 of the
firm’s ad budgets (varying in recent
vears from totals of $2.000.000 (o
$2.500,000), Bah-0 was the key lopic
in these planning sessions, '
Something had 1o be done—and
done quickly—about the Bahbitt sales
curve, which was goiug down in 1950.
After progressing upwards in a smooth
curve from a 1936 annual net sales
pace of about $3.500.000 to a quad-
rupled 1949 level of $16.807.306. the
nel sales figures for 1950 looked as
though they were going 10 le not
much more than S15.000.000. Mean-
while. Ajax was adding new customers
daily and was now accounting for al-
most one-third of all eleanser sales,
One of the fiest things Babbin did
was Lo 2o o the American housewife

“»

as well as those that smelled nice.

some 10,000 of them —to find out
what she actually wanted most in the
\\'{].\' llt‘ b4 | l'I(‘il['l."‘-l"r. l"r”l” "llil:‘l“.ll‘i'“il:‘;l.
Babbitt imterviewers rang  doorbells
and quizzed homemakers,

Result:  Babbitt  discovered  that.
thanks to Ajax's hard-hitting cam-
paigns. what the housewife wanted was
a ¢leanser that foamed and a cleanser
that smelled good when she used it
Babbitt went right to work.

Here's what Babbitt later reported
to its =ales force and to the trade as
to the changzes created by the survey:

. chemists in the Babhitt labora-
tories |||‘\|'Fll[u'{} the new formula that
makes Bal-O the “World's Sudsiest
Cleanser,” This claim has been authen-
ticaled by a series of tests conducted
at the laboratories in Albany. All

How Bab-0 bounced back in eleanser sales

I. Affer Ajax, Colgate's postwar cleanser success, began to bite deeply into
Bab-O sales last year, B. T. Babbitt decided that overhaul of the product and
firm's advertising was due. Sales had dropped by $1,500,000 annually.

2. National survey was made to find out what housewives wanted most in a
household cleanser, Results showed that "foaming" cleansers were in demand,
Bab-O chemists then worked out a new
cleanser formula that contained both in abundance.

3. The Duane Jones agency formula of soap-operas-plus-premiums, which had
done well for Bab-O in the 1930's and
Babbitt found they couldn't see eye-to-eye, Babbitt hunted a new agency.

1940's was ditched. When Jones and

1. William H. Weintraub was selected, late in 1950, as the new ad counsel. The
new agency promptly worked out a new campaiqn on the theme of "No Sink
Smoq" and began applying it to radio and TV.

3. Following plan< laid down by Weintraub v.p. Harry Trenner, Babbitt went
into a daytime radio operation with five-minute newscasts on Mutual which has
all the flexibility and impact of a spot radic campaign.
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6. Scon afterwards, in January 1951, Bab-O added Saturday-morning TV on ABC
with "Two Girls Named Smith." Video has proved so successful that Bab-O has
dropped "Two Girls" and now sponsors a portion of the NBC-TV nighttime "Kate
Smith' <how on alternate Wednesdays. And radio-TV combination has teamed
so wall that Bab-O sales are rising steadily, may yet see Bab-O in No. | spot.

3. Soaper cycle of Bab-O radio started in early 1936 and ran until the beginning
of this year, and included "David Harum" (L) and "Nona From Nowhere" ().
Coupled with intensive premium campaigns, they helped Bab-O sales, then faded

types of cleansers were studied. under
every possible working condition. The
results  proved conclusively that the
sudsing content and sudsing action of
the new Bab-O is higher than that of
any other produel in the cleanser field.

“Recent research (Babbitt also told
the trade) has also proved that the
presence of a pleasant fragrance in a
cleanser is a tremendously strong sell-
ing factor. As a result of these lests,
the Bab-O formula now contains this
clean, [resh fragrance shown 1o be
niost popular with housewives.”

While the product was in the stages
of being overhauled to meet the com-
petitive situation (and the demands of
the consumer). Babbitt’s top Dbrass,
with Advertising Director Robert Bren-
ner, started lluip[:in'_,_' new ad stralegy
to sell the revitalized Bab-0.

This meant the virtual serapping of
an advertising formula that had made
Bab-0 a sales success. Ever sinee the
day in 1935 when agency man Duane
Jones (currently having his own prob-
lems) came in and asked Babbitt offhi-
cials for “a couple of vour worst mar-
kets™ 1o Iry Mis strategy. the formula
had seemed to click just fine.

In fact. according to Jones, Bab-O
was selling in 1935 at a rate of alout
000,000 cases a vear, with an advertis-
ing allowance of some 72¢ a case. True,
Bah-0 was a firmlv-established item
(the Babbitt firm was then about 100
years old), bul no great success, in
term's of lnc.];l)"sa sales,

Bab-O had nsed radio in the pre-
Jones days, with some mixed success,
Backing its air ellorts with lush roto-
gravure spreads, Bah-O first went on
the air with Guy Lombarda’s Orches-
tra for a two-month run in February
1032 in a Saturday. 7:30 1o 7:45 p.m.

SPONSOR
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I. New approach started early in 1951, after Babbitt dropped the
Duane Jones agency, and acquired William H, Weintraub. Present
strategy is to use blend of TV and radic programing, backed by

slot on CBS. There followed various
daytime shows. such as Bab-O Bright
Spot Friday mornings on CBS, and
Little  Miss Bab-0s
Party Sunday alternoons on NBC. with
Mary Small. This brought Bab-O up
to late 1935 . .

As soon as he had landed the ac-

later Surprise

. and Duane Jones,

count, Jones serapped the “prestige”
tvpe of radio then being used. and
went into the un-glamorous but pro-
ductive realms of daytime radio. Early
in 1936. Bab-O bought a Monday-
through-Friday David
Haram, on the old NBC-Blue. in the
11:45 to noon spot. (It later moved
to NBC. then CBS. then back to NBC

in various dayvtime slots.) Jones then

soap  opera.

uncorked his Sunday Punch: radio-
sold premiums,

In the late 1930z and early 1940's.
premiums  were relatively new. and
added a strong novelty value (as well

22 OCTOBER 1951

modern radio=TV balance of daytime radio and big-time TV

discovery spearheads BAB-0-campaign
...the most powerful advertising ever
scheduled in cleanser history!

as real sales results) 1o Bab-0) selling,
Not everybody was using them either,
so a good premium r;nnpnij_rn stoodl
out in the field.

The first big Bab-O air premium
campaign. on David Harum in 1930.
The offer. made
on a 19-station network. pulled in some
275.000 Bab-0 labels and dimes, at a
startling cost of 3.9¢ per inquiry. Later
research by the Jones ageney showed
that between a third and a hall of
these ":~;lrt1|-i:'-¢l" consumers were slav-

Wis IIII!" I]ll“l'l ?-Pl'll.‘,

ing on as regular Bab-0O customers.
Duane Jones parlayed this Bab-O

success in daytime radio for all it was

In the middle of 1943, Lora

Lawton. a

wortl.

:'il"'ullll s0dap l'r}ll’ril. wads
added on NBC and ran for seven years.
When it was dropped. in January of
1950, Nona From Nowhere was houzht
on CBS radio.

( Please turn to page 58)

newspapers; budget totals $2,500,000. Shown above is the way Bab-O
merchandised (1) its detergent-action cleanser, recently overhauled,
and (2) its radio, television and newspaper campaigns to retailers

Roberi W,
Brenner.
Babbiu
Director of
Advertising

When Bob Brenner joined the B. T. Babbitt
firm some |5 years ago, there was just one
employee in the advertising department.
Today, there are over |4, Advertising it-
self has grown in equal importance with
Babbitt, which relies heavily on air selling
to keep sales of its number one product,
Bab-O rolling. Brenner has supervised
Bab-O advertising through all of its chang-
ing cycles, and is still in there punching
hard with new ideas. Although Bab-O has
temperarily discontinued the use of premi-
ums an its airshews, Brenner is a firm be-
liever in their use, and intends to return
to them. In fact, he keeps a 25¢ Bab-O
seascape premium hanging in his office...
in a $25 limed-oak frame, gets a big kick
out of visitors who mistake it for real art.
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OF A THREE-PART SERIES

The truth
about
Red Channels

What Counterattack head men

PART TWO.

Kirkpatrick and Keenan told

SPONSOR when interviewed

- John Crosby. in his forthright New York
b lerald-Tribune columm. not long ago
posed the question: Why hasnt someone investi-
valed Red Channels and Counterattack? The same
question has been frequently voiced, though not
oficially. by a greal many harassed sponsors, ad-
vertising agencies. and broadeasters. Even il not
<o ontspokenly, they echo Croshy's sentiments when
hie asks:

“How come a hoge corporation like General
Foods ever allowed itself 1o be intimidated by any-
thing as =mall and utterly unoflicial as this publi-
cation?  The S500.000.000-a-y car broadeasting in-
industry now aceepts Red Channels almost as a
bible? Wl ? Counterattacl: and its editors have
no special standing in the community: they are
mdorsed by no one of well-established repute and
have absolutely no authority. Their motives i try-
ing to dominate the personnel and content of broad-
casting are eertainly open to question. if not down-
vight <inister,”

Ted Kirkpatrick, publisher of “Red Channels" (left), Francis Mc-
‘ Mamara, aditer of "Counterattack,” examine office files of "Daily
| Worker," suspec! source which they call "meticulously accurate™




Whether sinister or not. the publishers of Red
Channels and Counterattack have begun o infil-
trate the broadcasting industry to am astonishing
degree. Alrveady, the organization boasts that “over
12 sponsors and ad agencies” pay fees for its serv-
ices as a sub-rosa FBI which investigales potential
radio and TV employees. Throughout the indus-
try, while few will admit it, Red Channels is al-
ready part of the secret desk library of many execu-
tives frightened by the threat of an organization
whose shadow has fallen over the careers of so
many performers,

A sPoNsOR editor, determined Lo get at the factual
roots of what has hecome the bogey of the mmdus-
try. spent over five full hours interviewing the pub-
lishers of Red Channels and Counterattack. He de-
voted two afternoons to checking through their
office files and talking with the publishers individ-
ually. He also spent over four weeks talking to
people who have been touched by the influence of
the publications. In a nutshell. this is what
spoNsoR’s editor learned:

e When questioned about the possibilities for
“pressure blackmail” implicit in their operations.
and alleged by their detractors, the publishers of
Red Channels and Counterattack gave answers
which certainly are uot clear-cut refutations of
these charges. (These answers appear in full below.|

s Whether intentional or not, the organization is
in the position of hanging a double-edged sword
over the heads of broadeast advertisers. It serves
at one and the same time as disturber of the peace,
prosecuting attorney. judge. jury, and detective
agency, That is to say. it publishes allegations in
Red Channels: then follows them up by urging
letter-writers Lo put pressure on sponsors in Coun-
terattack; later holds hearings on the accused in its
private offices: and personally solicits sponsors to
hire its detective agency “research service.”

¢ When asked whether there was machinery for
an avcused performer’s rebuttal to catch up with the
allegation made in Red Channels, the publishers
said. No: only one edition of Red Channels has
Leen published. Thus sponsors have no opportunity
of protecting their million-dollar radio and TV in-
terests in their stars via a correction printed in the
publication which originally damaged them.

e In compiling listings for Red Channels, the
publishers employ publications of the Communist
Party, including the Daily Worker. as an absolute
index, That is to say. the Daily Worker. itself sus-
pect in most cireles, hecomes thereby the unoflicial
arbiter of whether or not a sponsor may use a
performer on the air. In many cases. the Worker.
which the publishers call “meticulously accurate.™
is the chief cource of Red Channels’ accusations,

(Please turn to page 70|

A further examina-
tion of "blackmail"

| and "blacklist" dan-
PA RT T H R E E | gers, with industry
| suggestions for al-

| ternative procedures

| COMING 5 NOVEMBER ISSUE
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TYPICAL EDITORIAL COMMENT
ON RED CHHANNELS

New Yorlk Times: “Sponsors . . . have put the
future of the medivm in the hands of a “kanzaroo
court™,™

* * L

Life Magazine: *We don't approve of gullibility,
but we don’t like o see it cquated with subversion
or treason iu advanee of a hearing.™

* * *

Ellchart. Iund. Trath: “Wonld uewspapers stand
for a blacklist which attempted to wll them whom
o hire. what columnists they might nse? ., . "

* * *

Washington Post: “Red Channels smounts 1o
nothing more than a listing of the group's personal
dislikes, and has abont as much validity as Elizabeth
Dilling’s =illy Red Network. . . . There is no nicer
name for what was done in Misc Muir's case than
blackmail. . . .”"

w * *

Hearst Columezist Dorothy Kilgallea: 1 am
with those who deplore the blacklist, and [ do not
believe inclusion of an actor’s name in Red Chan-
nels should bhe sutliciemt to ereate the inference he
is guiliy.”

* * *

e ﬂ*
Walter White. Detroit Free Press: ). Edgar

Hoover needs 1o take corrective actioh 1o sfop ex-
ploitation of previous association. Magic name of
‘FBI' wraps a mantle of accuracy aronnd Red
Channels.”

* * *

Salisbnry, N. C. Post: "It is not the business
of Red Channels or of the American Legion . . . o
weigh the facts abowm individuals, . . )"

* * *

Urbana, HI. Conrier: “There must be more proof
than guilt by association. Merely reciting “where
there’s smoke there’s fire” is not enongh. . . .7

* * *

Sturgis. Mich., Journal: “Measuring the lovalty
of its eitizens should he a government monopoly.”™

* * *

New York Herald Tribune: A publisher of
Red Channels i= even quoted as announcing that
none whom he suspects will be absolved until thes
have come to him with positive proof of their inno-
cence.  This whole procedure. by a group of indi-
vidnals who have discovered the ease with which
they can play on the sensitivity of radio advertisers.
i= 0 gross violation of every decent democratic stand-
ard of freedom of speech.”

* * *

asy o defame, impossible to rectify defamation to
publie.”
* * *

Moervistonwrn, N. J. Record: “The government
<hould control Red labelling of it eitizen~, . ., "

* * *
Satnrday Review of Literature: “Red Chan-
nels accepts vicious Red doctrine: 10 aceuse s
enough.”
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They « et most of the
credir (l.tor,):

Charles R. Denny, executive r.p.:
John K. Herbert, vop. and genvral
sules mgr., \BC radio; Charles (.,
Barry. vip. in charge YBC radio
programs: Hugh M. Berille. NB(:
director of pluns and researcl ;
David C. Adams. asst. to Denuy.

What sponsors should know
ahout the \BC radio plan

Here are the answers (o questions admen have heen asking

ever sinee NBC announced its omnibns overhanl of network poliey

F__“! A Ever sinee the heginning
L0 of October. when NBC re-
S

leased :|:-t;¢i1~ .'Fillrlll il.‘-
omnibus plan for overhanl of basic

network poliey, there has been a (lurry

ol intensive figuring by sponsors and
igeney execilives, Evervone in adver-
tising has been trving 1o understand
just what NBC has served up. s thi=

revolution in netwaork radio? Has

the network of the foture been horn ?

Ihese are but two of the |||||-»~['|nr1- ail-

men have been asking each other,
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To help itz readers get to the heart
of the matter. sroxsor spoke to NB(
oflicials responsible for the new poli-
cies. o timebuvers. rescarch special-
isl=. and advertisers.  The analyvsis
which appears below. in the Torm of a
sevies of questions and their answers,
1= the result of thi= extensive round of
mlerviews,

sronsor researchers found that the
trade had by no means settled down to
firn conclusions abont j1|-| what the
NBC changes would mean Tor the fu-

ture of rvadio. But these werve the key
initial reactions:

b, The plan. particularly  where it
loosens regulations governing choice
ol stations, is regarded enthusiastically
as a “step iu the right direction™ by
advertisers. agencies. and members of
the industey other than NBC alliliates.

2.1t is thought by most observers
that NBC will have a tough and per-
haps impossible job ahead of it in
convincing =ome ol ils stations to ac-
cept redoced rates. Just how tough it

SPONSOR
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will be NBC should know in short or-
der—possibly by the time you read this
as a result of off-the-record sessions
called by NBC affiliates (including oth-
er network alliliates) in Chicago on
18:19 October. Some sources contend
that the network and its affiliates will
really get down to brass tacks at the
NBC annual meeting to be held at Boca
Rotan. Florida late in November.

3. No matter what happens within
the NBC family. it’s believed that ad-
vertisers will benefit immediately from
the new NBC policies and eventually
[rom changes which mav follow at oth-
er networks —particularly CBS.

Beyond these standout opinions there
was 1o general agreement or even real
understanding in the trade about NBC's
new policies. Apparently, the innova-

tions were too large a morsel to swal-
low at one gulp. It is to aid in the
swallowing—and digestion—that spox-
sor has pre!aal‘('d the analysis on these
pages

I‘l

Q. |lust what does the “‘new dea
at NBC entail?

A. Six diverse innovations are in-
volved:

1. Relaxation of the rule governing
selection of stalions when buying the
NBC network. Previously. it was nec-
essary to buy 29 “hasic” stations plus
al least 21-odd others in order 1o make
up a theoretical mininm, In actual
practice. [ar inore stations were hought
in order to take advantage of discounts.

When adding “supplementary ™ stations
to the basic 29. it was necessaryv pre-
viously to make purchases in geograph-
ical clusters.  (Thus stations in what
NBC calls its “Southecentral group”
were “available only as a group of not
less than six stations. . ..} But under
the new regulations. both the require-
ment that an advertiser buy a skein of
20 hasics and that he buy other sta-
tions in geographical clusters has heen
elimiated.  Instead. a new rule has
been substituted  providing only  that
any network  purchased  must
750 of the gross of all NBC stations
in the U, 8. put together.

cost

2. Rates [or network time at each of
the NBC stations have been re-evalu-
ated for morning. alternoon. and eve-
ning. Some slation rates will go up:
others will go down. Television pene-
tration will force rates down in many
markets: but they will go up in some
TV markets. “where rates were far too
low before the advent of television and
are still too low lln|at}'." al‘t'nrthng Lo
NBC. The increases. especially in non-
TV markets, will serve to balance out
the decreases. Thus advertisers
continue to buy the entire NBC net-
work will find the over-all cost of the
network substantially unchanged.

\\'ht!

3. What are essentially a group of
network co-op shows have heen labeled
the NBC “*Minute Man Service” and
will be made available to NBC afliliates
shortly in station time-—free as sustain-
ers. bul costing a fee once sold.

L NBC has moved 1o open up more

one-minute availabilities on its allili-
ate stations by chopping 10 seconds off
the beginning of seven of its evening
sustaining progrianms, Stations will add
this time to the present available 20
seconds to offer advertisers a full 6GO-
second il\'i]”.‘!lli“l_\.

5 Network option time is being re-
vamped o add more time in the woeme
ing, currently a popular period with
advertisers, and push evening option
time back a hall hour carlier. after-
noots back an lour, (Evening oplion
tine will now be 7:30 16 10:00 pm. ) :
alternoon will be 2:00 1o 5:00 pan.

0. Provision [or oneshot sponsor-
:-'||i|| ol two progranis, the last hall-
hour of The Big Show (7:00 1o 7:30
pom. Sunday ). and Barrie Crain. Pri-
vate Investigator. with Bill Gargan
(10:00 1o 10:30 pan. Wednesday o,
have been announced.,  Alternate-week
spon=orship has also been Tormally in-
vited by the network.

Q. Does the new 75% rule for
buying the network mean that a
sponsor can now drop out all the
TV markets?

A. Emphatically. no. The stations in
TV markets are those with the highest
rates, by and large. I they
dropped off an advertiser’s list. he
would be left with a group of stations
whose combined cost came to nowhere

were

near the required 757 figure. One lop
timebuyer gave spoxsor the resalts of
his preliminary computations. indicat-
ing that it would he possible 1o drop

Some typical trade reactions to the new NBC policies

George Abrams, advertising wanager, Block Drug: *On
the whole. 1 think it shonld help a lot of advertisers. For
ourselves. wese got heavy spot commitments now and in-
terest in network operations is lemporarily a1 a minimum,
We certainly do intend to cheek into the Minute Man plan

to see if it is not possible. at scome future date. to pick up
some sustaining shows with high ratings at a local levels
this will come after a thorough cheek of the cost-per-

listener element.™”

v o

Ernest Lee Jahneke. v.p. iu charge of radio, ABC: *Im-
itation i~ the sineerest form of flatters—thank youn NB(.

o

John L. Sinn, executive v.p.. Frederic W. Ziv Co.: "It
was inevitable and logical that NBC wonld 1ake steps to
move in the direetion in which radio has bheen going for 1he
ale of shows at the loeal level.
m will be offered by NBC he-
canse NBC will be making available some fine programs
and that will be of benefit to the entire industry.”

past five vears—itoward the
Ziv welcomes what eompet

An MBS spokesman: “Mutnal comvess best
ABC for its present explorations into ficlds which MBS
has long found highly rewarding for its own clients. Mu-
tual i~ pleased at the evident aceeplance by NBC of the
facts regarding AM radio.™

wishes 1o

Murray Grabhorvn. managing director. NARTSR: “We

have studied the

from the announcements,
ious: (1) The Minute Man shows 3
for stations, provided there is some guarantee that they
won't be sold out from under the stmions a1 ~owe later
time : and provided they
opening up of one-mi
urge that the weiwork consider opeuing up on
nest o commercial shows as well.
sire of NBC scems 10 be to get morning option time. To
goet it they are offering
Stations should carelully analyze the
of what they are getting for the surrender of this valuable

ch

Minume Man,

morning lime.™

ABC plan ecarefully 1o the degree possible

Here are some of our main can-
ay be very good

are priced right. (2) We welcome
e slots next 1o NBC sustainers and
nules
pal de-

{(3) The pring

varions concession= like
value

Lations
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ontly the first 12 TV markets and then
two others. This would still Teave the
advertiser with 99 TV markets. Vore
TV markets could be dropped, of
cour<e, il the advertiser were 1o sirike
ol =tnaller TN eities where <iatjon
rates are lower for network radio.

Q. How is the network discount
structure affected by the new
75% policy?

A, Nt ot all, Present requireients to
carn all five tvpes of discounts ani re-
hates listedl in the NBC vate card re-
i the <ame. Several advertisers
quericd by spoxsoR r-'\pl'l'-—r‘d then-
selves o= ]u'ill]_' CO I'!IIPII |v‘-| l]ll‘\' |rJ:-o'
the 1) weakly diseomt. Tor eNan-
ple. This dizeount is earned when an
advertiser spends S10.200 gross week-
|\ on \|:| rrll' |-'i 0nro muore \\t"i”l\.r.
However. an NBC advertiser huying
o evenine hour. =av.e on the -
mmn 120 hasis wonld have billings
which come 1o more than $16.200
(approximately S18,750 wross): thus
he swouald =6l earn the 1077,

The only  discount  an  adyertiser
wotlil lose i he took advaniage of the
7570 rnle is the full network discount.,
alsa ol 107 it is earned by buyving
S23.000 worth of stations. An adver-
tiser huving only the 7597 wminimum
ol stations Tor an evenine hour woulil
[all v short of the $23.400 |'['l§|1i|‘|'-
ment, However, he could add stalions
o the 7570 minimum until he had
reached the 323100 ficure,  And his
choiee of stations in making up the dis.
count Timit would be completely ap to
it where  previonslv  his 823,100
worth ol stations had to he bought ae-
cordine 1o NBC rules,

Q. Will other nectworks change
policy to meet 75% rule?

A, ABC and Muual already have
more lexibility than is provided for in
the pew \NBC polieyv.  Both networks
will pit together vivally any combi-
nation of <tutions  within reason. The
big question i whether CBS will move
to-compete with ehiel vival NBC. Ay
presstime. network  oflicials had  “no
cointment.” hat spoxsor learned  via
ageney sources that the network s
definitely  considering  some  innova-
ian indls Station requirement pro-
visionse When it eomes. it may go
NBC ane better, O he-reeord conyer-
saliones witle CBS exeentives seemed 1o
indicate that the network Lhelieves 1he
ABC plan means more on paper than
in suhstance,

( Plecise turn 1o e 950

Sponsor speaks out on radio

SPONSOR prints the letter belaw in this space because of the extremely topical
nature of Mr. McGinness' comments. Immediately following is a letter from ANA
president Paul West, which points out that Mr. McGinness, though a member of
the ANA Radie & TV Committee, iz not expressing its views herein, Mr, McGinness
kimself tclephoned SPONSOR shortly after writing this letter to say that the new
MEC plan (see story starting preceding pages) was the ideal remedy for the
shortcomings he had found in network radio previously. In his letter, he speaks for
Fisel” rather than for Firestone, Mr. McGinness told SPONSOR in his phone call.

My attention has been ealled to the editorial on page 92 of the
24 September issue of sponsor in which you eomment on the ANA
Report No. 3. As a member of the Radio and Telcvision Rates Steer-
me Committee, T would be remiss in my duty if I did not take issue
with some of your statements.

Apparzntly, you have joined with the networks in an attempt to
throw a smoke sereen over the picture and drag in magazine reading
and other aetivities to which people devote their leisure hours. While
it is enlirely possible that television has redueed magazine reading,
movie going, bridge playing, and newspaper reading, it should be
remembtered that radio also reduced the amount of time devoted to
there activities in the days before television. It would seem that this
peint hes either eseaped you or that you prefer to ignore the fact
that tel:vision is basically a replacement for radio. In other words,
the time whiclhi people used to devote to radio is now devoted to
televizion and perhaps a part of the time which people devoted to
reading, movie zoing, ete., is also devoted to television. But the fact
remoing that the principal medium which has suffered by television
lias Leen radio.

However mueh you and the networks might want to feel that
radio and television are two separate media and that there is room
for Loth. it seems apparent that people who own television sets do
not agree with you. . . .

The recent move of the networks in reducing radio rates eertainly
does not satisfy the ANA, beeause the reduction was straight aeross
the board and ANA has very consistently and unmistakably stood
for a reduction on a station-by-station, or rather an arca-by-area,
basis. 1 will not bore you by going into detail about the ANA ree-
ommendations because I know you must have read them carefully.
The fact that you choose to ignore them and try to lead your readers
astray by a lot of hokus-pokus which has nothing to do with the
problem certainly does not change the situation a bit. . . .

As an editor, you eertainly must know that you are fighting a
losing battle in trying to maintain radio rates on sueh a flimsy foun-
dation and you must also know that the members of ANA eannot
feel too kindly towards you or your publication for taking sueh a
completely biased viewpoint when you represent your magazine as
being devolad to the interests of both TV and AM. If yvou really want
to do a public service, why don’t you put yvour editorial colnn back
of a plan to get the networks to permit advertisers to use TV in
markels when this serviee is available and supplement it in markets
where 1L 15 not available mstead of having to use both TV and AM
in TV markets. One of these days the networks are going to have to
come Lo this point or else sell a package simulcast deal or they will
find spon=ors deserting them by the dozens and no new ones to take
their places, My personal feeling is that there is no longer any room
for AM st:tions within the metropolitan area of TV stations and that
this trend will continue to grow rapidly onee the freeze is lifted on
the erecticy of new TV outlets.

A. J. McGinness
National Advertising Manager
Firestone Tire & Rubber Company

* * *

The statements made in Mr. A. J. McGinness’ letter do not repre-
sent the position of either the AN.A. Radio & TV Committee, or the
AN.A. as an organization. The A.N.A.'s position has been stated
cxplicitly on more than one oceasion., Most reeently and eomprehen-
sively, it was set forth in the enclosed statement, whiech I presented
to AN.A, members on 24 September at our Annual Meeting, and
whieh was given to the press the same day.

Paul B, West,
President, ANA




These are typical quotes
from recent Ohio State

radio and t(elevision seminars

6The lack of TV tlime at night, the lncn_euln; diffi-
enlty in securing satisfactory statlon clearances means
talent costs go up in . . . ratio to the necessity of

é¢ln producing television commercials, let’s forget
about how clever we can be, and concentrate on how
effective we can be In selling the product for the
guy who's paying the bills.%?

Robert W. Dailey, Radio-TV Director
McCann-Erickson, Inc., Cleveland

66Some programs with an exceptioually loyal follow-
ing should not be judged on ratings alone; the lower
rating in some eases may offer a profitable buy.

securing audlence in less favorable time. . . .99

Robert M. Renschle, Mgr. timebuying dept.,
McCann=-Erickson, Inc., New Yeork

We . .. buy radlo and stay with 1199

John Hosch, Vice President,

J. Walter Thompson, New York

You'll learn plenty at today’s

radio-TV work sesstons

The seven examples on this page

plus those following

are just a few gems from a typical shirt-sleeve session

sy Windy radio and TV clin-
bl ics al which nobody learns
anything are becoming a thing of the
pa!r—l. r|'n|[.'1._\. al conferences called [r_\
groups hike DML, ANAD AVAA (next
York. 30 Oectober).

state associations of broadeasters, and

=¢s=slon In Ni W

the networks, down-to-carth facts have
!l'}l'.‘h'ml the |rtl" and ||-|f.n|-!. Such
clinics, really work sessions, are in
keeping with the spirit of the times as
radio advertisers sharpen their think-
ing so as Lo get the most out of the

medium and TV adverlisers slruggle

Lo :!ll}ll-! lo the new complexities o

ééThere is a very real danger that network radio may
be degraded by irresponsible and opportunistic sell-
ing. I refer specifically 10 the deplorable tendency of
some networks to make ‘under the table deals.” 99 |

visual air advertising. Nowhere was
this construetive AppProi h better ex

emplifhed than at the Eighth Annual

\dvertising Conlerence of Ohio Stalte

l ‘niversity.

Just coneluded (20 October). the

latest Ohio State Conflerence brougzht
together advertising men [rom evers
To give its readers some of
the meat of the radio and TV sessions
sProNsor has culled portions of lectures

fuarter.

}1_\ the Fr;iliv}i*—[*—. These exe erpls ar
presented. not only for their intrinsi
merit. but also as an example of the

kind of rewarding information vou're

John Karol, Vice President
CBS Radio, New York

€6TV, 10 all intents and purposes, has surrendered
the 5 te 7 PM time 1o children’s shows. This may be
a sirategic time for radio to ‘eapture an adult audi-

ence. A potential best buy.??

F. C. Brokaw, Vice President,

likehy 1o fiind at most any such zather-

meg nowadays.,

Chairman of the radio advertisine
clinic was L. A, Pixley, presiden
WCOL, Columbus.  His counterpart
for the television clinic was \ietor
sSholis. vice president WIHAS, Louis-
ville, Keynote speaker for radio was
John Karol, vies |.|,.|.I.-||: in chargoe
of sales, CBs Radio. New York:; fo
'V, the main address was by Robert

M. Reuschle, manazer timebuying e
partinent. MeCann-Erickson. Ine.. New
York.

|.k“\‘- IPppear on pag '),

|'lr||l--|‘|'- of therr and other

66The best television commereial writer first pictures
himself as u salesman trying to make a sale to 'a__eul;
tomer and then uses the medium to fullest advantage
to. drumatize the principal sales points.®9.

: ‘Robert W. Dailey,
MceCann-Erickson, Cleveland

46l in for the opportunity 1o rell his audience that
the advertiser plans, schedules and buys time and
progrums. This opportunity must be handled with

greatest effectiveness.??

Paul H. Raymer Co., Chicage

George A. Bolas, Director of Radio-TV,

Tatham-Laird, Inc., Chicage



Researveh Burean. Ine.. Seatile

A i

Joseph Ward. president Advervtising

In the article below. Mr. Ward snms up what he ha= learned
abont radio advertising for retailers over the two years in
which he has conducted ARBI tests of radio vs. newspaper
advertising effeetivene=s, e hits hard at radio station man-
agement and retailers alike for failure 10 follow sound. busi-
ness-like  practices in retail air advertising,  Aetnally. M
Ward™> qualifications 1o pass judgment on the subject go far

bexond his extensive experienee as president of ARBI.
i~ only an off-sheor of his practice as 3 management-engineer-

ing consullant.

chuling €

AW H

e has keen knowledge of business proce-
dures baeked np by analyses he has made for some of the
Pacific Northwest's and the nation’s largest businesse<. in-
naticn Milk and Sick™s Seattle Malring and Brew-
g Co. s remarks on how radio advertis

12 has heen mis-

used for retailers are pertinent for national advertisers as well,

BT /n the nearly tico years that
ARBD  has  been  making
studdies of radio and newspaper adver-
tising for retailers. it has become quite
apparent that radio has a greal deal
to Adearn about selling merchandise.

Vhrough these studies. however, the
retailer has been learning something
u;um” his r"-.l.-.u.m'.n_s, Tero, and he s
been given a beener perception of the
proldewm of inducing the potential cus-
fouier areoss .Ffrr' threshold
meire :'lr.ulrm:mrrh"; i hetter understand-
frige of the “who™ his
“whyT they react the way they o, In
.ff.'r- LG T the retailer has had to ,:_'."r'r'

anid cven

custoniers are atied

qun S J'Ir.- H.\!'I.'t'ff Hmf;'!:'um -‘J'."f.‘.lIr o re-

3€

What radio
should know

hout sellmg
refatlers

Critie lambasts industry
for bad copy. poor teamwork

and salesmanship.

glamour-hoy anmmonncers

cetve with an open miind the new fm"-
tors which are emerging.

Advertising [or retailers is a serious
matter. Of all items of expense. it is
the one single largest dem in miost
stores which is least known. The re-
tailer s familiar with lis sales rosis
and he has traditional ratios of aidver-
tising expenditure which he follows,

While he has aceepted and continues
to receive data supporting his opinion
that newspapers are his primary medi.
um. little or nothing has been arvailalle
to him about the value of other wmedia,
It is unfortunate that the value to the
retadler of multi-media has not lLeen

stressed. Al of our studies indicate

that potential customers influenced by
more than one medivm are maore lilely
to be purchasers thau those influenced
by only one mediam. 1f there has been
any understanding of this function. i1
has been most neglected by radio peo-
ple. By and large the [ault for the lack
of use by retailers of radio as an ad-
vertising medinm lies with the radio
people themselves.

The primary faull of the radio peo-
ple lies in a lack of understanding of
the retailers” problems. The retailor’s
urgent necessity (s fo move merchan-
dise. and to move it now. e lasn't
been convineed that radio can do thai.
Ind here is why!

SPONSOR




1. Copy: One of the significant lac-
tors emerging from the ARBI siudies
i« the importance of copy- selling
copy, the personalized sales message.
the urgent appeal to “do it now,” From
direct observation. far loo many sta-
tions in making ARBI surveys have
<hown they don't understand this basic
and essential factor of retail selling:

good copy. Too often the retailer has
prepared the copy to go on the air, and
too frequently to be overlooked. the
station has let it go without changzes
either through lack of knowledge of
what constitutes effective radio selling
or for fear of antagonizing a client
who doesn’t understand the medium of
radio. In almost all cases the retailer
has had no one on his advertising stuff
cell” copy for ra-

whao could prepare
lli(‘.

Capable copywriters for “black-and-
white” are not neeessarily adapted to
aural messages since the visual ccpy
in the newspaper usually accompanies
an illustration and refers in detail to
what the eve sees. In the radio copy
the message must ereate in the mind
the complete image and at the same
time excite the desire 1o buy or al
least to look at the image painted by
words. Tt is a difficult art and 1 be-
lieve the radio industry should inves-
tigate thoroughly the possibilities of
developing for the industry a thesaurus
of “word pictures for the ear” for the
use of radio cCOpyw riters,

Where the “sell” capy has been pro-
duced hy station personnel working as
a team to move merchandise for the re-
tailer. the results have been astounding
in comparison with the retailer’s stand-
ard of measurement. the daily newspa-
per. Whether in television markets. big
cities. or in rural areas. copy with a
punch. a personalized message. eopy
that gives a woman—one woman—a
mental picture of her dress. sells mer-
chandise for retailers in an astonishing
volume —astonishing a~ much to radio
as to the retailer. However. copy is the

We're making reprints

This article by Management Engi-
neey Joe Warvd will, i onr opin-
ion, lomg he sonree waterial for
advertisers, adverfising ngeneies,
station eommereial departinents,
As a SPONSOR serviee, reprints
have been |||'|-}u||'|'|l. TR COpy
per suhseriber is available free on
request. Write for bulk rates.

product of teamnwork and the lack ol
teamwaork by radio is limiting severely
its effectiveness with retailers.  Anil
that brings me 1o the next point of
difliculty :

2. Teanucork: In observing stalions
al work during the last two vears, |
have been struck by the lack of under-
standing of the vecessity for tight co-
ordination amd direction of the Zroup
of people in the radio station concerned
with selhing merchandise for the re-
tatler.
have found httle or no evidence of the

Even in the largest stations |

existence of a retail team whose pri-
mary or even part-lime funetion is 1o
confer on the best techniques for sell-
ing the particular merchandise. On the
contrary. I have found most stations
doggedly trying 1o get rid of a big
pPrograim Lo a local lll'p.lrllllt‘ul slare or
substantial retail merchant with the ler-
vent hope he'll buy it prepare the copy,
and be reasonably snappy about get-
ting his checks mailed to the station.

Stations  should either gel serious

about this business of retailing or gel
oul of it :1[lu_i_'|'l|lc'r, Teamwork is need-
ed. Such teamwork calls for an invest-
ment in future business such as com-
petent |-f-r.-au|u|<~] to handle these fune-
tions:

fa) Sales personnel with a knowl-
edge of merchandising ta call
on retail merchants:

(L) Copywriters with the knowl-
edee of and ability 1o write
“word pictures” of retail mer-
chandise:

(e} Program directors with the
ahility 10
sages Lo the proper andience:

beam =ales mes-
(d} Announcers with a persuasive
cales voice to the “one wo-
man” making up the audi-
ences

(e) A eoordinalor to see to it thal

all phases of the retail selling
|I];I.I!: fll[ I':lllill are uurrt'i:nwi
and well prepared, and that
the aecount is properly serv-
iced.

This matter of heaming to the rvight
audience is  fundamental and thal
brings us to:

3. Scheduling: Too often 1o 2o un-
noticed. the right copy never reaches
the right audience. Either through lazi-
ness, ignorance. or plain incompetence,
sales messazes lirequently Lind on coms-
|l|"h‘l\
principal

( Please turn to page T2)

barren ground., One of the

assels of radio 1= often

Three key points made by Joe War

l__

FI7 PR

L. A thesawrus of “word pictures for the eur’™ neede

"In the radic copy the message must create in the
mind the complete image and at the same time ex-
cite the desire to buy or at least to look at the
image painted by words. Personalized messages sell.”

oQo0
0000

2, Lack of relbearsal by announcers can kill good copy

“Too often, announcers leap frantically to the mi-
crophone at the last minute, pawing over the copy
with wild gestures, and at the same tfime taking
pride only in the masterly timbre of their voices.”

3. Whip-snapping sales manazers miss hot prospects

“"Most stations would rather go after the business
already on the air than do the harder thing cf de-
veloping business out of a cold prospect list of ad-
vertisers, They go after crumbs instead of meat.”



How (o remake an AM drama for 1

Bristol-Myers has made the jump from radio to video

with Me. D, A

TV

.fin ['gn-')l.lrll ]I-l'- .I'-l\l'll }Iil{l-u'” lht"il'

When <hopping for a net-
work TV show, many an ad-

vertiser with an existing ra-

ueslions:

(11 =hould 1T buy a T\
estedd or untested. that was ereated spe-
vificallv. Ton

2y should 1T otake one of mv cur-

prozram.
lelevision? (O
1) |.Il“l' Jlln[- rlres .llill 1'\11'“" i. l‘i‘

ther intact or with alterations. to TV?

Fhe first plan provides the easier

way ot of the dilemma. It avoids
many a tough decision. and all the
complications of “adaptation™ versus

Tereatton.” Inomost eases. it i= the l'.llh
followed by advertisers who don’t wish
1|1\n|\|'|| L1 ril'-'iiliflﬂ \\IIZI]
added in the in-

radio

L o
st be left ot o
Lrpeate
hows for TV,

The second alternative is harder, b

Proeess ul 11'-*]I\1]H‘II’_‘

it has certain advantages which make
Homore attractive to oa gcrowinge hst of
=|ran=irs, Fir=t ol loremuost, the ad-

vertiser wha is bankrolling a video ver-

stone of i< omn tor somehody else’<

I. Basic cust moved intaet to TV

of the 12.year.old radio
eHective alternate-weck TV program series,

in the transformation
"Mr. D, A" series for Bristol-Myers into an
B-M decided that the

lere's how it was done

radio show has the advanmage ol an
already-created  loval audience and «
tested program vehiele, This alone has
made the bringing-over of proved ra-
Gull Ol

=. Tobacco

dio vehicles worthwhile for
with e The J"-'u'uft'. LL
with Martin Kune. Lipton with Arthur
Godfrev's Talent Scouts and Colgate
with Strike It Rick. Other T
tisers, =uch as Blatz with

adver-
lios n' An-
dyv. have found 0 oexpedient to use a
television version of a radio show with
\\I|i|'|l they had not been a<=ociated in
the prast.
=till. th
for anvone who wants ta take an estah-

biz questions are the sam

lished vadio property. make a gracelul
leap inte TV, and land on hi= feer -
stead of his seal. Somewhere, answers
must be found 1o such posers as: How
much will a T\

cost me (exchuding timel o ratio 1o

version ol iy show

nn present radio production costs<?
How can | evaluate whether or not the
production stafl. cast. talent and for-
mal of my radio show will stand up
staree of a TN

under the unwinking

show's

Chow pulled a

camera? 1[I nse the =ame group that
produees and performs in my radio
show, will | save money? Can llu'.\
stand the strain of doing the same
show in two media at onee, or will they
develop a kind of broadeasting schizo-
phrenia? How can I adjust the radio
and TV rehearsal and amtime schedules
=0 that there's no conlliet?

-H'Il-.-l'. I es=ence, are Ih!’ |liui*|l‘lll.-
lor which Bristol-Myers. one of Amer-
ira’s leading drug firms and one of the
nation’= heaviest air advertisers. has
had 1o find answers in the past year o
<. After mueh carelul preparation and
an=ulerable honest sweat. an alternate-
week TV version of B-N's Wister Dis-
triet Antorney took to the air on ABC-
'V on 1 October. 1951 in the 8-8:30
peine Cive timel slot. On the hasis of
carh ratings, the transmutation of Mr.
Do, ymo a TV series while maintain-
g the weekly radio series, sponsored
by Bristol-Myers since 1910, has heen
a stecess, The Trendex 10-vity rating
on the premiere was a 19,06,

SIPONSOR

has selected the program

three regulars [Jay Jostyn, Len Doyle, Vicki Vola) looked the
part for TV, but made a trial-run kinescope of the show just to be sure.
19.6 Trendex rating on its | October TV premiere




for a case-in-point, in the tricky busi-
ness of bringing radio shows to TV,
for several reasons. or one thing. the
program was brought over virtually in-
tact—producer, hasic cast, writer. mu-
sical divector, announcer, and the pro-
gram'’s format and theme all made the
wove with no changes. At the same
time, Mr. D.. is not an atypieal ra-
dio show, in fact, it is very representa-
tive of an entive gronp of medium-
priced radio shows of a nvstery or
erime nature which could conceivably
make the transition to video. Lastly.
since virtually everyone associated with
the problems of the radio Vr. 1. is
alsa working on the new TV version,
it was possible to find oul. collectively
and individually, how they are making
out in the newer air medivm, and what
problems arose from the move,

New as the TV Mr. DA, still is, the
idea of doing a video version of the
famous racket-and-crime-busting series
was nol a last-minute or even recenl
development in Bristol-Myers’ advertis-
ing plans.

A Bristol-Myers advertising spokes.
man told sroxsor: “We thought about
making a televizion version of Wr. D.A.
front the moment TY began to hoom in
the early postwar yewrs. Periodically.
the subject came up in meetings. and
we discussed it thoroughly. There was
never any real question of whether or
not we wanted 1o bring the radio show
into television, We were also convineed
that the same production stafl and 1al-
ent who had Kept the radio show's rat-
ings high since 1940 and made Mr,
D.A. a success in terms of product
sales could do the job in TV.”

Sinee the TV version of the weekly
crime series had been a pet project ol
Bristol-Myers for a long time. how did
the big drug frm decide when (he
time was ripe to make the changeoyer?”

“We waited until ouy continuing me-
that
would be a sizable potential andicnee
for a video Hr. DA the Bristol-My-
ers spokesman explained. i
not have been sound [rom an economi

dia researeh showed n- there

would

standpoint 1o have done it carlier. Al
the same time. we were carcelully
watching the relationship hetween the
size of the total radio andience and the
TV  audience.
standing of radio and video. We e
cided. in the =pring of this year. thal
the fall of 1951 would be our taioet
date for the <tart of a TV version of
WD

How did Bristol-Myers decide that

the entire basic cast and the behind-the-

amd the  competitive

seenes stallers | produocer, writer. m
sician, ele.) could make the grade in
TV when the time came?

To find the answer. spoxsor talked
to representatives of the ad agen
handling the TV W, DL, (Young &
Rubicamt as well as those of the cli-
ent and the producer, Byron Produe-
tions. This i= the consensus of how
the evaluation process worked out for
those connected with Wister District
Attornev.

Since Mr. D.A. i= a package show.
hased on characters and a title created
by I'hi“ip:c H. Lord but produced en-
tirely by [Ed Byron. the great pari of
the burden of selection fell on the
shoulders of stocky. energetic Ed By-
ron, who has been producing and di-

Commercials on TV "D.A." are adaptation of radio selling

recting the radio serie~ ~ince ils incep-
o as an NBC sustainer in 1930, A1
the age of 45, Byron is a veteran pack-
Like

all producers in radio who felt they

azer. and knows all the ancles.

wanted 1o continue eating. Byron hail
been a close student of T\ from the
beginning. watching shows. discussing
attending  re-

production  technigue,

hearsals. ete. He was well aware of the
fact that Bristol-Myers was following,
with equal thoroughness. the progress
being made by TV, and that his radio
package might ultimately be made over
into a videa series,

When this prospect became “hot™
early this spring. Byron went to work.

(Please turn to page 80)

n'l-henrsnl schedule of the radio and video "Mr. D. A's" had to be d. Key backstagers went along in the radio-to-
.Vehlla_-d to avoid conflicts, was solved by putting the radio show on tape. TV shift. Producer Ed Byron (top) and asst. Joyce Lowinson
= radio show now takes four hours to produce: the video show takes 28 hours handle production, Bob Shaw and friend [bottom) do seripts

hearsal schedule for VM. D, A"

io
rtime: FRIDAY 9:30 to 9:55 p.m., EST
zarsals: WEDNESDAYS | 4:30 to 7:15 p.m.
7:15 p.m. dress and tape (if re-taping, until 9:00
p.m.}
*levision
ooEEiAdbg
. .| Alternate 8:00 to 8:30 p.m., EST
Aimme.! MONDAYS
MONDAY Ilm".::lfo 9:00 p.m. (not scheduled on odd
TUESDAY 1:00 to 2:00 p.m.; 4:00 to 8:00 p.m.
e rsgia: THURSDAY 2:00 to 5:00 p.m.
FRIDAY 10:00 a.m. to 1:00 p.m. (or 2:00 to 5:00 p.m.)
SATURDAY | 2:00 to 5:00 p.m.
SUNDAY | 10:00 to 11:30 a.m. [or 11:30 a.m. to 1:00 p.m.)
2:00 to 5:00 p.m.




and Jinglist Janetie Davis

\h come from Carolina

So pa’don ma drawl:

AIhvm heah to menshun
Long-grain rice to y'all.

It makes right faney catin’.
s tasty and so nice.

For quality and nourishment
s CAROLINA RICE.
There's three ways to hoil rice
To make it worthwhile—
Pressure-cooked or Southern
\nd Oriental style,

Serve it in a dozen way.
Take my advice—

Nothin's economieal as

CAROLINA RICE!

Jingle that built Carolina Rice

(arolma Rice 18
oomo places with a jmole

Saturation radio eampaign which built brand to No. |
in New York will soon be extended to other markets

In Tour vears River Bramd
SO Rice Mills and ils agency.
Qe Donahine & Coe. have built

Carolina Riee Trom a modest ]lu.—itinn
to overwhelming  sales |t':1r}l‘l'~|li}| i
the nation’s  toughest  market — New
York Civ. More than thai.
bailt it 1o the point where i0< e 1o

they ve

expand - amd the expansion can pro-

40

ced with tested expertness. Finally,
they've bt sales <o well that Caro-
lina Rice advertising technigoes are
being horrowed for a hnsky campaign
by its older stablemate. River Brand,
’I-!ll“-‘l' tl.‘l|\|ll\ l‘\il]c'lll'l‘,-' llf L TR AR
contend the sponsor and agenev, can
be traced 1o a single radio jingle suny

in a =exy =ouwthern drawl. And 1o a

saturation strategy harnessed Lo a nov-
el “rotating audience™ plan,

But this is only part of the story.
The trade is still goggle-eved over Car-
olina Rice’s skill in using radio to be-
come the favorite ol the \l‘,‘_‘l'n and
Spanish markets. of converting publie
taste from short 1o long-grain vice.

Whete in the nol-too-distant Tuture.

SPONSOR
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markets vemoved lrom New York are
included in the Carolina and River
Brand campaigns. the techniques that
worked so well in the Number One
market will be duplicated almost to a
1.7 And chances are that the Caro-
lina Rice jingle. which has been sung
and resung without a single change
for four years and inmumerable per-
formances. will become a nationwide
top tune.

Each vear has seen a steady increase
in the radio budget -an average of
1597 more per vear. Part of this comes
from the newspaper allocation. now de-
funct. Present Caroline Rice expen-
ditures on New York spot radio are
about $£75.000 a vear. With this
amount the company hammers away
with an average of three to five an-
nouncements weekly on the following
programs:

WNBC—Bob & Ray. Skiteh Hen-
derson: WIZ—Herlh Sheldon. Dean
Cameron: WOR-—morning news. an-
nouncements; WMCA —Ted Steele. an-
nouncements: WNEW—Rayburn &
Finch, Bob Haymes. lerry Marshail:
WMGM—Ted Brown: WINS—Jack
Lacey: WPAT—IPaterson. N. J.)
Milo Boulton: WHLI— Hempstead )
announcements: WAAT—(Newark. N.
J.) announcements: WFAS—( White
Plains. N. Y.} announcements: WLIB
—Harlem  Frolics. Ruth Ellington
James: WWRL—(Woodside, L. L)

Sales jumped (see chari below) after Carolina used

Milo Boulton built distribution in New Jersey

Doctor Tive, Doc Wheeler, Spanish
Hour.

After only four vears of concentrat-
ed radio use, Carolina’s standing in the
New York market is impressive. This
spring its distribution stood al over
85077, topped only by General Foods
Minute Rice with 907, Sales of one-
pound packages had multiplied 3007,
from the spring of 1948 to the spring
of 1951. This gave Carolina Brand a
three 1o one lead over its nearest rivals
—Unele Ben Converted and Minute
Rice. The Carolina success has helped
pul the company in number one posi-
tion as a distributor of packaged rice
in New York.

Both River Brand Rice Mills and its
predecessor company, Southern Rice
Sales Company, have been marketing

WWRL merchandises rice to Negroes, Spanish

Carolina Rice since the late 19207, But
it remained strictly a secondary brand
with modest until Workd
War 1.

\ctually, the average Awerican con-
sumer has heen traditionally a short-
mainky  hecause of

sales after

grain rice cater
habit and low price. Long-grain rice
{of which Carolina is one brand) got
its first big boost during WW 1. when
government  stockpiling  took  huge
quantities of the short-grain variety off
the market. This made the long-grain
rice more plentiful by comparison and
led millions of consumers to stock their
shelves with it for the first time.
When the coufliel ended, short-grain
rice again came back on the market in
pre-war volume. Left to the whims of
(Please tuin to page 61)

saturation radio

\Sales in representative sample of metropolitan New York grocery stores
{

.:\darch [OaR et mbarad iwith ‘FabiNMarch: 1951

!

! Aver. packages per :

| month sold per Total units sold Per:e.nt c:f dis-

ribution

Brand store

b

1948 1951 1948 1951 1948 1951
-arolina Brand 59 150 11,800 | 30,000 51 81
'River Brand 22 39 4,400 7,800 32 36
Ehler's Grade A 23 18 4,600 3,600 40 30
Ehler’s Long Lt 33 L 6,600 Y 35
Grain

iiUl'u:Ie Ben Con- 28 51 5,600 | 10,200 56 76
‘I verted

Minute Rice = | 52 ] 10,300 - 92
‘ (5V2 oz.)

!I_____ 4

*Brand introduced after 1948

22 OCTOBER 1951

Donahue & Coe executives check Carolina saturation schedule
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You ve Got Yo
o ¢et Resalts!”

IH\I‘-LI estmates indicate that above 907 of all national spot radio

business is ‘placed” by agencies in New York, Chicago, Detroit,
Atlanta, Fort Worth, Hollywood and San Francisco.

This heavy concentration would obviously make it pretty easy for any
representative to rely almose entirely on “sit-ac-home selling,” if he
wished. Thus the amount of traveling done by F& P becomes a rather good
index of onr willingness to work —to spend time and money to keep
in touch with the realities of radio advertsing, to £row our markets,
and thus to render better service to you agencies and advertisers who
buy our products.

Even though Free & Peters mainaains offices in all the cities men-
tioned above, there is hardly a business day in the year when we are
all at our home offices. During 1950, for example, our Colonels spent
737 working days in “outside” cities— made literally thousands of
sales wnd service calls (on jobbers and dealers as well as on agencies,

advertisers, and the stations we rcprcscnt). S

In other words, F &P is interested in the sale of your goods and
ours, and proves it with work instcad of words. That’s one of the
“secrets” of our success, here in this pioneer group of radio and tele-

vision station representatives.

Proneer Radio and Television Station Rf/)reseumﬁ

Since 1932

NEW YORK CHICAGO DETROIT ATLANTA FT. WORT




Photo Courtesy Amerrcan Atr Lines

JOLLYWOOD SAN FRANCISCO

REPRESENTING
RADIO
STATIONS:

EAST, SOUTHEAST
doston-Springfield WEBZAWWBZA
Bullalo WGR
New York WAMCA
Philadelphia KYW
Pittsburgh KDKA
Syracuse WFBI

Charleston, S. C. WS
Columbia, S. C WIS
Norlolk WGH
Raleigh-Durham WPTF
Roanoke \\'hl’u_]

MIDWEST, SOUTHWEST
Des Moines WHO
Davenport WO
Duluth-Superior WDSMI
]"‘i?gn WDAY
Fort Wavne WOWO
Kansas City KMBC-KFRN\I
l,llllf\\f“t' \\\\I
Minneapolis-St. Paul WITCN
Omaha KFADL
Peoria WAIBD
St. Lours KSD

Beammont KEFDAM
Corpus Christi KRIS
Ft. Worth-Dallas WBAP
Houston KXYZ
San Antonio KTSA

MOUNTAIN AND WEST
Boise KDSH
Denver KVOD
Honolulu-Hilo KGMB-KHB(
IPortland, Ore. KEN
Scattle KIRO




TELEVISION SETS

SPONSOR: Rock I Body Serviee ACENCY: Direet
CAPSLLE CASE HISTORY : Theve nnnouncements daily
wirrass the hoard were devoted strietly to ppnomoting Emer-

Il setse The sales pitch: announcements are made
Hiy lront one-mtiiile tape-recorded interviews with fami-

lies wseng ane Emeeson TV oset, The daily raidio #’\'.(-f‘uf.r’:'—
fie ~{} Il ithien the first 28 r{‘ﬂ\\ til this ru‘r ,\(‘{H'lf”h'.
Rock Wil reported 35 Emerson T sets sold as a direct
result of the taped genouncements [or a sales Zross well
arer SHTHND,

W R Hook T s 4 P"ROGER AN Annonneement=

RADIO
RESULTS

SPONSOL: VGENCY @ Blaine- Thompson

el

CAPSULE € ASE HISTORY ; Barry Gray conducts an
Copen forum” from Chandler’s. a local restaurant, from
midnight to 3:00 aum. During these post-midnight hours.
Gray aired 10 one-minnte announcentents, one nighily,
for “Remains to he Seen™ then unopened and unreviewed.
The announcements produced more than 83500 in actual
tichet sales: individual ticker sales were augmented by
veveral theats e patties. Total cost S300,

WMOCL New Yark PROGEAM: Barry Gray Show

FURNITURE AUCTION

SI'ONSOR: Nickerson Wayside Furnityre AGENCY: Direct

CAPSULE CASE HISTORY: Tlis jurniture house, oper-
ating oul of a warehouse building. wanted to liquidate
S30.000 worth of furniture and applionces. The auction-
cer in charge was persuaded to try saturatron radio. The
pre-auction plan: 10 announcements daily Jor five davs.
Came auction time and one woman [rom outside of the
metropolitan area \a radio customer) spent S8O00: many
other radio-sold customers turned up. Campaign expen-
diture: $269.70.

WHIM, Providence PROGRAM: \nnouncement«

NOVELTY COIN OFFER

SPPONSOR: American Coflee Co. AGENCY: Boettiger &
Sumimers
CAPSEULE CASE HISTORY : This company. after less

than six months’ sponsorship. ran a test. A small novelty
seripture coin was offered as a giveaway. Test was
planned for tiwo weeks and spounsor arranged jor a maxi-
mum of 5.000 coins. After one week (three broadeasts),
6,137 people from 244 North Caroline towns and 142
South Carolina tearns lad written requesting the coins.
Offer. too successful. was withdrawn.

WEBT, Charlone, N, €. PROGRAM: French Market
Coflee Shop

ENGINEERING SCHOOL

SPONSOR: Cleveland Enginecring AGENCY: Direct
Institute

CAPSULE CASE HISTORY : The institute wanted (o
bolster enrollments: decided on radia for its initial ven-
ture. Participations on the Bill Gordon Show early-
morning record program, Monday through Saturday. and
late afternoons, Wonday through Friday, lighlighted the
engineering school's advantages. Two announcements on
the first day at a cost of 82650 brought immediate
vesults —new enrollments totalling S1.300 in tuitions.

WK, Clevelamld PROGRAM: Bill Gordon Show

STRAWBERRIES

~PPONSOR - Parmtore Farme AGENCY : Diveet
CAPSELE € ASE HISTORY - laratore Farms faced a la-
haor \hu.’h.r!'r el H‘Ji' i!!l'l!‘\ .n‘f'r.‘.rr'r:u'”\ croj r'ilﬂft!'rﬁ‘.' ,n‘
havvested. 1 freesminate segment of the Farm & Home
Show explurned the plight 1o area listeners: asked house-
wives fo come and pick theiv own strawberries at 156 a
quart frome Paratore’s 30-were strawherry pateh. Cost of
the segment: £20. That very day hundreds af people
frowi wiles avound cleaned out the patelr.

WIBN, T PROGEAM: Fd Shesareayh’> Farm
& Home Show

BOOK

SPONSOR: Willved Funk, Ine. NGENCY : sehwab and Beatty
CAPSULE CASE HISTORY: These publishers ventured
into a one-week trinl to further sales of the hool, “How
TFo Stop Killing Yoursel[.” The means: a participation
daily on the lousewives” Protective League program
(CGalen Drake) . Funk planned to spend S1 per ovder dur-
ing the one-week trial. But, in that time, Galen Drale
produced 516 orders for a 31.522.20 sales gross. Pub-
lishet’s cost per order, Y0¢.

WeBs, New York PROGEAM: Housewives” Protective

League




Advertisers who participate in The Yankee
Network News Service have one idea in common
— they want their broadcasts inside each local
area . . . from home-town station to home-
town audience . . . for maximum local effec-
tiveness. For example:

FIRST NATIONAL STORES *

Who better than they know the Home- thirty clients reqularly using the Yankee
town pattern? Who better than they, from Network News Service to reach the Home-
their many vyears' experience in radio, town audience.

know that it pays off to use the Yankee _ . S

+ 1_. 4 +h F. + N 1 | S z * First MNational Stores participate in the Yankee MNetwork
station neare.s e- Irs ational Store in Kias wbil sy s waals Monday Threiigh Bodey fidbac#bn
any commumi‘y. First Ndhonﬂl 15 one Of A.M. — 1:00 P.M. — 6:00 P.M. editions.

Go Yankee with the Yankee Network News Service
8 A.M. 9 A.M. 1P.M. 6P.M. 11 P.M.

A crowning achievement in home town acceptance

THE YANKEE NETWORK

DIVISION OF THOMAS S. LEE ENTERPRISES, INC.
21 BROOKLINE AVENUE, BOSTON 15, MASS.
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The

picked panel
ANSWers

Mr. Kaye

To insure  that
musiec on televi-
ston has the max-
imum impact on
the audience, |
believe vou must
dramatize 2. 1
vou let a greal
artisl in
from of the cam-
eras in a neutral
selting and sing
i preat song, the result will probably
I pleasing enough: but. by taking a
<ong and giving it a “treatiment”™ you
acdd another ingredient 1o the actual
heanty of the sound. You add visual
interest which, of course. is the life-
Blood of any medium that utilizes pie-
tures as s primary impact,

“llow Deep Is the Ocean™ is a tune
that has been done hundreds of times
on television. It is a “bhoyv-girl” song
'I|1.'l| .|:-|\-: ““u\\' (G |1 lln | |u\|' vonu
.o« Liell you no lie . . < how deep is the
ovean . . . how high is the sky )
When we presented this song recenly
o the Freddy Murtin Show we took
the title literally. We hegan with a
<hot of a goldfish bowl in extreme
closenp. The effect was that the cam-
era was under water in the ocean. We
lowered a goll ball on a wire into the
hawl. This looked Like a bathysphere.
These two shots weye seen over the in-
Then we dissolved

stand

Mr. Lafferty

troductory music,
1o the interior of a large mock bathy-
-]||||'Il' ."Illll 1|ll' ||n\' ‘illl‘,_’l'l'. |I!'[‘S:i|<|l HES

a seientist, sang the somg 1o his ;_rirl

46

OISO o

o oo

What’s the secret of success in programing music

effectively on TV?

Cerald O. Kaye

assistant. - Outside the portholes fish
swam by, stopping now and then to
illﬂk al \\hﬂt wis g(li“g on. “.'(.' f'."d['(l
il] a k;!“:. our fll]l\ l‘i)]]('(?ﬁﬁil'l] o ‘Il‘.'
“norm’” and then during the applause
we reversed the opening shots.  The
audience saw the miniature bathy-
sphere rise leaving just the underwater
shot.

This nmumber was tied into the seript
but even taken singly il serves to dem-
onstrate how “dramatization™ can be
used 1o build visual interesi,

PERRY LAFFERTY
Producer-Director

Freddy Martin Show. NBC-T]
New York

Television's  vis-
ual impact i< the
basis of its im-
mense  popular-
il}. but rob it of
its voiee: blo oul
the  musical
companimentthar
embellishes virtu-
ally all the 10p-
drawer programs

ac-

Mr. Baltin

now heing aired
on the nation’s video stations, awd the
new medinm would lose its appeal.

Graunting. then, that the aural forns
an imtegral part of TV programing,
how ean music best be atilized in this
coltish communications offspring? The
question posed makes it appear such
integration  is  clothed  in secreey,
“What” asks Mr. Sponsor. “is the se-
crel of success in programing music
effectively on TV?™

Publie acceptance. it wonld seem. is
the premise upon whicli one must cone
sider the question. Tu radio hroadeast-

Vice President in Charge of Sales
Bruno, New York, Inc.
New York

ing. the public has shown a high re-
gard for the recorded musical pro-
gram. Disk jockeys form a powerful
wing in the aural field. Radio also de-
veloped a latent interest on part of a
large segment of its audience in classi-
cal and symphlonic music.

Motion pictures enjoyed their great-
est success after sound was injected in
the late 1920°. As a purely visual me-
dium, films won public favor, but it
took the addition of the voice and par-
ticularly music to lilt the cinema to
one of our greatest arl forins,

Since the success of mosic in radio
and molion pictures is no secrel, one
has ready access to the forms emploved
in these media. By intelligently blend-
ing them for 1elevision, effective use of
music has and is being made in TV.
Our own experience has proved this to
be true. In one instance, 25 stations
across the nation are making use of a
film format we developed whereby pop-
ular records actually spring to life on
the 1elevision sereen and become a vis-
ual as well as aural treat. Hence. one
of radio’s most popular forms adds a
visual dimension and takes on impor-
tance as a program vehicle on TV,

In another instance. “long hair™ ad-
herents who have been looking for
television program fashioners 10 tailor
presentations that portray greal sym-
phony orchestras performing master
works. are having their wishes satiated
through the blending of music and the
camera lens in the symphonie series we
are distributing.

With the development of patterns for
music in television. the new medium is
enriched. Overlaid as transparencies
[or cmiphasis and impact on moads in
dramatic offerings. or featured as vital
segments on variely programs, these

SPONSOR




musical patterns enrich TV and widen MR. SPONSOR:
its scope of public acceptance. -

WiLe Davrix

0" n
General Sales Manager. BU
Tl Department your Be$+
Sereen Gems., Inc. 58
New York '] ® IGH M
€ N (M

The secrel of sue- P = =
Ces== 1 Irl'--_‘_;l;ll!l-

e i i New Orleans' Favorite Noontime Show
tively for televi- | Is Setting New “Highs” For Sponsors!

sion? Frankly, 1
don’t think there's
any secrel: in !
fact, i's so evi-
lll'!.ll ||I.'ll il Itlllll-
ably appears oo

simple 1o be sue- |
cessful. The an-

Mr. Douglas

swer: give the viewing public what

BOB
HAMILTON

they wanl musically and make it as
attractive as possible,
'[‘]l{' [‘lJIIliIIUt'Il sSUCCess of Cavalcade
of Stars which iz now in its third year i
would scem to indicate that on a revue '
show of the family type that goes into
the living room of Mr, and Mrs. Aver-
age America, il is nol wise to program
music that is either too esoleric or loo

cliche. The happy medium is the best ,
formula: music that is familiar to all KELNER /
without being worn thin by teo greal (4
currency in either the past or present.
On Cavalcade of Stars we vary the
musical offerings by presenting selec-
tions f.-lirl_\ well known to all on the
popular as well as (he classical level.
Our range encompasses everything
from boogie-woogie Lo an operatic area
and no one yet has accused us of he-
ing low brow or high brow. A 1ypi-
cal musical run down, as culled from a
recent show, for example. looked this
way: we opened with a Woody Her-
man specially called “Apple Honey.”

Next Mel Tormé sang two popular 6»\ j-‘
songs of the fairly recent past., “Jlohn- Al "'j
ny  Oune-Note.” and “Blues in the Sg—i‘“\“i/
Night.” Maria Neglia's magic violin e Ninety minutes of music (live and recorded), =0
was heard in “Zigeunerweise” backed mirth and merriment by New Orleans’ top THE tgﬁ
by the June Taylor dancers. The next radio personalities. I's the “Perfect Com- /

inusical number starred Lois Hunt. bination™...... for Spot Participation! HlGHTIMERS

Metropolitan Opera soprano. singing

*The Laughing Song™ [rom Die Fled-

ermaus, The show closed with Jackie

Gleason in a slapstick sketch done 10 e Write, Wire

the accompaniment of a tinny old pi- or Phone Your
JOHN BLAIR Man!

ano which evoked considerable nos-
talgia.

This catholicity of musical taste no
only seems Lo ring the bell with an im- ‘

(Please turn to page 95)
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Radio reaches customers with split-second speed and gets

g =)

L S, -
k«;}, N immediate action. Economically!
/AN

As illustrated by the case of the poulitry shipper who found that,

.t J

due to postal regulations, he had to sell 5,000 baby chicks (held up by a

N
i
/

shipping delay) within forty-five minutes. He brought his problem to

the attention of kmox (represented by CBS Radio Spot Sales). And kmox

{{gﬁf‘% 1=

immediately brought the story to the aftention of its listeners. The result?

SR A full five minutes before the deadline, all the chicks were gone

¢
i

...all 5,000 of them sold within forty minutes. By one announcement!

1,7,_-_= ARG Any time you want to sell—whether it's a one-shot emergency,

a seasonal drive or a sustained year-round campaign—Radio is the way
to do it easily and economically. And the way fo use Radio most

effectively in thirteen of your best markets is to use the stations

represented by CBS Radio Spof Sales.”

o :.:?,‘ *CRS RALIO SPOT SALES representss KNX, 50,000 watts—Los Angeles WRVA, 50,000 walts— Richmand
:._1 _F WCBS, 50,CC0 walts—New York WCAU, 50,000 wotts—Philadelphia WEEI, 5,000 watis — Boston
: ™ WCCo, 50,000 watis—Minneapolis WEBBM, 50,000 watts—Chicaga KCBS, 59,000 woits—Son Franciste
6‘1';-.'{-" KMOX, 50,000 walis=51. Louis WAPI, 5,000 walts — Birmingham KSL, 50,000 wants =Salt Loke City
WTOP, 50,000 woits—Washington WBT, 50,000 watts — Charlotte and Ihe Columbio Pocific Nelwark

Jo ...and for the best in radio, call CBS RADIO SPOT SALES

=
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mmercials...

By BOEB FOREMAN

When vears have elapsed and this
lll"‘-'l‘lll ra UII Il']i'\'i:-ii.lll'l 1= illlll\.l“tl 0n
as we now look upon the fauna of the
Jurassic Age. we shalll 1T am sure. con-
sider today's TV with amused indul-
gence. But | doubt if we shall ever re-
call with the -"“i-'h["-“l |n|c';1_-urr the des-
|11!'(||1If' conditions |ll'ull;_'|1| aboul |I\
the station-freeze. 11 ever there was a
stream of arguments for competition
and [reedom-of-enterprise. the 30-0dd
one-channel towns across our counlry
are il For they are the hane of time.
buver and spowsor. network manage-
ment and  home-viewer alike, giving
blatant l:'.r-limuu_\ o what ]laapp(‘n:a
when monopoly is the order of the day.

For the time being, let’s dismiss
those individuals in local outlets who
reallv try to program as best they caun,
thinking as sincerely of their public as
they do of the fast buek. Bul remem-
her. even these are trapped by the na-
ture ol things. 1[I Berle is going
through at §:00.9:00 pan.. EST. they
can’t do much aboul it, regardless of
what is opposite him. With four net-
works lll‘f-]ll"l'&'lh‘l}' altempting 1o gel
every possible hall-hour and. as a re-
sult. often encroaching upon the few
minutes supposedly reserved for the

review

S PONSOFR Red Cross Shoes
Stockton, West, Burkhart,
Cincinnati

lrving Berlin's “'Salute to
America,” NBC-TY

Lhi= hour-long extravazanza, wmade superb-
Iy melodie by the great tunes of lrving Der-
lin, was alse o pleasure 1o wateh, thanks
mainly 1o Dinah Shore and Tonv Martin, It
is one of, 1 hope, a long series of onee-in-n
while programs amd, as <neh, i= as smart a
venture into television adverfi<ing  as any
I'vee vet to =ee, However high the cost of
these programs Ohe jub i tepotted to be
F100.0000 . the merchandising value i addi-
tion 1o the direct =ales effect must already
\lthough
v ot their marker, Red Cross shoes have

leave well 1o [!.nir] the advertiser,

50

station locallv. there’s little time left
for the imaginative or courageous sla-
lion manager,

We will remember more vividly, I'm
afraid, those local TV-operators who
are making way for whichever adver-
tiser or network slips them the most
mouney.

I find it a distinet pleasure to live in
New York. where the main program-
argument is the one vou have with your
voungsters as to how long you can
walch the ball game before they are
allowed to flip to any one of half a doz-
en other outlels —an arca serving up
every day fare varied enough for a
loman holidav. and I'm frank to say
'm happy I don’t live, say, in Pitts-
burgh or any other single-channel mar-
ket where you take it or leave it. In
Pittsburgh. for example, DuMont tries
as honestly as it can to bring in the
best Tor this large markel. They do
make an effort to appeal 10 their audi-
ences’ variely of tastes (and still play
fair with their own finaneial necessi-
ties) Iy picking up one program [rom
thi= network and another from the next
on an every-other-week basis,

But it's the constricling peculiarity

(Please turn to page 76

split my sponsor-identification of shoe manv-
facturers in hall, wving elosely now with
Adler the Elevatorman,

Viewing this progran repaid me in omore
than entertaimment, too, Lecanse 1 learned
how difficult it i= 1o how a l'ln-l_u|1]| of a
woman’s feet with any degree of grace or
beauty, Two lengthy commercials on Red
Cross shoes [ur---vmu--l many |i;;ln i'lltSP-llpr-
of what 'm sure were among the besti-<hapid
and hest-shod feet in all modeldom, but by
the time the TV cameras foreshortened things
and the lights hrovght out the sinews, veins,
and bones in full prominence, every shoe
looked as haute monde as the sneahers 1
wedr fi=hing.

On the other hand (or should T say foot?),
when Ruth Woodner, as efficient and eom-
petent a femme-nnnouncer a= TV has pro-
dueed <o far, held a pair of Red Cross shoes
in her hamds, these shors looked emart.
sravefnl, and very desirable. This gal,

the way, has a quiet charm plus a rare qual-
ity known as hrains which helps her to per-
form a superb sales job. That’s another rea-
=on it seems criminal o me ever 1o use lier
just s voice-over announcer. When shie was
on camera with the shoes, the copy was de-
cidedly  fine.

review

SPONSOR.  Crosley Radios
AGENCY: Benton & Bowles, N. Y.
FROGRAM: One-minute anncmt.

One of the most amusingly animated se-
quences (producer, John Sutherland Produe-
tions, Inc.) that Pve seen used commereially
1o date oceurs in the opening of this Crosley
A beamifully iHustrated gal
amid her hushand continually change the dial

announcement.

sefting on their radio so that recipes Blend
with the baseball =cores, neither being able
to tune into his or her favorite program.
The sound track is as adroitly done as the
animation, We then dissolve 1o a number of
live sequences in which the solution to this
problem ocenr——that solution being a radio
for every room.

Live footage then shows the various radio
maodels off 1o execellent advantage, whether
on the beach, in the kitchen, or beside dad’s
ensy chair,

Nere is a sound hard-hitting  announce-
ment, starting off with a lih and ending
with veal sell. Tt i= excellently produced,
well lighted. with appropriale musie running
under the entire announcement,

review

SPONSOR;
AGENCY:

White Rain Shampoo
Foote, Cone & Belding,
Chicago
PROGRAM: “Arthur Godfrey & His
Friends,”” CBS-TV

Starting with a reperitive ditty and dance
handled solo by a young lass who appears
from behind a boule of White Rain (and
cutely punctuated by some Petrillo-evading
offects)  this  spot  then plinges
inte straight demonstration, The trick of a
mateh dissolve from the hig bonle 10 a reg-
ular-sized one in a girl’s hand = wilized 1o

<ounil

gool]l advantage and a smooth transition,

This process-<hor is reversed for a reprise
af the tune and elog at the elose, done again
Iy the gal who opened the spot. llere is a
sonndly  eonstructed  film, yet somehow it
seemis 1o miss some of the excitement and
novelty 1 folt when T saw the first White Rain
space advertisement, and anviime a printed
all ont=does a TV commercial, it causes me
o feel a hit blue, The printed advertising
made nse of spritely layour and good color
tn give a freshness that was in keeping with
the prodoet,

SPONSOR



PULSE, TELE-QUE
AND RORABAUGH REPORTS

PROVE IT MONTH AFTER

MONTH: IN SAN FRANCISCO

BAY AREA TELEVISION %,
(3 STATIONS) “

more eyes
On

LOOKERS: The largest number

of top-rated, audience-building
shows are on KRON-TV

SPONSORS: Tre largest

number of advertisers use KRON-TV

HIGHEST ANTENNA IN CENTRAL CALIFORNIA ASSURES “CLEAR SWEEP”
COVERAGE FOR YOUR TV SPOTS ON...

SAN FRANCISCO CHRONICLE - NBC AFFILIATE

Represented nationally by FREE & PETERS, Inc....New York, Chicago,
Detroit, Atlanta, Fort Worth, Hollywood. KRON-TV offices and studios
in the San Francisco Chronicle Bldg., 5th and Mission Sts., San Francisco
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FIGURES™ SHOW

NUMBER OF UNITED STATES HOMES WITH RADIO SETS

1949 — 42,000,000

1950 — 45,000,000

TOTAL RADIO SETS IN USE IN UNITED STATES

1949 — 81,000,000

Radio’s use and popularity have increased
steadily ever since commercial broadcasting
started in 1920. And today., more people
listcn to radio than ever before in its phe-
nomenal No other medium of
entertainment and public service can show
such astonishing growth and widespread
acceptance. Evidence that radio has become
an integral part of everyday life to the aver-
age American is the fact that, in addition to
the millions of 17
automobiles (47

history.

home radios, million

97 of the total on the road

ereatest

1950 — 90,000,000

today) have radios installed. The success of
radio is a tribute to the faith and loyalty of
the American people as listeners, as well
as to the initative and foresight of the
American people as broadcasters and ad-
vertisers. The concentration of radio in the
home and overall sets-in-use is so great that
public acceprance of radio is virtally 100%.
It is no wonder, then, that radio is America's
entertainment and  public  service
nredinm.




and FIGURES™

SHOW THAT ADVERTISERS AGREE
whoter you /f’ Thaoted faats/,

*Broadcasting Yearbook 1951

RADIO NET TIME SALES

1949 — $425,357,133

1950 — $453,605,722

RADIO GROSS BILLINGS

1949 — $629,000,000

There must be a reason for this substantial
increase in radio advertising expenditures

. and there is. Advertisers and time-buyers
know from experience that radio reaches
more people more effectivelv, and at lower
cost than any other medium. Consequently,

- ‘( WWVA Wheeling, W, Va. °
7, WSPD Toledo. .

National Sales Headquarlters:

488 Madison Ave.,

1950 — $676,173,000

they know their radio advertising delivers
the sales results they want. And the consistent
increase in radio billings each year since
the 1930s demonstrates radio’s popularity
with sponsors. More than ever, radio is
America's greatest advertising medinm.

INDUSTRY COMPANY

WMMN, Fairmont, W. Va., e
* WAGA, Atlanta, Ga.

e WGBS, Miami. Fla.

New York 22, Eldorado 5-2155

WSAI, Cincinnati, 0O,
e WIBK, Detroit. Mich.



This SPONSOR department fealures capsuled reports of
broadcast advertising significance culled from all seg-

ments of the industry. Contributions

are welcomed.

AL statious thauk spousors for preseuting tops in shows

The long-time. consistent radio ad-
verliser is getting a nod of appreciation
for brimging the hest musie,
and entertainment {o the
token of esteem: “Ameri-
plaques awarded

PPacific

1 news,
information.
}llll!“t'. Il lll’
can Radio™ hronze
In_\' sven \L
.\.rll'fll“t‘.‘!.
The idea of giving the radio adver-

stations in the

liser this recognition was }Illllllll”]lll'l]
by LEd Craney. president and general
manager of KALY. Spokane,

The “American Radio”™ committee is
headed by €. C. Dilly Tormer chairman
of the Senate Iterstate Commeree com-
Carl Ha-

mittee.  Other members are:

plaque

"American Radio"

verline BMT president: Otis - Rawalt,
well-known figure in the representative
freld: Sol Taishofl. editor and publish-
er ol Broadeasting: and Fd Craney.

\mong  the  advertisers ziven  the

awards are KNLY s aldest account, Dr.

David Cowan, Peerless Dentists (21
vears): =ears Roebuek (151 Wash-
ington Water Power Company @ Ralph’s

Clonhes Store. amd Palace Departiment

=tore (120,
National advertisers on the XL sia
tions  awarded  “American Radio™

plagues i hde Colgate-"almolive-Pect

54

salutes bankroller

Davidson Gro-
(1071 : the

Ana-
* * *

Carter Oil (5):
cery-Loose-Wiles  Biscuils
Texas Company (15) and the
conda l_‘.nmp;m_\' (207,

(5):

NBC stars prove power of
spoken word in new film
“People Sell Better Than PPaper.” the
NBC uetwork
theme driven home

slogan. is the

in the network’s
latest radio sales presentation. Titled
“This . . . Is NBC.” this hall hour
sound-shide flm was conceived by Ja-
Evans. manager of NBC
Advertising and Promotion. and fea-
tures commentary by John K. Herlert,
vice president and general sales man-
fnr “ll'

radio

l'nli ,=\_ “i‘lllin

_ radio network.

The film. in emphasizing the power
of the .-‘-[lnkl'n word over the written
word. uses the voices of Tallulah Bank-
head, Dean Martin. and Jerry Lewis.
Jimmy Durante. Fibber McGee
Molly. and virtnally every other top-
rated] NBC Four
20.piece  orchestra

and
slar. dunouncers. a
playing  specially-
composed music, all help to drive home

the Tact that “network radio is the
mosl  tlaken-for-granted  advertising

[orce in the land.”

Statistical highlights: out of cvery
25 passers-hy 19 listen 10 NBC
for a total of 111.,341.000
weekly or 73.97 of the population.
This is [ar above Lfﬁ'..\ four om of 25
passers-hy  reading 1the magazine or
16.57% of readers in the .
222,000 will buy the prospeetive

radio
listeners

:‘.‘, |n||ll|1£l-
Lo,
advertiser a nighttime half hour on the
full NBC radio network and thar will
deliver 7.791.000 people.  The same
amounl of money will |i1|} a lwo-color.
full-page ad in Life—will deliver 5.-
717000 peaple,

Advertisers and agencies will get a
chanee to see NBC's powerlul presenta-
tion shortly
Chicazo and

with schedulings due for
\ngeles in addition
toits New York presentation. * * %

I;'l.‘;

Show for teens pushes
soda-record-hot dog sales

A good part of the teenager’s dollar
goes toward the purchase of three
ilems; soda, records, and hot dogs.
And three New Haven. Conn.. adver-
tisers. Cott Beverages, David Dean
Smith (records). and Carl Roessler
("Yellow Tag™ [rankfurters).
combined to reach teenagers via fuke
Box Saturday Night.

The three-hour record-request pro-
aram. on WELI from 9:00 p.m. to mid-
night. is mee’d hy d.j. Baker:
his approach 10 the show and the prod-
uet “sell”™ is highly informal.

Baker's first step when he '-‘-ldl'lLd the
show was to creale a “party”™ feeling
among the audience. He achieved this
by making on-the-air phone calls and
talking with high school students ahout
what went on in their homes Saturday
nights. )

Jack Cout, president of Coti Bever-

have

Toby

DUF N [FOP 3H 0P

Sponsor, d.j. give customer point-of-sale pitch

ages, was the first to go for the hook-
up belween teenagers and his products.
D.j. Baker started the sponsor rolling
with a campaign to promole :"‘Jllll('ld_\
night dancing parties. His show an-
nounced parties on request by listeners,
and Cotl |rc\'m'agc.- were rllggcslml to
highlight each party. As sales jumped
=0 did produet and show promotion.

But of course soda pop isn't the onh
product that sets well with teen-agers.
David Dean Smith, owner of the larg-
est record retail outlet in town, rea-
somed that the show could also sell for
hin.

He had a particolar sales problem,
His store is located in the middle of
Yale University. away [rom the center
of New Haven. College patronage huill
local ]Ii"_,‘.’l!
Smith confined his

his husiness, bu school
trade was sparse,
advertising  almost
WELI's Juke Box. inviling leenagers
in after school, look around.
David Dean Smith's their meet-
Within the space of one
record sales have inereased by
aided by a good tie-in—re-

SPONSOR

exclusively 1o

1o =top
make
ing place.
vear.
one-third




Advertisement

THE NEEDLE!

Vice-Pres. Gen'l Mgr. !
Associated Program Service 151 W. 46th, N. Y. 19

naming of the store as the “Bop 'N
Pop Shop.”

Roessler “Yellow Tag™ frankfurters I
completed the teen-age product trio. | i
D.j. Baker's radio pitch on the [frank-
furter follows the =ame pattern sct with
Cott’s heverages and the record shop.,
And the hot dog completes the “party |
time” nenu. Whenever the youngsters
zet together Baker suggests they use
Roessler’s: refers to the product as the

1

. . from

., questions .

Questions . . and a novelty library, shortly. Just

“happy hot dog.”

In addition to its sales suceess, fule

Box Saturday Night is making a vital

community contrihution toward the

prevention of juvenile delinquency.
Saturday night has hecome party night
but at home instead of on the streets,

* kK

Political oune-timer gives
WIP advertiser “extras™

One-time shots paek a lot of impact,
For proofl there's Bobby Thomson's
ninth-inning home run against  the
Dodgers to clinch the National League
flag. For radio impact, Warner Man-
ufacturing  Company Warner
Weather Master storm window) is util-
izing WIP. Philadelphia. one time on
6 November lo cover the municipal
elections. Broadeast will begin at 8:15
p.m.. run continuously throughout the
night and early morning until the can-
didates have heen elected.

Warner and their agency, Velvin E.
Bach and Company, Newark. think
they have something “extra™ in this

(for

Election’s appeal heightens air selling impact

election returns broadeast. There's a
“revolution”™ going on in Philadelphia
politics. For 27 years the city has heen
a Republican stronghold: however in
the past three a reformed Democratic
slate has been elected, The [all elec-
tion looms exciting,

Jack Lipman, vice president of the

Warner Manufacturing, and Melvin
Bach, head of the sponsor’s agency,

give their reasons for the one-time po-

(Please turn to page 70)
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broadcasters all over the nation. All
of them about those remarkable new
APS Specialized Libraries. And here
are the answers:

. These new specialized libraries
<sound terrifie, But none of the five you
deseribe exactly fits our needs. Can
vou build a special library just for us?

A. Certainly, Tells us what you
want. We have the music—the best in
the business, We've just finished build-
ing a special concert library for one
station . . . cost $32.50 per month.

(). Here’s our order for that Radin
Music special library at $17.50 Now
how do we get new musie releases?

A. For an added $5 per month, sub-
scribers to the Radio Music Library
($47.50) or the Popular Music may
select two discs per month from our
regular full library release . . . or 24
discs per year from the the full APS
catalogue.

(). What's in these special libraries?
Different music?  Are they old dises?

A. These specialized APS libraries
are built from the full, basic APS li-
brary. The selections are from that li-
brary. The music is the same. And
every disc is brand new.

(). T'm ordering two of your APS
specialized libraries, and I'd like a cabi-
net. Yours scems to be perfeet for our
library, but since we don’t get a cabinet
with these small libraries. how can |1
arrange for one?

A. We'll sell you a brand new APS
custom-built cabinet, designed by
broadcasters for broadcasters, for
$125, FOB New York. Then, it’s yours
for all time, to use as you wish.

(. I'm using these APS specials, and
my staff is wild about them. Now 1
wonder whether 1 made a mistake in
not ordering the full library. Can 1
still do this without penalty?

A. Certainly, You can convert to
the full APS library any time during
the life of your APS special library
contract, simply by signing a full li-
brary agreement.

(). Can you let us see the list of titles
and artists comprising these special Ti-
braries before we decide?

A. On request we'll send you con-
densed catalogues for the APS Com-
mercial Library ($22.50 per month);
Production Library ($19.50); Show
Medley Library ($22.50); Popular Li-
brary ($39.50): and Radio Music Li-
brary ($47.50). We'll have catalogues

on the newest units, a concert library

write for them.

(). Explain how your speeial dis-
coimls work.

A. Easy. First, we'll give you 5%
for cash-in-advance., That's because
these units cost so little that we both
save by eliminating monthly billings.
Thus, if you wanted our Commercial
Library at $22.50 per month for one
year, your regular cost on a monthly
basis would be $270. Send your check
with order for $265.50, and you're paid
up in full. Then, there's a 10% dis-
count if you order two or three of
these special libraries. Let's say you
wanted both Commercial and Radio
Music units, Add $22.50 to $47.50 and
you get $70 per month—less 10% to
bring it to $63. That's $756. per year
—less 5%, or $718.20 if you pay in
advance and save $37.80.

() It looks too ;;:Im{ 1o be
What's the catch?

A. None. It's so logical and sensible
it's incredible to us that this service
hasn't always been available, But it
is now!

(). Can you send audition dises?

A. To speed things up we've created
a single disc with selections from all
the APS special libraries. We'll send
it on request. Most broadcasters are
already familiar with the famous APS
quality, however.

Q. Your monthly hulletin, “The
Needle™, is perfect for our sales staff,
How many copies can you send ns?

A. Every APS subscriber—full li-
brary or specialized library — may
have copies of "The Needle” sent to
the members of his sales staff. Just
send us a list.

Q. We're subseribing 1o the APS
Commereial Library, Do we get the
eight half-hour sales meetings and in-
structions already issued or do we just
gel one new meeting a month from now
on ?

A. PBoth, We ship you all eight
meetings already released right away
. the others come along monthly,

at no extra cost.

). Whar about these APS Christmas

shows everyhody's 1alking abou 7 Who
gots those?

A. The APS jumbo Christmas Pro-
gram Release—biggest in our history
—goes to APS Full Library subscrib-
ers only.
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FOR
W. T. GRANT CO.

N
SYRACUSE

M. J. SWANSON,
Ad Magr. of the W.
T. Grant Co., Syra-
cuse, says, “'Our
twoyearson WHEN
have proved TV te
be successful in
promoting the sale
of all lines, TY
has been especially productive in
children’s wear and toys. Toy pistols,
one of 12 items shown on a recent
program, brought 64 sales at $2.98,
the day after a single 45-second
mention on WHEN."”

Soy WHEN

TO YOUR NEAREST KATZ AGENCY

MAN AND GET THE FACTS ON

CENTRAL NEW YORK’S BEST TIME
BUYS.

THE ONLY TV STATION

IN CENTRAL NEW YORK WITH
CCMPLETE STUDIO AND REMOTE
FACILITIES

CBS » ABC » DUMONT

aadl A San .

" WHEN
TELEVISION

\ SYRACUSE,

Claar e S

OWNED BY THE

MEREDITH PUBLISHING CO.
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PP Ul Elizabeth Black iosph Kot Co.

Whenever the topic of veteran timebuyers is brought up it's a
pretty safe bet that Beth Black’s name will be high on the list. In
the process ol buying time in the millions she has managed 10 pick
up such a wide range of advertising savvy that two years ago boss
Joe Katz. president of the Joseph Katz Company. did the unusual by
promoting Beth to account executive for one of his key clients.

If vou have oceasion to visit Beth’s oflice. be careful not 1o star
nibbling on any of the tinfoil-wrapped bits of chocolate you may see
scattered about her desk.  In her capacity of account executive of
x-Lax she believes in keeping the product in the public eye as much
as possible. The public ear is not neglected either, thanks 10 one of
the most extensive spot radio announcement campaigns in the coun-
try. Hundreds of stations are used.

Born in New York City., Beth went to Richmond Hill High School,
but picked up her social polish at Scudder School for Girls. A few
months at the American Academy of Arts convineed her that her act-
inz talents could best he utilized in the advertising business rather
than on the professional stage.

“Sixomonths as secretary to A, WL Erickson convineed me that ad-
vertising was the field for me.” Beth recalls. Moving over 1o Ruth-
raudl & Rvan in 1931 che soon familiarized herself with such jargon
as “kiloeveles” “station breaks."" and “split networks™ while perform-
ing secretarial tasks for the radio department head. Three years later
she hecame B & R's first timebuyer.

One of the first aceonms she hought time for cansed her one of
her most embarrossing moments. Lever Brothers campaign to move
Spry into top position called for a very heavy spot ammouncement
schedule. Adjacencies 1o flash news programs seemed logical until
the night of the Hindenburg dirigible disaster.  Tmmediately follow-
ing the news flash that all on board were helieved burned to death
came the merry jingle, “Hi Hio fry with Spry!™ The radio station’s
switchboard was swamped with calls from indignant listeners,

Buying time for such large spot users as Dodge, Noxzema and
Gillette prepared Beth [or her next move up the ladder, Twelve years
ago she became divector of media for the Joseph Kotz Co. Asked
Lo estimate the amount of time and space she had bought during the

ten year period she held down this post. Beth says. “Fve never added
up the figures hecause Umomuch more interested in knowing how
much of the client’s goods were sold.”™ I's this dollars and cents

}lhﬂu:-n[lh_\ that has won Beth her national reputation in the media
fickd as an astute buver of time,

SPONSOR




pictures,

programs,

d Picture quality isn’t the only loss network television pro-
d” grams suffer when they’'re shown as kinescope recordings.

They also lose viewers—and in huge numbers. For

example:

People In the first quarter of 1951, nine network TV programs

which were consistently among the “top ten” in New York
where they were seen “live,”” were also shown in Los
Angeles—also a T-station market. But what Los Angeles
saw were kinescope recordings. And the kinescope ratings
averaged 63% lower!

W hatever the reason for this drastic rating loss: the in-
ferior picture quality of kinescope recordings, or local
viewing preferences, or a combination of both—you can
avoid it with Spot Program television advertising.

With Spot Program television, you can get the better pic-

Rati ture quality of film, or of “live” programs which cater to
(N 'y H a in 5
Live® vs. Kinescope 9 local preferences. Plus other advantages: Complete free-

Network Programs "::":;H ¢f:?::.?:: dom in selecting markets—no “must” stations, or mini-
s Thasis e 52 m.um gro:{p reqmrex.nent:.: in Spot Program advertising;
wider choice of stations in the markets you want.
Your Show of Shows 37.8 8.6
Camedy-Hout 36.7 18.1 All these extras—al no extra cost. For Spot rates are gen-
Philco TV Playhouse 355 75 erally lower than network rates for the same time period,
on the same station. Enough lower to pay for the extra
Codireyistalent Scauts 443 2 film prints required, their handling, distribution and other
The Goldbergs 33.7 12.2 costs.
Studio One 33.7 12.8
If you’re interested in reaching people, through pictures—
joastiof s Town 39:0 Ha and at a profit, you'll be interested in the Spot Program
Godfrey & His Friends 26.2 1.2 story. You can get it from any Katz representative. It
Avarssa 35.2 13.1 shows, very clearly, that . . .
Soirce: Telepuisa) Jon Mar: 1951 overoges You ecan do better with Spot. Much bettcr.

' “ E K A ' z A G E " c Y, INC. Station Representatives

NEW YORK » CHICAGO = DETROIT « LOS AMGELES + SAN FRANCISCO « ATLANTA « DALLAS =« KANSAS CITY
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BAB-O BOUNCES BACK

(omntinued Trom page Y

Meanwhile, Bab-0 Lad | een running

periodic prentiwm campaizns on these
hows  taboul every 13 weeksi and
lad  Leen -iu‘n:“n: abouat =1.800.000

of a =2.000.000 budeet on the air. Tt
was uwothing for a Bal-O premiom

(eostume jewelrv. household cadsets.

ctel to pull up to

and Bab-0 labels.
By 1950 when Bal-Q bhecan to feel

the inroads of Ajax

00000 quarters

the annual case

| agaln. adman

:h'lnnlilr__' Lty

Jonesi were up around the 5,100,000
mark. The advertising allowance-per-
case had sone down as volume went
up. until it was around 30€ per case,
Duane Jones had proved his point—
the formula had worked.  Daytime
radio - plus - preminms  could  sell 2
cleanser,

e teouble. i 1950, was that the
Duane Jones |ll'.l]t"- 1 Ilill_:l'l worked
well enough. Preminms were no Jong-
er a novelty. and their effectiveness. lor
Bab-0 at least. was diminishing. Too.
lelevision was beginning to cut into the

You can’t cover Indiana’s #2

market from another state,

Qur rates are local and include
complete merchandising distri-

bution and promotion assistance.

We serve 400,000 loyal listen-
ers in Negro, rural, industrial,

and four nationality groups.

Only the Gary Sales Plan sells

Indiana’s second market.

Call us without obligation,

Tka @. @O'Q,..
Gen, Mar,.—WWCA

Gary Indiana’s

No. 2 Market

Chicago’s
Radio
Monster

A

sactosanct vegions of daytime radio.
\nd the new types of cleansers. typified
Iy Ajax. were beginning to cut into
Bab-0 sales. Thus it was, in 1950. that
Duane Jones was on the spot and an
advertising shakeup was in the cards.

As often happens when client and
aAgency don’t see eye-to-eyve on what's
cood Tor the account’s advertising poli-
cies, Jones (who didn’t want any hasie
radio- TV changes) and Babbilt came
to an amicable parting of the ways.
Il the latter part of 1950, Babbitt an-
nounced that it was looking for a new
agency and invited a half-dozen lead-
ing firms in to make the pitch.

One of those was the Williamm H.
Weintrauly agency. then making a real
name for itsell by having opened up
successfully  marginal-hour  late-nigit
'V programing with Anchor-Hocking

()}:r’h‘ Him.\:’.

Bab-0 is neither a huge husiness nor

and  Broadway Since
a huge account. and since Weintrauh's
list of advertising successes was as al-
tractive as Dagmar’s bosom on BOII,
Weintraub
gol the account, after much careful de-

the medinm-sized ageney
liheration on Babbitts part.

It's said that the elincher in the all-
day session in which Weintraub pre-
sented ils !Fill'}l Lo |'|gl||-” Was a series
of charts and graphs. in which Wein-
trauly demonstrated a thorough analy-
si= of Bab-0's marketing problems and
advertising needs. Also. the Weintraub
|-|'t'.-':'nt.'tliuu was _g_-vm'w{ lo a r-in:_‘]i“
major idea. namely that Babbitt should
he |||rr||l||!i|1f_'. first and foremost, its
cleanser in ils advertising. and not
selling premiums.

In the first month of 1951, the Bab-
hitt account went to Weintrauh [rom
Jones and the era of daytime “soap
operas” and premium selling in Bab-
hitt's history came to an end.

Weintraul promptly went 1o work
on a new Bab-0 ad approach. The first
big thing that happened was a complete
re-evaluation of radio’s role in Bab-O
selling. Down went the axe on David
Harum and Nona From Nowhere.
which accounted for nearly $2.000,000
in time and talent billings. plus pro-
motions and premiums,

With hardly a

Weintraub staffers concocted a whole

pause for breath.
new copy approach around the ring-
ing slogan of “NO SINK SMOG.™ and
plaved up as minor themes the hig
sudsing action and the new [ragrance
of Bah-0. The campaign was one of
those happy inspirations which com-
hines positive selling for a product
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Salesmaker to the Central South

The Lion Oil Company reports: "Our
radio program SUNDAY DOWN SOUTH
originating on WSM has established

the Lion Oil Company as an important unit
in the Southern states in which we operate,
and through it we have gained consumer
acceptance to the point that we

now compete on even terms

with oil companies of all sizes”

Radio Stations Everywhere
But Only One...

NASHVILLE

With a talent staff of 200 top name

entertainers . . . production facilities
that originafe 17 network shows
each week, a loyal audience of
millions that sets its dial on 650 —

and leaves it there!

CLEAR CHANNEL - 50,000 WATTS

IRVING WAUGH, Commercial Manoger
EDWARD PETRY, Notional Represeniofive

STANLEY
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backhand kuoocks ar the
apposition. It did away with the old
Bah-O pitch of Duane Jones dayvs ("It
Dissolves Grease™ ) and took a tlrg at

with a few

\j;n‘ with =uch Copy lines a= “>urlace
cleansers with (limsy foam can’t get
al Sink Smog. imbedded deep in pits
and holes in porcelain.”

The next step was to apply the new
tactics 1o vadio.  Weintraub
was convinced—on the basis of NBC's
Hofstra Study and other rescarch—
that the rizht kKind of radio for Babbin
was something that eapitalized on TV's
weak points. It had o be (llexible,
have muhiple impact. avoid TV cen-

selling

ters as much as possible. compete
readily with TV in video markets. he
altractive to daytime housewife listen-
ers. and  he  reasonably-priced.  In
short. a pretty steep list of require-
nicnls.

Weintraub and Babbitt finally found
what they wanted on the Mutual Broad-
casting Svstem. a network which had
not hitherto shared in Bab-O billings,
The program coutent was five-minute
newseasts:  the approach, something
brand-new 1o network radio. The se-
ries started on 15 January 1951.

Here's how the Bab-O Reporier, with

Frank Singiser. works: There are six
nefwork newscasts a day, at 10:25.
11:25 a.n. and at 12:25. 2:25, 3325,
and $:25 p.n. Each of the 450 Mutual
stations t'alrl‘_\'ing the doesn’t
have Lo take any more than five news-
casts per day, in order to make sched-

-]lu\\“-;

uling easier, and 1o avoid conflicts
with local shows,

s - kS » - ¥ + ¥

s« The movies aceomplished a social rey-
olmtion, Radio brought about a com-
parable revolution. beecanse it had the
gqualities of convenience and time-coin-
cidence that movies lacked. Becanse of
this great advautagze over the movies,
radio was able to transform our out-
look on life.”

GLEN MceDANIEL
President. RTMA

* * * * * * * *

On an area basis. addiug vp all the
newscasts on stations ranging from
WLOE in Leaksville. N, C. to WOR in
New York City there are 500,000 Bab-0)
individual news programs each vear.
(Ineidentally, this is a big merchan-
dising point of Bab-0< in talking 1o
the sales furce and retailers. )

While all the Bah-O news stations
on MBS are not. by any means. in
non-video arcas. the hulk of them

1000 WATTS

WPAL programs to well over 200,000 negro
listeners — selling with such programs as
"Blues 'n’ Boogie”, “Harlemoods™, “Jive
Parade”, and the new month-old “In The

Garden” program of request hymns and
spirituals, heard Mondays through Fri-
days at 8 a.m. Conducted by Charleston’s
outstanding negro leader, Emmert A. L.
Lampkin, former Broadway and network
radio actor, this appealing program has
found its way into the hearts and lives
of our Southern people. Let the charm
and simplicity of “In the Garden” sell
to the Southland for you . . . Sce our
representatives.

w=PAL

of CHARLESTON

~ SOUTH CAROLINA
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due to Mutual’s great strength in small
towns—do not have to compete with
davtime TV. Alo. Bab-0's news se-
ries is designed to atiract “habit”
Hstening among housewives, now more
news conscious than ever since Korea.
price controls, the draft. rationing. and
other news has been filling newspaper
pages.

If the Bab-O radio operation sounds
rather like a “spot”™ operation, don’t
be surprised.  Bab-O and Weintrauh
virtually treat it as one although it is
hasically a network operation.  For.
Bal-O has found that. with as many
as 25 news shows a week on a single
station, some fancy (lexibility can be
achieved. resembling what you get on
spot radio.

Primarily. this hinges on the use of
local or regional cut-ins. Having put
premium  selling temporarily on the
shelf. Bab-0 is now concentraling on
the use of “One-Cent Sales™ (three
cans of Bab-O. in a package. for the
price of two and a penny ) to “sample”
pew customers. This has been worked
successfully in Miami. Jacksonville. and
Tampathree areas where the air-
backed promotion soon accounted for
90, of all cleanser seles—and in other
areas from Madizon (Wise,) to Cleve-
land. New York. Los Angeles. and
Chicago,

Local and regional “insertions.” via
live cul-ins worked from a cue sheet.
hack these campaigns in the areas
where the “One-Cent Sales™ are operat-
ing. Some stations are paid for these
cut-ins. others are not. This depends
on how much promotion and merchan-
dising has heen done by the station
during the previous airings of the
Bal-Q Reporter.

This new approach to daytime radio
has worked similar wonders for Bah-O
in other areas. and is proving itself to
be one of the most resultful ways 1o
use the older broadeast medium as
davtime TV grows in strength,

Not that TV has in any way been
icnored in the new lineup of Bab-O
advertising strategy. In fact. Bab-0 ad
dollars are zoing into TV now at a rate
that is about with
and TV is the keystone of the new
Bah-0 1951 campaign.

Just five (I;lyﬁ alter the 15 Januiu"\.
1951 start of the Bah-O Reporter. and
helore the soap opera eyele was in ils
official erave. Bah-0 hecame part of a
W eintranh-promoted TV dnvaston of
another marginal time period: Satur-

Lwo-lo-one radio.

day mornings,
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amazirg revelations

28 Stories in One! If you need cof-
fective® penetration in Northern
California at the lowest possible
cost, KNBC will deliver all 28 of
the key markets as compared to 14
for the largest magazine, 8 for the
area’s leading newspaper, and only
1 for the leading television station.
Tender Love Story! KNEC has the
largest weekly BMB audience of
any S.F. station — in the city, the
entire Metropolitan area and the
whale state of California In fact
KNBC reaches 509, more people
daily than the next best station.

Blazing Passion! Even in TV peak
viewing time (6-10 PM) radio has
639, of the S.F. broadcast audi-
ence, There are 9 times more radio
homes (1,885,000) in San Francisco
than television homes (210,000).

about the I)Ol CjﬁC

Treasure Chest! KNBC literally
poured gold into the coffers of a
national book-publisher, delivered
the lowest cost-per-order of any of
the other 78 stations he used across
the country, 209, lower than the
next best station, One year later
KNBC delivered sales for the same
advertiser at a 309, lower cost-per-
order than he had expected.

Thrilling Characters! KNEBC's own
top favorites, hacked by stars of
NBC's big network shows, help
station’s Hooper and popularity
outstrip all other SF. stations
such as Tudy Deane (9=10 am),
Jaue Lee's MWoman's Magazine of
the Air (10—10:30 am since 1932),
Bob Letts (10:15—10:30 pm MWF),
Tivemy Lyons Discapades (midnight
—1 am, Mon-Sat)

You can’t afford to miss this story

-

These are some of the reasons on the books why KNBC is your best
media buy in San Francisco and Northern California. Just so, all seven
major market stations represented by NBC Spot Sales are the best buys
in their areas. And that’s only one reason why first calls just naturally
are put in to NBC Spot Sales. Serving only seven key radio stations,
your NBC Spot Salesman has the time to devote to your account . ..
the knowledge, organization and research service to show what Spot
can deliver for you in the nation’s key markets. ..

via Radio, America’s No. 1 mass medium

*Effective
penetration’” js defined
as delivering 237 or more of
the total families in each market

Here are the Jdutbors of the 7
NBC SPOT Best sellers

WNBC  New Yark
WMAQ Chicago
WTAM  Cleveland
WRC  Washington
KOA  Denver
KNBC  San Francisco
WGY  Schenectady —Albany—Troy

Represented by

NBC SPOT SALES

New York  Chicage  Cleveland
San Francisco  Hollywood
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Maidenform bras and
(Aie-Wiek ). also Wein-
Bab-O bought in with
a weeklv  show entitled Girls
Named Smith on ABC-TY noon
to 12:30 pan. spot. The two
followed.
12:50 1o 1 pane spot with

\ong with
.";t'i‘nulrl ”l'u_—‘.
traub cliens,
T'wo
i the
other
alternating  in the
Fairh “nf:f—

lient=

1win.,

Not only was Twe Girls Named
Suith an “lrma™-lape TV series
about a couple of strugzling career
girls in New York — a dramatic in-

vasion ol a new time period. it had a

couple of new wrinkles in timebuying
Nighttime TV is notorioush
difficult 1o clear, although daytime is
recognized as much easier. However,
Weintrauh was taking no chances. 11
sent  “traveling limebuyers,”
what in the of the
traveled the grass-rool areas of radio
for Bulova Watch in the old
around to all the TV areas.

\ station managzer might be inclined
to say *No™ ip a call
from Madizon when seated
across the desk from the persuasive

as well.

=01ne-

manner men who

davs,

long-distance
Avenune:

LEM

G ree:lsbo
High Point
e

NBC Aftiliale

Only ONE Station DOMINATES

This Rich, Growing 15-COUNTY MARKET
WITH

DRUG SALES OF $12,474,000°

magement, 195]

AM-FM
WINSTON-SALEM

Survey of Buying Power

Reutesented by

MEADLET REED €O
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talk of Weintraub staflers like ex-
sroxsoRite Les Blumenthal, it was an-
other story. Station clearance proved
remarkably easy with this method, and
racked up the eye-opening tolal of 53
ABC-TV afliliates in the lineup: over
30 of them carried Two Girls on a
live basis,

The TV radio  campaigns
meshed heautifully, with each supply-
ing just about everything in the way
of a sales tool that the other lacked.
The “One-Cent Sales™ were promoted,
thronghout 1951, on the TV shows as
well, with greal success. The “Sink
Smog” [ulc h became a villainish little
('hama ter in TV commercials who sent
scurrying to huy Bab-O
and caused no happiness in the inner
circles of Colgate-Palmolive-Peet. who
had pretty well figured Bab-O as being
down for the count.

With the success of its radio-and-
TV approach. backed by large-space
ads in both color and black and white
in daily unewspapers, Sunday
and Metro Group supplements (with
many cross-plugs for TV and radio in
the space ads). Bab-O advertising has
taken a new direction. It's returning
to nighttime air selling. for the first
time since 1932,

Not long ago. NBC-TV offered Wein-
trauly and Bab-O a lush package: The
$:30 to 9 p.u. portions, on alternate

and

housewives

conics

Wednesdavs. of the nighttime Kate
Smith show. Since the Bab-O budget
won't streteh o include Two Girls

Yamed Smith. Bab-O reluctantly de-
cided not to renew its Saturday morn-
ing show, which was scheduled to run
out for Bab-0 on 13 October. Mean-
while. Bab-O has started (as of 26
Septembert  on  the nighttime Kate
Sinith show. feeling that the opportu-
ity to enlist Kate's proved record of
TV salesmanship in the battle agansi
\jax, Bon Ami. Swift’s. Armour, Old
Dutch. and other cleansers was just
too good to miss. Preliminary reac-
tion to the move from Bab-O's sales
force and retailers has heen excellent.
The double-barrelled  camnpaign  of
radio-and-TV selling is beginning lo
prove to be the hig gimmick needed
to revitalize Bab-O sales.

How succesful the new Bab-O strate-
av will continue to he at the sales
counters  and  check-out
mains Lo be seen. Iirst-quarter ( 1951)
nel sales for 3. T, Bahbitt were nearly
£.1,800.000—an annual rate of over 819
Whether this was caused pri-

counlers re-
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WANT TV RESPONSE

{ {4} Put your program on WBZ-TV.. New England’s first
&and mightiest television station! Mail-counts on
WBZ-TV shows keep going up, up, up. A single

Sunday program for Community Opticians has de- |

veloped as many as 15,358 piceces of mail, according
to the a‘yaskcr-lliscmnn, Boston.)

TERRIFIC POTENTIAL FOR DRUG SALES

The Boston metropolitan market represents
a terrific sales potential for drugs, foods, apparel, hard-
ware and practically every other type of merchandise.
WBZ-TV can help you get more than your share. Avail-

abilities are limited, but the man from WBZ-TV or

NBC Spot Sales may have exactly what you want!

= CHANNEL 4
Represented by
NBC Spot Sales

Westinglonte Radio Stations Jnc

SM.’Z5MJ&'@$

KDKA - WOWO - KEX « KYW « WBZ - WBZA + WBZ-TV

Sales Representatives for the radio stations, Free & Peters
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Celebrating's in order tor it's “Happy
Birthday" to me.

WSPD-TV is my name and I'm just
passing three.

And now at the start of this year
numbered FOUR

| boast of 125,000 sets and soon
there'll be more.,

My programming’s tops and my Hoop-
er's sky high.

In Northwestern Ohio I'm TV's most
intelligent buy.

So this birthday of mine is really
HAPPY, not blue;

Cause I'm just the guy to do a TOP
JOB of SELLING For YOU.

TOLEDO,OHID

WSPDTV

CHANNEL - 13

Represented Mationally by KATZ
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marily by a known rush of “stock-up™
buying by grocers in the first three
months of this vear, or whether it
means the beginning of a new pros-
perity for Bab-O can’t be fully deter-
mined. [T the sales :
present higher level
vear's annual

continue al  the
(16¢ over last
level . the Weintraul
agency and the re-styled radio and
video campaigns can 1ake a major part
of the credit.

B. T. Babbit. meanwhile. has plenty
of confidence in its abiliny
“i"‘k.
terms. in an editorial in a recent Bah-O
mailing piece 1o its retailers. Wrote

bounce
This was summed up. in precise

the cleanser firm:

e recognize that we have power-
ful challengers. Competition las per-
But this
stmply has called [or a redoubling of
our efforts. Surveys showed the public
was “sold” ont suds .

haps never been more leen,

. oanid e went to

work to give thew WORE suds than
any other eleanser!

“dAnd
sible wse of this tremendously  im-
portanl product claim . . . with the

most exciting. dyvnamic hard-selling ad-

we are making the best pos-

verlising and promotion ever sched-
uled by the company. There can be
wwo donbt that the impact of this power-
ful advertising and promotion will re-
sult tnoa measnrably nmore profitable
Vvear f.«u' us all.

I more needs to be done . . . any-
where in the structure of our business
v cant be sure it WILL be done!
Beecause it is our desire . . . and our
determiination . .. that NOTHING shall
inter fere aeith keeping Bab-O in first
place!”

With thi= kind of steam being gen-
eraled Bab-0's advertising hoilers.
il may nol he too long hefore mighty
Colgate-Palmolive-Peet. with its prize
contender Ajax. may find dtsell drop-
ping back i the big race to sell house-
lold cleansers to Virs. Ymerica. Bah-0's
comeback. via radio and TV, is on.

* k *

CAROLINA RICE

[Continued from page 35)

consnmer preference. long-grain rice
would undoubtedhy have lapsed again
into relative inertia sales-wise. Bt
Brand Rice Mills had no inten-
With a re-

designed package amd a beefed-up sales

River
tion of letting this happen,

ellort they set oul to caplive a much
lLiarger. warket  for their
lone-srain Carolina Rice,

permnuinent

The rice firm turned the advertisin
problem over to its agency, Donahue &
Coe: gave them a modest budget 1o
work with. During the first selling
season for Carolina (fall 1946 and
spring 1947). the ageney used news-
paper
long-grain rice storv. Most of this pro-
motion was concentrated in the North-
east. with New York an important tar-
zel.

In the fall of 1947 the ad budget was
nudged upward (it's linked to the sales
volume of 100 1h. “pockets™ ) and spol
radio was added on the recommenda-
tion of agencv accountl executives A,
3. Churchill and William Schneider.
Now there was enough money in the
kittv for a 13-week schedule of an-
nouncements,
the transcrviption. though competent.
was hardly earth-shaking in its impact,

ads and car cards 10 carry the

They were scatlered and

While the initial spot radio cam-
paign was running. one of the execu-
tives in the Donahue & Coe shop sug-
gested a jingle for Carolina.  After
mulling it over. everyone seemed in fa-
vor of a jingle—but there were plenty
of miseivings about how the clien
might reacl.

The ageney decided that the best way
to convinee the elient was by spring-
ing it on River Brand Rice Mills hrass
as a surprise.  An agency copywriter
sat down and rapped out a set of lyries
freproduced on page 40). setting them
to the music adapted from a popular
song by the musical director. Singer
Janette Davis. an Arthur Godlrey love-
I (pictured on page 10). was called
in to do the recording. Her soft South-
ern inflection with faintly sexy over-
tones loaded every word with charm.

Then the ageney went to River Brand
Rice Mills™ president Julius IR,
vice president James Bevgman. Jr.. and
a group of other company exceulives,

Ross,

From the smiles on their laces alter
he playved the jingle through Account
Executive Churehill knew it had scored.
The rice finm’s top brass was enthusi-
astic. several admitting they had been
antagonistic (o all jingles hefore hear-
ing this one. nthusiasm for the Caro-
lina Rice transcription proved 1o be
lasting. 1t remains exactly the same
l'if_'hl up to the present. after more than
12.000 airings in the New York market
ﬂ]l]n{‘-

There can be no doubt that the Car-
olina jingle is a primary factor in the
rice’s snecess. Reporting on outstand-
ing commercials (20 February 1951
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WNAX - - - Top Radio Buy in BIG AGGIE LAND

CONSIDER THE COVERAGE:

405,210 radio families in 267 BMB Counties .
. . . AND THEY LISTEN REGULARLY!

A Diary Study conducted by Audience Surveys, Inc., showed WNAX received
top rating in 439 (889%) of the 500 quarter-hours studied.

This was a 10 to 1 advantage over the second station. Of the 52 stations receiv-
ing mention in the Diary Study, listeners liked WNAX best 89% of all daytime
quarter-hours . . . 849% of all evening quarter-hours. LOYAL AUDIENCE?
WNAX HAS IT! '

CONSIDER THE COST:

A one-time, one minute Class A" announcement . . . $30.00,
No other radio station . . . OR COMBINATION OF STATIONS . . . in Big Aggie Land
can deliver 13,507 radio families for $1.00—-(.075¢ per 1000).

DOES WNAX's AUDIENCE HAVE THE MONEY TO BUY?

Big Aggie Land’s buying income in 1950 was $3,609,826,000.00.

When you buy to sell in Big Aggie Land, re-
member this: One powerful, dominant radio
station, WNAX, assures complete market cover-
age of the world’'s richest agricultural area.
WNAX alone delivers this Major Market in
ONE BIG LOW-COST PACKAGE. See your
Katz Man today.

THE MIDWEST ADDRESS OF CBS

n kN - d

1 L

YANKTON - SIOUX CITY e cotumia® BROADCASTING SYSTEM



Ve ol commercials L sPONSOR Carolina Rice's theme sone has a more  account man Arthur B. Churchill:

r a R the most  insidions, and possiblv more lasting. “We didn't have enough monev to
sed Later. eflect. Once the tune stichs to vou. | 2o into many markets at the same time.
= 21 Mav 1951 srossoR think it’s bound to stay . . . here’s a We felt that to spread the radio bud-
altst Bob For fit:  singing mmercial which | don™t be.  get thin would be to fritter it awas
L ~inzing  lieve will ever become oloving.” without getting the necessarv impact.
ind Wil t enthusiasm for the jinele  =a we decided to concentrate vn New
¢ i= s TR L une a larger ad budget for Carolina  York—it's the largest arket and with
is patte ilter 2 Rive. The present successful Carolina  company headquarters there we could
d strategy  gol underway  in the nush distribution with the firm's sales-
<in \ { th roof 1947 trice isn't pushed in men. instead of depending on brokers
. s e eonaidired o et .
< i} ) impact.  dis « 1= how Donahue & Coe Foreine distribution was the initial
711l 1t actualls tackled the problem. in the words of  houleneck. Supermarkets. which ac-

unt for a tremendous percentace of
~ales 1 metrope I-t‘.ﬂ.!l New \- [L. were
hard to crack. >uch chains as A & P.

Safewayr. and Acme all have their own

“house brands which get preferred

‘Map $1,000,000,000
Alaska Defense Plan

' WASHINGTON, Aug. 29.
— The Defense Department
embarked on 2 long-range
000,000,000 military o
“LJL“{?O‘!'I il

<helf space. Then there are strong
AL '!;-_]'_\.- I-I.:i'.i!.‘- like E nele “l']l (_-U!\-

verted—a hard zrain rice with the in-
r hull baked on for nutrition’s sake.
Maore recently there s Feen Minute Rice.
a pre«vooked brand that can be quickly
nrepared: it's backed by the consider-
ble resources of the General Foods
npans .
But New Yorkers hegan demanding
More people . . . more Carolina Rice almost immediately as
money . . . are pouring into thes became -Ia]l!.na[r-‘. by -1}!-* ]m:_'le'
Il . baf with the Soulhern :]r'aul, l_\\n '.“.?a_]nr
o e el e network outlets and four of the inde-

It's the nation's Ne. | busy York stations carried at

‘arolina Rice participation a
stions on WPAT, Pater-

<on's Milo Boulton show got Carolina

spot . . . a booming, rich
new market for your

products! Most potent sales c e the Aeme stores in New Jersex

force in this vital new market throuczh a mere }\_;_,;_.1[‘}-.-__- tie-up.
5 s " - V. of 1042 a =urvev put Car-
is the powerful KFAR-KENI B i 1940 a =un b
&k i N N alina ibution 1n  metropohtan
combination. : : )
oSO N Ew 3 a remarkal le
medium can match it for <howinz for only six months effort.
coverage and econon‘.y—dn;' <ales were swelling like a kettle full of
"M i e lor rai A X ful breakdow:

most imporfant of all— st e . ;

t thio=e s 1 an interesimg

results! Ask our Adam Young

/ - :_}:" . . &
\{:l\wﬁ‘ ,/: a § Representative for proof .. = _ seemed that Har
' FA go® : i

and market facts! . erivers were <elling

__I_ﬂ,;:"r— LiK"ﬂh'Qraqe Affiliates: ' ‘ ._‘. ‘ _ .: .: _‘_
‘%/ PLB*C] -D 5 f < i T 7 WWRL and WLIB
MIDNIGHT SUN BROADCASTING CO. ered tht G :

KFAR, Faimsanks KENI, ANCHORAGE cusce

10,000 Watis, 680 KC 5.000 Watks, 550 KC r Or )
{Scld separately—eor in Combination at 20%, Discount) b Haur nravided (b el
GILBERT A. WELLINGTOMN. Motl Adv. Mgr. ADAM J, YOUNG, Jr., lsc., Emt. Rep. L e finished, Dpn:
5548 White-Heary-Stuart Bidy., Seatiie Mew York - Chicege T ) X T

SPONSOR




Board with statistics.....

Consider the Carolina timber industry which produces
212 billion board feet . . . earns 421 million dollars
annually, with plants in almost every Carolina
community. Among the beneficiaries are many
of WBT’s 3,000,000 listeners—the largest
group of your prospects you can reach by

any single advertising medium in the

two Carolinas.

CHARLOTTE

COLOSSUS OF THE CAROLINAS

JEFFERSON STANDARD BRDADCASTING COMPANY
Yy REPRESENTED NATIDNALLY BY RADID SALES
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Jones kept changing the vadio schedule
to hroaden impact for Carolina. Fx-
started by
allernating the network stations lwo at

plains timebuyer Jones: “We

a toe and Alling in with the indepen-
dems. For example. we'd use WJZ and
Wi }H 1 one t:‘-\\l't'k (Y |r. Illr'l] -‘i\ih'h
to WABC and WCBS the [u“nuil!l'.’. cy-
cle. Our first independent station buys
were on WINS, WANEW., WMCA, and
WAIGM: Dut we kept adding stations
cach season.”

A of the shows Miss Jones buys are
l].'l_\l;l'lll’ Ili]rlil‘illi”illll.‘-. Most  {ollow
the disk jockey pattern of mosic and
chatter plus transeribed conmercials,
She evaluates her buys with hard-headl-
ed realism:

“This is my theory and both the ac-
count executive and the elient go along
with it. 1 you're on a show for 13
weeks and the talent hasn’t been able
1o zel people to buy Carolina Rice. he
never will. So in most cases we use a
show for only 13 weeks at a time. I
the program doesn’t prove itself. we
don’t use it again. T it does. we still
||r11|| it for a while. We give the talent
a 13-week rest 1o come up with some
new approach, and meanwhile go out

after a new awdhience.

“Our main concern is reaching new
the We're con-
vineed that onee a person uses Caro-

customers all tine.
lina. il she's a rezular rice user. she’ll
stick to it. It's true that we mav keep
an outstanding show like Doctor live

* * * * * * * *

seMake certain that the media in which
von run have been independently  re-
searched 1o deliser the greatest number
ol prospects—not readers or listeners—

per dollar.**
RICITARD MANVILLE
Presideut
Richard Maurille Research

* * * * * * * *

on WWRL. but aflter the first 13-week
evele we'll cut down from six to three
participations a week. putting the other
three on ane of the station’s other pro-
grams to reach new people. However.
we'll keep one like Milo Boulton on
WPAT because we like his merchandis-
ing tie-up with Acme stores,”
Carolina will <hortly cash in on
another  merchandising  plus  when
WWRLs “Operation Tie-ln™ gets un-
derwayv. The Woodside (Loug lsland)

station. which programs heavily to Ne-
gro and foreign audiences, has a work-
ing agreement with 150 supermarket~

and groceries in Harlem. Carolina
Rice will be among the first four
WWRIL  advertisers 1o be  [featured

along with station talent on three-color
12 x 20 inch display cards. The sta-
tion will give Associated Grocers of
Harlem, the cooperating group, free
plugs over the air,

With dramatic proof of spat radio’s
success, both client and agency are on
the threshold of expansion. They've
tried modest test campaigns for Caro-
lina in other markets. including Chi-
cago and Philadelphia—but concluded
that the saturation technique was a
must.  Until there’s sufficient distribu-
tion for full-scale radio campaigns in
other markets, the company is lem-
porarily holding fire. Soon. however,
it's expected that the same saturation
method using radio and the jingle will
o into action in additional markets
where sales justify the expense. Plans,
too, are underway for adapting the
jingle to a commercial film  which
could be used on TV,

The Carolina Rice expansion in spot
radio will use metropolitan New York
as a base from which te expand in sev-
eral directions. Many stations of the
present New York scheduole already
reach most of New Jersey. out onto
Long Island. down into Pennsylvania.
and up into southern New England.
These will be [urther strengthened by
over-lapping stations as the campaign
unfolds. There are also indications that
the company will jump over to the mid-
west as well,

Exactly when this cxpanded cam-
paign will get started is still uneertain,
Present expectations pul next vear's
total ad budget 40¢ higher than this
vear's. But the rice market and gro-
cery store distribution hold a question
mark over the use of this extra money.
And more money won't necessarily
mean the addition of television. Though
the ageney is working up a TV film
for Carolina. the company has no in-
tention of going into the visual me-
dinm. at least not vet. They feel tele-
vision is not right for them al present,

Meanwhile. a  national  magazine
campaign for River Brand. the com-
pany’s other packaged product, carries
a tag for Carolina. The long-grain rice
has considerable distribution  outside
New York. though not nearly as good
as River Brand’s national distribution
of about T07%.
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-, GENE NORM

N SHOW on KNBH -

Ace TV disc jockey, Gene Norman, teams up with

Snader Telescriptions... it's the brightest

nighttime participation show in Los Angeles!

Here’s a neatly tailored, hard-selling TV show
with a ready-built audience to help you sell
your produet or service in Los Angeles.
Gene Norman has been the tops in radio
dise joekeys in this town for years. Now he
swings his loyal audience to TV on KNBH.
With rare technique he introduces the glamor-
ous Snader Telescriptions: top-quality motion
pietures of well-known singing, daneing and
musical novelty aets... filmed in Hollywood
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expressly for television. Pegey Lee, The King
Cole Trio, Patricia Morison, Tex Ritter, Red
Nichols and His 5 Pennies, Cab Calloway, Mel
Torme and a host of other stars appear every
week on The Gene Norman Show.

You ean buy participations on The Gene
Norman Show for an amazingly low figure.
The show is viewed from 10:30 to 11:00 p.u.,
Monday through Friday. Contact KNBIIL,
Hollywood, or nearest NBC Spot Sales Office,

SELL THE BUYING

MILLIONS IN AMERICA’S

2ND LARGEST TV MARKET!




REPORTED BY PULSE

In July, 1951, Pulse
measured radio audi-
ence out of the home
in these markets:

Buffalo

St. Louis

Chicago
Washington, D. C.
Cincinnati

Boston
Philadelphia

Los Angeles
Detroit
Minneapolis-St. Paul
San Francisco
Atlanta

These reports are
available to radio sta-
tions, advertising
agencies and adver-
tisers.

If you want to count
the total radio audi-
ence, you must have
these out of home
measures.

For information about
these and other Pulse re-
ports .

ASK THE PULSE

THE PULSE Iucurpurated'

15 West 46th Strect
New York 36, N. Y.

\nather  likely

switch in River Brand’s media strategy

development is a

from strictly newspapers and maga-
zines to radio. Arthur B. Churehill.
ageney account excentive, explains the
hesitation in putting River Brand on
the air: “We have developed another
jingle. this one for River Brand: it's
now being approved. But We e oy -
ing very slowly hecause the Carolina
jingle set such a high standard that

F'we [eel some trepidation about getting

another as good.”
Chances are that the River Brand
campaign will expand on radio faster
than the Carolina. since River Brand
has what the company considers sulli-
cient distribution inmore markets,
There are hints that a full-scale spot
radio campaign for River Brand wonld
draw a 1'ull~itll'1‘.‘l|l|:" share of ils llud_'_fi'[
from magazines, newspapers,
Whichever eomes firsl. a continua-
tion of the astute taetics used so far
should assure the company even greal-
er sales than in the past. The compa-
s statements show that in 1950 it
took in £21.262.973  which is up 33.-
000,000 over 1948, Many of those ex-
tra dollars are accounted for largeh

by the jingle with the Southern drawl.
* ok ok

ROUNDUP i

(Continued from page 55)

litieal broadeast:

1. Listenership is at a peak because
of the intense interest in almost any
election.

2. Radio as against newspaper ad-
verlising lends itsell to a more dra-
matic presentation. The voices of well-
known announcers, |ln|ili(‘ﬂl f‘l}:llﬂ':h
and the like: shifting of information
points from one headquarters o an-
other: plus the issuance of important
tabulated figures all add up to on-the-
spol. vital, news coverage.

3. The hroadeast will provide War-
ner with an ideal “shot in the arm”
feature for hypoing winter sales in ihe
Philadelphia area.

For W it marks some 20 years of
]"Iil;u]l""lli;l election Coverage, Direc-
tion of the election will he divided into
two segments. with Murray - \rnold.
WIP program director, supervising all
returus put on the air and coordinat-
ing the material psed in the studio he-
tween announcers amd analvsts,  Pro-

ducer Fd Wallis will operale an M-
woven net of 20 Iv]vp]mn:-.- from the
| W waster contral roam making it

possible to switch. in five seconds. 1o
any ol the WIP reporters in outlying
locations.

A complete erew of some 30 people
will be used to bring listeners election
coverage, * ok ok
Briefly . . .

What's the Story. sponsored by Ca-
mosse Brothers, building supply dealer.
is bringing WTAG. Worecester. listeners
of the
Featured on the hali

something new in a review

week's headlines.

"What's the Story’ staff airs Camosse show

hour 1:30 p.m. Sunday show is the
tops-of-the-week in sports. news. enter-
tainment and music. Camosse formerly
sponsored a 10-minute news commen-
tary on Saturday nights that proved so
suceessful they decided 10 expand.

* » -

John Blair and Company. national
representative for radio stations. and
Blair-TV. TV station representative
subsidiary. are slated 1o move their of-
fices to Chrysler Building East. Third
Avenue between 42nd and 43rd. short-
Iv after the new building is opened in
November. John Blair and Company
is now at 22 East 40th Street: Blair-
TV at 100 Park Avenue.

- L »

Swilt & Company is now sponsoring
Swift’s Movie Time. an hour-long fea-
ture film on WPIN. New York. {rom
T:15

wm, to 8:15 pam. The H52-week con-
|

Monday through Friday from

Swift execs, WPIX's Noone l!rd-leﬂ]l confer

tract (through ). Walter Thompson)
call= for feature-deneth films. including

SPONSOR
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New Columbia
10" Microgroove Disc

IS REVOLUTIONIZING THE

etting new quality standards for the whole
ndustry! Amazingly economical — as the typical case
istory shows! No wonder the popularity of Microgroove

irows and grows!

1ERE’'S WHY ...

' Cuts costs . .. as much as half!

' Smaller Disc . . . more program time!

¢ Big savings on packing and shipping costs!
' Famous Columbia Quality throughout!

-olumbia Microgroove Transcription discs are available in
he 12" size, too! Full 25 minutes per side —with the same
ill-around Microgroove advantages. Call, Phone or Write

COLUMBIA
Mycrogrsove
TRANSCRIPTIONS

Los Angeles—8723 Alden Drive, BRadshaw 2-5411
New York—799 Seventh Avenue, Clrcle 5-7300
Chicago—410 North Michigan Avenue, WHitehall 4-6000
rade Marks *'Calumbia,** “"Masterwarks,” @0, @ Reg U § Pat OF Marcas Registradas
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06ROy
TRANSCF

Old-Style 16" Disc

CASE HISTORY 44+
(13 P

e Client Saved
44 %!
fograms—300 Sfah'ons) ,

old 14"

Processing.... § v M
ressings ''''' . $ 260
Padﬂ'ng ......... 2;520.00 1,365 003
Shiphingcr o e 90.00 s
......... 294 60 ]:o.oo
S T
$3,294.00 +294.00 $1,847.00
1,847.00
$1,447. 00

Savings Per year=44%

-
Full detaily gn requesr
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maiy by Alexander Korda and David
(). Selznick. Prime reason for the
move: New York area is |';-~||n]1.-ihh-‘
for more than 12.5% of national food
store =ales,

- +* -

The Broadeast Information Bureau,
335 Fifth Avenue. will |1u|n|i.-|1. as the
first of its television services, a month-
Iy TV Film Program Directory. It will
keep up to date for TV stations, ad-
vertisers, and advertising agencies the
status of film available for TV. Sub-
seriplion Lo the service (310 mtolllhl_\':
§100 yearly) is limited to TV stations,
advertising agencies, and advertisers.
Broadeast Information Bureaw’s pur-
pose: “dedicated to the validation and
publication of TV and radio research.”

L4 - -

“Advertising Campaigns.” a book
published by Harper & Brothers, offers
an advanced working treatment of ad-
vertising and is designed to guide
agencies and advertisers. Written by
Irvin Graham, Roberts & Reimers ac-
count executive, the book details an ap-
proach to campaign planning: the se-
lection and usage of media; coordina-
I.itlll (I]]GI i‘\'illllil!il{lll (If 1‘(lllll)ilig||:‘i. []'I.
addition there are illustrated case his-

tories  of campaigns conducted by
American Safety Razor: Gerber's baby
foods: Westinghouse Electric: other

Lop broadcast advertisers. * % K

MEN, MONEY, MOTIVES

i Continued from page 6)

added to TV technique, as such,

4. Much of TV consists of four peo-
ple at a table, talking.

5. The typical TV camera angle is
straight front, head-on.

6, Al TV masters of ceremonies are
ickily self-conscious,

7. All TV openings are molasses
slow because of masters of ceremonies
being gabby and egotistic.

8. Most advertisers take the full “le-
gal” time allotment for commercials,
often spoil a favorable first impression
by insisting upon saying it again, and
again, and again,

9, TV adds as yet little to current-
events reporlage except eavesdropping
itsell (which however is sometimes
dramatic, as when a speaker reacts
emotionally to a sudden embarrassing
or nasty question).

10. TV music is no better than ra-
dio music. and often loses something

72

“/)co/)/e Sell Better than ]')a/)er”

.+ and You Can Cover
Central New York with
ONE Radio Station

NEC Afiiliate. WSYR-AM-FM-TV—the Only
COMPLETE Broadcast Organization in Central New York

Ieadley-Reed, National Representatives

from visual “distraction”™ (see Mr.
Sponsor Asks, page 46.)
¥ * *
Could be that the 1951 Sylvania Tel-
evision Awards will be a fine thing
[ur l’ﬂdiu. * ok ok

SELLING RETAILERS

{Continued from page 37)

thrown away and for no good reason.
Scheduling must be carefully consid-
ered in any campaign for selling mer-
chandise. :

The factor most disconcerting, how-

eVer, 1s:
4. Announcers: Unfortunately, ra-
dio men have great difficulty in decid-
ing whether they are in show business
or in advertising. Even more unfor-
tunately. the radio announcers have
been permitted by management to be
thought of as talent instead of as sales-
men for the clients’ merchandise. An-
nouncers are pampered prima donnas
in most stations and they are more con-
cerned with pale imitations of some fa-
mous network announcer than they are
in selling merchandise. Announcers
have told me they don’t even know
what they are reading. but are more
intent in not mispronouncing a word
and in maintaining a tonal quality they
believe pleasing to the audience. Sel-
dont. on these ARBI tests. have 1 found
announcers well-rehearsed to do a sell-
ing job. Indeed. mostly the announc-
ers leap frantically to the microphone
at the last minute. pawing over the
copy with wild gestures, and at the
same time taking great pride in not
disturbing the masterly timbre of their
manly voices.

There needs to be a mass exodus
from radio of these wircless popinjays,
and management needs to take a strong
stand on announcers. Reliearsals, main-
tenance of a normal, pleasant speaking
voice, and a change of mental attitude
are strongly indicated if retailers are
soing to gel their money’s worth out of
radio. Not only is management lax on
this problem. but another member of
management’s family needs attention
and this is the:

5. Sales Manager: Tt is with the
sales manager as well as with manage-
ment that some important work needs
to be done. During the first of the
two vears that 1T have been making
these ARBI studies. the biggest job
was i comvineing sales managers to

SPONSOR




MORE....

COSTS
LESS...

TODAY |

It costs 239 less today to reach each
thousand homes through WGAR than ten years ago.

In 1941, WGAR's average quarter-hour
evening rate (52-time basis) was $§119. In 1951,
the cost is $190. Buc. ..

«+. WGAR with 50,000 watts has increased
its coverage 268% in the past ten years.

... WGAR now is Cleveland’s most listened-
to station based on recent Hooper reports.

... WGAR's cost per thousand evening
homes in 1941 was $3.07. Today, that cost has gone

down to $2.35 per thousand. +he SPOT for SPOT RADIO

... WGAR's lower cost per thousand listen-

ers does not take into account the changing value of the
dollar, nor its tremendous auto audience

listening 411,708 half-hours daily.

Dollar for dollar, WGAR is your best buy.

50,000 WATTS . . CBS .gl’. '-'@" Edward Petry & Company

i
Ll

e L e
: & ) % Represenfed Nationally by
WGAR Cieveland @ﬁ@ RADIO ... AMERICA'S GREATEST ADVERTISING MEDIUM “zo'7) > s
Q
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believe in their own medinm. Even to-
dav | ~ales man-

agel esults of

an ARBI study.

afllen come acros= a
who won't believe the
| Il;{\r- |1;1|| =ales man-

ollice. close

acer= lahe me into their

the door and sav, *1 wouldn’t have be-
lieved it il 1 hadnt seen it with amy
own eves. Other station managers in

hichh -touted and well-advertised sta-

1ion= have turned down an ARBI study

hecanse they =atd in =0 mamy words,

“1 don’t think our =tation could make

“cusly 7 network income. fear of hay-

ing to go to work are holding hack
stations from :Ininj_' the job Ihv_\ could
and should be doing. Now that net-
works are shaking the tree of network
rates. many afliliates are screaming
“We wuz robbed™: but
quictly going to work 1o build up local

others are

business,

Many a moring 1 have --lll|r|.rt'i| imn
a local station o discuss ARBI stud-
ie= and have found the =ales manager
L =u-

in conference with his salesmen.
ally | am invited in and many times |
have heard the sales manager exhort
“lLast week.

it.” Radio needs faith in itsell to sell
others and in many case~ that f;{il'l i=

lacking. Fear of TV, [ear of competi-

portion of a his men in this fashion:

'II lu_-ill: e

lear

.I|I o.i,lus

. ‘,1.,'“\-\1"!" |“'"'“"f"!‘:‘d-.;n,f,a”

~

* THIS RICH MAR

No other signal covers the South Bend market Z
3 like WSBT. Radio sets in use are up to an all- ::;;
time high of 32.8! WSBT's share of audience ‘E‘:
__:: at 60.6 is way above the national average. And %:__'
= here television is insignificant because no con- _;;
_- sistently satisfactory TV signal reaches Soulls __‘g_-
j_ Bend. Dont sell this rich market short. Wrap :‘f
Z it up with WSBT radio. 5
‘:‘-‘."

2 30 Years on the Air

CBS

960 KC »

5000 WATTS =

REPRESENTATIVE

PAUL H. RAYMER COMPANY + HNATIONAL
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;:\ i‘“lt'

Mr. N cancelled (for example} *Infor-
mation Please.” 1 don’t want vou guys
to come back here tonight until you've
got somebody signed up for it.” On
the haseball games. the foothall games.
election returns. el cetera. ad pauseum.
Too many stations are thus engaged in
* * * * * * * *

se'lelevision will he more important than
the telephone o the business executive
of the future, Two-way TV communiea-
tion—enabling exceutives to see as well
as hear their associates in varions oper-

ation=—will be 4 commonplace thing in

the business world.®*®

WALTER L. STICKEL
National Sales Manager, Allen B.
DuMaont Laboratories. Ine,

T SR G GO ¥ ¥

what 1 should call petty larcency. Who
eares about what account. what prod-
uet! 10 it doesn’t work for that guy.
we can always =ell it 1o another sucker.
One corny little trick that pays off
for quite a while is the one of learn-
ing about the tastes of the head of a
business and his wile's tastes. Particu-
larly his wife's tastes! Then the canny
salesman plays upon the weaknesses of
his potential chient and often gets him
to sign. One prominent retailer in a
community T know very well told me
recently. T fell for this little gag for
quite a while until one day 1 realized
how much it was costing me to enter-
tain my wife and mysell.” How much
more lasting would have been this
man'= interest in radio if the station
had spent as much time learning about
the processes of the man’s business as
it did about his family s cultural tastes!
Many sales managers don’t under-
stand how to use the newspajper prop-
t'r!} as a prospect list. At few of the
stations | have visited has anyone kepl
a ‘\_\."Ii'n]ﬂlil' measurement of the adver-
fising in their local newspapers—a
l'lllllll]l’fl' prospect list.  Most
would rather go after the business al-
ready on the air than do the harder
thing of developing business out ol a
prospect list of advertisers. In

other words. these stalions go alter the

stations

s

i'I'II||1|r.- ill.-l|"m| of \\ht'l'r the meat =
in other media.

There are other. many other things
wrong with present-day radio for local
selling. but rather than give the indus-
try a complete case of jitters Il com-
ment in briel aboul some of the faults

ul retailers,

SPONSOR




6. Retailers: They state their case

suceinetly., “Radio doesn’t understand
merchandising. It is a good medimm
for institutional advertising, but il

(llll'.‘ill‘l move l'll) ll]t’l‘l‘lli'llll“?-l'. I.\f'

tried radio many times. but il just
doesn’t work.”

Let us grant that radio has made and
is making grievous mistakes, But the
retailers are in some part responsible
for these mistakes. In the first place,
retailers are traditionalists in that re-
tailing has been using newspapers and
handbills for advertising for well over
200 years. Radio. on the other hand.
commercially is only 25 vears old.

Retailers understand  how 1o use
newspapers generally very well. Over
the years retailers have reduced the ad-
vertising per cent of sales to extreme-
Iv low limits on direct advertising re-
sults, But retailers dont understand
radio. an entirely different medium.
and they don’t want to experiment.
Newspaper advertising is tangible and
the buyers and merchandisers can see
the evidence of the advertising in their
daily newspaper, They don’t have ra-
dios at work with them generally and
as a result thev often never hear the
commercials, Radio copy. if they ever
see il. 18 a poor substitute for the hu-
man voice and certainly no compari-
son with a well-prepared. illustrated
newspaper advertisement. With stafls
established and prepared for newspa-
per advertising, the retailer has litle
inclination or time to develop a see-
ond stafl for radio. a medium  he
doesn’t understand.

When retailers do uvse radio. they
use it improperly. They dont know
how Lo write copy for the ear. and they
don’t understand the need for develop-
ing suflicient <aturation to make a real
promotion out of the radio time pur-
chased. Usnallv. a radio promotion, if
it is even used promotionally. is one-
tenth the amount of money that would
he expended on a newspaper promo-
Lion.

Both retailers and radio can still
find advantages in one another. News.
paper rates are climbing hicher and
higher. Retailers need multi-media 1o
reach their entive market. Radio has
learned some hard lessons about re-
tailing. Their need is mutual and de-
spite the gains of TV, vadio is hound tn
he discovered finally as a force that
can move merchandise for retailers,

* * *
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Quizzing all Time Buyers:

What do you
| look for when
you buy Time ¢

you consider the
MARKET

The Memphis market is certainly of
prime consideration—a 2 billion dollar
market that ranks first nationally in vol-
ume of wholesale sales per establishment.

you choose the
station that

REACHES THAT MARKET

WMC, with its 5000 watts both day and night,
covers the more than 800,000

radio homes in this vast

market.

you choose the
station that suceessfyl l
SELLS that market

and WMC has demonstrated time and
again that its programs arc gearcd to
this market. Many advertisers have run
continuously for 10 years.

b, and last,butnot least,
# you choose the

~ 7 station ACCEPTED

/ BY THE COMMUNITY

and WMC, aware of its responsibility in the

community has, since 1923, enjoyed a loyal

following of thousands of listeners who have
turned to WMC for information and cnter-
tainment.

because you consider ALL these

things ... in T A%
Memphis the £Ane
clicles of e
Hime byyers is Ll

M P H S

WMCF 260 Kw Slmultanenusly Duplicating nM Schedule

WMCT first TV Station in Memphis and the Mid-South
Owned and Operated by The Commercial Appeal
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95TH MARKET
IN THE U.S.

® Mighty Montgomery

is the hub of one of
the nation’s top agri-
cultural and indus-
trial markets. -

$134,000,000
CITY RETAIL SALES

e Mighty Montgomery

had 1950 city retail
sales alone that were
$5,000,000 above
those of the previous
year,

. OVER 600,000

IN TRADING AREA

® Mighty Monigomery

dominates the rich
surrounding trade
area of 11 progres-
sive and expanding
counties. .

GIANT AIRFORCE
MILITARY BASE

® Mighty Montgomery

home of Maxwell
Field, one of the
largest Air Force cen-
ters in the entire na-
tion.

Write,

MUTUAL

Wilj

Represented by
Weed & Co.

NBC

WSFA

Represented by

L Headley-Reed Co.

MONTGOMERY
NETWORK

STATIONS
ASSOCIATION

CAPITOL
OF ALABAMA

® Mighty Montgomery

is a focal point of in-
dustrial development
both in Alabama
and in the new
South,

Wire or Phone for Availabilities!

ABC

WAPX

Represented by
The Walker Co.

CBS

WCOV

Represented by
The Taylor Co.

TV COMMERCIALS

(Continued [rom page 50)

of the medium-at-present that makes
the word “network™ a farce in the old
(radio) sense causing it to mean any-
thing from a three-station hookup 10 a
40-station chain broken haphazardly
by rebroadcasts of faded kinescopes.
As a case in poinl. here are three cur-
rent “networks’:

A DuMont mystery—eight stations
live on Sunday and one kinescope on
Friday at 9:00 p.m. A CBS musical
—33 stations live on Sunday and 16
kinescopes on Sunday from 2:00 1o
9:00 p.n. An NBC comedy—27 sta-
tions live on Thursday and 35 kine-
scopes on every day of the week al
times between 3:30 and 11:15 pan.
So, until there are literally lots of

stations in lots of markets. the cost of
reaching people via television will con-
tinue to be higher than it should be,
and the spirit of those who helieve TV
(o be the greatest ad-media devised will
continue at a low ebb. * * %

RED CHANNELS

(Continued from page 31)

o The publishers of Red Channels
attempt to trade upon their previous
association with the FBI; yet they ad-
milttrn']]_\' have no access to the FBI
files. Thus, despite the publie impres-
sion  created. lIII'I\ are  no  better
equipped to “sereen” performers lor a
sponsor than any other private detee-
tive agency.

In ascertaining these facts, spoasoRr’s
editor interviewed the three directors
of Red Channels and Counterattack al
their business offices officially en-
titled American Business Consultants,
lue.—on the fifteenth floor of 55 West
42nd Street in Manhattan, They oper-
ate a suite of some seven handsomely
furnished rooms. several of them tiered
with files of newspapers, and one no-
table for its portrait (unsigned) of J.
Edgar Hoover. hanging from the wall
in quasi-officialdom, A stall of 14
spend  most of  their day  peering
through hack issues of leftist publica-
tions. like The New Masses. and eager-
Iy plucking names out.

The apparent front man of the or-
;::llliz:llinﬂ i= Theodore (Ted) Kirk-
patrick  (pictured  at left). oflicially
cecrelary -treasurer of American Busi-
nese Consultants. Ine. He is a tall
handsome wan of 10, with a thick
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head of brown hair carefully parted
on the left, and strong, clean-cut fea-
tures. in the classic movie tradition of
the G-Man. He is proud of possessing
a Bachelor of Arts degree from Earl-
ham College, Richmond, Ind.. and his
service as an investigator for the FBI
from 1942 to 1945. “l was one of
those FBI men.” he said ruefully. “who
uever did become a lawyer.” His man-
ner, generally, is suave and ingratiat-
ing, and he is quite articulate.

The apparent business brains of the
organization is John (Jack) G. Kee-
nan, listed as president of Awmerican
Business Consultants. Ine. He is a
burly six-footer of 3Y. with pale eves
and balding red hair, He is Brooklyn-
horn. a Bachelor of Arts graduate of
Fordham. He studied law at St. John's
University. was an FBI investigator
from 1941 1o 1945, and resigned to
hecome a partner in the law firm of
Alexander & Keenan, New York. He
has a wide, ready grin. speaks infor-
mally, at times in slang, While being
interviewed, he spoke mockingly of
“the civil liberties line and all that
stufl.” and referred to Red Channels
as a business entrepreneur might. “as
a collection of facts, bundled together,
and sold to sponsors as a nice. big,
juicy steak.”

Keenan is obviously more outspo-
ken about business matters than Kirk-
patrick. At one poiut in the interview.
Keenan, still speaking as a commercial
operator might, said. “We made a big
mistake in only charging a dollar for
Red Channels. We didn’t think there'd
be such a hefty demand for it. We
should have charged two bucks a copy.
Now we're smarter than we were then.”

Whereupon. Kirkpatrick attempted
a correction: “What Jack means is
the very fact we charged only one dol-
lar shows we're not in this husiness
for money. In fact, we lost money in
Red Channels. We're in this business
for the sake of patriotism, not profit-
cering.”

The third director of the organiza-
tton is Francis J. McNamara. listed as
editor of Counterattack., He is an in-
tense, sallow man of 35. with the hu-
morless solemmity of a zealot., “No. [
haven't been an FBI man,” he said.
“but would vou like to hear my rec-
ord?”

He told of being a graduate of >
Johu's College and Niagara Univer-
sity, “l was in the Army all of five
vears. he said. 1 served my coun-
try as a major in the Intelligence
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Service. mostly in the Far East. 1 am
proud to have heen decorated by the
Chinese Government, In 1946, [ served
in the Tientsin office of UNRRA, Don’y
forget 1o say | was inducted into the
Army as a private.”

The orzanization itself was formed
as a profil-making business on 23
April. 1947, On that date American
Business Consultants, Ine.. filed incor-
poration papers at the Clerk’s Office in
New York City “to promote seientific,
research, and technical investigations.”
mcluding investigations ol union ac-
tiviies, lts capital stock was put at
a modest S1.000. divided into shares
with a par value of $1.00.

On 16 May, 1947, the outfit began
publication of Counterattack. a four-
page newsletter issued every Friday.
with subseription rates set al 324 a
vear, Of it circulation Kirkpatrick
now says discreetly. 1 usually tell peo-
ll]l‘ we have vel lo reach 10,0007 Bas-
wcally. as a careful reading of the pub-
lication will indicate. it culls its infor-
mation from “public records.”™ like the
Daily Waorker. nnsubstantiated aceusa-
tions made by the California Un-Amer-
ican Activities Commitlee. and alleged
letterheads of organizations on the or-
der of Henry Wallace's Progressive
Party.

Sponsors and ad ageney personnel
who have seen Red Channels may not
be equally  familiar with Counterat-
tack. sinee il is not devoted exclusively
to radio and television. However. an
index of the people and institutions
Kirkpatrich. Keenan el al consider sus-
pect can be obtained by noting those
that  Counterattack has attacked.
Among people and institutions it has
accused of having Communist sympa-
ties  or abenting  Communism  are:
Tryeve Lie. called “Stalin’s choice™:

Eleanor  Roosevelt.  described as “a
Soviet sympathiser™: 15 leading jur-
ist=. including New York State Su-
preme Court Justice Harry ELsehirick.
called o tesk Tor using the term
“witeh-lumt™: well-known Repnblican
John L. Lewis, for “helping the Com-
mnists: Drew Pearson. for “heing a
cood channel Tor the Communist Par-
Vs false rumors": Walter Lippmann:
\lert Finstein: the New York Times
ani Herald Tribune: Fortune: Life:
Look: The New Yorker: Woman's
Home Companion: Standard il of
N\ Jesand LS Steel Corporation.

In June. 1950, the pablishers ol
Counterattack pnt out o 213-page <up-
plement Fisting 151 names of radio and

TV performers, writers, directors, and
producers,  This blacklist was. of
course, the now celebrated Red Chan-
nels, subtitled The Report of Commu-
nist Influence In Radio And Televi-
ston. and emblazoned with a front-
page symbol of a red hand clutching
at a microphone. In an atlempt to
clarify a few points aboul the publica-
tion. sPONsoR’s editor sat down with
the publishers of Red Channels in their
office, and asked a series of questions:

Q: “"How many copies of Red
Channels have heen sold?™

Keenan: “Almost 17.500. In fact.
they've sold so well. we've only got a
few left in the office.”

Kirkpatrick: “But we didn’t make
-'I]]I\ "]Ill""\' il il-‘,

Q: “How much money does vour
organization make anunually?”

Kirkpatrick: “*Conservatively
speaking. you ecan say we gross be-
tween 250,000 and $100.000.™

Keenan: “That i=n't really much,
Why. we know plenty of other ex-FBI
men \\Il(] llli]kl' il IU‘ niore II('I”{(_"I tlli‘ll
we do. working for hig corporations.”

Q: “Then why did you leave the
FBIZ™

Kirkpatrick: "1t may sound corny.
But we left the FBI 1o figcht Commn-
nism,”

Q: Don’t you think it's more prop-
er to leave that function i the hands
of the FBI?™

Kirkpatrick: “No. Because it's
not the function of the FBI to record
the  encroachment  of  Communists,
Their job is to investizate only.”

Q: “How about the Honse Un-
American  Activities Committees?
They. at least. are Government agen-
cies authorized 1o investizate alleged
<ubnersives, aren’t Ihlf_\ 2

Keenan: “The House Un-Ameri-
can \ctivities Committees have done a
,l_'uml jnli. Bt l]ll’_\ haven’) gone far
enough. We carry on where they leave

oll.”

Q: “But what do you expect to
archiove?  Tu view of the Tact that all
radio and T seripts pass through the
serating of (11 the various ad ageney
exerntives, (21 the sponsor. and 13
the network  continuity departments.
and in view of all the tight cubject
taboos already  existent in broadeast-
ing. how can a piece of subversive Jit-
cralnre ever aet on the air?”
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Keenan: “You know how under-
hand these Commies are. They're like
termites.  burrowing  from  within.
They're like the hidden part of an ice-

herg.

Q.‘ “Yes. but all ﬁgllrl‘r- of .-'[u*t-rh
aside. can you name one instance when
a piece of subversive literature ever
was heard over the air?”

Keenan \with a pausei: “No.”

Q: “Do you think itr’s ethical for
an independent  organization to ex-
ploil its past associalion with the FBI.
in order to induce businessmen i
broadcast advertising 1o use ils serv-
ices?”

Keenan: “Despite what  rumor-
spreaders have said. we don’t have ac-
cess Lo the files of the FBL 1 don’
know where people get that idea. What
we're trying to do is to wake up Amer-
ica. In 1947, we were a voice crying
in the wilderness. Today. more and
more businessmen are being aroused.
We do no more than the Better Busi-
ness Bureau. But instead of warning
of busiess frauds. we warn of Com-
mie frauds.”

{An examination of the organiza-
tion’s promotional literature reveals
that the publishers do play up their
past association with the FBI—the im-
plication being that the ties hetween
them are still very close. One pronio-
tional piece headlines. in 30-point
Gothic bold type: “Ex-FBI Agents Ex-
pose Commies.” On the same sheet.
an item from the column of Walter
Winchell is encircled : * *Counterattack”
{an anti-Communist  newsletter) is
edited by former G-Men who have
names and other data at their finger-
lips.”)

When spoxsor’s editor inquired of
the FBI in Washington. D. C.. he was
told that the Bureau frowns on exploi-
tation of its name. but can do nothing
about the practice. A spokesman for
Lew Nichols. assistant director of the
FBI. told sroxsokr: “We are aware of
the activities of the publishers of Red
Chanrels and Counterattack. hut since
they are private citizens. we have no
legal control over their practices, In-
dividuals who have severed their rela-
tions with the FBl in no way possess
our mdorsement or stamp of approval.
Certainly. all the information in the
files of the FBI is confidential. avail-
able only to those Government officials
so authorized to examine it.”

A more precise denunciation of the
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tactics of Red Channels and Counter-
attack has been made by Attorney Gen-
eral . Howard MeGrath, in an ad-
dress before the American Bar Asso-
ciation in September, 1950: “We ap-
pear to be going through a period of
pulilic hysteria, in which many varie-
ties of self-appointed policemen and
alleged  guardians  of  Americanisim
would have us fight subversion by . .,
rli;imuli/in;_: as I“.“III’\'J'II all who dis-
agree with or oppose them. This hys-
teria appears in vigilante groups, who
decree . !I*‘i]‘i]i.‘gh of |llll|u-1|l'li Com-
munist sympathisers: or who. in more
polite circles, intimidate radio adver-
tisers into silencing performers who
they say have Communist leanings.”

sronsont’s editor asked the directors
of the American Business Consultants,
Ine., directly: “Is it true or not, as
has been alleged, that you “intimidate’
radio advertisers?”

“We use two methods to sell Coun-
terattack or our investigation serv.
ices.” said Kirkpatrick. “One is direct
mail, The other is personal calls of
solicitation.”

“I don’t know why people smear our
methods as being unethical,” said Kee-
nan. “The Anti-Defamation League in-

timidates anti-Semites: and the Friends
of  Democracy  intimidates  Fascists,
Yet nobody attacks their organization.
But because we lilt the veil on Com-
mie dung. Red conspirators hold meet-
ings to convince others to crack the
back of Counterattack.”

When sroxsor’s  editor  checked
through the files of Counterattack. he

* * * * * * * *

ssRadio is ~till one of the best media
for reaching all inecome levels, age
brackets amd geographic areas.  To
reach that market in print would eall
for a large list of both magazines and
newspapers,**®

NORMAN BEST
1.P., Envcin-Wasev. N. Y.
“ * % * * * * *

found that the directors have at their
command two techniques which serve
to put pressure on radio and TV ad-
vertisers. Oune is the printing of emo-
tional exhortations, directly urging
readers 1o write Lo advertisers and
ash them to fire specific program tal-
enl. In most cases. even the addresses
of the sponsors are conveniently ap-
Ilt’lll]l'l}.

For example. when Martin Wollson
was 1o be used on Bab-0's NBC show,
David Harum, the 21 March. 1950

Leaves Falling? Trees Getting Bare?

Notin Greater Miami !
il

New shoots are busting
out all over!,..we look
better than ever this fall.

We had a good Summer.
More tourists, business
and building than in

any other Summer in
our history.

We had a good Summer
at WIQD, too. Local
accounts were 'way up.
(And, those local boys
are your best barometer.
Their cash registers total
the results every day!)
Yep, our grass' is getting
greener every day! To
find out how we do
it...Call our Rep, The
Bolling Company.

JAMES M. LeGATE, General Manoger

5,000 WATTS - 610 KC - NBC
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Counterattack urged readers to “wrile
Allan Mendelson, President, B. T. Bah-
hit, 386 4th Ave.” Similarly, the 14
\pril. 1950 issue attacked Phileo TV
Playhouse for using Norman Corwin,
Adelaide Klein, Pete Seeger. and Burl
Ives, In urging that letters be sent 1o
the president of Phileo. the publica-
tion added the emotion-stirring phrase:
“Ask them if they don’t believe it is
their patriotic duty, when Russians are
shooting  down  unarmed  American
planes, to refrain from giving nation-
wide publicity (1o say nothing of the
cashi to persons who have indicated
sympathy for Communist causes.”

Of course, not all of Counterattack’s
peremptory demands have heen ful-
filled. The 30 January. 1948 issue of
Counterattack printed a virulent at-
tack against U. S. Steel Corporation
for employing Millard Lampell and
Lillian Hellman as writers. and Gene
Kelly. Alfred Drake. and Mr. and Mrs.
Frederic March  as  performers, on
Theatre Guild On. The Air. The same
issue, though. contains a reply from
Irving Olds, chairman of the hoard of
L. S. Steel. in which he thus rebuked
Counteratiack: *Such individuals are
considered on the basis of their abil-
ity in their Fl‘S])[‘{'li\'t‘ fields. and in no
way on accounl of ideological, social,
or religious beliefs they may hold.”

Letter-writing hysteria of this kind
stirred up by Counterattack finds an
outlet not only in its “less than 10.000
subseribers”™; but also in two publiea-
tions which frequently print Counter-
attack’s allegations  verbatim — the
Brooklyn Tablet, a Roman Catholic
weekly newspaper, and the American
Legion’s Trends And Developments
Fxposing The Communist Conspiracy.
[ As was pointed out spoxsor’s 13 Au-
zust. 1950, article. “Viewer gripes are
your tip-ofl 1o better programs,” alert
advertisers can usually distinguish be-
Iween pressure group inspired and in-
dependent fan mail.  Disciplined pres-
sure group mail typically originates
from a homogenous geographical area:
the protests are couched in identical
language: and the mail is in the form
of imperatively worded posteards. )

Apart  Trom  their exhortations  to
Jetter-writers. the publishers of Coun-
terattack have available another device
which can serve to exert pressnre on
spousors. This technique, it has heen
alleged. consists of suggesting politely
to advertisers that they had better vse
the  American  Business  Consultant
[nes “serecuing™ service. or else risk
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the ire of Counterattack’s letter-writing
corporal guard.

The most conerete accusation that
the directors of Counterattack employ.
this form of “blackmail” is contained
in two news reports which spoxsoRr’s
editor [ound in the oflice files of Coun-
terattack itself. Without attempting to
pass judgment, sroxsor’s editor read
to Keenan and Kirkpatrick individ-
ually one of these reports. contained
in the 17 July, 1950 issue of In Fact,
a leftist publication edited by George
Seldes, author of Lords of the Press.
It read:

“The experience of the Hutchins
Agency, which handles the Philco ra-
dio account, shows how they work.
The last week in February, Thomas
Brady, one of Counterattack’s agents,
called at the agency to protest againsl
the c‘nlplul\'mvnl of a well-known ac-
tress on the Philco show. In what the
agency described as a “slick and subtle
presentation,” Brady said the actress
was a ‘Commie,’ that her continued ap-
pearance on the program would result
in mass protests, and that, ohviously,
it would not be good business for |
I’hilco to have such protests,

“According to the agency, Brady
said he realized how difficult it was for
sponsors and their agencies to keep
tiack of the off-the-radio activities ol
performers. So, for a modest fee.
Counterattack was willing to supply
that need and save the agency and the
sponsor any future headache. The fee
r(_‘ql.lt‘.‘:‘-ll‘.ll was £1,000 for which. Brady
said, the agency would receive, not
only Counterattack, but also the Com-
munist dossiers on anyone the agency
asked aboul.

“The agency rejected the proposal.
Shortly thereafter, Counterattack ap-
peared with the headline, ‘Philco Does
It Again’: attacked the program; ex-
posed the performer, this time as a
‘fellow traveler.” not as a ‘Commie™;
and urged its readers to protest. . . .
To date, however, Philco and its agen-
cy still hasn’t subseribed £1.000 worth
to Counterattack.”

SPONSOR's editor asked Keenan: “ls
it true that your organization used the
kind of pressure described in this news
report?”

While the editor. sitting at a type-
writer in Counterattack’s office, took
down Keenan'’s reply verbatim, the
president of American Business Con-
sultants, Inc., said slowly:

“It is true that Brady of our staff
did go around to ad agencies asking
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il they'd like to have us ‘research’
their  personnel for their programs.
When he went to the Hutehins Ageney,
Brady was passed along to a cerlain
guy Lhere,
and hot words passed between them.
This guyv talked like one of those fel-
low travelers, He didn't ke the kind
of Illill:_'r our husiness tries to do, and
Well. a couple of weeks later.
Counterattack did
the Phileo show.”
anid smiled broadly,

One thing led to another.

zaid so.
come  oul
Keenan

“But how were we

againsl
shrugged

to know il was the Hutchins Ageney
that was handling the show?

Q: “len’t that equivalent Irying
to blackjack the agency into taking

vour ‘research’ services?”

Keenan: “Why should we he
bamed? Aler all. Connterattack is
pretty much like a newspaper. Nol
too long ago. a space salesman from

the new York Timres came around to
ask us whether we wanted to adver-
ties in the Times. We told him. "No.
We don’t advertise in newspapers.” A
couple of wreks later. Jack Gould of
the Thmes canie out in his column with
a hlast Counterattack.” Kee-
man paused 1o grin hroadly once more.
*Of course, there was no connection
between the two episodes. was there?™

againsi

Q: “ls it true. as this report im-
phies, that vou contact an ad ageney or
sponsor in advance to inform them you
are going lo publish an attack against
a certain performer on their radio o1

TV show?”

Keenan: “Sure. But only when we
know the sponsor or ad ageney is re-
liable. Trouble is. nobody’s willing to
take the blame lor hiring the perform-
er. The sponsor tells us the ageney is
responsibile for the package. The agen-
oy says the producer is responsible for
hiring the \nd the pro-

the :~||unr-ul'.'

perforiners,

||{Il'l'|' ll'“r- N ‘Go see

Bul we're
not interested in laying hlame. We juost
want to zet rid of the Conumie. In the
end, alter Counterattack comes out.
the sponsor  himsell  usually
aronnd to the conclusion iCs wisest for
him if we
<onmnel.”

The old vunaround. vou sce.

COnes

‘research” all his show per-

Q: “ls it tme. as this report al-
lewes, that the offered 1o
‘rescarch” the Philea show  personnel
was 5100077

price vou

Keenan: “No. We cant offer a
straight vate of 51000, Over 12 spon-

sors= and ad agencies nse our ‘research’

and the rates differ. Tt
all depends on how much ‘researching’

SEIVICes 1OW.

we do. IT we charged §7.50 a head.
say. we would Im-r out. We might
have 24 radio and TV performers

showing a negative. But one migli
‘positive.” requiring five pages
of ‘research” on him. That 25th per-
[ormer, you sec. would take a lot more

rescarch” work than is warranied at
seven bucks. fifty cents a head. You
must remember. we've gol a staff
pay. and a living to make.”

sroxsor’s editor posed the same
question separately to Kirkpatrick: “ls
it true that vour organization used the
kind ol pressure deseribed in  this
news reporl e

Kirkpatrick: “Brady went 1o the
Hutchins Ageney in the utmost of good
faith. Actually. our relations with the
Hutchins  Agency are very cordial.
This is all part of the smear fostered
by those in conspiracy against Coun-
terattack, Belore this smear came oul,

show a

[ mysell had a discussion with J. Pier-
son Mapes. executive vice president of
the Hutching Ageney,

“In our eonversation, Mapes asked
me the cost of having us ‘researcl’
certain individuals to be used an the
ageney’s TV show. To show how non-
profiteering we are. 1 told him to wait
two weeks until the forthcoming pub-
lication of Red Channels. By buying
it, that would save him the cost of pay-
ing us a separate Our
‘research’ reports to sponsors are con-
fidential and as objective as humanly
But here was a ease where |
saved Mr. Mapes some money.”

When spoxsor’s editor inquired at
the Hutchins Agency, he was told by
Mapes: “I'll have my auorney. Gran-
Whittlesley, telephone you. Tle
was present al most of the meetings

‘research” fee.

possible.

ville

pertaining to Connterattack here,”
Whittlesley. serving as spokesman
for Mapes. said: “The Hutchins Agen-
ey has never used Red Channels or
Counterattack to deterinine what per-
lormers it intends using for radio or
Nor has it ever requested
In facl. the agency does
not even subseribe 1o either of the ||ul|-
I understand that Mr. Brady
ol Counterattack did visit this ageney.

television,
such services.

lications,

but I do not know what transpired.”

When told of Kitkpatrick’s conten-
tion that Mapes had inquired about
the orsanization’s ‘researching’
the attorney said bluntly: “That is in
total variance with my understanding
of the facts.”

fees,
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————e Who's
EEE® behind
{“ ' the

man
behind
your

counter?

You: Whady’a mean, **bechind the man
behind my counter?”’ There’s nothing there
but a lot of merchandise.

Us: Ah, that’s exactly what we mean, Now, what
kind of merchandise did you say it was?

You: Merchandise, goods, products. .. that’s
all. The stuff I make a living with.

Us: But is it just ordinary merchandise, or does it
carry the labels of makers’ brands?

You: Well, some of it’s brand, some of it
isn’t. What're you getting at?

Us: Just this. We're trying to show you that when
you carry known-brand merchandise, you've

really got someone there, backing up every single
sale you make. You're protecied at every turn

by the enormous prestige of major American indus-
tries, by the far-reaching advertising done each
year, and by the guarantee of satisfaction that goes
with every brand product. You've got someone

right in there behind you protecting your reputation

Give your customers what they ask for—
it’s bad business to substitute
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(a conversation we dreamed up)

and the big investment that your business represents!
That’s why you make your business stronger when
you keep the force of famous brand namnes behind
your selling. Let your customers know they can

get from you the brands they know and want. Why
be content—or expect them to be content—

with anything less?

You: Say, I think you’ve got something
there, friend.

Us: One more thing. You know market conditions
are liable to get a little tight in the uncertain times
ahead. And the store with branded merchandise will
have more to offer, gain more prestige in the
community —and, make more pmlils frcm these
fast-selling products.

You: You're sure talking my language!

?/BMM/ L/l{////:)- %f/ﬂh//b//

INCORPORATED
A non-profit educational foundation
37 WEST 57 STREET, NEW YORK 19, N, Y.
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72T — THE HOME-FOLKS
WHO LIVE IN THESE AREAS

DO LISTEN,

IF YOU DON'T BELIEVE IT, JUST COME
OM OVER AND TUNE IN THE SETS

Voull Seet

Owned & Operated by
SOUTHWESTERN PUBLISHING CO.
2 Den W..Reynolds, Pres.
Publishers  of:. Southwest * Tim
Smith,” Arkonsos; Exominer-Enterpri
. Oklohomo; ond The Doily Times, Okmul-
gee, . Oklahomo. . & »

Wr. Russell If'. Tolg

Buatten, Barton, Durstine, and Osborne
Chivago, Winois

Dear Russ:

Here's sumpthin® else whicl'll prove
thet folks here in West irginny reely
looks ter W15
fer leadership.
Whin th' legisla-
tive committee
on mental hos-
pitals wanted ter
tale w reporter
along on  thur
trip, they chose
rens's Ross
Fdwards. Nowu
Ross does a
durned fine job
reportin’, an’ th'
legislators  knew
il ?Iht‘}' also
Lunew thet more
peaple ud  hear
‘bout thur 'vesti-
gation effen at
wiz ta'led Thout
on WCHS then
uny _other way
they cud think
ur, So, Ross
went along,
made his reports,
and folks reely lknows all "bout it,
now! Thet's th' kind wy local confi-
denve that should mean a lot ter Jl'nﬁ'.'\'
fike you, Riuss!

Yrs.

Algy
WCHS
| Charleston, W. Va.
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Turning from the specialized serv-
ices of the organization to its publish-
ing operations sPONSOR’s editor posed
a series of questions. asking how and
why the publishers had collected their
indictments against performers,

Q: “Why did you publish a sup-
plement on the radio and TV field?
Why not one on journalism or plumb-
ing? ls it because you considered the
broadeasting industry more vulnerable.
andl less able to withstand the
pressure of attacks?”

thus

Kirkpatriek: “No. Il was because
entertainers in radio and TV— plus
pay the highest
fees 1o the Partv. Haven't you heard
the testimony before the 'n-American
Activities Committee? Why. the Par-
v must have gollen over S1.000.000 a
vear in dues from Hollywood talent.”

those . Hollywood -

Q: “Are the allegations true tha
certain industrialists put up the noney
to help vou publish Red Channels?™

Kirkpatrick (angrily): “That isn’t
true! I there was any money behind
wouldn't be free 1o publish
what we will. Of course, though. many
companies have helped subsidize us

s, we

by buying copies of our publications
in lots of over 50.”

Q: “lsu’t there a danger that the
alleged “facts” you've published in Red
Channels are mistakes, and that you
thus destroy the careers of innocent
performers?”

Keenau: “Performers who've heen
duped by the Commie [ront groups
should suffer for their sins. After all,

you're knmown by the company von
l\t't‘l?.?‘
Kirkpatrick: “liven the newspa-

pers make mistakes. We've never said
the ‘lacts” in Red Channels were cor-
rect or incorrect. We've jll!-l I'I']\ol'll'il
from  the public records,  Anyway.
we've published in Counterattack doz-
ens of statements from talent elaiming
the records were Wrong. P(’u]lh‘ like
Meg Mundy, Treene Wicker, Samson

Raphaclson. Tom Glazer and  Josh
White.  Ethically, we coull have re-
fused o print their statements,  But

we bend over backwards to be fair.”

MeNmmara: “You should see the
hig act some of them put on in this
very oflice. 1's a panie to hear them!
Those acts that we consider u]l\illllb]}
fake, without the people showing us
proper aflidavits. we don’t print their
statements,”

Q: “lsn't there a danger that the
statements published in later editions
of Counterattack wont be seen by
those who've only read the charges
made in your single edition of Red
Channels?™

Kirkpatrick: A newspaper acts
on the same principle. We can’t help
that. In any case. we're veryv liberal
in the way we publish our *facts” We
had plenty of more *facts” about Jean
Muir we could have given to General
But we didn’ti. We're not the
kind to try to kick a woman when
shie’s down.”

Foods,

(This is in contradiction with the
statement made to  sronsor by a
.-‘,[H'Jkl'smﬂll for General Foods, as re-
ported in the first article of this se.
The spokesman maimains that
Kirkpatrick did indeed trv 1o offer
General Foods additional data on Jean
Muir. However, the official hung up
the line with the phrase, “Mr. Kirk-
patrick, vou've already done too much
for us!™)

The publishers readily admitied
that five artists have challenged the
“facts” in Red Channels so vehement-
Iy that they have issued libel suits “1o0
the tune of over 52.000.000.” against
American Business Consultants, Inc.
The five. who have served papers
against the organization, are Allan
Sloane, radio writer: Ralph Bell, radio
actor: Pert Kelton, radio and TV ac-
tress: Selena Royle, radio and stage
actress: and Joe Julian, vadio actor.
In addition. Frederic March and his
wife. Florence Eldridge, brought a
5250.000 libel suit against the publish-
ers in Mareh, 1918, but it was dropped
when the 23 December, 1949 issue of
Counterattack printed the apology:
“Counterattack . . . withdraws and re-
tracts its previously published  state-
ments that Frederic March and Flor-
Eldridge  March Cominu-

rics.

eCee dare
nists.”

\n examination of the “facts” re-
corded in Dboth Red Channels and
Counterattack shows that they emanate
from some curious sources. Most curi-
ously perhaps, when one of the publi-
cations wishes to report from a “public
record,” it often borrows from its sis-
ter publication, This is a case. it would
seen, of robhing from the allegations
ol Peter 1o bolster the accusations of
Paul. Two examples of this unusuval
cross-reference \\'i“ :-llﬂi(‘t‘.

On page 150 of Red Channels, J.
Ravmond Walsh, radio commentator,
is listed as being present al meetings
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of such alleged ~from groups” as the
Committee for a Democratic Far East-
ern Poliey and the Committee of One
Thousand, as “reported™ by Counter-
attack. Similarly. the recem 17 Au-
zusl Counterattack
judgment on the radio actor, Will

1ssue uf ||;:-~|-‘-
Geer, merely by inserting the footnote.
“Listed in Red Channels.”
In examining the validity of Red
Channels source data. spoxsonr asked:
Q: “When

take
of the source?

making your listines,
mlo  acconnt the
That

there a danger that a fellow who sup-

do vou date

is Lo sav, isn’l
ported Russia when it was the univer-
sal fashion to do so in the U, S, mighi
now be slandered for making what
was a common error?”

Kirkputrick: *We 1ake the great-
est pains lo make sure the association
reported is up-to-date, since the end of
World War 1. A man who donated 1o
the Russian War Reliel Fund in 1944,
say, would not be listed.”

However, an incisive refutation ol
this statement has been made. amohng
others, by the conservative Glens Falls,
N. Y. Post Star. While analvsing Red
Channels’ “facts” on Gypsy Rose Lee
(then scheduled to m.e. ABC's radio
show, What Makes You Tick?) the
paper said editorially :

“Red Channels’ evidence against Miss
1941,
she was reported in a book by Eugene
Lyons to have spoken before the Holly-
wood Anti-Nazi League. There was no
report of what she said. Last March.
the Conmnunist Daily Worker reported
her attendance at a dinner of the Auti-
Fascist Refugee Committee.  Also in
March, the New York Compass. a lefi-
ist newspaper, listed her as an enter-
tainer at a carnival stagzed by the
Couneil of Arts, Sciences and Profes.
S1ons. ‘.\!i.“?‘ [.t‘l' tll'llil’-— ;l!ll'illlillj_'. '”ll'
final item, in the Worker, said she at-
tended a book auction by the League

Lee consists of four items: In

TWO
are better_than

ONE

KLIX IS KLICKIN'

with ABC and MUTUAL
Ask AVERY-KNODEL
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of American Writers-luternational |.a-
l-u]' l)l‘ll"ll."(' il‘l I‘lli.

“Thus. two of the l‘ll.‘ll';_"l“- are \'i_',‘|11
and wine years old: two are reported
i the Huf!'_l' Worker. whose rr-|n|L|I'1u:
for teuth is on a par with Pravda; and
all are based on un=ubstantiated info
mation. If we have reached the poini
where our citizens ean be indicted oul
of the hands of the Daily Worker.
American Communists should have a
field dav.”

To check the validity of Red Chan-
nels” allezations  further,  sroxsoRr's
editor asked Kirkpatriek: “According
to Billboard’s radio review of the 23rd
1030,
peared on Mutual’s Reporters’ Round
up. vou admitted that Red Channels
did not check up on the aceuracy ol

of September, when vou ap-

performers” alliliations listed in the
Daily Worker; nor that vou have ever

interviewed  the performers to give

them the chance to defend themselves
I'l'[llj'l'
charees.” Do vou think this is an ethi-

‘printing  your damaging
cal way of reporting “facts’?”
Kirkpatrick: “When you're deal-
ing with the Commies. what could you
cain by inquiring of the Worker? And
what would be the uwse of checking
with the individual performer himself?
If a person belonged to a *front’ in
1947, do you think he would admit
itin 19517 Why give him that chance?
It is well known that there's collusion
hetween the top officials of a Commie
from organization and a performer
trying to zet ofl the hook. The Com-
mie oflicial is always ready to say the
performer never belonged to the from.”

Q: “But how can you. a private in-
dividual, profess to be the judge of
what is truth and what is false?”

Kirkpatrick: “All we know is that
the Daily Worker is meticulously ac-
curatle w |h‘|: it recoyds names ol peo-
ple belonging to its “front’ groups, It's
like a local Republican Committee of-
fering to the Herald Tribune the names
!‘sr ||lne-£‘ \\']lu I);ll'k up ]:v||_ “.IH\' J
Lathamn as the Republican candidate
for the City Council Presidency. The
Tribune would make sure the commit-
tee had exercised care and accuracy in
presenting the list. Only on a rare oe-
casion would the Republican Commit-
tee he wrong, with the wronged peer-
son writing in to demand a correction,
Similarly, the Communist arty is very
meticulous. If you dou’t believe e,
speak to any ex-Communist, like Louis
Budenz.”

F]ll\\

(".' “As one fhaal

would you say the press has respond-

f!ll"'li"l].
ed 1o the |1||l‘I.I1in[l~ ol vour oreaniza-
fact-hinding

Have vou won favor or disfavor?”

lion  as imvestigators?
Kirkpatrick: “Well, it is trae that
ST
Put that’s
ouly because the press in smaller towns

more publications have azainst

us editorially than for us,
have been echoing the misguided view
points of big-city publications. like the
New \nr!\ Times and W :i-]li!l_'!nl] Post.
IF we would have had more Tunds. |
waounld to all
town editors, [»'.wn'i:lil:‘.‘ the true facts,

have writlen the simall-
and explaining their mistakes to them,”

sPoNnsoRr’s analyst spent nine hours
checking through the two thick press
[ |i|i hooks in Counteratia ks ollice, He
found that well over D070 of the press
editorials hitterly attacked the opera-

tions of American Dusivess Consult-
ants, Ine. Amone those that ~|131[Nl=lr'l[
s tacties were the BrookXlvn Taller.

Willys of Washington
sold I3 Jeep station
wagons and found it
had to borrow a I4th
car from another
dealer to satisfy the
demands of an
insistent customer —
all as the result of
just three mentions on
THE HOUSEWIVES'

PROTECTIVE LEAGUE
Most sales-effective
participating program
.. . anywhere!
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Bill Tormey, sales director
for the White King Soap
Company and his agency,
the Raymond R. Morgan
Company, have this to say
about KROD, "We have
repeatedly bought KROD
hecause year after year this influential
station through its superior coverage,
outstanding product merchandising and
promotional efforts have kept White
King's leadership in this important
Southwest muarket. Yes, KROD sure
sells soap!* Let KROD sell YOUR
product, too, in this vital market with
its 441,310 population and its
$396,840,000 total sales,

5,000 watts 600 K. C.

RODERICK BROADCASTING CORP.

Dorrance D. Roderick Val Lawrence
President Vice-Pres. & Gen. Mgr.

NATIONALLY REPRESENTED BY
THE O. L. TAYLOR COMPANY

KOV went all onl on cover-
age of the World Series. In
addition 1o Mutual’s  thir-
teenth  consecutive  play-by-
play deseription. we hronght
our listeners an analysis of
ecach day's game by Pie Tray-
nor, direetly from the Series,
Giving sponsors plus values
like this is a regular habit at
Pittsburgh’s Aggressive Net-
work Station. Weed & Com-
pany can provide vou with
plemy of proof.

KQV

Pittsburgh, Pa.
MBS—5,000 Watts— 1410
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the Catholic Chrounicle. columns by
Lounis Budenz and Westbrook ]'t‘;:li"l'.
and newsletiers put out by the Daugh-
ters of the American Revolution and
the Caskel Manufacturers of Ameriea.

Typical of favorable comment was
an editorial in the Boston Pilot: *Jean
Muir and all the rest of their tribe
imust be treated as il they knew what
they were doing, and went right ahead
and did .”

Those that opposed the organization
ranged [rom the staunchest conserva-
tive publications. like the Herald Trib-
une and Life. 1o more liberal publica-
tions, like the New York Post and
those put ont by various talent unions,
Contrary to Kirkpatrick’s suppositions
the vast number of small-town newspa-
pers—to name a few. the Green Bay,
Wise, Press-Gazette, Salisbury, N. C.,
Post, Urhana, .. Courier, Lynchburg,
Va.. News, and Des Moines Register—
did not lash oul at Red Channels as a
result of quoting from big-city publica-
tions. In virtually every instance, they
seem to have vented their indignation
as a resull of Associated Press des.
patches reporting on the Jean Muir
and Gypsy Rose Lee episodes: and in
all cases, their sense of fair [l!a} an
decency was outraged. Excerpts [rom
editorials by papers round the conntry
may be found on page 31

Perhaps the most  succinet  state-
ment appeared in the Jamestown, N.
Y.. Post-Journal. which declared edi-
torially that Red Channels “recalls to
us old Dr. Samuel Johuson's definition:
Patriotismi: the last refuge of a scoun-
drel.” ™ The most powerful indiet-
ment, however, was Jack Gould’s all-
embracing declaration in the New York
Times:

“Any such plan will never serve as
a substitute for the conscience of in-
dividual broadeasiers.  or
agency exccutives. Thus far. they have
dragged their feet in meeting the loy-
alty question realistically and in tak-
ing cognizance of the *Kangaroo court’
which they already have set up by their
silent acquiescence 1o the credo of

| WHISOTS,

avoiding controversy. . . Their task is
to regain their independence and 10
restore the clentemtary prineiples  of
fair play upon which both free enter-
prise and everybody’s individual liber-
ties. including their own, rest. . . It is
time that courage and faith in demoe-
racy were displayed hehind the micro-

phone as well as on 1.7 * ok

(To be continued )

CONVERTINGC AM TO TV

(Continued jrom page 39)

By May, he had a pilot TV seript out
of Robert J. Shaw, who has written the
radio series for five years and who has
meanwhile been free-lancing in TV for
such shows as Robert Montgomery
Presents. Somerset Mangham, and Ca-
sev, Crime Photographer. He had
talked endlessly with his regular three-
member cast (Jay Jostyn as the DAL,
Len Doyle as “Harrington.” and Vicki
Vola as ~Miss Miller™—all veterans of
the original show). Byron had also
sat through planning sessions with the
agency and client all through summer,
until the format of a TV series had vir-
tually “jelled™ in his mind. and it
would be llu'l'f.'l} a matter of |1nin,'_' it.

Byron discovered (as almost any ra-
dio producer or agencyman is likely to
discover these days) that while the ra-
dio series had been rolling along year
alter vear. its members had not been
ignoring TV. They had either heen
doing TV shows as well, when not on
call for the radio Mr. D.A., or were al-
ready veterans of working in slage pro-
ductions or movies, To Bristol-Myers
and Ed Byron. therefore, the idea of a
TV series presented no great bugaboo
when it came down to simple under-
standing of the TV medium and its
lt'{'llllil]ul.’:‘.

First preference was given. in By-
von's wind. as well as in the thoughts
of ¢lient and ageney, to the talent who
had worked on the radio series. Pri-
marily, the reason was this. After
working for vears with the radio Mr.
D.A. show. they had acquired—with
Byron's direction—a complete under-
standing of their roles. In a sense, they
actually were the people they portrayed
each week. With the non-acting talent,
the situation was much the same.

“We might have done what Admos 'n’
Andy did,” a member of Byron’s pro-
duction stafl told sroxsor, “and hired
an entirely new group of actors and
other people for the TV series. But.
the time we would save in having to
teach them any necessary TV technique
would probably be lost in teaching
them the meaning of their roles as ‘reg-
ulars” on television.”

However. Bristol-Myers, which he-
licves finmly in keeping in step with
the ever-changing cyeles of broadeast
advertising but does not believe in bet-
ting on an unknown quantity, was tak-
ing no chances, In August of this year,
a Mr. Do, television show was done
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with all the loving care of a Broadway
first night—and only a handful of peo-
ple saw it. The show was done on a
closed-cireuit TV studio, and a kine-
scope recording was made. This was
run through, again and again, for Dy-
ron and for the agency and client.

It was an expensive test, since half-
hour “test-tube™ kinescopes are seldom
brought in for less than $10.000 or
815.000. but everyone feels the results
were worlh il

The trial-run filmed TV show proved
several things. For one thing. it showed
that producer Ed Byron, when teamed
with an agency TV director. conld turn
out a good video show. It proved that
writer Bob Shaw could write about the
characters of the Mr. D.A. series in
terms of the visual air medinm. Above
all, it showed I]lal——gi\'cn the chance—

* * * * * * * *

eeThe local station, always alerted for

low-cost effective program salesmanship.

has to be the spawning ground for Ra-
dio 1951.%*

LESTER GOTTLIER

Director of radio programs, CBS

* * * * * * * *

the veterans of the radio show also ex-
celled in television.

*This was very important.” a DBris-
tol-Myers exceutive told sronsor. “We
were very lucky in having a radio caslt
who, more or less by aceident. looked
in person about how you would expect
them to look, judging by their voices
and radio roles.”

Incidentally. some minor “tailoring”
was necessary in the conversion of the
radio thespians to TV performers,
SPONSOR learned. The star of the show,
Jay Jostyn. was the one most con-
cerned. Jostyn. a tall. blond. wavy-
haired veteran of vears of radio. had
the proper sonorous-sounding voice for
the role of the nameless District At-
torney. But, Jostyn was fond of grow-
ing his hair long, in the manner of the
late John Barrymore (whom he some-
what resembles). He was also given to
wearing some sharp-looking tailored
sports clothes and flowing ties. Before
the TV series started in early October.
Jostyn went to a barbershop to acquire
a neal trim, and to Brooks Brothers for
a plain business suit. Now Jostyn looks
more like a D.A., less like an actor.

This was virtually all that was neces-
sary. excepl for minor costuming and
the designing of permanent office sets.
in the way of converting the trio of ra-
dio regulars to TV. Len Doyle. who
plays “Harrington.” the D.A.'s assis-
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tant. is just the sort of explosive. cigar-
smoking, indestructible guy you'd ex-
peet. Vieki Vola, who plays ““Miss Mil-
ler.” the D.As seeretary, is altractive
mmugh to look gl’lll(l on TV, without
giving the feel that she’s out-of-place
in an office with a notehook open and
a peneil poised,

I's interesting o note that while
Bristol-Myers was going through the
chain of events and thinking that led
up to the kinescoped “‘shakedown
cruise” of Mr. D.A.. it was busy trim-
ming the sails of the older series. The
radio series. bought hy Dristol-Myers
in 1940 at a time when the big drug
firm was getting fed up with the high
costs of big-name comedy shows in ra-
dio, was no longer “medium-priced.”
With TV making inroads into the audi-
ence of its (then) Wednesday-night
spot on NBC in 1950 and 1951, the
program’s ratings. andience and sales
pull were beginning to get a little out
of line with its costs as the program’s
effectiveness eased ofl.

As an antidote to this. Bristol-Myers
ordered some cut-hacks in the radio
show, which resulted in dropping a 21-
piece radio orchestra used for musical
effects. and substituting an organist
and a horn player. and finally just an
organist, Casts were held down to a
minimum. and all frills were eliminat-
ed. Most of this cost-culting was done
for two reasons: (1) to bring the pres-
ent costs of the radio show in line with
the present effectiveness of nighttime
network radio. and (2) to get some-
what “ahead™ on budget money for
Wr. D.A.. so that the TV version would
not take quite as big a bite out of the
Bristol-Myers ad budget. Bristol-Myers
also decided that when it had a chance.
it would put the radio series on tape
recordings,

With this fall set as the target date
for the start of the Mr. D.A4. TV series.
Bristol-Myers and Young & Rubicam
went shopping for a good TV time slot
soon after the completion of the sue-
cessful kinescope show.

Word soon got around the indusiry.
and the American Broadeasting Com-
pany approached Bristol-Myers with a
choice offer. It was actually a kind of
“package”™ time offer, although shows
on ABC radio and ABC-TV cannot be
tumped together for frequency or dol-
lar-volume discounts.

ABC did offer. however, a choice
morning time slot (M-W-F. 11:30 10
noonl for B-Ms radio Break the Banl.

"
MIDOLETON
SAMNARLIS BOYAL

N

“This is

my beat!

‘Promotion’ is my
middle name. ...

I'm CFBC’s
promotion director

FULL TIME!”

Above, I'm pointing out that fabu-
lous Nova Scotia '‘BONUS' Area you
get when you sign a contract for CFBC
Coverage—

A Coverage which offers you the
CONCENTRATED Population areas of
New Brunswick — and the Western
Nova Scotia Counties as a bonus!

in the counties surveyed by BBM,
Radio Station CFBC has a potential of
over 39,000 Radio Homes!

In the US.A., ask WEED & COM-
PANY (In Canada, J. L. Alexander)
about Dick Gallagher's CFBC Promo-
tion—I go to work on air promotion—
dealer letters—local ‘detail' schemes
—yes, even free movie promotions in
our large studio!

Be sure to ask WEED & COMPANY
or . L. ALEXANDER for our PROMO-
TION PLANS . . . when you contract
with

NEW BRUNSWICK’S GIANT
promotion minded

S,

in St. fohn
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90°, of KECK's LIV
clicnts have
renewed year
in, ycar out,
since station
wenl on air

the station most people

listen to most in West Texas

full time
regional on

920 k. c.
BEN NEDOW

general manager

ODESSA, TEXAS

Nat’l Rep. Forjoe & Co.

ask

Jomy Bram & Co.

about the

Havexs & Marmy
STATIONS

IN
RICHMOND

WHBG—am
WOOD-wm
WIVR -7v

First Stations in Virginia
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and a Fridayv-evening 9:30.9:55
for the radio Mr. 1.
be added together for discount pur-

slot
which could
poses. AL the same time, the offer in-
cluded a pitch for the aliernate-Monday
slot of G:8:30 pan. on ABCTV for the
Y Mr. DL, permitting it to alternate
with The Amazing Mr. Walone, a some-
what-similar crime show in which a
lawyver is the central figure. Bristol-
Myers soon figured out that the shorter
(25 minutes, versus the previous 30 min-
utes ) radio slot for Wr. .4, would be
d MOHeY-saver, -'lilijlil'li \\ilh llll‘ oppor-
tunity to do the radio show on tape
and thus save more dollars and avoid
conflicts with TV in rehearsal time.
Bristol-Myers saw the ABC offer as
an ideal way of easing into TV, without
putting too much strain on production
stafls and talent connected with Mr.
D.A. Doing the show on tape meant.
that a
could be worked out so as to fit neatly
into the TV
not he

too. radio rehearsal schedule

\ectors would
of a
“live”™ radio show, if they knew that
any vocal fluffs could be edited-out in
handling of the taped show. (For full
details of how tape recording is making

rehearsal,

under the same strain

sweeping changes in radio production,
see “The tape recorder: it is revolu-
radio programing” in the &

1951 issue of sPoNsoR.)

lionizing
Octoher.

The  alternate-week  arrangement.
Bristol-Myers fel. was another handy
money-maker. By going on every-oth-
er-week with a TV Wr, DL the time
and talent costs would he just 509
on a yearly basis of what they would
be if the show was done once a week.
Thus it was that Bristol-Myers went for

e L e e e  a
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the ABC offer, and the TV Mr. D.A.
was set for a 1 Oclober. 1951 start.
following the earlier starts of the radio
Mr. D.A. on 21 September and Break
the Banl: on 21 Septentber.

Sinee the suceessful TV premiere of
its new video crime series, Bristol- M-
ers has had a chance 1o compare the
cosls of the radioversus-TV versions
of the show. The two shows are done
under one master contract with Ed By-
ron. who has in turn made radio-and-
TV contracts with his regular staffers
and performers. Most of them receive
a check which covers their work both
on the radio and video shows., hut
which is somewhat less than the price
of each would be—a kind of dollar-
volume discount in terms of talent. 1
is thus hard to price the shows sep-
arately, but according to Bristol-Myers
v.p. Joe Allen, veteran advertising and
publie relations man for the firm. the
TV show costs “three times as much as
the radio apart  from

charzes.”

show, time

i Private estimates of this cost ar-
rangement put the probable total of
both shows at about $35.000 for the
radio show each week it's on. and
about 312,000 10 £15,000 for the TV
1-‘|lu\\'.l

Fven at this rate. Bristol-Myers is
zetting a bargain. Despite their famil-
iarity with the show. it takes the per-
formers considerably more time to pre-
pare a TV show than it does a radio
show. Writer Bob Shaw. for instance.
can knock off a radio seript in ahout
five hours of writing. A similar TV
scripl, he estimates. takes him about 10
or 12 hours. The radio show. which is

Mister PLUS, the smithy, stands
Beneath the chestnut tree,
Holding in his sturdy hands

A vast community :

“MBS hos STRONGEST GRIP
On Home-Town U.S5.A.
Eleven-million listenership

Is platinum —not hay!"

—the difference is MUTUAL!
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taped on Wednesdays  for airing a
week-from-Friday (10 days hence), is
done with two readings and a taped
“dress” plus follow-up corrections, a
total of about three or four hours work.
The TV Mr. I).A.. on the other hand.
requires 20 hours of “blocking out.”
and about seven or eight hours of stu-
(at least three or four
hours on camera). About five produe-

dio rehearsal

tion staffers and technicians are in-
volved in the radio taping: between
75 and 100 are involved in the actual
TV show.

From the economy standpoint. the
alternate-week TV arrangement is
working out well too. The show with
which the TV Mr. D.A. is paired ap-
peals to virtually the same audience,
so that the mystery duo hold their au-
dience and add to it from week to
week, with no split of interest. How-
ever, research studies (such as that of
Advertest Research in June, 1951 in
770 TV homes in the New York area)
have shown that only some 16% of the
audience could name the exact pro-
gram scheduled of an alternating pair.
Therefore. Bristol-Myers is doing all
it can promolionally to tell TV view-
ers when it's Mr. D.A.s turn at bat.
Extensive tune-in advertising schedules
are used in newspapers in TV areas on
the day of the B-M show. This is
hacked by stepped-up agency publicity
campaigns, through Young & Rubicam.
and with a cross-plugging arrangement
with Amazing Mr. Malone at the tag
end of each of the alternating TV pro-
arams.

If the TV Mr. D.A. follows the pat-
tern as shown in the Advertest study
mentioned above, Bristol-Myers should
set its money’s worth from the show in
terms of sponsor identification. The
average S.1. for a representative group
of weekly TV programs is around
%, according to Advertest. For al-
ternating-week about
389% —and these shows cost just hall

programs, it's

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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as mucl as if they were done weekly.

I’s too early Lo jlllij_'l‘ if the T\
Mr. D.A. will be a sales success. Ouly
two s illl‘ii .-IIO\\.\ l];tll ||l't‘l] tlliIlt' (1 and
15 October) SPONSOR
However. there's every

when woent Lo
indica-
tion that the Bristol-Myers formula of
a trimmed-down-and-taped radio show.

coupled with an allernate-weck TV ver-

]II'l'.-.‘-.

sion of the same program may be a
workable formula for the advertiser
who would like to sce his radio vehicle

on his living-room TV screen. * * *

WORK SESSIONS

(Continued [rom page 35)

*Three or four vears ago—and for a

long while before that—advertisers
were lined up at the door waiting for
nighttime chainbreaks—good, bad. and
indifferent. Today the swing has gone
to daytime minutes. These are at a
premium now while most stations have
a very respectable selection of might
Even in the

strongest television markets the adja-

breaks going begging.

cenl programs to these breaks still have
solid ratings that make excellent buys
for the advertiser.”
F. C. Brokaie, Vice President,
Paul . Ravmer Co., Chicago
* »* *
“The best TI" program for an adver-
tiser will:
l. Attract largest possible audi-

ence of logical prospects,

Appeal to that segment of the
audience which is the adver-
tiser’s major sales target.

3. “Condition” the audience for

the sales story.
L. Permit the most effective pres-
entation of the selling strategy.
Offer exciting merchandising

i |

possibilities.

6. Accomplish these objectives at
a reasonable cost per [amily
reached,”

George 1. Bolas, Director of Radio-
TV. Tatham-Laird. Iue.. Chicago

* * L

... we intend to use radio adver-
tising in the immediate future just as
we have been using it for the past sev-
eral months, One may say “Haven't a
number of things happened to change
vour reactions?’ Yes. we have changed
our advertising expenditure in the past
year. have added or increased teleyi-
sion in certain markets and no doublt
will in the months ahead, and vet we

intend to vse radio in 1952 more than
any other media,

“Today there are approximately 41,
100,000 homes with 957 of them hav-
s Onde or nmore T.lill-H ||u'1l' ari l"-Ii-
mated 1o be approximately 96 million
as against 13 million
l Iiill'll

I'he last census showed 9677

radio sets 1 use

television  vecewvers  in U

~lales,
. 0ot
Vierrsis )y

il.l‘.'tlt: I'illlin- ||.1\i]1_‘.‘

kitchen sinks.

able advance of lelevision, a number

Iven with the unbeliey-

of our markets have no television what-

ever, and in the markets with televi-

sion, radio continues to play a most

important part in the family’s daily
life.”

Johu M. Hosech. Jr., Vice President,

J. Ir'ﬂ!f('r ?‘I‘f’]”f.‘l.\‘f!]’l. _\II'H' 1"]rk

* * *

“To a great extent the responsibility
for improving a client’s time position
with the
accounlt.

rests buyer assigned to the

Time is a limited commodity.

When Aluma-Kraft
offered its listeners

a fape measure to
develop Chicago sales
leads for its awnings,
the company got
15,504 leads (85% of
them mentioned the
brand) from only

6 announcements on
THE HOUSEWIVES’

PROTECTIVE LEAGUE
Most sales-effective
participating program
...anywhere!
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Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent Hooper Leader since
1943. Leads morning, afternoon

: Py
and night! . ...

ROCHESTER, N.Y.
5,000 WATTS

hpuunl'u_f'ivn b s 'fﬁ
EVERETT-McKINNEY, Inc, New York, Chicage
LEE F. O'CONNELL CO.,Los Angeles, San Fr--;c_ll_:c

A RESOLUTICN

I hereas. Broadeast Mnsie,
Ine. has institured and ear-
vied om with admirable
de=pateh Clinies in the vari-
ous =litles,

And whereas. Iln-m-‘t'lillir:-
have proved 1o be of inesti-
mable value 1o the individ-
nal broadeaster, now, there-
be it RESOLVED

menbers of I|1|l‘
Fighth  Distriet of NARTH
in camvention here assem-
Bled do endorse the Clinies
aund do Turther nrge that
they be continned with the
<me  admirabhe l!h-p;!!n!!
anel gualities of the parter-

fore,

pran=.

Detroit, Michigan
September 14, 1951

BROADCAST MUSIC, INC.

580 FIFTH AVE., NEW YORK 19
NEW Ygll * CHICAGO * HOLLYWOOD
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Under normal conditions, a magazine
Or newspaper can meredse ils mh'f-r lis-
ing space by increasing its puges. A
station or networl f'n_,"ui'.s' Ho _\'m'f{ rm'-
vantage . . .
ited by the rotation of the carth. Thus,
tie on the atr assumes a somewlat
different value for the advertiser. A
good lime Is a property to protect and
r‘hu"r/I on lo.

adrertising space’ is lim-

Some advertisers in radio
have spent vears to get owtstanding
times on the air, changing from relu-
tvely poor positions to better ones as
they became available.”

Kobert M, Beuselle, Manager
Timebuying Dept,. MeCann-
Lrickson, Ine.. New York

» a

new devices and concepts if
soundly coneeived and properly sold
are certainly in Keeping with radio’s
normal readjustiment. However, there
is a very real danger that network ra-
dio may be degraded by irresponsible
and opportunistic selling. I refer spe-
eifically o the deplorable tendency on
the part of some networks to make “un-
der the table deals.”™ These deals. in
<ome cases, have been effective in buy-
ing business—but in the long run they
i unl_\ he J.un:a_'..-itl;.' o our im]u:-ll'},
Aside from the loss ol respecl and con-
fidence on the part of vur clients. such
deals obvionslv affert the siructure of
network hroadeasting, They mean that
the sustaining programs on the nel-
work must deteriorate in quality and
that. in turn. means =smaller audiences.
U ltimately. not only the network. bul
the individual <tations. the agencies.
anel their advertisers will pay the price
for thi= cut-rate

husines=.  For such

deals will decimate the appeal of our
most effective selling device. We cer-
tainly [eel there is no excuse for this
approach to the problem of readjust-
ment,”

Jolin Karol, Viee President in Charge
of Sales. CBS Radio. Newe York

* * *

“Throwgh TV, an advertiser has the
opportunily to present his sales story
in its most effective aud persuasive
manner, under ideal psyclological con-
ditions, i.e.. personal sell to the pros-
pect in ey own home alter condition-
ing that prospect by creating a mood
of relavation. enjoyment, and of ap-
pn'a':'u!fun."

George A. Bolas. Tatham-Laird

* +* *

“As in most things new, Tl has its
growing pains and problems . . . so
don’t ler some of the |oregoing scare
vou away, Let’s fuce it, TI is lhere to
stay . .. the question is: “What are you
lgnoring TV
can be hazardous too! Here are a [ew

poing to do abont 17’

sULEestHons:

“Virst, decide {] TI" advertising fits
vour murleting plans and distribution.
Do this even though you may be satis-
fred witl the media you are now using,
amd satisfied with your present sales
resulls.

“Sevond. decide that you are going
to get some practical TV experience as
SOOI (1S ;rt';.\'_u'frh‘. no matter how modest
the cost.

“Third. decide how you are going 1o
use the medivm. In other words, have
a plan covering budget. timing, mar-
Lets. merchandising, research. ele.

“Vourth, in the beginning | sugges!

Surveys a wide terrain:
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MBuHoonan high, our Mister PLUS +

" THE MUTUAL

Says he: ""No one compares with us

In actual audience gain!”

4

i
It's ON THE RISE, from coast to coast, 1

This listener-ship of ours, it

Despite TV, our sponsors boast j

Millions more tune-in hours! it

?

—the difference is MUTUAL! 1
BROADCASTING SYSTEM - NEW YORK 18, NY. ++++++ l-
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you establish a separate TV budget . . .
robbing Peter to pay Paul can be dan-
gerous in the early stages of your ven-
ture into TV,

“Fifth. obtain experienced guidance.
There are many pitfalls along the TV
road and the financial hazards can be
greal.”

Robert M. Reuschle, Me-Cann-Erickson

* * ”

“Our clienl is interested in gelling
large audiences per dollar invested. The
purchase of participations on good pro-
grams, the owning of a program. or
buying announeements with exception-
ally high ratings usually takes prece-
dence over lower ratings, However,
some programs with an exceptionally
loyal following should not he judged
on ratings alone. and the lower rating
in some cases may olfer a profitable
buy. We have made it a practice to
buy radio and stay with it rather than
‘go in’ and ‘go out’ like many adver-
tisers. As a resull. we attempt to buy
radio when others are cancelling and
are willing to keep such programs and
announcements through the hot weath-
er or the Christmas season in order to
build up large audiences per dollar in-
vested and gradually build the ratings
ol all of our programs or announce-
ments,”

Johi M, Hosch. J. Walter Thowmpson

#* * »*

“In the early Jall of 1950, Clark’s
Teaberry Gum started a spot TV cam-
paign in 13 medium-sized Eastern and
Mid-western markets. By October 31
the evidence indicated sales were up an
cverage of 40.2%¢ over 1919 in the TV
markets. In non-TV markets, sales did
not show an increase. At present this
client is using TV spot exclusively.”

Robert M. Reuschle, MeCaun-Erickson

* # *

“Among ‘best huys’ in radio are mu-
sical programs. | am speaking here of
programs that are fundamentally mu-
sic—not variely shows. | wmean the
disk jockey programs. concert music.
dinner music, and sueh. Popular mu-
sie. in fact any music program unre-
lieved by guest appearances or other
novelties does not gain anything by
TV rendition. There was unquestion-
able drama in walching Toseanini
conduel the NBC Symphony Orchestra,
But there are few Toscaninis and the
visual impaet of watching most popu-
lar bandleaders is more apt to be de-

22 OCTOBER 1951

pressing than pleasing, Dance music,
dinmer music, in fact all fundamentally
music programs are audio by nature
and radio will always do them as well
or better. and they will alwayvs com-
mand audience. Unquestionably, they
qualify as one of the best buys in ra-
dio |u(l;l_\'.”

F. C. Brokaw. Paul Il. Raymer

&* * #*

*It is for the opportunity to sell his
audience that the advertiser plans.
schedules and buys time and programs.
It is this opportunity that must not he
mised, 1t must be handled with greai-
est effectiveness.”

George A, Bolas. Tatham-Laird

® 9@ *

“For a number of years we have
tried to find out o\'iu'lly how our ad-
vertising dollars are most effectively
spent and we continue to spend more
dollars in radio than in any other me-
dium. When our client uses various
media it is oftentimes diflieult 1o deter-
mine exactly what does the most eflec-
tive selling job. One way in which we
have checked our advertising results is
that we have made. at about the same
time each vear. a free offer over the
radio. These offers have been keved
and we have found out where we secure
the most response per dollar invested.
Onee such an offer is repeated and then
repeated again. you have something of
d }El['ll:‘iil‘l\ nr a 1'(‘('I)rl| l![ (‘\p(!rill'lll‘('.
and the burden of proof i= on the poor
return to see if such time or program
should be continued,”™

Johu M. Hosch. J. Walter Thowpson

* » -

“Spot announcements can readily he
merchandised to a sales organization as
well as by that erganization at the lo-
cal retail level. Spots develop a high
degree of audience and sales penetra-
tion through their greater [requency
and spread throughout the week. Spot
cnnouncements in general deliver max-
imum efficiency for the advertising dol-
lar since it is spent almost entirely for
circulation with no major program ex-
penditure to achieve that circulation.
Spot announcement advertising keeps a
budget extremely [luid  because an-
nouncements have a short term con-
tractual conmumitment amd can be can-
celled on two weeks’ notice.”

Robert M. Renselile, MeCann-Erivkson

* * *

“Those of us in the J. Walter Thomp-
son Company have used a measuring

Seveuth of a seriea

WILLIAM M. TUTTLE
b.P. and Dir. Radio and TV
Ruthrauff & Ryan, Ine.

LIhE MUOST

Newsworthy”

TV & RHADID

EXECUTIVES

Mr. Tuttle's

Rl

BUSINESS
PURTRALT
[5 BY —

ﬁm Racburn

Photographer to the Business Executive
365 Filth Ave., New York 17—PL 3-1882
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5000 WATTS
SOKE

National Rep.
The Bolling (,n.

5000 vas |
580kc
P

the key station
of the keystone
stale . .

Harrisburg, Pa.
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vardstick for vears which we call a

T-Square. and we have found such

vardstick most useful in helping om

clients  build  profitable sales.  The
T-Square includes:

tal What we are selling—nol i
terms of ‘product” but how
the ]rlnl|llt"[ will best serve the
consumer s =clf-interest.

(hy To whom we are selling
whether riclt or poor, men or
women, e,

ted Where we are selling—the
best market for the produet
Harge or small towns, ete.).

(dr When we are selling—what
time of the year is best (or
other periods of timel,

{e) Hon ne are _u'”flng ||_\

what appeal, in what media.
through  what
channels. ete)”
Jolin M. Haoscli. J. Walter Thompson

distributive

+# + *®

“In producing television commer-
clals, let's [orget about how clever we
can be. and concentrate on how effec-
tive we can be in selling the product.”

Robert W. Dailey, Radio-TV Direetor,
WeCunnu-Erickson. Ine., Cleveland

& % *

look at televi-
In the
first place. we should note that televi-

“Let's take a realistic
sion today in relation to radio.

no measure national in cov-
As you know. there are 63 tele-
viston markets. In these markets. half
the homes have television.

ston is by

crage,

However,
these facts are really beside the point:
the point being that an advertiser go-

T TR O N
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ing into television now eould not possi-
bly get into all 63 markets. The rea-
son is simple. Some 39 of the markets
have nnl} one station and therefore can
handle only one program at a tine.
Another 11T markets have only two sta-
tions.  You therefore. eliminate
about 80%¢ of your potential coverage.
Actually. vou might be able to clear
about 20 stations, but only a handful

perhaps as mamy as eight—would le
The remainder would carry the
program by kinescope recording in

Call.,

“live,”

whatever fringe lime was available and
play back the show as much as three
weeks alter the live broadeast. Thus.
the advertiser loses another of radio's
greal advantagestimeliness.  And 1o
reach this small markel. the advertiser
pays twice as much
reached per dollar
with network radio.
l'ifll‘.
cent program omn our
was simuleast. Radio produced listen-
ers al 82,85 per thousand while televi-
sion produced viewers at $5.02 per
thousand. And equally important, ra-
dio reached over 1014 million people

in terms of ])l.‘ii]}ll‘
spent, as he does
To be more spe-
[ can recite the figures of one ve-
network which

not reached by television.”
J'nhn Karol. CBS Radio

L 3 L 3 *

“Entertainment in commercials too
often provides so much sugar coating
that the product-sell is almost complete-
Iy lost.
entertaining, but many of them detract
from the product rather than provide
staging for the sales proposition.”

Commercial *productions’ are

Robert W, Dailev. MeCann-Erickson
* & *
N S RS A O W5 WSO

Mister PLUS needs diving gear,
Complete with pump and hawser,
To make our low costs crystal clear:

Lowest you ever saw, sir!

ROCKBOTTOM COSTS, our rate card shows,
Per thousand folks who listen,
In urban markets or in those

Where other nets are missin’!
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NBC RADIO PLAN

(Continued from page 31}

Q. When does the 75% rule go
into effect?

A. New advertisers may take advan-
tage of it immediately (there were no
new accounts reported by presstime).
0ld aecounts may drop stations as they
desire after giving 28 days’ notice.
However, it is believed that few clients
will want to drop stations until the
13-week quarter
Changes will probably occur about the

present runs oul.
first of the year when many advertisers
start on their new budgets.

Q. Is a flurry of cancellations of
NBC shows in top TV markets to
be expected?

A. More a dribble than a flurry, is the
prediction of timebuyers SPONSOR quer-
ied, The fact that dropping major TV
markets would also mean the loss of
substantial numbers of radio
both within and without the city lim-
its serves as a deterrent. Actually, most

homes

lilli&‘[‘!li_\vrs reason that the cost-per-
thousand of the major-city stations is
still lower than that of smaller mar-
kets—despite TV's inroads and the
campaigning of the ANA. “You still
can’t beat those umbrella stations,” is
the way one timebuyer put it

Q. What happens to the time pe-
riod left idle when an advertiser
does not want a given market for
his program?

A. It reverts to the station for sale
locally. The station is guaranteed this
time for 26 weeks or until the opening
of the network fall season on 15 Sep-
tember. Some observers believe this
26-week guarantee, besides making the
rlrup]n_'tl ;u'riml:ﬂ attractive to local :u]-
vertisers who might want some guar-
antee of continuity, would also serve
to deter network advertisers from cross-
ing oul various key markets, The rea-
soning here is that the advertisers

BINGHAMTON, N.Y. MARKET

NOW 5000

CALL RADIO REPRESENTATIVES, INC.
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would he afratd 1o lose thewr tie pe
local

But. said one savvy timebuyer: =l don’i

riods irrevacably o Sponsors
believe we'll find many local advertis
ers huying into those times. That pos
<ibility wouldn't scare me at all.” Oth
ers, however. fell that such time would

be .\Il.‘lmll‘ll up.

Q. What does the new classifica-
tion of NBC stations as either "pri-
mary,” "‘supplemental,” or “prem-
ium’’ mean to advertisers?

A. The new "|nri|||:lrl\'“ list of stations
replaces the old list of 29 “hasic™ sta-
tions. It will eomprise 40 to 50 NI
stations which the
represent its hest fool farward for com

network believes
plete national coverage. These stations
were selected on the basis of 16 fae
tors like retail sales and sets in the
arca. The new list is m no way a sug-
gested network since purchase of this
list by itself would not bring an adver-
tiser up to the 757 requirement. (The
list will comprise only 8077 of the 757
dollar minimum, according to Charles
R. Denny, NBC executive vice presi-
dent.] Actually, being included on the
list is for stations merely a measure
of their stature.

Since three of the present 29 basic
stations will not be on the new pri-
mary list: and sinee other important
NBC outlets would undoubtedly give
much to be included. NBC's planners
are being careful to ground their choice
of primary stations on valid principles.
Probably to protect itself against kick-
backs from offended outlets, the net-
work is now enzaged in double check-
ing its announced 18 factors 1o see if
lhc‘} take all ||lil|{_’.‘- into account. Nol
until the checkup is completed will
NBC release the list of primaries. SPoN-
soR learned at presstime.

“Supplemental” stations are all pres-
ent stations not included in the primary
list, The new supplemental classifica-
L'on replaces the current “‘supplemen-
tary” list of regional clusters of sla-
tions.

“Premium’” stations on a large scale
are brand new to NBC, thongh the oth-
er networks, particularly Mutval and
ABC, have always had them. using the
term bonus stations, Premium stations
are a gift to the advertiser. He gets
them along with his regular network
buy. but the station gets no compensa-
tion and has to pay line charges 1o the
network. The advantage of the deal
to bonus stations, usually small grass-
rools n!u'r.lli--||~. is in terms of andi-

] l'||I|'-|lll“'|“|;.’ il Prestige NBC vill

add probably 100 sueh outlets in order
to zive advertisers additional etreula
Lron al no exira cosl

The premium stations will probably
he recruited among present alliliates ol
\BC and Mutual particularly  and
umong independents, 1"art of the bail
being offered these stations is NBCs
new  Minute Man

helow ).

Service  (deseribed
Nol j_'l'IIt'!':l“_\ known is the fact that
NBC has in effect had

tions for

17 bonus sta-
some time, These slalions
Were p,lil] only a nominal fee by the

network for carrying NBC programs.

Under the new |I1.’!.II the 17 stations
will cease getling any payment and in-
stead will have o pay the network line
charges and other incidental fees NB(
may require of its premium alliliates
according 1o a top runking NBC allil-
rate.

“The distribution of
Dreyer products has
increased 250%, and
particular products
you emphasized
have shown almost
immediate sales
response,”’ wrote the
sponsor, on review-
ing his results from
THE HOUSEWIVES’
PROTECTIVE LEAGUE
Most sales-effective
participating program




Q. How do the new station rates
planned by NBC affect advertis-
ers?

A. Mot at all. aceording 1o NBC. Sta-

tions where rales go up are said 1o
halance oul stations where rales go
down. lraving the adverti=er with no

change in his tab. Some advertisers
had wondered whether thi= applied 1o

morning and afternoon as well as eve-

ning tiwe. Morning time, they  rea-
<ol i= Titde affeeted Iy television
and might he going np in price on
most  =tations yesulting in an  in-

nelwork ad-
But it doesn’t work out that
wav. NBC told sponsor.

creased rate for nmorning
verlisers,

Q. How do stations view NBC's
rate-adjustment plans?

A. None of the stations had been in-
formed at presstime of what their new
will
several key

rales he. Bul top execulives al
ABC outlets told sroxsor
that they abjected vehemently 1o any
cul i tor their own stations.

Their [eeling was that the NBC move

rales
was “poorly timed.” coming just at a
momenl when radio has beeun 1o siage
a comehack.  Said (he manager of a
SRW Lastern outlet: “*NBC has made
loo many  rate mistakes in the prasl.
This mav be another.,”™ Station opera-
tors have been holiling  meetings 1o
which net executives hiave nol heen in-
vited to discuss rates and other aspects
Ili llll' \“l‘ |||I|il'\' I'}'I.:lll_!.'l'-i. \]ll-il ri{
them believe that under pressuve NBC
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I Reasons Why

The foremost national and local ad-
vertisers use WEVD  year after
year to reach the vast

Jewish Market
of Metropolitan New York
I. Top adult programming

2. Strong audience impact

3. Inherent listener loyalty
4. Potential buying power

Send for a copy of

“WHD'S WHO DN WEVD™
HENRY GREENFIELD

Muonsging Direelor
WEVIE 117-109 West doth St.,
Ness Yurk 19

([ [T

.mnmlllli””, |

will he foreed 1o nl‘f_'nliilll' and Compro-

mise on rales sel up for each siation.
This is probably the opinion of net-
work executives as well. who do not
expect 1o have their new rate policy in
effect before many months have passed,

Q. Will a station’s national spot
rates be affected if its network
rate is lowered by NBC?

A. No. rales nol con-
nected. Many =lations now have high-
er rales for spol than for network.
Since sale of spol time has been pro-

The two are

ceeding at a furious clip. advertisers
will not get very far il they suggest
that affected stations now lower their
spat rates. Stations will be influenced
only by supplv and demand and the
demand s high right now.

Q. What do the national reoresen-
tatives think of NBC’s new plan?
A,

the reps have been snowed under try-

Like evervone else in the industey.

ing lo understand all the provisions of
the NBC omnibus.
an in general favorable conclusion I

Thev had reached

press time which is smomarized in a
Murray
pearing on page 33,
Q. What are the Minute Man pro-
grams?

A,

network in station time in which the

statement by Grabhorn ap-

They are programs aived by the

stations can sell national spot or local
IZs=entiallv. they are
nelwaork CO-0D programs
portant dillerence,

ANNOUNECIenis,
with one -
Instead of havine
to pay for Minute Man programs while
carrving them suslaining, stations may
aiv them free until they =ell announce-
ments in them. Stations mav also sell
Minute Man progrims to single adver-
\etual
i= up 1o the station since they may be
laped for use, (On ABC and Mutual,
incidentally. it ds also possible for a

lisors, time the shows vo on

station to carry co-on <hows sustaining
withaout |l:l_\il!u the network. )
NBCs

news programs)

<hhows I[nll]'
will ot he afTected.
IllnII:l] ||Il'\ 1y |||' JIHIHI'IHlJ'.'l.lt‘I{ 1l
the Minute Man Serviee al future
date. The shows thus far lined np for
Vinute Man Serviee are: a dailv Kate
smith  hall 12:00 1o
12:300. eombining ol Kate
Suith’s previous conmmentary and vo-

Fnr.ﬂ-i'nl co-np

i

hour  (from

:|r-||:':-|..

cal programs<: a new Howdv Doody

show (oue hour Satnrday

o nrn-
il!;_'l. E-rin_'.-inj_l the NBC-TV ||r11;||:-|
star 1o radio: o Kaltenborn newseast

(Saturdav. 6215 1o 6230 pama) ;o il

Stern sports roundup (daily 6:30 10

G:45 pane) o oand four other programs
of network calibre bringing the total
davtime quarter hours of Minute Man
programing to 40 weekly, Minute Man
programs in late evening time (10:30)
are planmed for the future,

Charges for the sponsored Minute
Man programs are designed to make
them more economical than transerip-
tion service programing.

Q. What's the significance of the
Minute Man shows for sponsors?

A. They represent a whole new set of
carriers for spot radio aunouncements,
All i all, 119 davtime and early eve-
ning slots will be made available for
stations 1o sell, These availabilities will
be considered choice by many advertis-
ers inasmuch as theyv are in shows of
nelwork calibive. featuring known name
personalities for the most part. There
is even a possibility that an inerease in
purchase of local programs. both Min-
ute Man and others, will be stimulated
by the new MM programs. That was
the reaction among executives of Fred-
W. Ziv. the transeription firm,
They feh that any development which
il!l|l:'||\'|'{|

eric

local station

might get advertisers thinking in terms

programing

of buying more local programs of all
types. If an advertiser were 1o line up
a given Minute Man offering in say 30
markets. he would then have the equiv-
alent of a network program (in qual-
ity 1— but bought on a selective basis
to fit his varving needs. Buys like this
have never heen pessible hefore with
nelwork-orizinated programing. though
a number of advertisers have hought
a aiven transeribed show for airing in
a selected group of markels,

Q. Next to which sustaining pro-
grams has NBC opened up new
one-minute chainbreaks?

A. There sustainers in-
volved. all in evening time and all star-

are seven
ring name talent. To aid advertisers
who may want to consider huving the
new onesminute <lots in various mar-
kets. lere is a briel randown on each
of the adjarent shows:

You Can’t Take [t With You (9:30
1o 10:00 pan.. Friday ), serialized ver-
sion of Pulitzer Prize play, starring

The WHOLE job in TV film
spot-making at TELEFILM Inc.

Producers since 1938.
HOLLYWOOD (28) CALIFORNIA

SPONSOR




Walter Brennan.

Nightbeat (10:00 to 10:30 pon., Fri-
day). Frank Lovejoy in newspaper
thriller,

Magnificent Montague 15:00 to 5:30
p-m., Saturday), Monty Woolley as a
broken-down  Shakespearcan  actor
working in soap opera.

Dangerous Assignment  110:00 1o
10:30 p.m.. Saturday ). mysterv-adven-
ture with Brian Donlevy as soldier of
fortune.

The Silent Men 110:00 1o 10:30
pan., Sunday), new mystery drama
starring Doug Fairbanks, Jr.

The Man Called X' 110:30 1o 11:00
p,  Monday), mystery-adventure
with Herbert Marshall.

Noteworthy is the fact that four out
of seven of the sustainers listed above
are in NBC's new strip of mystery
“nighteap™ shows, Strategy behind de-
velopment of this strip was to provide
shows listeners would habitwally turn
to for pre-bedtime relaxation. Spot ad-
vertisers who want to hit the same au-
dience over and over again for a pe-
riod: or those who merely want to
reach the big and enthusiastic audience
attracted by most mysteries, would do
well 1o look into these particular new
availabilities,

Q. How will advertisers be affect-
ed by NBC’s plan to revise network
option time?

A. One advertiser who has already dis-
cussed the new option plan with NBC
told sponsor he was reassured by the
nelwork’s attitude, “They didn’t scem
to be in a hurry.” he said. referring to
the target date for changes in after-
noon option hours which has heen set
at October. 1952, “We'll be happy to
zo along with the network in the
l'h;mge they want. provided we get as
ood or better time.”" he added, “But
we would never go for an arrange-
ment where we remain behind in sta-
tion time once the network rolls back
its option hours. That would mean
leaving ourselves open o too much
trouble halding omo stations,”

Ounly advertisers on during the alter-
noon are directly alfected by the shift
in option time (3:00 to 6:00 changed
to 2:00 to 5:00 p.n.). In the morn-
ings. time will he increased (9:30 to
10:00 adding 1o the current 10:00 to
noonl. And the change in option time
during the evening (8:00 to 11:00 roll-
ing back to 7:30 to 10:30 p.n.) does
not involve shifting of any presently
sponsored shows, An additional change

22 OCTOBER 1951

is the optioning of an hour on Sunday
morning where NBC has no time al
present. Target date for all changes
other than in alternoon time i< Janu
ary, 1952.

Several advertisers told spoxsor that
they would now begin 1o study the ad-
visability of buving frauchises in the
morning time NBC is opening up.
Morning is regarded as a zood bet for
long-time network sponsorship because
it is relatively TV-proof and will prob-
ably remain so for a long time to come.

Q. What's the outlook for the new
one-shot programs on NBC?

A. If the sales to date of CBS™ one-
shot operation (Red Skelton) are any
index, NBC should at least get an in-
terested hearing from advertisers hoth
new and old to network radio. CBS,
seonsor learned, sold 11 separate pro
grams i the first month’s effort, ex-
pects 1o sell five mare shows by the
end of October.

Q. Are more changes in policy by
NBC and other networks coming
which will make the nets even
more flexible?

A. Yes. Few advertisers and agency
men  queried by spoxsor  thought
NBC’s 757 proviso was anything near
a final arrangement. Most thought
there would be a gradual change un-
til all of the netwarks began to provide
regional. virtually hand-tailored serv-
ice. But one agency executive, a for
mer top timebuyer now managing an
agency  radio  department.  predicied
that by the end of this vear networks
would be making deals for TV shows
including simulcasts of the audio por-
tion carried on radio stations at greal-
Iy reduced rates. This was a relatively
extremie point of view. however. * * *

MR. SPONSOR ASKS

{Continned from page 47)

||I’P:if-i\'(’l} ]:‘I[’gi' segment of the view-
ing public from the aural standpoint.
but makes for ready balance aud tempo
that is visually appealing. In giving
production values 1o the interpreta-
tions of the various musical numbers
that make up our show, starring the
hilarious antics of Jackie Gleason, the
interpretive dancing of the June Tayvlor
'.I;tl'll'('l’!a ﬂ“l] I.h(‘ :‘_'1(‘”5"' [Il'l'hlll]i!lilil'h’- llr
guest artists, the rhythin of the partie-
ular music used is as important as any
visual gimmicks apparent to the eye.

While I have said that Cavaleade of

Stars hi;.']l“_‘_'lrl.\ famithiar but not tived
music of all levels T must note a re
cent exception that paid ofl handsome-
Iv. A young singer mnmed June Valli
fwe [requently use rising young peo-
}l||' as wel las the estabilished onest was
an the show and brought me a new
song. DBecanse | thought it night eas-
ily become the song of the vear. | sanc-
tiomed her using it, though we praeti-
cally never present unknown  music.
The number was “Too Young.” intro-
duced for the first time anvwhere. All
of which would tend 1o proie that any
success formula will never do itsell an
injustice by heing flexible and untradi-
tional when the propitious moment pre-
senls sell.

Mivrox Dotcras

Producer. Cavaleade of Stars

DuMont Television Network

Vew York

Any questions?

sroxson welcomes guestions  for  dis-

enssion {rom its readers. Sugzested ques-

tion= =hould be acveompanicd by photo
graph of the asker.

FREEK

1f ihe roting on our completed 13 Craig Kennedy
mystery shows starring Donald Woods, filmed
especially for television, does not beat the rating
of any mystery=-detective TV show at end of 1%
weeks (comparable time) in any city, we offer
your sponsor 2nd run at no charge for show.

fmmediate Delivery
first 13 Vo<howr TV films
completed

Adrian Weiss Productions
present

CRAIG
HKENNEDY

CRIMINOLOGIST

Starring

DONALD
WOOoDS

as
CRAIG . KENNEDY

I with
‘ Sydncy Mason and Lewis G. Wilson

Available
For National-Regional
or Loeal Sponsorship

| LOUIS WEISS & COMPANY
655 N. Fairfax
Los Angeles 36, California

Phone: WEbster 5287
Write-Wire-Phone ® Screening Prints Available
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TV sports unlimited?

The anti-trust action initiated by the
Federal against groups
uniting to ]\'i‘(‘!l sports evenls off the air
should result in more sports sponsor-
ship opportunities in 1952,

With another erack of the whip we
expect more than one 1951 untouch-
able to declare himself wide open for
1052 \};¢.1|.~.nr.~'lli|! offers,

Government

Major League Baseball, whose access
to Washington secrets is not insignifi-
cant, beat the anti-trust action to the
}Iu]'.ll".'}] Ii\ i ll{l]n!’!l"l— (I[ h"-)llrﬁ. “EI'E‘-
after each club will decide whether it
will sell rights in cities outside its own
home town. Heretofore such action was
prohibited under the rules of Baseball.

The University of Pennsylvania ap-
pears to he having the last laugh as the
NCAA hackpedals (at least verbally)
on its 1951 action to limit TV airings.
Penusylvania rehelled against this de-

Applause

cision earlier in the vear, was almost
vead out of the NCAA before it prom-
ised to hehave.

The sports picture, as it affeets ad-
vertisers and broadeasters, will under-
go a rapid transition in the months to
come. s well worth watching with

an eve to advertising opportunities,

Red Channels’ bible

Where does Red Channels pick up
it= information on which personalities
in the radio and television world are
Commmumist and Communist-dominat-
eill?

Strange as it may seem. The Daily
Worlker is the bible.

When a sronsor editor interviewed
the men who run Red Channels (see
page 30) he was amazed to learn that
they consider favorable or even neu-
tral mention of an individual in The
Daily Worker sufficient evidence for
listing in Red Channels. The Daily
Worker is scrupulously accurate, they
contend, consequently there’s no need
for further substantiation of guilt.

The Daily Worker—what a paper!

Mutual’'s man of destiny

When voung Tom O'Neil (see [ront
cover) burst onto the broadcasting
scene a few yvears back as president of
the Yankee Network. he was known
principally for his remarkable ability
to participate in a three-hour business
session without saying a word.

Today’s he's Having
thoronghly grasped the essentials of the
industry. he'll often come through in as

more voeal.

The new NBC

Like the Prodigal Son. NBC wasted
its radio riches during at least part of
ils 23-vear span.

I this it was not oo unlike many
another “fat cat™ of radio, luxuriat-
ing in the cream of easy “\]II;_‘.

When
NI
fisht for its honor and defend its place
as the Number One Network., Iu the

past few vears it has taken severe pun-

harder davs fell on radio.

Radio was poorly prepared to

isliment and shown an alarming lack
ol vitality,
1951 the melted

But in (labhiness

96

away and today at the elose of its
first quarter century a uew fighting
NBC Radio emerzes. The MeCounell-
Denny-lerbert-Barry - backfield s all
push and purpose. The easier living of
the first 20 vears and more is forgot-
ten. These men. ably aided and abetted
by a pile-driving line. are gaining on
such fronts as programing, sales, mer-
chandising, promotion. They re out to
convinee the world (including adver-
tisers and afliliates) that NBC is strong
for radio, Too many had begun to feel
that radio’s oldest network would no
longer he a rvadio leader,

little as 45 minutes.

Tom’s utteranees are worth waiting
for. Around Mutual Broadeasting Sys-
tem, where he is now Chairman of the
Board. he's known as a great idea man,
a fellow on springs. Mr. Action him-
self.

His yven for action has ecarried him.
during his briel career in broadeasting.
to purchase of the Yankee and Don
Lee Networks, Board Chairmanship of
MBS, and vecently a collaboration with
R. H. Macy that gives him control of
WOR and WOR-TV. He was also re-
sponsible for a plan whereby MBS and
MCGM participate in a revolutionary
programing Llieup.

While his vice-presidency of General
Tire Company (of which his [ather is
president) gives him access to the
funds which enable him to carry out
his campaigns. Tom himsell is Tespon-
sible for his unique sagacity and au-
dacity. “O’Neil is a born horsetrader
—he’ll trade on anything.” said one
of his intimates. “And his trading
sense is uncanny.’”

O'Neil’s driving energy has found a
close-to-perfect complement in Frank
White. keen. shrewd. substantial MBS
president. Between them. they have
the aggressiveness and experience to
shape a new Mutual that will give the
rest of the industry plenty to think
about.

As an unbiased observer, sSPONSOR
looks on Tom O'Neil as a phenomenon
of the industry. His latest move augurs
a new and growing strength for Mu-
tual. Where he'll stop we don’t know.
But it won't be soon.

Gone, for the gzood of NBC and all
of radio. are the days of indecision. in-
difference and helplessness. The new
NBC is once again a leader among ra-
dio men everywhere.

After an unhappy 1950, the gains
thus far in 1951 prediet a healthy. vig-
orous NBC in the radio picture, There's
lots more hard work ahead (the fight
hias only hegun) but the basic organi-
zation and planning are promising. The
men who form the hard core are sound.
This new NBC Radio spirit is what
NBC needed

even

and what radio needs
mnore.
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Wholehearted
On The Air—or in Person!

Program organization and the wide
coverage of The KMBC-KFRM Team
provides an important daily link be-
tween the trade capital, Kansas City,
and thousands of rural homes in Kan-
sas, Missouri, and portions of the sur-
rounding states which comprise Kansas
City's Primary Trade Area.

Just as important, however, is the
wholehearted personal link between the
Team personalities and the listeners.
During the Missouri State Fair, the
Kansas State Fair, and the American
Royal, thousands of folks met and
visited with Phil Evans—with Hiram
Higsby and other KMBC-KFRM per-
sonalities. Similarly, every Saturday §
night hundreds more attend the" Brush
Creek Follies” and during the course of
the year, countless contacts are made
through the sports, news and special
events departments.

Evidence of the success of this “on-
the-air or in-person” technique is that
it is in part responsible for the fact
that in urban, rural and metropolitan
areas alike, The Team is on top by a
margin of 3 to 2.

This advantage of more loyal listen-
ers means more impacts for the adver-
tiser, less cost per thousand and more
product or service sales. Write, wire or
phone KMBC-KFRM or your nearest
Free & Peters Colonel.

To put ot simplv, to cell
the Whole Heart
W holehearted-
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The KM Bc . KF RM %eam

6TH OLDEST CBS AFFILIATE « PROGRAMMED BY KMBC
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