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James Monroe’s Doctrine

Although the “Monroe Doctrine” has been written indelibly
into history, James Monroe had a personal docirine
that was just as vital to a fledgling nation. This
fifth president of the United States believed in honesty,
% initiative, progress, foresight. That these qualities
are characteristic of the growth of Yirginia isn't odd—

for Monroe was a Yirginian, born in Westmoreland County.

Present-day Virginia follows the Monroe pattern. Havens and Martin Stations
WTVR(TV), WCODI(FM), and WMBG (The First Stations of Virginia)

ge! daily evidence that listeners and viewers

—and advertisers, too—find them

in lune with Virginia's tradition of progress.

Statue al Monroe’s home

ICHMON.

HAVENS & MAR

WMBG -+ WCOD WTVR W

YT 4N

¢ first television Statios

Havens & Martin Stations are the only
complete broadcasting institution in Richmond,

Pioneer NBC outlets for Virginia's first market.

Represented nationally by John Blair & Company FIRST STATIONS OF VIRGINIA




“Today” pitch Dave Garroway's "Today" show, (beginning 14 January, 7:00 to 9:00
stresses low a.m.) arousing "high agency interest, but nobody's bitten yet," NBC-

13-week cost TV told SPONSOR at presstime. Pitch is based on relatively low cost
(15-minute segment once weekly for 13 weeks is $90,000). Web salesmen
are pointing to fact that Ernie Kovac's 7:00 a.m. show, WPTZ, Philly,
is almost sSold out; and to survey showing 3 out of 4 homes listen to
AM once weekly between 7:00 and 9:00 a.m.

S R

- T

Block Drug ups Block Drug Company is increasing '52 spot radio budget to 31,000,000
spot AM budget from $600,000 in '51. Company compared AM and TV announcements, Sun-
to $1,000,000 day supplements, found spot radio results cheapest. Agencies are
Dowd, Redfield & Johnstone, Cecil & Presbrey, and Joseph Katz.

—~SR—

Duane Jones Year-end accounting of Duane JoneS Agency status: (1) Billing begin-
tries comeback ning to roll in (to extent that Jones has given Yule bonus to pres-
trail ent 34 employees); (2) New client recently bowing in, Farmers Mutual
Automobile Insurance, Cleveland, (others are Vitamin Corp. of America,
Newark, National Recleaning Corp. of Brooklyn, National Selected Prod-
uets, N.Y.): (3) Jones has served 12 ex-employees with legal papers
(they've asked extension till 7 January to respond); (4) Jones is pon-
dering suits slapped against him by ex-employees (for back vacation
pay, pension money).

gy P

Toni launches Toni Company launched new product last week, home permanent for chil-

| junior hair-wave dren 14 and under called Tonette. "Kate Smith Show," NBC-TV, will be

product used. (Firm's total ad budget for 1952 will reach $12,000,000, half
of it going to radio and television; via Foote, Cone & Belding, and
Tatham-Laird, Chicago.)

=S R

U.S. Steel TV U.S. Steel may make plunge into bigtime mnet TV within first half 1952,
plunge due in but firm is sure bet to retain radio show. Its "Theatre Guild of the
‘52; willkeep AM Air," NBC, had better average rating in 1951 than in year previous.
Nielsen-rating climbed from 6 at start of season to 9.5 at last re-
port, putting show close to AM's top 10. Firm's executives attribute
rise to fact that "Theatre Guild" has scored many "firsts" on air this
season with broadcast of "Glass Menagerie," "Lost Weekend," "20th Cen-
tury," other standout plays. When U.S. Steel makes move into TV (via
‘L BBDO), programing choice will probably be drama as well.

| SPONSOR exclusive on radio listening in TV homes

Coming next issue (14 January), a report on radio listening in television homes
conducted for SPONSOR by Advertest Research, New Brunswick, N.J. For other
0 research on AM audience in TV homes, see article starting page 25.

SPONEOR, Volume 5. No. 25, 31 Deeember 1931 Publishied biwerkly by SPONSOR Publlcations, Inc., st 3110 Ehe Ave, Raltlmore, Md  Execotlve, Editorial, Clreulation Office
SI0 Madison Ave,, New Yuk 22, 34 § year In . 5. £9 plsewhere. FEntered as second class maller 29 January 19000 at Daltimore, M, postoMee under Acl 3 March 1879
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BOB REYNOLDS (’

In Rose Bowl Play
WHEC

IN ROCHESTER 432 weekly quarter hour periods are
Pulse surveyed and rated. Here’s the latest score, =

the decideq 1:..0 't showeq
STATION STATION STATION STATION STATION STATION €nce for \v; Losener Prefer.
WHEC B €. ‘Da & ; Gon's gygine TEC: This s
FIRSTS ..« 2265 018655 i3 s S8 AL 8 1P S 11 Reter been 4opr '.‘I'J-'-'_ h:
ES 5w s 17 1D s 25575 0 P e 9V 0
WHEC carries ALL of the "top ten” daytime shows! PULSE REPORT—

SEPTEMBER-OCTOBER, 1951
WHEC carries the top seven evening shows LATEST BEFORE CLOSING TIME

and is tied for ninth and tenth places!

BUY WHERE THEY'RE LISTENING: —

NEW YORK
5,000 WATTS

31 DECEMBER 1951 3
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VOLUME § NUMBER 27

ARTICLES

How is radio doing in TV homes?

To give a complete picture, SPONSOR presents roundups of listening-
looking ressarch, as well as opinions of ad men

Latest figures on listening in TV homes

How ad men estimate the sitnation

How radio helped Seabrool: start own brand

At first @ "supplier,”" Seabrook Farms expanded into retail sales of its own
froten food products, built rapidly with aid of radio

It happens in TV

When client, agency. and TV commercial meet head-on, anything can
happen. This series of cartoons depicts four wryly amusing situations

Does controversy malke sales?

Commentators ltke Fulton Lewis, Jr., Drew Pearson may strike fury from
listeners, bul they alio strike paydirt, SPONSOR survey finds

Singer's firste 100 years were air-less

Sewing machine firm is now conducting its first big radio-TVY experiment,
with initial $500,000 budget already bringing happy dealer response

SPONSOR INDEX: JULY-DECEMBER 1951

How BMI is helping sponsors

BMI is raising the level of local programing, helping to encourage sponsor
purchase of local shows rather than enly anncuncements

How (o stage a one-shot

How Molorala i

1grd a radio-TV enc-shot, plus cepiuled reports on other
sna.shol

aigni including lips to advertisers, pitfalls to avoid

DIGEST FOR 31 DECEMBER 1951

30

32

31

36

11

1 Jan.

Il Jan.

DEPARTMENTS

MEN, MONEY & MOTIVES 6
510 MAD.SON 10
MR. SPONSOR: H. E. PICARD 12
NEW AND RENEW 17
P.8; 22
RADIO COMMERCIALS 46
MR. SPONSOR ASKS 52
ROUNDUP 54
AGENCY PROFILE: MILTON BIOW 56
TV RESULTS 61
SPONSOR SPEAKS 76

COVER: New era in network TV is opened up
14 January when Dave Garroway's "Today"
show makes debut on NBC 7:00 to 9:00 a.m.
Sparkplug credited with pioneering move is
dvnamic Sylvester L. (Pat) Weaver, Jr,, NBC
V.P. in charge of TV. From |. to r. are Ed-
ward D. Madden, NBC V.P, in charge of TV
sales and operations; Weaver; Garroway.

Editor & President: Norman R. Glenn

Secretary-Treasurer: Elaine Couper Glann

Managing Editor: Miles David

Senior Editors: Frank Rasky, Charles Sinclair

Department Editor: Fred Birnbaum

Ass't Editors: Lila Lederman, Richard A.
Jackson

Contributing Editors: Robert J.
Fnrc"‘..)n

Art Director: Si Frankel

Photographer: Jean Raeburn

Vice-President - Advertising: Norman Knight

Advertising Department: Edwin D. Cooper
(Western Manager), George Weiss [Trav-

eling Representative, Chicago Office), John
A. Kovchok [Production Manaager), Cynthia

Cxl

Soley, John McCormack
Vice-President - Business Magr.: Bernard Platt

Landry, Bob

Circulation Department: Evelyn Satz (Sub-
scription Manager), Emily Cutillo, Joseph-
ine Villanti

Secretary to Publisher: Augusta Shearman
Office Manager: Olive Sherban

Pubillshied blweekly by SPONSOR PUBLICATIONS INC.,
rombined with TV, Executive, Kditorial, Clreulation and
Advertising (Mlires: 510 Madison Ave,, New York 22,
No Y. Telephone: MUrray HIUl 8-2772.  Chleago Ofece:
11 K, Grand Ave,, Sulte 110, Telephone: SUperlor 7-0863
Wesl Const Oflee: G087 Sunset Doulevard. Lot Angeles,
Telephone: ITlkslde 8085,  Prinling OMce: 3110 Eim
Ave, DNalilmore 11, Md, Subseriptions: United Siates
$5 a yeur, Canada and forelgn $9. Single coples 50e
Printed In U, S, A, Adidress all correspondence to 510
Madienn Avenue, New York 22, N, Y, Copyright 1951
SPONSOR PUBLICATIONS [INC.




/ \

/ )
A\
\

Acceptance! Consistently ranked among the
top 5 multi-weekly shows in Los Angeles’

highly competitive seven-station market.

Available! “The Adventures of Cyclone Malone™
15 now available on film Find our more about
this deligheful musical marionette adventure
serics. . quarter-hour, five-asweck.. . ready to sell
for you today! For audition print and complete

information call or wire our nearest sales office:

Action! In just 24 hours, Cyclone Malone moved more than 10,000 self-liguidating
= - - . 1 r, e N o | L. 7, ; e 1 r
premiums for a single sponsor...and started a rush that netted over 106,000 tic-in sales! * : 14 Wese 56¢h Sereet, New York Ciry 19, NL Y.
* Carriet Ice Cream & Candy Con Los Angelel : 612 North Michigan Avenue, Chicago 11, 111

Sunser and Van Ness, Hollywood 28, California

CONSOLIDATED TELEVISION SALES

A Division of Consolidated Television Productions, Inc.
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Your Lowest

cost-per-1,000

««oin the

$3-BILLION
OAKLAND-
SAN FRANCISCO

BAY MARKET!

ey 1o success in the
San Francisco Bay Area
lies in COVERAGE of the
huge PLUS market com-
prising $1,600,000,000
annual retail sales in
Oakland and the East
Bay!

s

“e:nrdsprnvelhalday-
n day-out, KROW pro-
vides the lowest Cosl-
per-Thousand listeners
of ANY station in this
market!*

(*PULSE: Sepl. Ocl. 1951)

_——

”ves 145 local, region-
al and nalional advertis-
ers regularly use KROW
lo reach Oakland's
1,144,000 markel...and
San Francisco’s 1,096,
000 markel!

Why not make us
show you the facls and
ligures thal prove these
statements true? It's all
down in black and while
for Lhe asking!

hROW

Radio Center Bldg,
19th & Broadway * Oakland, Calif,
Serving the Entire Dakland San Francisco Bay Area

6

9 Il’!l!ll"]f )'. f.f.'"l"h"n

Read any good magazines lately?

\lthough “Radio™ is eertainly an advertising medivm. most of
the larger advertising agencies typically have a “Media™ Department
separate from a “Radio™ Department. and ne’er the twain may meet
save under the referee. or account executive, the latter supposedly
loftily evaluating all wedia. partisan to none. again supposedly.
sclecting the Lest medium for the immediate sales problem.

i #* *

The separation of “Media™ from “Radio™ (and now TV) has of
course long since been taken for granted in the big town, big time ad-
vertising. Logic dictated the separation in the first place and custom
has widened it including the existence of special trade journals
catering to the old ageney skills of copy and layout while other trade
journals cater to showmanship skills. The two-way quarantine has
produced the situation today of many “old media™ admen not know-
ing much if anything about “new media™ admen, and vice versa,

% % W

With so much apology. this Contributing Editor now proposes to
discourse for a bit on magazines. a subject ordinarily outside the
ken of sponsor. except now and again when some magazine cirenla-
tion promotion department turns radio/TV sponsor.

£ * *

The problems of magazines, upon analysis. often bear jolting
familiarity to the problems of radio. Take. in example. Detroit,
the motor capital. From time immemorial the networks have tried
to =cll automotive accounts on a fuller, more confident use of radio,
only to run smack into minds frozen solid in contrariness. Knowing
this, it amused and edified your correspondent when he learned re-
cently of a curious situation in which the same Detroit nabobs ex-
hibit the same kind of [rozen contrariness toward monthly magazines.

* * *®

I goes like this, Detroit tends to instruet its advertising agencies
o “favor” weeklies, contending they are “faster”™ than the monthlies.
The difference turns out often to be distinetly imaginary, If an ad-
verliser elects to use weeklies once a wonth, the rule, it'’s still 12
times a year as would be the case with consistent scheduling of
monthlies.  Morcover Detroit’s fondness for four-color plates de-
mulishes the “faster™ idea sinee plates will be six-seven weeks in
production regardless of whether their destination is a weekly or a
monthlv,

% T

Broadeasters who have butted their heads against Detroit may
perhaps be comforted to hear that the monthly magazines are mod-

{Please turn to page G1)

SPONSOR




WISE
Young Man of- 3

A fellow matures rapidly in Television. KPIX, San
Francisco’s pioneer station, went on the air on
December 22, 1948. Now, three years later, KPIX has
the wisdom that characterizes Television's veterans
..the wisdom, among other things, to recognize that
in Television you can’t stay young .. .and you must

never grow old!

San Francisco

CBS and DUMONT TELEVISION NETWORKS
Represented by The Katz Agency

31 DECEMBER 1951






Says QUENTON ("Q") COX — KGW. Portland

“Here’s another feather for Allan’s hat. Congratnlations on your
new Allan Jones package — it is an excellent musical show of
extremely high standing. KCW is using The Allan Jones Show as
part of the Monday night music festival which includes such impor-
tant NBC shows as The Voice of Firestone, Mario Lanza, The Rail-
road Hour and The Telephone Hour. The Allan Jones Show stands
up beautifully with these stellar network attractions.”

7 ALLAN JONES SHOW

Rare indeed is the opportunity given a local station to secure a big-time
musical production of network calibre at d cost well within its sponsor’s
budget. The opportunity is now! Investigate The Allan Jones Show.

Complete half-hour audition, sales brochure and price
will be sent you, at no charge, upon your reqguest.

LANG-WORTH
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KMA

Gets More Qrders
At Less Cost!

arcording to figures released Dy

Tidy House

'rofucts Co,

KMA Leads 41 Stations on
Spatula and Boxtop Offer
THE OFFER: Tidy House Products
Co., of PERFEX
Cleaner, offered a Cattaraugus
Spatula for 35¢ and o PERFEX
boxtop. This offer was carried by

manufacturers

41 stations from Sept. 24 to Oct.
26, 1951. Stations up to 50,000
watts were used . . . over the en-
tire middle western agricultural
belt of the United States.

THE RESULTS:
Station
KMA—Shenandoah, lowa
2nd station

3rd station

4th station

S5th station

&th station

Cost per Order
0248
0319
0349
0490
0496
L0608

Average cost per order—

41 stations 1434

E 1OWA

B3 Mot s | —I_
W &

& Al RARDOAN

i

MISSOURS - }

SHENANDOAH, IOWA

Represonted by
Avery-Knadel, Inc.

Under Manogement of
MAY BROADCASTING CO.

Shanandesh, loewa

10

iy

Tadison

COMMUNITY SERVICE

Broadeasting and adverlising peo-
ple are always saying what a tremen-
dous job radio and TV can do with
product-=elling.  Well, here’s a case
where radio and TV did a bang-up
job on a community project that de-
manded public support.

Radio and television stations in this
area cooperaled 1005 in achieving the
coal of this project: the passage in
the November election of a 512,000.-
000 School Bond Issue and Tax Levy
]-} i Iwo-lo-one Il'l:tjnl'il_\. As a mal-
ter of Tact, one TV station carried a
feed from the other of a one-half-hour
local program for =even
weeks, The f‘nm[l;[i;{n inu‘llll[t‘(i a S't]l'\d
many other unusual features for which
the broadeasting services in this eom-
munity were directly responsible.

Lincoix Scuevrie, Dir. Redio-
TV Div.. Hugo Wagensell &
Issociates. Davion, Ohio

children’s

MIDWEST SURVEYS

Just a word to thank vou for the
very comprehensive story on the 1951
‘f!\\.'l i““l Kil]l"‘-ﬂ.‘; Sllr\'(‘_\'f'.

While we naturally think a great deal
of our sueeess with these survevs. we
know it is only by continual hanuner-
ing such as vou have done that time
bnvers will realize radio is a long way
from being either dead or dying, We
are particularly pleased that this arti-
cle came out prior to the NBC conven-
tion at Boea Raton since we feel sure
many of the afliliates may feel mutually
strengthened in taking a position that
radio is verv much alive and should
notl he relezated 1o a formula based on
supposed coverage by any other media,

Congratulations and thanks for a
fine pernsal and  presentation of the
1951 lowa Radio Audience Survey.

Pave Al Lover, ice President
Central Broadcasting Co.,
Ies Moines, lowa

MERCHANDISE THAT SHOW!

A< a follow-np ta the item and pho-

| toeriph of the Meister Brau poster

which appeared in vour "“nulnlllp"

feature, 3 December issue, | would like
to claborate on the effectiveness of this
poster tie-in with TV.

It just so happens that the initial
rating of the Boston Blackie show in
Chicago was three times that of New
York and twice that of Philadelphia.
This is certainly an indication, if not
proof, that our Criterion Meister Brau
posters really do a job in acquainting
more people with Meister Brau adver-
tising which in turn sells more heer.

Riciagn P Sissox. Prom. Mgr,
Criterion Service. N. Y.

RADIO SELLS EVERTHING

Thanks (to vou and Boh Foreman)
for the four stars awarded the “Bare-
foot in  Athens” commercials on
WMCA in the 3 December issue. To
keep the facts straight, sponsor of this
serics was the Playwright’s Company
through the agency. Clifford Strohl As.
sociates, New York.

In answer to your speculation that
the “independent-station audience may
not  he the typical legit-theayter-
crowd.” it may interest yvou to know
that this New York independent sta-
tion is par‘icularly proud of its “the-
avier-going” listeners. On WMCA. we
“sell” top Broadwayv shows throughout
the year. Tn October. Leland Hayward
experimented with a group of ten an-
pouncements on the Parry Grav Show
jor “Remains to Be Seen,” then un-
onene’l and unreviewed. He was “so
amazed” by our direct ticket sales that
IFe has put us on his “must” media list
for Diture wroductions.  Tle writes:
“We have chied awayv from radio as a
lesitimate theatre ticket selling medi-
vm. What is so amazine about your
proaram (Barry Gray Show) is that
almost all reruests were for the higher-
prieed tictets—8077 of the orders for
orchestra locations.”

Howaen Kearaiax, Dir. of Prom.
WANCA. New York

AIR-MINDED UTILITIES

Well, sronsor has done it again—
inst as we were about to look around
for background material on “public
atilities advertising” you came up with
“public utilities on the air.”  Please
rush 10 copies so that we can get them
in some very interested —and interest-
ing—hands.

Freese D, Hiee, Gen, & Comm. flgr.
WORZ. Orlando. Florida

SPONSOR




he clear picture of +heTVaudience
inthe Tort Worth-Dallas cities

:t“ OCTOBER, 1951, HOOPER TELEVISION AUDIENCE INDEX
W’BAP.’I‘V OF THE COMBINED FORT WORTH-DALLAS AUDIENCE
‘H SHARE OF TELEVISION AUDIENCE

Monday through Friday
12:00 Noon to 6:00 P. M. 50.3 22.3 27.4

WBAP-TV Sta. B Sta. C

Sunday through Saturday Eve.
6:00 P. M.-11:00 P, M. 44.3 36.6 19.0

"-.:: nlh;:.:‘: :
The first clear picture of fheTVauduence
Outside the metropolitan cities

(Over 22% of the audience is outside of the two-city corporate limits.)

. /l) SEPTEMBER 1951 BELDEN* SURVEY—SHARE OF TELEVISION AUDIENCE

E Station Daytime Nighttime
) WBAP-TV 60% 54%
Sta “B” 29% 33%
Sta. “C" 1% 13%

B DONT BE SPOTTY *Joe Belden & Associates is @ AM “-EM-TV
:-;"-—_ WITH YOUR SPOTS pioneer research firm of the 570 -820

. REACH
Southwest and numbers among Channel

ALL ALL A“. T
The Fabulously Rich - pslients, Dlvepnicernggnd 5
Fort T;"’T'?“”“" agencies from coast to coast. ‘
Harke. g
I||| ||

STAR.TELEGRAM STA"UN FREE & PETERS INC. AMON CARTER, President GEORGE CRANSTON, Manager
L Exclusive National [ ]

FOR! WORTH, TEXAS Representafives HAROLD HOUGH, Director ROY .BACUS, Commercial Mgr.

31 DECEMBER 1951 1
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A WINNER!

3 out ol 1 yrs.

Agoin WIOU’s Farm Service
Department, dirccted by
Bob MNance, has won the
annual national farm safe-
ty promotion award. An
achievement such as this
clearly shows the progres-
sive down-to-carth qualities
that makes WIOU the stond
out voice in Indiana’s 18
most prosperous counties.
For greater returns it will
pay you to put your adver-
tising dollars on the winner,
WI0uU,

WATTS . 1350 KC
KOKOMO, INDIANA

D & COMPANY

Henry E. Picard

Vice President-General Manager
San Francisco Brewing Corp., San Franzisco

Burgevineister, Burgermeister
I''s so light and golden clear,
Burgermeister. Burgermeister
It's a truly fine pale beer.

Fhis jingle has proved to he worth about $4.000.000 a word so
far. For. sungz to the tune of “Clementine”™ on a host of California
radio stations. it has impelled thousands of Californians to swich
to Burgermeister. Sales for 1951 are up 3377 over 1950 with annual
sales of close to 1.O0O.000 harrels,

That was=u't the situation in 1944 when 35-vear-old German-born
Picard took over as general manager. Then, Burgermeister was hut
one of San Franeiseo Brewing’s L1 private label beers. and all were
lagging in sales,

Picard. a merchandising expert. dropped the private label and
dravght heers and selected Burgermeister as the one beer to adver-
tise amd promote. As evidence of his sales-building confidence he
burned up STOO00 worth of private labels in one afternoon, A lim-
itedd budget. abow 350,000, was put behind Burgermeister and, as
there were 1.000.000 Northern Californians to reach. radio ehain
breaks were an almost automatic selection.

Picard explains: “Chain hreaks would allow us to deliver the maxi-
mum numher of sales messages for the money expended.  Chain
break time could he bought on good stations adjacent 1o programs
with high ratings while. at the time. announcements were available
next to programs with low ratings,”

Californians have been hearing the “Burgie jingle™ ever sinee its
191 mtroduction bhut pot alwayvs in the same way, Sometimes the
jingle i< speeded up: sometimes it's sung i a different key.

Despite the Burgermeister success in the last seven vears Picard
modesthy considers himsell “an ordinary, straight-forward business-
nane Nows with 307 of the ad bodget going into radio, Picard
U brists onasteiet and stmple advertising policy. No comparisons.
no faney claims. Nothing except “Burgermeister —a truly fine pale
beer,™ Pieard’s estra sales touch: San Franeiscans within hearing
listanee can listen 1o tower chimes atop the hrewery huilding play
“Clementine” at 10200 a.an.. 3:00, 5:00 and $:00 .

SPONSOR




MR. SPONSOR:
Around the clock . . . all year long. ..

WJBK-TV HAS THE TELEVISION AUDIENCE IN DETROITI

WIBK-T

HOME HOOPERATINGS
Sunday Thru Saturday 6-11 P.M.

Nc§ ;lec2 Dec%S%J:g’ 51 Jc?-gl;.il Feg-;a:rgl
37.9 | 376 | 35.6 | 385
41.1 | 382 | 354 | 371.7

Just think! WJBK-TV’s average TV-Home Hooperat-
ing, for the 12 months ending October 1951, 1s 37.7! The
Sunday evening average alone, from April to October
1951, 1s 45.0!

Look at these other whopping Hooper
averages WJBK-TV earned during 1951:

Mon. thru Fri. 8-12 AM (April-October)............ 49.9!
Saturday 12-6 PM (April-October).................... 41.3!

WJIBK-TV’s consistently high Hoopers in the major time seg-
ments during 1951 make WJBK-Television the wise time-buyer’s
choice for top sales results in the Motor City. To be certain your
television dollar pays you the highest dividends in the 5-billion
dollar Detroit market, check with your KATZ man today.

WIBK = DETROIT

The Station with a Million Friends
NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455
Represented Natlonally by THE KATZ AGENCY, INC,

31 DECEMBER 1951 13







Oment @ This was it. For General MacArthur . . . and fdr KCBS.

Thousands of eyes were on the General as he arrived in San Francisco. Thousands
l of ears were tuned to 50,000-watt KCBS as it turned in what turned out to be .
i the year’s top special-events broadcast. (The KCBS local staff covered the event
| for the CBS Radio Network; all other networks imported special staffs.)

' For its broadcast, KCBS received the National Association of Radio News Directors’
Award “for distinguished achievement in the field of radio reporting of an

outstanding special event.” As the awards committee commented: “It was truly a

superb example of radio reporting ... broadcasting in a class by itself!”




# and a GREAT D

it ight than ar

Box 215
Paris, lllinois

@ Hcar about WFBM-TV’s big PLUS? Advertisers
on Indiana’s First Station get a real buy: First, be-
cause high-income Indiana is one of the nation’s best
markets . . . second, because 192,500*% TV sets are
alrcady installed inside this station’s 60-mile area . . .
and third, because WFEBM-TV, Channel 6, delivers
a Bic Boxnus in sets outside where thousands of set-
owners tune in ONLY WFBM-TV.

In Paris, Hlinois, about 90 miles away, and in Paris’
Edgar County, dealers estimate over 200 TV sets are

already installed, with more being added every day.

Dozens of other cities and villages and thousands of

farms—many even farther away than Paris—have ad-

ditional sets beamed to WFBM-TV exclusively, too!

WFBM Radio Is First in Listening, Too!

% First an the morning! « Virst in the afternpon!

Fiest a1 staut' 50 nore lis-

"PARIS, ILLINOIS, is a channel 6 town!"

LEONARD H. WOLFE, Television Dealer
112 Madison Street, Paris, lllinois

"PARIS and DANVILLE, ILLINOIS,
are both WFBM-TV towns.”

ROBERT A. FREY

INDIANAPOLIS

WFBM-TV

! 90 MlLES -

How about your clients ? If they really want to s
they’ll thank you for selling them on WFBM-T
BiG Bonus Buy!

*Source: BROADCASTING -TELECASTING, December 24, 195



ew and renew

I. New on Television Networks

31

- _PFiOGRAM, iim.e-,_ start, duration

SPONSOR AGENCY NO. OF NET STATIONS
Aluminum Company of Fuller & Smith & Ross CHS. TV 29 Sew 11 Nowi Sun 31300 pmi; 2 Deej 52 wks
America
American 0Oil Co Joseph Katz CBS.TV 24 Challenge of the 50°«=—Year of Crises; T 3-%
pmyi 1 Jan only
Burlington Mills Corp of Hirshon-Garfield CBS-TY 14 The Continentaly Tu, Th 11:15.80 pm; 22
New Yo Jan; 52 wka
Johnson & Johnson Young & Rubicam NBC.TY 46 Kate Swith Showy M 4:30-45 pm; 24 Dee; 52
whks
M & M Lud William Esty CBS-TV 62 Candy Carnivaly Sun 12:30:1 pm; 6 Jan; 52
wha
0*Cedar Corp Young & Rubicam CBS-TY 59 Garry Moore Showi M 2351530 pm; 7 Jan; 52
wha
Stokely-Yan Camp Ine Calkinsg & lNalden, Car- CBS-TY 358 Garry Moore Showi F 2:15-30 pm; 4 Jan; 52
loek, MeClinton & whas
Smith
2. Renewed on Television Networks
SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration
Anheuser-Basch Ine ¥ Arey CHS-TY 57 Ken Murray Showi Sat 8.9 pmy 5 Jan; 23 whks
Bohn Aluminum & Brass Zimmer, Keller & Cal- NHC-TV v American Forum of the Airg M 2:30.3 pm; 6
Corp vert Jan; 52 whks
Borden Co Doherty, Cliford & ANBC-TV 19 Treasury Men In Acthon; Th 8:30-9 pm; 3
Shenfield Jan; 52 whks
Campbell Sonp Co Ward Wheelock NBC-TV 33 Aldrich Family; F 9:30:10 pmi 7 Deey 32 whks
Carn Products Refining Co C. L. Miller CBS-TV 7 Garey Moore Showi T 2:15-30 pmi | Jany 53
whke
Ford Motor Co (Lincoln. Kenvon & Eekhardt CBS.TV 38 Toast of the Town; San 8.9 pm; 6 Jany 52 wks
Mercury div)
General Mills 1ne Knox Reeves CBS.-TYV 25 Live Like a Millionaire; alt F 10:-10:30 pm;
21 Decy 26 wha
Glidden Co, Melilrum & Fewsmith NBC-TV Kate Smith Shows W, F 4:30.143 pmg 12 Decs
13 whka
Goodycar Tire & Rubber Young & Rubicam ARBC-TV 37 Paul Whiteman Goodyear Revies Sun 7-7:30
Co i
Kellogg Co Kenson & Fekhardt ABC-TY a7 Tom Corbett, Space Cadety M, W, F 6:30.45
pmi 31 Deey 52 wks
Kraft Foods Co J. Walter Thompson NBC.TY 41 Kralt Television Theatrey W 910 pm; 2 Jang
52 wks
Liggett & Myers Tobaeco Cunningham & Walsh CBS-TV 61 Stork Club; T, Th 7145-8 pm; 1 Jan; 52 wks
Co
Thomas J. Lipton Ine Young & Robicam CBS-TV 3as Arthur Godirey's Talem Scouts; B B:30-9 pm;
7 Jang 52 wks
Mars Ine Leo Burnett NBC-TV 42 Howdy Doody; M 5:45-6 pmi W 5:30-45 pm;
3 Deey 13 wks
Mutual Benefit Health & Bozell & Jacobs NBC-TV 27 (thi the Line with Bolk Considine; Sat 5:45-6
Accident Association of pmi 19 Jan; 39 wks
Omaha
Narwich Pharmacal Co Benton & Bowles CRS.TVY a5 Sunday News Special; Sun 11-11:15 pm; 13
Jan: 52 wks
Penick & Ford Lid BEBIMY MNBC-TV Huth Lyons Show; Th 12.12:15 pm; 3 Jan;
13 wks
Procter & Gamble Co Beonton & Bowles CHS.TY 61 First llundred Yearsi M-F 2:30.45 pm; 31
Deey 52 whks
Procter & Gawmhle Co Dancer-Fitzgerald- MNIC-TYV 46 Rate Smith Showi M-F 4.4:15 pm; 31 Dec;
Sample 52 whks
Procter & Gamble Co Compton NBC-TV 60 Fireside Theatre: T 99:30 pmi 1 Jani 53 wks
Quaker Oats Co Sherman & Marquette NBC-TV 43 Galbby Hayes Show; M, F 5:15.30 pm; 10 Dec;
52 whks
Radio Corporation of J. Walier Thompson NBC-TV 57 Kukla, Fran & Ollicy M 7-7:15 pms3 31 Dees
America I3 whks
R. J. Resnalds Tobaceo Co William FEsty CBS.TVY 59 Garry Moore Showy W 2:15-30 pmy 2 Jan; 53
whs
Westinghouse Fleetrie Corp MeCann-Erickson CBS-TY 52 Studio One; M 1001 pmy 7 Jang 52 wks
Welch Grape Juice Co Doherty, Cliford & NBC-TV 46 Howdy Doody; F 5:30.45 pm; 7 Deep 31 wks

Shenfield

® In next issue: New and Renewed on Networks, New National Spot Radio Business, National
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments

SPONSOR
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1951

Numbers after names

refer to Mew and
Renew cateqory

E. H. Benedict (5)
W. E. Berchtold (5)
Allan Cooper 5)
A. E. Duram (5)
Abboft Kimball (5)



Mumbers alter names

refer 1o MNew
cateqory

W. C, Matthews ts}
S. H. Northeross IS}
Jarame H, Scott (5]
M. J. Stephan 5)
Raad H. Wright (5)

and

Renew

New and renew 31 December 1951

2. Station Representation Changes

AFFILIATION

STATION NEW NATIONAL REPRESENTATIVE
'h_'-\l. \:—u..;n,n, La. Nkt Everett-MeRinney, N, Y.
Metrapubitan Setwerk (WARL, WFAX, WGAY, Independents Forjoe & Co, N, Y,

WEFIR, WISTY, Wash, b, (. p .
WOEL Racks \l......a_l‘\l. i, LBS John E. Pearson Co, N. Y.
WMIEN, St Paul, Minw. Tndependent Forjoe & Co, N. Y.
WSAV, Savn f:a MNic John Blair & Co, N, \:.
WIMA, Charleston, S, . NI John Blair & Co, N, Y.

4. New and Renewed Spot Television

PROGRAM, time, start, duration

SPONSOR

Hoalgas
Medzes
Hrothers

Bonsun &
Len-on &
Bluneentlial
ul
Cap
Clark

Thewine

Trothers
Lo Lo
Funerson Deng Co

Great Atlantic & acific
Tea Co

Helhirns Waieh o

el Wateh o
Maltex Co lue

Piel Pro
Secman
Sunshine

Brother- Inre
Bieuits lue

ral o
eal Co

Vieh Chien
Viekh Che

AGENCY NET OR STATION
Benton & Il.-n:. WARQ, Chi.
Renton & Howles WIPTZ, Phila.

Lavenson WTOP-TY, Wash.
WCRS-TY, N. Y,
WTOP-TY, Wash.
WHTY, Charlotie

it X Ryan
Mo ann=Frich=an

BEbn
Paris &

WNBQ, Chi.
Poart WOCALSTY, [PPhila.
VMort Junger

WOCALSTY, Phila,
Mort Junger . A
1 C

KX
WA

. Phila;

Kenvon & chhardy WART, N Y.

William I, Welntraul WOCHS.TY, N. Y.
Cunningham & Walsh WCALU-TY, Phila.
[ LY WCRS.TY, N, Y.
BHIN) WORSTY, N. Y.

20.sce stn breaki 31 Dec; 13 whs (r)

D0wsee, 10-see stn hreak; 1 Jang 13 whks (r)

l-min partie; 28 Dee; 13 whks (n)

20-sec anneriti L-see idents 1 Jans 52 wks (n)

annemt: 10 Dee; 532 wks (n)
annemt; 17 Dee: 13 wks (r)

2thsee stn breaks 3 Jan; 52 wks (r)
20ser annemt; 15 Jan; 52 wks (n)

Beree ident: 25 Deci: 13 whks (r)

B-see ident; 30 Decy 52 wkas (r)

l-min partiv: 28 Dee; 13 whks (1)

Lemin partics 17 Dees 13 whs (r)

10-se¢ ddent; 1 Jan; 32 whs (n)

20.5c¢ annemi; lemin partic; 16 Decj

whe (r)
fexere annemt: 8 Dee; 13 wks (n)
20-sec annemty 10 Dec: 13 whs (n)

3.

Advertising Ageney Personuel Changes

NAME

L. . Barlow

Falward 11 Bewedie

Willinm F. Herchtold
Allan Cuoper
Willlam T, Cragn

Arthore F. Duram
Jacl 1L Futinger
Ehen M. Growdy
Huliert hilirick

ot Rimlall

Ban Ladid

Koy Lang

Ealward Loy et
William €. Matthews

FORMER AFFILIATION

NEW AFFILIATION

Hrooke, Smith, French & Dorrance, Detrab,

ap

ARECSTY, No Y., asst to v net sls mgr
F w, € - & Welding, N. Y., exee ap
Funte, Cone & Beliing, N, Y.

ARG, % Y.
CHSTY, N Yo, ele
Lester Harrizon Ine, No Yo acel exec

L | nn-Erickon, » Y. aect ever

. w & Eekbardio N Y, lois mer research

ddin
Abhort Kimball Ca

M. Y., pres
Parade, N, Y., er sls staf
Gardner, St Lo, acet exce
heenan & Elekhelbers, Lo A,
Alihott himball Co, N. Y., vp

Sanie, also acel supervisor

J. M. Mathes, N. Y., Canada Dry contact man

MeCann-Erick-on. Chi., vp

Hewitt, Ogilvy, Benson &
media planning dir

Leoanard Shane, N, Y., radio, tv dir

Fuller & Smith & Hoss, N, Y., radio, tv dir

Diamond-Barnett Inc, N, Y., vp

tay C. Jenkins, Mnpls,, acel exee

Same. media research. statistical analysis dir

Mather, N.

Same, chairman board dir
Cercil & Pre vy M. Ya accl
Leo Burnetr, . acel exec
Creamer & Co, Wiywd., media odir
Same, proes

Cner

Y., market

Charles  MeCarmarck Campton, N, Y. treas Same, al-o member board Jdir
Helen Maocller Allen & Reanolds, thaaba, research olie Same, partner
uciutin H. Moore Allen & Reynobils, Omaha, art dir Same, partner
Si 11, Northeross William Faty, N, Y., member v dept Sa v, hus mgr
Toenal J  (VUHrien Young & Hubicam, N. Y., acet exee Riow, N. Y., acel eaec
Halert 11, Hesnolds Abens Wesnolds, Omaha, sevt exee Same, partoer
Jerome H, Seont Al Werer, Milwankee, head new bus dept Gruenther, Brown & Herne, Cincinnati, head new
buis ddept
Milion J, * Allen & Hesnolids, Gmaha, radlo, tv dir Same. pariner
Evelsn Sehiwimmer & Scutt, Chi, timebuyer Same, media dir
Iteas J. M. Mathes, N, Y., dir ras v dir Same, vp
Lo Harton Wilson Edward W, Rabutha Hartfurd, aeet exce Wilson, Maicht & Welch, Wartfurd, vp
. - - 1 -
6. New Stations on Air
STATION FREQUENCY WATTAGE OPENING DATE MANAGEMENT
WhIIM, Jarkeun. Mick 970 he IR 7 Dee Walter Patterson, managing dle
Weibh, Nuchville, Tenu. 170 ke 1,040 early Dee 1. Calvin Young, pres

7. New Nenwork Affiliations

STATION

RUSL, PPeavu,
RIIMA, M
WAl
LIRS

Vials

Ilew, Minn,
Lanrel, YHiss,

“ew Yurk

FORMER AFFILIATION

NEW AFFILIATION

Todepemdent

Al
ARC
Al
LS

(eff 1 Jan)




COOPERATIVE WOMEN’S SHOW DOES
EFFECTIVE MERCHANDISING, SELLING JOB!

WHO’s lowa Fearure Fore

A tremendously popular, after-
luncheon women's program from
1:30 to 2:00 P.M., Monday thru
Friday, and 11:00 to 11:30 A.M.

lowa, and pay $1.25 to lunch with
Betty Brady (noon to 2 P.M.),
This live audience is limited only
by our hotel's facilities — tickets
are reserved months in advance.

on Saturday, with charming Betty
Brady chatting about foods and
fashion . . . Duane Ellett assisting
with songs, with Bill Austin at
the piano.

Read the rest of the story below,
WHO's lowa Feature Fare is an 3
outstanding women's program, 3
with an enormous home audience,

and backed by a successful mer-

chandising plan.

Every doy an average of 50
women drive in from all parts of

Carefully integrated commercials are only half the story for
participating sponsors on WHO's lowa Feature Fare! Outstanding
merchandising and sales promotion service at hundreds of lowa's
retail grocery stores is the other half. Here's a brief outline of
this amazing “bonus”:
Vo lowa Feature Fare is backed by a merchandising staff of
five specially trained women who regularly call on 700 major
grocery stores in 76 of lowda's 99 counties! Each staff member
averages six calls per day, and in each store she checks to see
if all "Feature Foods" products are stocked and are well dis-
played. She also improves shelf position and exposure of all

“Feature” products, corrects prices when necessary, induces —ay )/
store to quote multiple prices and places point-of-sale advertising ¢ B

in store. She also talks to owner or manager about "Feature .,} N
Foods” products and signs carefully selected and qualified -
stores as ‘Headquarter Stores.” e 4 :
2, Lvery three weeks a detailed report covering the staff's ':‘ ,‘ ;‘ é

Products, packaging, rate of sale, dr]d cOm-
petitive activity — all are discussed with store
owner for report to advertiser Most stores
run newspaper ads like that below

visits to 225 Emh’p(w:h'u! and 45 chain stores is subwmitted to
each lowa Feature Fare advertiser!
3. Finally, lowa Feature Foods stages live, “Recipe Round-Up”
store promotions in a pre-selected chain or independent super
market, once a week! These local store promotions are heavily
plugged over lowa Feature Fare for the two preceding days,
and draw an average of 300 women in a 2 to 4-hour period!
To you who believe in merchandising and sales promotion, lowa
Feature Fare is your dish. Write direct or ask Free & Peters!

Wikl ©

+ for lowa PLUS #

Des Moines . . . 50,000 Watis
Col. B. ). Palmer, President

] e W
pan't p Wi

9 ull Pﬂ’;]c

y Fuc  week

H ()u ntird
prices W ough B
cdoy
Thurstt-

e

P. A. Loyet, Resident Manager

_FREE & PETERS, INC.

National Representatives

31 DECEMBER 1951




It pays to buy the giant economy size!
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And in the vast Midwest markel centering around Chicago.

the giant economy size is 50.000-watt wesm.” This Fall (as always,

year after year after year), wsBM commands a larger share of

the radio audience than Chicago’s second and third

network stations combined.

During the broadcast week, an average of more than one

out of every four families listening is tuned to weswm, Chicago’s

fifteen other radio stations divide up the rest.

Today. more Chicago families are listening to the radio—and

to wiBM—than last year at this time, TV or no .* WBBM

Chicage's Showmanship Station

Represeated by CBS Radio Spot Sales

*Within range of WHREBM s slinal livet one-tenth

of the natlon’s radia families —three-fourths of which

cant he seached by any Chivazo televishm sration

wPulee, Sepl A, TH5A1 to. L850




PUT YOUR!

Bost Foof

MOBILE

s METROPOLITAN
POPULATION
230,400

e RETAIL
SALES
$174,670,000

BY USING

WKRG |

e POPULATION
PRIMARY

1,326,550

o RETAIL SALES
$578,089,000

CALL

Adam Young, Jr,
National Representative

COVERAGE

. e

or
F. E. Busby,
General Managor

OM THEDIALTI1O

SRRl

MOBILE, ALABAMA

R
[ ]

Vew developments on SPONSOR stories

See: “1s today’s rash of eigarette claims
harmful to all advertising?™
Issue: 17 Deeember 1951, p. 34
Stlb_iect: Many adverlising agency exeeulives
o 0 believe that outlandish claims and

counter-elaims in eigarette commer-
cials are hurting all ad sales effortx

Too late for inclusion in the 17 December story. Paul B, West.
prresident of the Association of National Advertisers. issue this state-
ment o sPONSOR on Ccigarette claims.”

“The vast majority of advertisers make every cffort for obvious
reasons Lo avoid advertising that ight register negatively on the
mids of consumers, False and exaggerated claims arve few. This is
attested to by the recent report of the Federal Trade Commission on
the small percentage of advertising “that might be termed objection-
able.”

“Nihvertising that does not meet the standards of good taste and
responsibility of business—and these standards are voluntarily im-
posed by the advertising [raternity itsell  reflects adversely on all
achvertising regardless of the industry or media.

1t does not follow that hard-hitting advertising must fall below
these standards. For it is signally demonstrated day after day in
campaign aflter campaign that advertising can. and in most cases
does. fulfll its Tunction with hoth vigor and propriety.”

See: “Was , L .oan industry now”
Issue: Jaunary 1947, po 13
!'-}Illlj(!{": Jolm=on’s Wax built sales leadership
0 0 with silmation eomedy on radio {ea-
mring Fibher MeGee and Molly

For 16 years Fibber UeGee and Molly (NBC) helped build sales
for the 5. C. Johnson Company of Racine, Wis. Buiht them to a point
where, nationally. the company was selling over 5077 of the wax
products purchased in the country.

But in March 1051, 5, C, Johnson and Fibber McGee and Molly
cuded their long and profitable relationship. Then Johnson's Wax
songht @ new situation comedy to act as a sales wedge [or a Canadian
air campaign: o radio venture designed to build sales at the local
level.,

Now they think they have it in Bright Star. a Frederick W, Ziv
Company production starring Irene Dunne and Fred MacMurray.
s Johinson plans to hlanket Canada with radio through some 50
stations of the CBC. The expenditure for the transeribed open end
radio series. according to a Ziv oflicial. is the largest ever allotied
for a transeribed series in Canada.

See: “Mars dead ahead, sir!™

Essue: 10 September 19510 p. 30
0 0 SII‘IjL‘l‘I: seienee fiction trend on eadio and

TV increases in veloeity as do spon-
~ors” product sales

Tom Carbett, Space Cadet, renewed 31 December (ABC-TV), is
ample evidence that science fiction is selling the company’s Pep.
Corn Flakes. other cereals,

\nd Kelloge's emphasizes its faith in science fiction’s air impact
v anmouncing AN sponsorship of Space Cadet heginuing 1 Jan-
ey 0 ABC, Tresday and Tharsdayv. 5:30 to 5:35 pan.). The prod-

uct pushed will e Pep. The gross weekly time charges now invested
in hoth versioms of the show are: for TV, $26.700; radio. $11.670
(throngh Kenvon & Eckhardtr, for a combined 838.370 weekly gross
lime charge,

SPONSOR




HARRY WAYNE McMAHAN
Executive Producer

TAYLOR BYARS
Technical Director

nical Directar, and

ing, as Praduction Supervisor.

os Art Directar, and

T %N % % %

CHET GLASSLEY
Praduction Superviser

CHARLES F. CHAPLIN

HOWARD SWIFT A b
Creative Directar

Art Directar

McMAHAN, on aodvertising man fram ‘woy bock, storted it in 1938: o company to
produce nathing but shart ad-films for theater shawings. He waos joined by

BYARS, wha knew camera ond labs inside-aut, as Chief Cinemotagrapher and Tech-
GLASSLEY, anather advertising man, alsa film-wise in writing, directing ond produc-

SWIFT, o top Hollywood animation directar fram “Fontosio” and "'Dumba” lined vp

CHAPLIN, o third film-wise odvertising mon, os Creotive Directar, Here wos the
nucleus of Five Star Praductions, the Five Men with a Purpose .

« « ta praduce:

The World's Finest Television Commercials

The Five Men (now backed by 286 top Holly-
wood craftsmen) specialize in the short ad-film
exclusively. No programs. No industrial films.
Just commercials . . . the best creative commer-
cials in the business.

To date they have produced 3,000 of ‘em—
and more than 2,400 of these were created and
written by Five Star's three Advertising Men—
McMahan, Glassley and Chaplin.

Thirty-three agencies now use this plus serv-
ice: film-wise advertising men who serve as an
adjunct to their own creative departments . . .

at no extra cost.

31 DECEMBER 1951

YOUR agency can have this plus service, too
... the same service that has created TV success
stories for Kellogg, Pet Milk, Pabst Blue Rib-
bon, Swift, Maytag, S.0.S. Scouring Pads. Zen-
ith and more than a hundred other national and

regional accounts.

Write for brochure or, next time vou're in
Hollywood, drop in at 6526 Sunset and sec the
most complete studios devoted to film connmer-
cials exclusicely. See creative craftsmanship at
work for advertising. Then add the Five Men
with a Purpose to YOUR staff. They won't cost

)'Ull 3 lJl'IIlI}-‘ e TR l'l('}'.l'(' (-'(NHHII'I.S'SIIUHU-I)!L’ ..

23
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the world's T A llEJ’ T v lo Wer.’

Advertisers on WSB-TV picked up a big hunk

of additional market as of this past September 20th.
That is when WSB-TV switched to

Channel 2 and began telecasting with 50,000

watts of radiated power from the world’s

Lallest television tower.

WSB-TV now carries vour picture story,

clear and strong, to thousands of TV homes

never reached before — and still
unreached by other Atlanta stations.
If you want more for your money —

get on WSDB-TV,

Chonnel 2= 50,000 watts,
Affiliated with The Atlanto
Journal and Canstitution. -

WSL-'IV

Represented by Petry

WASHINGTON,, |/

W
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=
\
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WEMPIRE STATE

BUILDING
1,250 FT
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INOCRAM INVENTS RADIO

@) the planet Mars. television had been in vogue for
years. Practically every Martian home had multiple
TV. There were portable TV sets. TV sets zalore in
out-of-home locations, and millions of them in Mar-
tian autos. Because ol the auto sets. the accident rate
on highways was frightful.

Then. one day the picture tube in the TV set of a
thoughtful Martian named Inocram blew out, right in
the middle of a Whizzies commercial. Listening to the
audio was better than nothing. so he turned it up real
loud and listened. His wife. fixing supper out in the
kitchen. listened. Other members of his family lis-
tened in other rooms.

“Sizzling rockets!” he yelled (in Martian). “This
is great! ['ve invented something! You can listen
while you're in a car and not drive into the canals!
You can listen while you work! You won't have to
look at pictures! I'll make millions!™

Inocram had invented radio.

Soon it began to catch on big. and the Gloomy Gus
element among Martian TV broadcasters were pre-
dicting the end of TV. Advertisers wanted daytime
TV rates cut. because of Inocram’s invention. and

waved columns of figures 1o prove their point. Radio
grew by leaps and bounds. Back and forth the baule
raged. between sponsors and telecasters.

Finally. a wise old Martian philosopher came down
from his cave in the hills. He heard everybody argu-
ing. heard the shouts that “television is dead!”

Very quietly, the old philosopher took out his note-
book and pencil. He went around town, ringing door-
bells and talking to people. He talked to motorists,
housewives. engineers, executives, everybody. Then.
he went around to the biggest ad agency in town.

The old philosopher cleared his throat loudly.
Evervone turned to look at him. “L.°" he said, “have
just made a survey.

“And. I've discovered that there are lots of people
who watch television and there are lots of people who
listen to radio. As far as you gentlemen are con-
cerned, you can probably advertise effectively in ei-
ther. It all depends on what you sell. and how you
want to sell it.”

The ad men read the old philosopher’s figures, and
promptly made him president of the agency. Then.
everyone on Mars lived happily ever afterward. * * *

How 18 radio domg m TV homes?

Following months of mystery. studies are developing thick and

fast showing a happier outlook for radio

For the problem on earth, turn the page ’ ’ >



CBS-NBC study by Advertising Rescarch Bureau reveals 1951 listening patt

Radio-TV families have more radios in working order than radio-only families

RADIO-ONLY FAMILIES RADIO-TV FAMILIES
98%

777

219 SETS PER 253 SETS PER

100 FAMILIES 100 FAMILIES

IIl 3%

227%

s 10%

NUMBER
— OF — U 2 3 4 5
RADIOS

IMDRE

SOURCE: NEC-CBS radic networks, joint study, August 1951

cussed heatedly in air-conditioned con-

Advertest, KNX, NBC-CBS research indicates

growing strength of radio listening in TV home

rooms and over thousands of
Tools Shor's to Ciro's,

{erence
lunches from
sponsor has spent several exhausting
weeks combing the latest available re
scarch and thinking on the subject.

ORI g T o e S - Fven  aflter five furious 2 : 5
. DVE |8 ; ¥ Here, Jor radio and video sponsors
Some researeh sources WAl vears of television, the ra- ;
hiel Ssto ixid p I n | Gl “Tobi of all types, as well as those who nuse
onwchie ‘ricle is 14 10)-Vs- arguments are sli ne 37 Bl :
SALCHRES BECMAC T DTS ‘\._ . | Sy | - \Itl |“}i both air media, s what sSPoNSOR found
I adverlismg crreles, though the e . v #
107 ,I IJ " iy e | l'o begin with, researchers poinl out
D52 adverbismg vear 1= Just arownd g % z :
- e ' h- that radio’s eireulation is like a huge

L. ZBC-€BS Radio Network
Surrvey by Americon Re-
seareh Burean (1951)

2. Advertest Researelh T

> rs. Radio ThreeY ear

‘. ( !ll'l”rr”fnﬂh (1951 )

v B G Nielsen data (1951)

v L Pulse, lae.. data (1931 )

i . KNN. Lox Angoles. .-.Hr.'fl\'

. (March-April 1951 )

) G. American Rosvarelh Ban-

) rean data (1951 )

: . VI Researel llp'uf'fl!“.\' !
! (hased on AR, Nielsen.
\ N data, 1951) :
C8. 0 AVED Louisville, study
' (June 1951) :

the bend, vou'lb still find shades of ad-
vertiser opinion that ranges today from

“Radhio 1= dead™ o “Radio was never

Letter,™

\dvertisers behave as they  think.
tos. Mamy a sponsor has vanked his
ad dollars omt of radio 1o 2o o bhig
toe TV, Other advertisers have wea-
ticd of TV s high costs and headaches
and have gone back imo radio. Still
others are trving 1o work out a hal
anced  radio- T campatgn for 1052
that 1= reali=tie in terms ol radio listen-
e e venerval, and in TV homes par-
feulaely

W et are the veal Tact=? Jost where
tloes vadio <tand in TV homes? What's
the outlook for 19527

\ware that these are questions dis-

pyvramid, with the top of it reaching
well into the rarified air of TV, At the
hase i= the TV-free two-thirds of the
nation’s homes. the bulk of them satu-
rated with radio. Further np. it's the
extensive out-ofl-home listening done in
cars. boats. hotels. restaurants and with
portable radios. which represents an
additional 25,000,000 radios both in
and out of TY At the ||||: ol the
pyramid is radio in T\ areas today,

dreds,

and even heve the vadio-only homes are
television homes,
Put another wav. the 15.500,000 TV.
radio homes (NBC estimate for Jann-
ary 1952) stilh represent only 567 of

as numerons as the

all radio homes in TV areas (about
27.000.000 for Janunary 1952
\NBC estinate ).

anothen

SPONSOR
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vwmes have more secondary AM sets | Most listening in TV howes occurs in Kitehen

IVING ROOM
RADIO

e

AUTO
RADIO
URCE: NBC-CBS radio networks, joint study, August 1951

PER CENT OF FAMILIES HAVING SETS

IN THE PLACES INDICATED
Il RADIO-TV FAMILIES

85%

B RADIO-ONLY FAMILIES

BEDROOM KITCHEN
RADIO RADIO
20%
B
PORTABLE OTHER
RADIO RADIO

AU Il

No one denies radio’s strengih in
TV-free areas, out-of-home listening
and in radio-only homes in TV areas.
I's the combination radio-TV homes
that have caused so much pro and con
argument. So. let’s look at the figures:

(NOTE: Advertisers will do well to
remember one basic fact. often over-
looked in discussions of radio vs. TV,
when examining the following figures:
There is practically no such thing as a
TV-only home. TV homes are radio
homes, and represent part of the radio
audience. Also. TV homes—see 1he
joint NBC-CB> study later in this re-
port—have even more radios around
than radio-only homes.)

1. Looking at the vadio-TV silua-
tion nationally. and throwing in the
davtime r-'ll't'n:_'lll of radio (where it
still has a commanding lead). radio’s
position becomes very clear. Belween
9:00 a.m. and midnight. nationally. an
average of 777 of the total broadeast
audience (and this does not include the
vast out-of-home listening) has ia!l‘l_\
heen tuning in to radio. (SOURCE: A.
C. Nielsen Company studies through-
out 1951.)

2. During the davhight hours in ra-
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EVENING, 6 PM-12 MIDNIGHT

RADIO-ONLY FAMILIES

LIVING
ROOM

KITCHEN

BED
ROOM

DINING
ROOM

AUTO

ALL
OTHER®

| SOURCE: NBC-CBS radio nctworks, joint study, August 1951

dio-TV homes, for an average quarter-
hour between 10:00 and 6:00
p-m., some 21.1770 of these TV homes

d.n.

are tuned in to radio. That's about one
in five of these combination hontes, 1o
which must be added the TV-fvee radio
listening and radio-only listening na-
tionally. (SOURCE: A. C. Nielsen
Company .|

3. During TV's peak viewing hours
of 7:00 pan, to 11:30 pan. radio lis-
tening does drop off. However. despite
the improvements in TV programing
and the greater selection offered view-
ers. vadio listening is steadily inching
back against TV s toughest competition
(see Advertest study. later in this re-
port). Today. during these peak TV
10.277 of all TV homes
are listening to radio. In other words.
during TV's best period. one in 10 T\
homes still has one or more radio sets
in nse! (SOURCE: A. C. Nielsen Com-
pany. |

4. Does TV walk off with the other
nine radio-TV homes during the peak
of TV viewing? Definitely not. Take
the case of the world's first TV markel.
New York City and surrounding areas.
as an example. There. between 12 noon

hours. about

and midnight in radio-T\" homes dur-
ing the average l[ll;u'li.'i‘-|lﬂ1n. aboul
12,4,
which compares closely with the Niel-

of the radio sets are n use.

sen figure, although raised because of
the longer (and earlier) period of time
covered. For the same period. howev-
er, only some 2747 of the TV sels
\ll'.‘t-
sure one figure against the other. and
the answer is startlinghy clear. AL a
time when TV s at its best in New
York (noon to midnight), radio still
walks off with about one-third of the
total broadeast andience! (SOURCE:
Pulse for N. Y.'s 21 counlies, October
1951.)

5. Figures like these are horne oul

were in use in radio-TV homes.

in other strongly-T\ areas. where TV
has had an opportunity 1o lose com-
pletely any “novelty™ value it may have
had. Take. for instance, Los Angeles.
the country’s No. 2
about  1.456.000 of NMay
1951, over 9977 In fact.

there are so many radios in L.\, that

video area. Of
families as
II;I\'l' radios.

there ave more car radios (1.309.137)
than TV sets. and auto listening is nol
calculated in the following fizure. Ra-
dio “r-ll'!litlj.' in LA \-}lrl’[J-l‘illl}]JII'l-"ll
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They headed up joini
NRBC-CBS study

Harper Carraine. Dirvector of
Radio Rescarch, CBS.  Joint survey
~as made in cooperalion with the ARB

Beville.

Hugh
search, VBC.

see  the

Director of Re-
For charts from the study
preceding pages of this article

homes is slightly more than two-thirds
as mnele (65,6'7 ) as the listening
done in all homes. during the peak
viewing hours of 6:00 pan. 10 mid-
night. One station. KN\, gets over
707 as much hstening in TV homes
as il does in all (ie. radio or radio-
TV) homes. (SOURCE: KNN stody.
March-April 1951.) '

0. Now, what abont cost< and deliv-
Let’s look at the audi-
ence figures first,

ered audienee?
\eeording to Ainer-
iean Researel Burean program I.'IIiI!:_'.-
expressed in projectible 1erins. the av-
crage hall-honr evening (7:00 to 11:00
nelwork TV was
|'u||l1|:.‘ down o l(liilt_L' ol 15.5 back in
Octoaber ol this vear. A1 the rate of

]I,III.' pragrinn  m

2.9 listeners per =et aneasured asainst
the average number of families reached
then (22080000 this vives g deliv-
eredd TV audienee average of 6.519.-

O vaewers, In <imilar terms Tor ra-

dio nsine Niclseq :.Ilill_ ., the l-Ivii'l

medinm delivered an andience that was
31.4°% larger. The figures: with av-
erave ralings of 9.9, reaching an av-
Eragy of 4.138.000 radio and radia-T\
Eomes with 2.3 listener= per sel, the
average reached  9.517.000
people in December 1950, Since then,

-[nlrl‘-!ll
there has been a 107 radio drop to
October 1951, but the average half-
hour sponsored evening radio show
still reached some 8.565.000 people—
314 more than average TV Show.

7. Radio. therefore. 1= still dehiver-
ing considerably more peaple. even in
home weasurements. There are many.
many  more oul-of-home radios than
out-of-home TN
andience must

sels. and this radio
never llf’ <J\f‘]'|{)ll|\l'll.
However. even in home measurement.
network radio is a better t'n:-&l-[ll'r-.\[
buy,  Televisions  eost-per-thousand,
asstming a 33-station TV network av-
erage. for the average hall-hour eve-
ning show ran around 33.34-per-M.
Network radio’s Cost-per-M for the
<ame period. figured similarly. i= about
=227, In other words, vou reach fewer
people at greater expense in TV, You
reach more people for less in radio.
(SOURCE: NBC Research Appendix.
hased on ARB. Nielsen. NBC facts.)
3. Overlooked by some advertisers.
too. is the fact that radio-listening in
TV areas has nevertheless inereased
sreatly during special time periads
during meal time and in the late hours.
Take. for example. Greater Boston.
which has 787.000 TV sets as of Qclo-

Advertest study of TV homes tlu-ii

TV owners estimate the future of radio in their homes

Will continue to listen to radio

9% 47.7%

ber 1951. Comparing 1947 and 1951
listening habits during the hour of
6:00 1o 7:00 p.n.. Pulse has found
there are actually 33.290 more radio
sels in use. Monday through Friday,
Similarly. for the hour of 10:00 p.m.
to 11:00 p.m., there are 26.7°7 more
|.'.l(|il'r == i]] s t‘\'t‘r_\' \\'l?l‘kdﬂ_\: ﬂ”(l
fromi 11:00 pan. to 12:00 midnight.
there are 12597 more radio sels in
use. In analvzing Pulse’s survey. Craig
Lawrence. of WCOP. Boston, points
out the advertiser gets two additional
radio honanzas in Boston: “First, there
are 122,440 more radio homes today:
and. secondly. in most hours the per-
centage of tune-in has inereased.”
(SOURCE: Pulse Inc.. study. using
Boston data for September-Oetober.
1947, and the same months in 1951.)

0. Still another point glossed over
by some advertisers is the hard eco-
nomie fact that TV set sales have heen
in a definite slump this past year, and
that not as many consumers inlend
buying them in the immediate future
as “blue-sky™ dealers have hopefully
predicted. Consider a study made in
June this vear by Raymond A. Kem-
per Associates for WAVE, Louisville.

Kemper condueted  personal  inter-
views in random sample of 3.500 ur-
ban. town. and farm families within
the G0-miles-of-Louisville area. Radio
reached 0877 of these homes: news-
papers 957 : TV, 37% . Or. another
way of stating it: each week. adults in

( Please turn to page 05)

Expect TV to supplant radio

523%

Analysis: As in a previous 1950 study by Advertest Research, television
owners are becoming more aware that there is a need in their homes for both

TV and radio.

In 1949, one of every two respondents expected TV to sup-

plant radio: in 1950 one out of every three expected TV to supplant radie;
but in 1951, only one out of every four still felt that TV would replace radio.

=



What eight national advertisers told SPONSOR

about radio listening in television homes

What do advertisers think
of radio listening in TV

Lomes?

That's the question sPoxsor sought
to answer in a late-December survey
embracing firms ranging in size of ad-
vertising expenditure from $200.000 to
many millions annually. Products ad-
vertised by these firms include a wide
range of categories from wine to steel.

sPONSOR conducted this survey as a
supplement to the research facts and
figures on radio listening which are
presented in the article immediately
proceeding this one (starls page 26).

There was a recurring tendency to
pit radio vs, TV in wmedia decision. al-
though the same tendency is far less
prevalent in newspaper and magazine
consideration.  What each advertiser
said varied with his sales problems,
There were also sharp differences of
opinion on how much TV had affected
radio listening. Some ad men agreed
with the ANA's assertion that radio
listening in TV homes during the eve-
ning can be chalked up as zero: many
disagreed.

Asked for comment on the radio re-
search reported on (page 26). Lowell
McElroy, ANA vice president in charge
of media and research, had some ob-

servations apparently aimed squarely
at radio’s top planners.

“*We are interested in this evidence
that the radio industry is making
a decided effort to appraise the me-
dium more thoroughly both for iself
and its buyers. We feel, however, that
many projects of this kind can be
made more acceptable and therefore
more useful to buyers and sellers alike,
when conducted under the auspices of
the Advertising Research Foundation.
The Foundation is the only instrumen-
tality presently available through
which advertisers and agencies can be
given implicit assurance of the objec-
tivity and sound technical standards of
media research projects.

“Another advantage of the Founda-
tion’s sponsorship is from the stand-
point of the costs involved. When a
study has ARF sponsorship. media
calesmen do not need to convince cli-
ents of its validity and can use all their
time for constructive selling.”

Interestingly. few of the ad men in-
terviewed felt that they could rely com-
pletely upon research for guidance in
halaneing their ratio and television ex-
penditures. “This is a seat-of-the-pants
situation.” was the sentiment of many.

In the statements from ad men which

follow, names of the firm and its
spokesiman have been withheld only
where necessary lo comply with com-

pany poliey.

The Toni Company, Don Nathanson,
director advertising and public rela-
tions. (Advertising budget: $12.000,-
000; approximately 507¢ to radio and
TV; agencies: Foote, Cone § Belding;
Tatham-Laird, Chicago.)

“We find that daytime radio is do-
ing very well. showing about the same
impact that it had two years ago. We
have no nighttime radio and so have
no basis for comparing radio’s impact
in TV homes at night with what it was
in past years. But the indications are
that radio in the daytime continues
strong and I've heard that business al
come stations is so good that clients
are accepting second-choice time slots
in order to get a chance at time they
prefer.”

U. S. Steel spokesman. (Advertising
budget: estimated $1,250.000 for net-
work radio annually; agency: BBDO.)

“We are secking to reach people
throughout the country and therefore
rezard radio’s mass coverage as all-
important. Moreover. we find our rat-
ings on Theatre Guild (NBC) going
up this year. Our average is running
ahead of last year’s and this puts the

(Please turn to page 73)
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-on opinion of radio’s future. radio listening habits
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'
'io programs preferred in TV homes - Changes in radio listening caused by TV in home
: St
; {Time in hours)
am type May, 1949 Nov., 1950 Nov., 1951 . Radio Before Radio After
28.5% 60.4% 65.7% : Pl."Chase Of Purchase of TV SE"
(Popular) 32.8% 41.4% 57.3% : Age Group TV Set May, 1949 Nov., 1950 Nov., 1951
< 10.9% 17.2% 13.9% . Under 14 2.9 8 6 il
7.1% 7.2% 13.3% x
39%  82%  10.6% : LS o e 5 W
ry 6.9% 6.4% 7.7% : 30-44 2.7 1.0 1.2 8 :
' 10.1% 9.8% 6.9% : - male
By 9.5% 4.5% 5.5% : 45-59 24 1.0 1.0 e
3.1% 5.3% 3.3% ; Over 60 3.8 1.1 1.2 1.4
(Classical) 3.9% 2.7% 2.2% « |
‘.her: i 2.0% : AVERAGE 3.1 1.0 9 .9
" ]
| : Under 14 2.4 7 .5 6
o — -
| : 15-29 3.2 1.4 1.9 2.5
l.‘sis: Radio news continues to lead as the most listened to :‘ 30-44 4.3 1.7 2.3 2.3 f |
-IF radio program in these television homes. As in 1950 a 1 45-59 4.5 1.8 1.5 1.6 (g
i shown over the previous year. The biggest single gain ‘
srded by popular music, which increase from 41.4% in x Over 60 3.9 2.6 L1 1.1
© 57.3% in 1951. Mystery, too, shows a gain in 1951, . AVERAGE 3.8 1.5 1.5 1.7
]
! ‘
\ L]
| L}




How Seabrool:
sales have grown
ajfier introduction

of owen brand

Sellen wend  down for en-
tere frozen  food dndustes

Yeur Neabronk

intewdred own biranid

i
p

How radio helped Seahr

In four years. firm has gone from zero
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SEABROOK FARMS' SALES STATISTICN

|
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to 42 million pou

;80 ?e::ud:: Gross Soles Retail Sales % ':??:lasr
D12 8 G.286.563 none none
1913 $.229.781 none none
(HER ] 1.1 00.812 none none
1915 13.616.359 none none
1946 16,362,129 none none
1917 117781138 none none
1918 13.307.810 S 3.000,000 249%
1919 1 L.395.091 6.000.000 389,
1950 16.190.706 9.000.000 52 %1
1951 17.180.97 1 11.000.000 607,
1952 — e Illll?.',q



it 1ts own hrand

‘n foods sold under its own lahel. Radio. with

Copy theme: Radio/TV copy stresses Seabrook's sci-
enlific know-kow, pushes different product monthly

of budget. gets major share of ¢redit

Four years ago. the Sea-

brook Farms brand of frozen

foods was unknown to the
nation’s housewives, Today it ranks
among the “Big Three™ on the East
Coast. along with Birds Eye and Snow
Crop. From a standing start in 1948,
Seabrook’s retail sales have zoomed
to an expected $11.000.000 in 1951.

Just how has this marketing miracle
been accomplished? The answer. in
large measure. can be told in one word
—radio.

From the moment Seabrook Farms
decided to convert from a supplier of
frozen foods for other firms 1o a com-
pany with its own hrand. radio has had
a major share of the advertising hud-
get (some 5077). It has helped to
force distribution—a knotty problem
inn the frozen-foods business hecause of
the shortage of space in the freezer
cabinets of America’s grocers, In the
past year. TV has entered the picture
and is quickly proving its power in
building distribution and sales.

“Both media are doing an excellent
job.” says William M. Kline. Seahrook
Director of Marketing. “In fact. next
March when our fiscal vear begins. we
plan to extend our radio and TV ad-
vertising all along the Fastern sea-
board. We want to intensify brand re-
membrance in the markets in our sales
area—and we know how effective a
job the air media can do in that re-
spect.”

Back in 1948 when Seabrook
taunched its brand. the southern New
Jersey firm was already a major fro-
zen-foods supplier. s 50,000-acre
“factory in the fields™ turned out as
much as 70 million pounds of frozen
foods annually—all grown and pack-
aged at one place in an operation pub-
licized widely for its modern efficien-
cy. Why then did Seabrook. a family
concern which had remained profitable
for two generations as a supplier. sud-
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denly decide to enter the hot and heavy
field of retail competition?

The answer wraps up a lot of the
recent history of American business,
For Seabrook. like another
“manufacturer”™ before it. simply de-

many

cided that in order to insure having a
profitable outlet for its product. it had
to build its own channels of distribu-
tion. Seabrook was following in the
footsteps of industrial firms. large and
small. which have discovered that there
are important advantages in having
vour own hrand.

This basic business truth had been
dawning on C. I. Seabrook. founder
and president of the company for many
vears, But it was not until the postwar
year of 1947 that market conditions
spurred him to action. As C. F, Sea-
brook recalls. #1947 was a bad year
for the entire [rozen foods business,
Sales ook a nosedive because some
packers put out inferior products,
Everybody had to suffer the conse-
sequences, We decided right then that
the only way we could control and sta-
hilize our business was to bring out
our own brand.”

To take on the additional sales oper-
atton. the Seabrook father-and-three-
sons management group had few re-
conversion problems within the plant
itsell. They were already set up to do
packaging—for others. The big job
was lo devise an aggressive marketing
and advertising plan.

Scabrook chose the Peter Hilton
Ageney (now Hilton & Riggio) because
they felt it was not too hig to value
their account and large enough to
have considerable marketing knowhow.
Moreover. the ageney had within it key
men  with all-important  frozen-foods
sales experience. Peter Hilton had
heen a vice president at the Mavon
ageney working on the Snow Crop ac-
count, and Bill Kline had heen market
analyst for General Foods. Kline he-

T A e T

came  Seabrook  account  executive
where his finger-tip knowledge of the
frozen food field proved invaluable un-
til in 1919 the Seabrook family brought
him into the company to head up mar-
keting and advertising. Today lLouis
J. Riggio. who joined Hilton as a part-
ner in 1950, heads the Seabrook ac-
count.

The budget Bill Kline had to work
with as account executive and subse-
quently as advertising chiel. was small.
The Seabrooks gave him but $250.000
the first year
(though the budget is due to go up
to $300.000 next year). The Seabrooks
helieve that their powerful sales story.
linked to the drama of a “factory in
the fields™ which [reezes s own prod-
uce, achieves hetter results than would
otherwise be possible with so limited

vear and each sinee

a hll([g_a-l‘

Bill Kline’s problem was to bring
this strong product story before as
many housewives as he could within
the limits of his appropriation. He
chose newspapers for daily reminder
purposes, particularly in big cities. But
the real job of building the Seabrook
name went o radio. Says Bill Kline:

“We consider radio our primary me-
dinm. 1t enables us to reach a lot of
people in areas not covered intensively
by newspapers. From North Carolina
to Florida we use radio exclusively. In
areas where we have newspaper cover-
age. we find vadio and TV intensify
brand remembrance.”

Seabrook’s prime problems hack in
1948 were that “nobody knew us and
we didn’t have ‘bhig money’.”
Klme. Fvery advertising dollar had to
pay off double—i1) to get the house-
wife acquainted with the Seabrook
brand and ask for it at her grocer’s:
(2) to make grocers aware of Seabrook
and carry the line.

This Kline's radio strategy.

[ Please turn to page 60) -

says

was
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Every day is a new adven-

ture in client=agencey
relations as TV commer-

cials enter the picture

any a maddening erisis rears
M its thorny head as the ad-
vertising ageney  ereative  stall
tries to demonstrate to the spon-
sor the virtues of a potential TV
commercial, While the ageney
man waxes lvrical. the cost-con-
scious advertiser glumly consid-
ers the hard-cash aspects of the
situation,  These four wrv, he-
]nin:l-l}u---.-wn--- vignetles were
drawn by Herbert Gunier. 29,
who wrile-, SHPery s "\ COH-

Jlll'lt'i.:l‘ 1 III'II I:,'||'- LECIey.
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Storyboard Conference: “That's the chainbreak only, wait till you see the min






loes
CONLEOVersy
make sales?

Y es: gabbers drawing “Dear Sir.

\“h.
You enr!” letters evoke high interest o A N P

—AND, AS THAT LAST SHOT STILL
RINGS IN OUR EARS, WE CONCLUDE
THIS DISCUSSION ON "WORLD PEACE"

N DOGPATCH/” )

IT'S BEEN "TOWN MEETING TONIGHT/

RN
4 ..\

REPRINTED BY SPECIAL PERMISSION OF AL CAPP
Hotly opinionated air debate arouses keen audience response

Suppose MBS Fulton Lew-

i Uhe Ndministration’s foreign poliey,
wse ABC's Martin Azronsky

-

cyeoest= Lo hi= air awdience includ- For the answers.
all of the deep South- - that cotton an objective look

moved from the list of prive=up-
ported « yiinodilies. draw the “Dear
\nd  suppose Flimer Dasis.  alse of letter=
\BC. takes a firm stand Tavoring Pres. Ihere are. o
Fewman  and  blasting  General  sversial air ficares
Mae vrtha Honed here,
AL ol these eontrover<ial opintons  melude W alte

et i=. Jr.. takes a sharp <lap  with the views expressed on the show

ting his product?

besides those men-
\ random handful would
Winchell. Jimmy Fid-
hownd 1o stir the raze of connl-  dler. Henry J. Tavlo

portion of the audience identifies him  able type of advertiser. The study also

indicates. though. that the advertiser

and vents its indignation by hoveot- <hould exercise sensible caution when

~electing his opinion program. For.

vou hase to take  once the sponsor begins treading into

the past =ales  controversy, he also enters the sensi.

records piled up by commentators who  tive. thorn-ridden realm of business
ir. You cur!”™ type  publie relations. In a nut shell. spox-

~OR learned. an advertiser should be

course. other contro-  concerned with these key points when

he considers buving controversy :
o He should he prepared to receive
a certain amount of dissenting mail

. Louwella Parsons.  and aceepl il aracefully. rather than

< thousands of hstener~. But what  Hedda Hopper. the \. F. of 1.'s Frank  dropping the commentator in disgust.

etis 1o the sponsor? Fdwards. J. Raymond Walsh. Ilebate. alter all. is the spice of con-

Can the conmmercials on the pro- \ ~roxsor survey of commentators  troversy. and controversy is  what

< ol these commentators sell  who make it their business to stir tem-  builds the audience interest of the
(hr does the =ponsor invaria- prest= in the apinion leapaol reveals thal conmmuentator.

liase il RIS 1 larue. irale vitroversy can sell for every coneeiv- A .:““'I l'\{l]lli_llt’ of a ]1:‘]'1'#"!!]\'1'

How you can best exploic VM TY countroversy shows to sell your products

@ Since a controversial commentator on the order of
Drew Pearson, Walter Winchell, Barry Gray, is usually
in the public eye, use merchandising tie-ins to bring the
figure and your product together locally. Employ 24-
sheets, display advertising, direct mail pieces to hypo
public, sales staff interest

@ Capitalize on a current aired controversy by publi-
“izing debate in newspapers, magazines, items in the

columns. Sponsor benefits by publicity mention of the

: of his show

9 When your commentator makes public appearances,
lecture tours, time his traveling to coincide with an in-
tensive local campaign. Have the commentator address
your sales staff in whatever community he happens to be
visiting on itinerary.

Many of the national commentators on the order of
Pauline Frederick will consent to cut transcribed open-
ing identifications for their local co-op sponsors. This
device provides listeners with intimate feeling of rapport
with celebrity.




1 sponsor s the Empire Tire Company,
|  of Billings, Montana, which sponsors
T Fulton Lewis on KBMY, DBillings;
KPOW, Powell, Wyo.; and KSI'R,
Casper, Wyo. Not long ago, it priuted
an ad in the Billings Gazette, which
reproduced this acerbic letter:

“Sir: Fulton Lewis. besides being a
L‘lllli})lt‘!f‘ :‘i'al‘liull.'u'_\. is a distorter, a
b falsifier, and a smearer . . . a contemp-
tible individual. 1 think anyone, not
completely aullible, whao'd sponsor him
is as un-American as he. | prefer 1o
patronize firmis that believe in [fair
play. Yours obviously doesn’t
couldn’t.”

Said Empire Tire's ad in vebutial:

“A fearless and able commentator
—who calls his shots when he sees
themi—is bound 1o stir up controversy

and strong feelings, . . . I's an old
American custom and [reedom to speak
out against what we don’t like. The
writer of the above letter has just as
much [reedom to feel and write as he
does as Fulton Lewis, Jr. We feel,
Loo, that the more views thal are pre-
senled on any issue, the better the
chance the people will have of reach-
ing the right conclusions. . . . Do you
agree or disagree? We would like to
hear from you!”
In a later ad, |':|n§|in* Tire pointed
out it had received 251 letters and 779
phone calls, of which only 5% dis-
approved of the sponsorship. “The
Empire Tire Company will continue to
sponsor Fulion Lewis, Jr.,” the ad con-
cluded. “We hope you will enjoy our
progran.
e The sponsor should keep in mind
that for every critical letter his com-
mentalor receives, the chances are he'll
receive an equal number of commen-
datory ones. Implicit in this attitude
is the viewpoint common in journalis-
tic circles, *1 don’t care what vou say
( Please turn to page 70) :

Controversy shows sell
for all types of sponsors

ABC's Martin Agronsky (top),
MBS’ Fulton Lewis, Jr. [center),
ABC's Drew Pearson, and Paul-
ine Frederick (bottom), sell va-
riety of goods ranging from
autos, department store qar-
ments, refrigeration units, serv-

ice stations, to bank services, ‘
for hundreds of pleased sponsors ‘p?‘\.‘
]
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THIS OCTOBER, SINGER MADE RADIO DEBUT WITH DISK JOCKEYS (WMGM

Snoer’s first 100 years were anr-le

ow! SINGER brings you.

™ KATE
i‘%MITH

\NBC

TUE 4:45 o 5:00 PM

For songs.smiles, sewing news -

lune i every week

After 100 years of adver-

such

lising in wedia  as
cloths.
cards. paper fans. lape measures, song
Looks.
pers. the Singer Sewing Machine Com.
pany has finally taken a first fing iuto
and TV,

By ordinary sponsors” <tandards, a

|;ni1| i'HIIIII'(I

Hinduo

||i|‘!lln‘

dlick magazines, and newspa-

radio

century may scem a long time to wail

before venturing into new media. Bt
Singer, after all, is an old, conservative
fienn and it treads with <tately eaution.

What's more. like many other manu-

facturers that  sell  expensive  hard

coonds, Singer has tended to vegard the

(R0 ]III'l“I]III \\-|I'|| kllill.lla_'_‘ -Ii.\-illll illll.
“Radio and TN maxv be all vight o

TELEVISION

400,000 participation in "Kate
it Hods was heralded wismer

sing to Singer Conters

the soaps and cigarettes,” this dowager
queen of the sewing machines has ap-
parently believed. “But how can you
expect it 1o sell sewing machines worth
$89.50 and 8117.507”

Many other hard-goods dealers feel
although radio and TV
bave sold over and over again count-

the same way.

less thousands of dollars worth of hard
:,:trlul#.

Suddenly this September, Singer, the
world’s most widely distributed prod-
uct. had a change of heart about air
advertising,  Is advertising director,
Harold H. Horton (via Young & Ru-
Ficam. New York).
ship of a once-a-week. 15-minute seg-
ment of the Kate Smith Hour, telecast

started sponsor-




le IN CLEVELAND, DETROIT; PLANS CHICAGO

the TV-radio test is
uvilll $500.000 budget

d -
ging happy dealer response

over 61 stations of NBC-TV,

A month later. it followed through
with participations in four disk jockey
shows on WMGM. New York City. Its
one-minute messages were heard on
the daytime platter-spinner shows, T'ed
Husing’s Bandstand. The Ted Brown
Show. Ken Roberts’” Tops in Pops. and
The Hal Tunis Show.

Branching out further, this Decem-
her it started sponsoring participations
on daytime radio shows in Cleveland
and Detroit. On WERE. Cleveland. it
uses The Bill Randle Show and various
d.j's. On WIBK, Detroit. it uses fack
the Bellboy and the Gentile and Binge
Show. Al SPONSOR's presstime, Singer
was also talking over plans for mov-

ing into Chicago spot radio,

Advertising Director Harold Horton
und his Advertising Manager G, L,
Newcomb. Jr., have reason 1o be
pleased with their air baptism. Despite
the brevity of the company’s debut on
the air. sPoxNsor surveyved the Singer
Sewing Machine Centers in Manhattan
and came up with these typical re-
Sponses;

Jeannette Arold. of the Singer
Sales and Service Center. 163 W. 72nd
S “We have at least two 1o three
customers a day coming in lo inquire
sbout Singer machines because of the
commercials.  Radio seems o have
drawn more inquiries than TV. We've
sold at least 15 sewing machines to
people who've mentioned first hearing
about them on radio.”

G. S. Thompson. district sales man-
ager. Singer Center. 151 E, 14th Si.:
“The response 1o both radio and TV
commercials has been excellent. Peo-
ple come in mentioning the demonstra-
tion they saw on the Kate Smith show.
Or else they ask about ‘those $89.50
and $117.50 Singers we heard about
on WMGM.” We haven't sold a ma-
chine to all who've asked about them.
but T do know it has resulted in several
sales,”

Louise Fleet, saleslady. Singer Cen-
ter, 226 L. 86th St.: “1I've been amazed
al the number ol customers who men-
tion our radio and TV commercials,
Both media seem equally effective,
The}"\'P asked about the notions and
Singer fashion aids they've heard on
the air. or else ask lo see Singer ma-
chines as prospective Christmas gifts,
It has resulted in many sales. but |
can’t tell you exactly how many. My
own opinion is that radio and TV have
added extra glamour to our ||rudu('l.~."

Proof of radio and TV's selling im-
pact has long been discovered by oth-
er sewing machine distributors. Here
are but three typical selling results:

State Sewing Center of Alabama re-
4'l-|lli_\' ventured a three-announcement-
per-day campaign on WOOF. Dothan,
Ala. In three weeks. the sponsor had
so many leads. it switched 1o a 15-
winute segment of Hillbilly Hir Pa-
rade. In less than 060 days. spending
S150. State reaped a 55,330 sales gross

| Please turn 1o page 68

Founder Isaac
Singer's hard-
sell strategy
lives on in firm's
present campaigns

Isaane Singer, founder of Singer Sewing
Machiue Company in 1830, was son of
poor German immigrant parents. An ex-
actor in a Shakespearcan troupe, he
wsed 10 demonstrate early sewing ma-
chines personally at eonnty fairs, He
believed advertising should demonstrate
faetual virtues of produel: not merely
repeat name. This philosophy has been
sustained by larold I1. Horton, who
joined Singer advertising department 26
Years ago. is now advertising director.
Born in New York City, Horton gradu-
ated from Fordham University, was once
with International Silver. He has home
in Westchester County., New York, is

fond of bowling as a pastime spor.

Harold I,
Horton, adver-
tising director,
continues high
standards

Global Singer distribution extends from Bel-
gian Congo to Arctic Circle. Firm even ad-
vertised via trademarked loin cloths in Bombay
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Chorus of 100,000. ..

with JIM BOYSEN at the mighty Cash Register

!lrI- v b i

Hotionol Representotiv

FREE AND PETERS

40

To over 800 independent grocers in the
Minneapolis-St. Paul Market who spon-
sor Jim Boysen's afternoon radio show
on WTCN —there 1s no music so sweet
as the hundred thousand pairs of feet
that walked into their stores in recent
months — to register in person for a
prize! Jim Boysen, on his Carnival of
Foods program, told them to!

Before Thanksgiving Jim's pet turkey
required o name. In one week 2205

holl,

')

RADIO ABC 1280 o

people tried to win one of five turkeys
offered for the best name!

He also has a program, “At Home with
Boysen', on week days—6 to 7 a.m.
The Boysen kids—obviously unre-
hearsed —help Jim and Mrs.

Tops in uncalculating selling! Several
mornings currently open for sponsor-
ship. More about it from our repre-
sentatives?

lis roice: and so the [friendship of a voice with mauy people

A ) C.N:
J 0N rier orthwest

MINNEAPOLIS—ST. PAUL
TELEVISION ABC CBS DUMONT CHANNEL 4

was formed™

SPONSOR

!
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Bab-0 bounees back with new air approach
Bristol-Myers vemakes *Mr, DA for TV

Sports
TN anel sports: many hurdles 1o elear
Groeery chain courts wmen with sports show
Fornm: Will promoters curtail sports sponsorship
Iweeause of TV's effcer on the boxoffice? .
sports sponsorship developments in Fall, 1951

Television

TN Dictionary /Hamdbook, D-L

spot TV ¢ rates, costs. availabilities, who uses

Network TV ¢ etrenlation, costs, availabilities, pro-
eram trends, leading clients, agencies

Kinescope tecording 1rend-

Theatre and subseriber TV, {orecast

How 1o eur TV program, commereial costs

TV union problems

TN Dictionary /Handbook, LR

Network ve spol TV for filmed shows

TN Dictionary /Handbook, R-Z

Formm: How can low-budge adyeniser use TV ?

More yural familivs own TV sets

What TV siewers gripe abont

What TV has learne c]l abont eeonomy

Don’t lose ot o daytime TV

Do viewers remember your TV commercial?

Forwm: How soon will morning TV become im-
portant 1o national and rr-;:iulml sponsors ?

T\ eommercials: Fonr carioons

Timebuying
Earlv morning hours guml bet lor sponsors
What does network radio cost?
Spot eadie time rates
Trends in spot timebuying
Tipe on fall 1951 timebuving
NSetwork radio becomes gomd buy
Vier-midnight radio: low-priced effective
What's your TV choice: net or spot?
TN for the low-budget advertiser
D't Joses oot o daytime T\
“Flowelant™ <implifies air buyving
Tingehuyers: underpaid, underplayved, merworked
A von overlooking ~tation hreaks?
Weed cost breakdown eases <pon IV baving
Forunme: How soon will morning TV hecome -
portant o sponsors

Tobaceo

How cigarette firms nse the air
Do eigarette claims huree all air advertising?

Transceriptions
Teaneerihed prograns, use of, eosts, popularity
What library =erviees oller -
i copedy fepies allract= nrny, sponsors
Forwme: Wil transervibed shows veplace Tive?
Tape vevorder b= revalitionizing AV programing

16 July
27 z\ug.
27 Aug.
22 Oct.
22 Oet.

16 July
10 Sept.

8 Oct,
3 Dec.

2 July
16 July

16 July
16 July
16 July
16 July
16 July
16 July
30 July
30 July
30 July
13 Aug.
13 Ang,
24 Sep.
8 0ct.
3 Dee.

17 Dee.
31 Dec.

2 July
16 July
16 July
16 July
16 July
30 July
30 July
30 July
30 July

8 Oct.

5 Nov.
19 Now.

3 Dee.
]7 ]‘t‘l‘.

17 Dee.

16 July
17 Diee,

16 July
16 July
10 Sept,
20 Sept.

8 Ol

p. 165
p. 22
p. 38
p. 36

p. 16
P 27
p-39
p. 39
p. 37
n- 51
pe 25

p. 24
p. 26
p. 42
p. 36
p. 91

33
6l
6H3

FPEFF

38

p. 181
p. 50

p. 38

P 31
p. 137

p. 119
p. 158
p. 181
" ]82

190

p: 20

p. 19
I 50
p. 68
p. 82
n. 198
I 22
p. 26
p. 30
p. 38
p. M
p. A0
oo
p. A0
p. 38

p. A6

p. 88
p. B9
p. ol
e A2
P, 32

SPONSOR
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Now Your Advertising Dollar Buys More
for The Market Is Greater . .. ..
The Listening Audience Is Larger

is a more effective
Advertising Medium than

ever before—at less cost.

Not onl.y'has the rich 76 county Mem-
phis market more people than ever
before—but according to the 1950
Census those people earn more and

spend more than ever before.

Affiliated with CBS. 600 Kc. 5,000 WATTS Represented by the KATZ AGENCY
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“84% increase in share of audience.”

Winslow Leighton
President
WSNY, Schenectady, N. Y.

70

82% ‘more

listeners—
100% sell-out

“Waiting list for AP newscasts.”

Coy C. Palmer
Station Manager
KPDN, Pampa, Texas

|
Hundreds of the country’s finest stations announce with pride “THIS S TA TION IS A MEM]
|



YSNY carries 88 sponsored AP newscasts each
ik, 52 of them on 52 week contracts. Says
[Y President Leighton: “We used to be a
ic, news and sports station. When everybody
into that act, we got a new one. Concentrated
Associated Press news with music. Result
a 64% increase in share of audience and an

increase in listening homes in the past 2%
5 ... all in the face of strong competition.”

ys Jerry Bess, of Frank Sawdon, Inc., agency
Robert Hall Clothes, largest AP sponsor on
Y with 24 news programs weekly: ‘We have
ased our budget every year for the past nine
s. Now use twice as many AP newscasts on
Y as ever before. This fact speaks for itself!”

H AP NEWS

nm Station Manager Palmer of KPDN: “All
newscasts are sold. In fact, we even have a
ng list for the 15 minute programs. AP gives
omplete, conclusive coverage at incredible
d. AP service pays us plenty of dividends."

ys Fred Thompson, owner of Thompson Hard-
, biggest sponsor of AP news on KPDN: “|
had the KPDN AP news program at 12:15
for over 5 years. That proves I'm sold on the

job it does!"”

Associated Press . . . constant-
ly on the job with

» a news report of 1,000,000
words every 24 hours.

« leased news wires of 350,000
miles in the U.S. alone.

o exclusive state-by-state news
circuits.

« 100 news bureaus in the U.S.
« offices throughout the world.

« staff of 7,200 augmented by
member stations and news-
papers . . . more than 100,000
men and women contributing
daily.

When the tallies are taken, AP
news PROVES its magnetic PULL!
Figures like 82% more listeners
... 100% sell-out . . . mean
stable, substantial results. AP's
swift, factual, accurate news cov-
erage delivers bigger audiences
.. . eager to tune to today's vital
news . . . receptive to sponsor’'s
message.

For full details on how you can
profit with AP news . . . WRITE

RADIO DIVISION
THE ASSOCIATED PRESS

50 Rockefeller Plaza, New York 20, N.Y.

e e
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by BOB FOREMAN

From an advertising ageney point-of-
view. il's only commaon sense that the
various media available to a client are
not permwitted to become competitiyve
eveept i let’s say, the same healthn
way inowhich Army, Navy. and Marine
Corps compete. In other words, s
OK. i 1 as a member of the ageney
TV-Radio team spend one lunch a week
with my (former) pals of The 'rint
Team. gently riding them about their
impending obsolescence. But, if ever
this contest were carricd bevond the
martini stage and found fts way into
agencv-planning  on any  respectable
echelon, it would militate against good
advertising strategy and thus against
the ageney itsell.

That's why no ageney can aflord 10
||l'l'lilil s TVeers 1o kntfe it Outdoor
Men nor its Radio Stafl to undermine
its Magazine Fellers —even il there is
a burning desire to do <o on the pan
of any of it personnel.

On the other hand, it's escential that
ey and advertiser alike, he
Every medium.  including

we all, ¢
realistic,

match covers and subway  gratings.

radio review

SPOMEOER U, S. Treasury Department
Guest Star
Y Dircet

SEAM: 15-minute transcribed scries

Hire's a pleasamly professional and fast-
mvine 15 minates ina transerilied  series
furmat, s epconraging 1o see “imponang
thinge™ ntiliang the same skills and 1ech-
s whideh h.‘lll' |l|‘i-\f'r| thiey man gel an-
divnces, hiold Cem, and convinee them of
what the sponsor is vt to get across,

Pl U onieesd States Treasury, with the oo
nperation of the entire advertisig il Droad

tasbing andustey, lins always prosentel superh

hisped vpy whether in mapozines, Wb
prers or an the ale aml, in this vase, tie
very s anay hie said of their program
Cemvenr Spae, Sinee Nuietha Tilbon was 1lye
whiid b wightly: was clwsen o moke e
voneiac stonghtforsard, and believalide pitel
lor Visnil Ehed Shaedontr spliv the <ingle un
36

competes for the advertiser’s dollar in
the sense that the (low of those lovely
aveen things is vegulated by a hudget.
True. budgets can be flexible hut strain
one too much amd i, as well as the
ageney . may never revover,

Pevehologically it can be unwise as
well as eeonomically impossible for an
ad-manager 1o zo back 1o his manage-
ment for more money onee the llllt[;.'l'l
for the vear has been fixed. It is Tar
~ounder. however diflicult, for agenes
and ad-department 1o anticipate such
items as rising Lime-costs, production
uppages. talent-demands.  ete.,  and
make the hudget do.

On the other hand. changing sales
vonditions. good or bad. 1oward the
last hall of any year can cause man-
agements to alter budgets already set.
Then. too. there are those advertising
department heads who like to ask Tor
a budger bhuilt upon the premise that
they’ b spend a certain lesser amount
and thus win favor by returning inon-
ev at the end of the vear,

MEof which is a way of saving that

1 Please turn to page O7)

povneement that the show contaned (s
coming a= a middle break with Viss Tilton.)
Miss Tilton speahs as well s she sings and
thus the copy was put acvess convincingly
andd interestingly.  No hoakmn, we  tricks
oaly words well presented and, 1 feel sure,
\\I'“ 11-I|-|\|'||,

radio review

Charles Antell’s Formula
No. 9

Solis 5. Cantor, Philadelphia

Announcements

" A
Uindy g gy with thimning hair or fren-
SOl whine writis an wdvertisiong eolimn wonhl
Hsven intemily wa fiveminie fract on hair
cares Smee b oam deeidedly ol e former
= ool el ke oo <tabown the loin s this s
onaethe sl 1 i) of o reveom evening dip
e a preziam entithed *Nightvime Frolic®

over stabon WANAT, Newark. Here, at ap-
proximately 9:45 pam. 1 was treated 1o one
ul the most fascinating discourses on the
restoration of the follicles ever composed. A
straight announcement somewhat longer than
4 <tudent-lawyer’s summation, delivered by a
“frienddly”™ announcer, thi= tract made such
stalwart points as: why rub vegetable oil
on your :-I';llj!.‘ If it was any glJUd. olives
would have hair! Also included was a good
three minutes about sheep and how they
care for their hair—using lanolin, of course,

After the preamble, we then gol around to
the elincher abomt Charles Antell’'s Formula

Now 9@ which eomains liquefied lanolin (a
sheep dervative in case yon're not up on
these things), After offering me the year's
supply  for the whole family for only 83
with a money-back guarantee plus a [ree
bottle of shampoo (with lanolin and hor-
mones, this latter being sheer madness), our
genjal annmouncer stated—T've done every-
thing but go o your home and put Formula
N 9 dn your hair. Now it's up to you.”

The threat that this persuasive gentleman
wonld come o my home almost caused me
1o call the phone number, but this was coun-
teracted by the three bucks so all T did was
«it hack and marvel at the soundness of the
copy, however lengthy, and the unvarmished
piteh of the man giving it. (1 that hairline
of mine goe= any farther back than the mid-
dle of my skoll. Antell and T may do busi-
ness vel.)

radio review

SPONSOR; Nupax
AGENCY:  Emil Mogul Ceo., N. Y.
FROGRAM: “Bold Venture,”” NBC

Obvionsly, the folks who compound Nupax
are secking 1o widen their market by the
type of radio show they are airing. For Bold
Vemture, the Ziv-produced transeription star-
ring Bugart and Baby. Keeps your nerves on
cdge for a full 29:30” and its sponsor is
the produet which advises: relax with Ni-
pax. The show is a hypo-ed half-honr re-
plete with gunplay, 1lavana music, and wa-
terfront viokenee featuring those two fine
performers. Humphrey Bogart and Lanren
Pacall, plus ihe <uperh musical effects of
Davild Rose.

The program’s commercial format s as
tontine as it is sonnd utilizing straight copy
plus a Bogart leadsin 1o the middle break
e owhich we glide into a Nupax plog.

Ve | <eem 1o be complaining <o often, 1
andn’y carry away with me one thing of real
worth abont the product—uno line that stond
out. o gimmick that spelled its name, no
svmptomedeviee tha's sull i mind,  And,
frankiv, T think <omething of this nature is
casential o pond radio copy, On the other
b, T will concede that these straight an-
vouneements are intelligently conceived, well
written, and <killfully delivered,

SPONSOR




AMERICA’S FAVORITE wamionawy sywoicaren

NEWSPAPER COMICS, STAR IN A DELIGHTFUL HALF HOUR
SHOW. A SURE FIRE BET FOR KIS FROM & 10 60

THE KATZENJAMMER KIDS

HURRY DOLLINK VEL, SVAITTIL DER '
HAFF A DATE MIT DER ) [CAPTAIN GETS
FILM PEOPLE TO - VIND OF 01§
TAKE MOVIES ;

[FOR TELEVISION "%

N < ¥ (':,
)]' @\ @

#

[MAMA, VHERE'S DER
CAPTAIN? VE VILL
BE LATE FOR

VOT KIND OF 1 CHUST
BUSINESS IS BLEW MY,
DISFORATV - LI!’HES

h)

OAKY DOAKS

< (WAIT TILL 0AKY EiNDS) HE'S TOO Busy B
5. REHEARSING FOR Y

OH, I CANT GO ONJ| | PEACHIES FREE
TV WITH RUINED BUT YOU'RE

)

HEY CHIEF = HEAR'S M whar's TZ FROM WEAT WAVES )|
\SOME NEWS THAT'S [==_JC0OKIN' TO AIR WAVES
HOTTER THAN)(SMOKE 2)3 ” WATCH OUR
4 ,fz 3 SMOKE/
A L 5 3 <)
waTsky JV’ -‘ : ) 7 - '

AMORE TO BE PITTED
THAN SCORNED

y WILLIAM MORRIS AGENCY
jor l jn corpora ted

Dl 1740 BROADWAY NEW YORK 19, N. Y.
Telephone 100N 65100
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BALLOONS

<O\ i AGENCY
i ['~ | I ‘
| \ i
/ / Je | l i
{ { \ 11
[} (]
| I
| \ i /
/ j o~ 1 { |
2 1
WJIBK I'N }] | PPIROGIRAM | \

BOTTLE HOLDER

SPONSOR: Johnnie & Mack AGENCY : Direct

CAPSLLE CASE MISTORY : This auto puinting and re-
pair concern celebrated its 17th anniversary by offering
an inexpensive bottle holder for use in automobiles. Art
Green made a two-minute mention of it on his afternoon
show: a five-minute pitch on his evening show. It wasn’t
mentioned again. But the twe participations pulled 1,858
requests [or the [ree gift at an ad cost of $77.50. Firm
now spends about $2.000 monthly on WTV ],

WTY), Miami PROGRAM: Art Green Show

TV

results

BIRTHDAY CARD OFFER

SPONSOR: Kendall Mig, Co. AGENCY: Bennett, Walther &
.\Ivnadivr
CAPSULE CASE HISTORY: Viewers who mailed in a

box top [rom a Seapine granulated soap package would
receive a sel of six birthday cards [ree. This offer was
made four times on the early afternoon Shopping Vues
program : lllr:.*!fr.f.u.-f."fo.‘h, S115. Since the ."r:sf oﬂ{'r, Ken-
dall has pulled in well over 1,000 requests. Dealers re-
port a sizable increase in Soapine purchases since the
Shopping Vues participations began.

WNACSTV, Boston PROCGCRAM: Shopping Vues

PLANT NURSERIES

SPPONSOR: Lymbroer Nurseries AGENCY: Direet
CAPSLLE CASE HISTORY Lymburner Nurseries run
very limited nen LU LG e lustead they rely on e
tieipritions 1o achiove two ad aims: V1) o advertise the
HEIESOri new location: amd V20 to stimudate weelk-enid
barsin T'his has Leen e ot ol shed (v oa short time
with week-end bustie on the HISHTEL !.\.'."J.r.'HJ'J'.’f'! ,..”-’h{\
that custinners coming oul doring the week also nen-

LIRS A LRI [ wiriertl o the Girls

SALTED CRACKERS

SPONSOR: Strietmann Biseunit Co. AGENCY: 11, M. Miller

CAPSULE CASE HISTORY: The Strietmann Story The-
atve s afired every Tuesday from 7:00 to 7:30 p.m. [t
was tnaugurated on 2 October to increase sales and fur-
ther product distribution. This is the report of the divi-
sion manager after six weeks. “Our sales of Zesta saltine
crackers have steadily increased and last month we went
H('z{ aver any f!:‘l aur Pf!'f f‘f'“.\ .\\(Iff'.\ H'!'H!f."‘.\',"

WTVR, Richmond, Va PROGRAM: Strictmann Story Theatre

e e ———————

~PONSOR: sy Broths 10 VGENCY « Direet

v repnlarly runs a one
et ansveniaeearent Tollivieing th i el oy "‘bli"-'.

lowtwring speceal sele op wepels fenn (e | o to capn

tethize vt o ecurrent lad fthevy Jeatinred fiorin -{I,'.'I"‘
{ mon-stvle acmy hat W ith thr ey Hrer the sn-

M e 1. Ly ald 16 fivil rtth

GLASS CLEANER

=P'ONSOR: Tommy Greenhow AGENCY : Anastasion
CAPSULE CASE HISTORY Formula-X-1 eliminates fog-

ging-up of windshields. windows. mirrors. To introduce
aufrf IHH'.!J \r.'fli'_\ Uf HIH‘\ lrH"url";u‘."_ (,'_rm-n,‘;.-;“' ran o s.ﬁlg’r‘
two-minute anouncement al 2:30 pan. Thanksgiving Day.
Phe immediate result: 153 cash sales of this motorist-
howsehold aid. The advertising ageney ﬁgnrl',\' that each

sale made from this commercial cost its elient well under
21 vents,

KSLTY, salt Lake Chry PROGRAM: Announcement




WGAL-TYV

LANCASTER, PENNA.

goes to the schoolroom

An important educational experiment to
determine the value of teaching by
television, as compared to regular class-
room instruction, is currently under way
on WGAL-TV. Professor George R.
Anderson* of the mathematics depart-
ment of Millersville State Teachers’
College is conducting this series of six
classes in THE USE OF THE SLIDE
RULE. Each Wednesday from 9:45 to
10:15 A.M., he is telecasting his instruc-
tions to one class at each of three Penn-
sylvania high schools—Lancaster
McCaskey High School, Manor-Millers-
ville High School and Denver High

School. Later, on the same day, Pro-
fessor Anderson gives personal instruc-
tion in exactly the same subject matter
to a different class in each of the three
schools. From this experiment, it is ex-
pected that some important deductions
can be made as to the value of television
for classroom instruction, as compared
with personal instruction. WGAL-TV is
proud to conduct this important educa-
tional research as part of its wide and
varied program of public service.

= Professor Anderson is useng the rescarch material gathered
from this educational test toward his doctorate at Pennsvivania

State Collegy

A Sieinmon Station— CLAIR R, McCOLLOUGH, Pres.

p— T

WGAI- ATF,:: Represented by
FM ROBERT MEEKER ASSOCIATES - Chicago +* Los Angeles + San Francisco + New York
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There's 56 Billion Waiting for you in

| Kj\/ﬁfr Aadelphia
_\_I 4__ . Come.and gelitl
I[s 7. 5 g : e ;__
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' WFIL i
3 WIDENER BUILDING, PHILADELPHIA 7, PA ‘ TJ
| * 4
September 7, 1951 )
Wl ccuemraL manASER ¢!
i "
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! 5
i }
\. ] i
e
., 1[
A Mr. Norman Knight
' Sponsor Magazine
3 515 Madison Avenue
A New York, N. Y.
d.
X Dear Norm:
We have every reason to believe tnat this will be
one of radio's peak years. And - with many others
- we are convinced that radio will remain as a po-
AR tent fgwymmganpear.

was that firm belief in radio (and a perfec
natural deslire to see WFIL get its fair share of
radio business!) that led us to undertake what

may be the largest slngle-station trade paper cam-
palign in radio history.

WeT T : b e PR R - Campa 1 on
and I'm sure that that investment will pay off.
SPONSOR and other publications which we are using,
were selected because they give us coverage where
we want it. We have a strong sales story to tell
to the people who read your magazine - those who
are directly responsible for placing the business
we want to get.

T R

We're looking to SPONSOR and our other public-
ations to help deliver that business. Once gliven
the assignment, WFIL will provide results.

T

|

i ¥

Congratulations on the job SPONSOR 1s doing to get
us coverage where 1t counts.

Kindest personal regards.

o

RV¥WC:es

The Philadelphia Jnquirer Stations WFIL WFIL-FM WFIL-TV




The

picked panel
AHSWETrs

Mr. Birnbaum

Y our question
shouldn’t lead off
with an =il the
nelworks  moa st
I| oy e I ] |J some
type ol merchan-
dising which will
aid sponsors in

movemenl

of ;_'umi'- ACross
the counler. \l-
WANBC's

i= uol new, the

Mr. Davis

though
“Operation Lightning,”™
way in which it has developed in New
York caused a minor sensation in the
vrocery trade.

Praducts which were prey iously not
pushed ar displayved by certain chains
received  the  glad-hand  treatment
through the WNBC operation.  Sales
zoomed upwards in nearly all eases,

Granted that something for free sen-
crally st of mueh value. it seems that
part of the selling job radio has to do
may be liooked up with its value in

moving poods. Sponsars may not he
as anxious for rate cuts as they are
fTor more and letler w iv= ul selline

their prodocts. Give thew distribution

amd =ales ajds. am] they may not pusly
the pralilems ol I:--,-;-:'- rades

The s ~ 0l “Slorevast shows the
rendd 1o |---i.-'- | hanilisine
anid sales Jrrvaril IR crlam
Iv nothing which fveresi< olients more
at this slacee ol 1 thinee th

abiove ~l|[.]|<l«-,
Networhe can ot Fiih revert v

rTilins .[ ‘.In \ |!|'\|'I1|I| u'i.‘-'

52

L Spomsor asks...

Il the radio netiworks go in for merchandising,
what services would most benefit advertisers?

Mel Birnbaum

in supermarkets, variety and depart-
ment stores for manufacturers who sell

to these markets,

And these days, who doesn’t?
Hat Davis
Viee President in charge of
Promotion
Nenyon & Eekhardt
New York

Radio mnetworks
can follow the
lead of some of
their own allili-
aled stations who
today are doing
a tremendous job
of werchandising
their own slation
and specific
<hows with brand
identification in
the better type retail outlets.  The
most successful radio merchandising

Mr. Young

accomplishments  have been those
that have a three-way benefit: (1)
aimed 1o the station itself 1o in-

crease its hstening audience: (2) in-
crease sales and traflie for the large lo-
cal retail ontlets: (3) having the prod-
uel featured and displayed in local
chains and |.'|r;_'|' retail outlets,

It is becoming inereasingly nmpor-
tant 1o large advertisers to have local
i|||l||l"||"|' \\'i‘h 1|ll'
turge distributors of their advertisers’

stations use their

brands. There is every reason 1o he-
licve that the networks can use the lo-
val slalions |||--|'¢-h;uu|'|w
the network <shows at the loeal level,
\].'IH\

opportunity of printing display mate-

SCTVICOS [0

manulacturers weleome  the

rial Teaturing their own network shows

b prrovidinge an opportunity for in-

hvidual stations o imprint its own

Advertising, Sales Promotion Manager
Knomark Mfg. Co., Inc.
Brooklyn, N, Y.

call letters. This material has often
Leen used with a display of the prod-
uet itself in the leading outlets.

The stations can make it advantag-
cous to leading outlets to merchandise
and even sometimes advertise in their
local ads the names of shows and time.
call letters. and the name of the prod-
uct, The mutual benefit enjoyed by
the network and the local station, the
advertiser, and the leading distributors
or retail outlets make such a program
workable and profitable,

It is my belief that there will be a
great forward movement by loecal sta-
tions o cooperate with advertisers and
their agencies. Where such a mutually
beneficial program has been arranged,
sales increases are immediately ap-
parent.

WiLLiam L. Youne
Viee President
William Esty Co.
New York

In the present
day economy, as
merehandis-
ing becomes
more and more
compelitive, any
medium  of ad-
vertising must be
able to show
sales resulls in
order to retain
its share of the
advertising hudget. Network radio to-
day is performing only a portion of
the aggressive merchandising job they
can do. Coverage maps give only the
sketchiest idea of the size and charae-
ter of a market covered by a station.

Much of the research done by agen-
cies could and should be supplied by

Mr. Alkon

SPONSOR




an aggressive staff merchandiser. This |
same merchandiser could effectively |
co-ordinate any radio campaign with |
promotion and display ideas: informa- |
tion; promotion of local merchants and
distributors so that the selling power |
of the station would be channelled into
direct results for the client, for the
merchants and distributors. for the ra-
dio stations. Other media have far |
cutstripped radio in cooperating with
merchants and distributors to achieve
results by means of display, point-of-
sale. and promotional ideas.

On numerous occasions in the past
we have achieved excellent results in
opening new areas for clients where
the individual radio stations, both net-
work and independent, have cooper-
ated by offering a merchandising serv-
ice specially created by the station and
this agency for a specific situation—a
difficult time-consuming method of cre-
ating service but one that should he |
supplied.

In one area. an ethical drug manu-
facturer client of ours, very rapidly
achieved wide distribution and a suc-

cessful sales campaign in 56 drug
stores by utilizing the merchandising
facilities we had built with the station
in the test area. After a briefl prelimi-
nary campaign. we were able to set up
a comprehensive schedule of institu-
tional announcements with a tag spe-
cifically mentioning different outlets
each day.

To review: merchandising services
could best be furnished by the nel-
work stations via complete market cov-
erage information and a program to
co-ordinate radio campaigns with ef-
fective selling in the area by means of
point-of-sale and promotional aids. dis-
plays. signs, toppers, streamers, and di-
rect tie ups with local distributors.

We have found that stations, which
have aggressively performed the mer-
chandising functions that every adver-
tising medium should. gain the ready
and enthusiastic cooperation of distrib-
utors in their arca. Said cooperation
is invaluable in getting distribution
and effective sales results for our cli-
ent, This tvpe of cooperation is a pow-
erful merchandising tool and can aid
individual stations tremendously in the
strong competition that radio receives
from other media for the advertising
dollar.

Senic J. ALkoy

Director of Merchandising
Rand Advertising

New York
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* In January 1951, the United States Senate Crime
Investigating Committee held sessions in New Orleans.
Recognizing the powerful impact of television, WDSU-TV
brought the intimate details of these hearings to the
attention of the general public for the first time.

* WDSU-TV is deeply grateful for the honor of receiving
the 1951 Sylvania Award.

« Write, Wire or Phone
BLAIR-TV for details!




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

mants of the industry, Contributions are

welcomed.

lmatenr d.j.’s win huge AN audience for beer spousor

WAVE's Bob Kay with Oertel contest mail
During  the spring and summer
months, Tor the ksl Il vears. the

Ocrtel Brewing Company of Louisville
has ~|-u!:---:|‘-| the Lomisville Colonels”
mult zames on WAVE and WXRW

'P \I' \- [llllu[ ||f ||il' IR UPs= ui.

night-time radio, theyve added Oer-
tel's 92 Dish Jockey Contest 1o fur-
ther promnote their 927 heer. This.
in a tweestatron TV market,

Here's the picture. With the TV
station= tand over 116000 =set=) Oer-

tel's <how i= gainme a huge lstening

.Il]lil-l'll"i'. \"'I\ Itll i[- -I‘f'llllll YCar Illt'
<how b= carried Trom 10215 1o 11:30
.. Momday throush saturdav. Iis
(o tabier 1o \[ur'i'] -—1|l'|:—'>|~hi|l com
Laged with the airines of the haseball

ames make Oerntel a vear roum] ad-

| hi )i s fon hev andest lealiares
A ol Koy inl I\I"\\;I}_' amalen
disk jorkevs. Thes spint their favorite
pereniril wetle and read Tor ad-liln
capy and comnercials for the Lirew.'
Phree il contestanis compete nighthy
el i-|-[-|||-||-l| voles  determine 1l
Wil W ekl winnters  are  deler-
1t | | i o=l o el vole. and CVeTy
siv o cight weeks o gramd champ’on
shapc vontest s held with weeklv win-
ners elivibile 1o o el

“.|I||1-|-' [N bast year: 35 re ord
.||I| Lhie i “'FJ-.I'III] i |||-l|\\\.n..|: -

eh vacations ot top-llichlt  pesonts
Votes B the Aaweok econtest Tast vont
54

totaled 205,300, with telephoned votes
averaging 2,100 weekly.

Thi= vear voting in the contest is
running ahead of last vear’s compar-
ahle tallies: 1,022
pail votes averaged weekly: 2,407 tel-
ephone votes, The first championship

17,381

dates, with these

maitl voles in two
* Kk K

contest dren

11.i_\ .

Radio hgpnosis proves
sales winning stunt on KY \

Tutting people to sleep through ra-
dio is an unusual way to build store
traflic  and  brand But
Klor's Televizion Center of San Fran-
cisco accomplished it with a 15-min-

recosnilion.,

ute radio demonstration ol I\\|1r|1r\i.~
co-sponsored by the Zenith Radio Cor-
poration distributor. Star of the KYA
<how: “The Great Frangquin,” an Eng.
lish hypmotist,

During the broadeast Framguin =al
m the KXY \ studios in San Francisco's
Fairmont Hotel, At precisely the same
time, in another part of the city many
miles from the studio, two women sal
in the display window of Klor's stare
facing a radio,

I.F.l||1|llllll :lll'l\l' dhirecthv 10 the sub
jects by radio and put them under his
b puotie influence. W hile under Fran-
'[Hlil.- 1'!\|u|i-1i¢ inlluence. the wonen's
veactions were stadied carefully Ty Dr.
head of 1he

san Fran-

. C. Griver

s showmanship o radio

visco health department. The doctor
checked pulse. respiration. muscle con-
trol and eve lids. concluding with the
injection of sterilized needles.

But the girls slept peacefully on. At
the end of the program, Franquin sue-
vessfully awakened his hyvpnotized sub-
jects by radio.

\udience reaction was enthusiastic.
The store !u'n]lh' r(’]ml'l('l] thousands of

Crowds watch KYA's Wooley air one-fimer

telephoned inquiries from all nine Bay
area counties and hundreds of letters

coming in. * * %

Timebuyer's job eased
with Blair station maps

The timebuver's job is being made
casier by several projeets designed and
carried out by John Blair & Company’s
sales  development  department.  The
first of these ideas is a series of com-
hination  availability-coverage maps
prepared for each of the 19 stations
Blair represents,

These caombination sheets, printed in
blue on gray stock. have the availabil-
ity ~ide of the sheet blank, This is filled
in by each salesman when he makes his
preseutation of open time periods. A
coverage map on the reverse side in-
cludes a block of station eopy. a cover-
age map. and primary market data,

It simplifies the salesman’s job by
incorporating on a single sheet all the
above data in addition to giving lime-
buvers all necessary station informa-
tion in one place. eliminating the need
for extensive research on their part.

Other Blair projeets include program
folders and  mailings.

* Kk k

presentations:

Baulhage Talking: safetly
showease for 15 sponsors

When the National Safely Couneil
commented that North Dakota had the
highest inercase in traflic fatalities of
RNOX.  Grand  Forks,

anvy =lale.

SPONSOR




thought something should be done to
promote safe driving. Their idea was
that Baukhage Talking, a MBS co-op
commentary, would make an excellent
program for a safety campaign tied in
with material from the National Safety
Council itsell.

The station approached civie-minded
business firms in the community, in-
cluding a cab company, auto dealers,
insurance firms, finance and loan com-
panies. Fifteen of them were sold on
the idea.

Now Baukhage Talling carries the
safety message for them five nights a
week. Each night three advertisers are
mentioned as making the program pos-
sible in conjunction with the Safety
Council. Each advertiser presents one
safety commercial, and pays only one-
third the cost of each individual pro-
zram (talent fee 25 weekly).
This plans allows 15 firms to partici-
* &k

1= only

pate in a worthwhile campaign,

Briefly . . .

Dunecan McColl. KOA, Denver, sales
manager, is well pleased with one-an-
nouncement returns from Lora Price’s
The KOA Home Forum.

single mention of a young mother's

* e
McColl

Fan response gralifies KOA's Price,

need of elothes for a third baby due
momentarily brought blankets, diapers,
dresses. evervthing a baby might need
plus hundreds of lettered offers. all
from this one-lime request,

» » “

An ideal direct mail tool is the Tinte-
huyers Register. a new semi-annual
service publication put out by the Ex-
ccutives’ Radio-TV  Service, Larch-
monl, New York. The book contains
the names and addresses of over 1.000
agency timebuyers and over 2,000 na-
tional and regional avcounts for which
they buy time. * * %

31 DECEMBER 1951

Miss Price’s |

‘ ard: Nat Donato of C, I’

el

Greetings and Salutations . . .

. at year's end. to all our subserib-
er= and other good friends . . . to the
l’ll{_l']‘l.ei of broadecasters who've told us:

“Ask anybody to call us—we'll tell “emn
what a ;.lf.uul service you've got!”
to the officers and members of the many
state  broadeasters’  associations  who
have invited us. past-present-and-future.
to work with them . . . to our many
helpful informants in the retail and eco-
nomie fields for invaluable help in mak-
ing “The Needle” an  unparalleled
source of selling inspiration for radio
<alesmen . ., to our newest subseribers:
WCAU-TV, Philadelphia; WMC-TV.
Memphis; KING-TV, Seattle; WSAZ-
TV, Huntington, W. Va.; WCUE,
Akron; WEKBO, Harrisburg, Pa.;
KFJZ, Ft. Worth; KIEM-KRED,
Bureka, Cal.; WSO00, Sault Ste. Marie;
KATE, Albert Lea; KXL, Portland ...
to some nice folks inour own (i.l'll]. like
Milt Blink and Alex Sherwood of Stand-
MacGregor:
Jim Davis and Hank Gillespie of Thesa-

urns; Cy and Johnny Langlois of Lang
Worth: CIfl Ogden of Capitol .. . and

uthers!

What the APS Release Looks Like

Every month eacli \PS [ull library
subseriber-station (and many subserib-
ers to the spesial =mall libraries,
receive a big carton of fre<h new broad-
cast material. A glance at the release
for January 52 will give vou a good
idea of what this package contains
First. there are seven dises , . . six con-
taining music  and  one  containing
Mitch's transcribed <ales meeting (No.
113, titled “Facing Competition from
Television.™ Eight oumstamding artists
are featured. all of them adding 1o
the already deep list of selections under
their names= in the APS catalog, There's
Clenn Osser and His Orchestra . .
the Ted Dale Strings . . . Al Goodman
and His Orchestra . . . Vie Damone
... Mindy Carson , ., Buddy Weed . ..
George Wright at the N. Y. Paramount
Organ .. . and the Hank D' Amien Sex-
tette. Five categories of music are cov-
ered in this release: Light and Popoli
Concert (we also call it *Radio Music™)

I’n]mlar Voeal . . . Novelty-Instru-
]lli‘lllﬂl . Pianao "mlu o .cand Organ
Solo,

What about the music itself? It
covers an astounding variety of

HE NEEDLE!

1.1

'\ lssnmtel Program smm 151 W. 46th, N. Y. 19

I:lrrrlm e m

1 M| Wmmww

tastes, of standard and contem-
porary titles. There are 47 differ-
ent selections, and here's a par-
tial cross-section: By Goodman;
Waltzes from “Der Rosenkavalier"
. Hora Staccato . . . Fantasie
. Impromptu in C Sharp Minor,
Op 66, By Glenn Osser; Slow Poke
. Another Autumn (from the
new hit musical "Paint Your
Wagon") . ., . It's All Over But
the Memories. By Ted Dale; Pent-
house Serenade .. . Canto Indio
. Play, Fiddle, Play . . . La
Rosita. By Damone; I Could
Write A Book . . . The Birth of
the Blues. By Mindy Carson; I'll
Remember April ... Many Happy
Returns of the Day ... Gee, But
You're Swell. By George Wright;
Star Dust . . . My Gal Sal ...
Falling in Love With Love . . .
If I Love Again. By Buddy
Weed; The Dancer . .. Ballerina's
Dream.

I« this a special release? Nope. The

APS December package was just as
laree (all our releases contain seven
discs) and featured Ralph Flanagan

and His Orchestra . . . Dick Jurgens
and is Orehestra . . . Denny Vaughan
and His Orchestra (al=o featuring selec-
tions from “P'ammt Your Wagon™) . . .
Kay Armen . . . Edward Linzel in <a-
eredd instrumental organ selections . . .
the Westminster Choir . . . Earl Sheldon
and His Orehestra . . . and the Satis-
fiers. The December transeribed sales
meeting: “Creative Radio Selling.”

This Music Business . . .

. i= no simple matter. if you take
it serionusly and approach it conscienti-
onsly. It's easy to “fake™ a maonthly
library release . . . or a whele library.
for that matter. “Unknown=" will work
for seale. and there are plenty of “big
names" aromd who will knock our a
few selections [or a fast buck, Bt you
can’'t prozram that kind of junk. and
most of it comes along on free phono-
eraph  records  (drat “em!)  anyhow.
Building a library and keeping it [resh
and nselul and sparkling with new re-
leases i= a planned. long-range projec
and we thank our lueky stars at APS
that a master like Andy Wiswell s
available to do our planning in this
field. Nobody in onr industry can touch
liim!
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3 YEARS OLD
AND STILL
FIRST!

x N X
.FIRST with television in

Central New York

.FIRST with afternoon TV

*FIRST with morning TV
x X K

SayWHEN

TO YOUR NEAREST KATZ
AGENCY MAN AND LEARN
WHY MORE PEOPLE
WATCH SYRACUSE'S FIRST

TELEVISION STATION

*FIRST in local shows®
*FIRST in Network shows™

*FIRST in all Pulse surveys
to date:

OCTOBER, 1950
JANUARY, 1951
MARCH, 1951
MAY, 1951
OCTOBER, 1951

WHEN

TELEVISION

\ SYRACUSE,

CBS « ABC -

A
MEREDITH
STATION

DUMONT

Milton Biow
President, Biow Company

agency profile

The ~tory of The Biow Company is the story of a man who seems
to have a sisth sense for finding the reasons that make people do
things,

Milton Biow, who heads The Biow Company. started back in 1918,
He has never heen associated with any other advertising agency save
his own. As a matter of fact, to this day he has never even crossed
the threshold of another advertising agency.

Biow sees adverlising as a means of moving i_'umi:‘-. as a vital arm
in imodern merchandising. He judges advertising solely on its ability
to pay oul at the cash register level.

Taoday The Biow l."llll‘clll\ has close o S50.000.000 volume with
less than a score of accounts. An interesting thing is that many of
these aceounts. each now spending many millions of dollars a year,
never spent a dollar hefore their association with The Biow Company.

Biow is essentially a showman. and has a showmanship approach
to sales. The 364 Question. Bulova Watch Time, and Call for Philip
Morris are all typical of Biow thinking.

Perhaps Biow’s flair for showmanship explains his affinity for
radio and TV, While he fights hard for ratings. he fights even
harder to get those ratings al the right cost for viewer and listener.
The Biow Company are strong believers in hard-hitting commercials.
commercials that drive people 1o action. Right now, Biow’s Radio
and TV Department is devoting many manhours and many thou-
sands of dollars to discovering the right way te use TV commercials,
To quote Biow, “Most TV commercials are adaptations of radio
commereials, That whole conception is wrong. 1o my way of think-
ing. We must remember that we are dealing with an entirely different
medivm, a visual medivm as opposed to an audio medium. What
has h'||-|u-1u-|| s that the shows are Illt]:rn\ill;_' faster than the com-
mercials with the resalt that the impact of the entertaimment is, in
many eases, grealer than the impact of the commercials and thal
wity . the sponsor loses,”™ 1t is to this problem that The Biow Com-
pany is now devoting <o much time and study and. to quote Biow,
“1 think we have the answer. In 60 davs it will be on film and on
the air.”

Biow is coneerped about the fact that the 1‘(lll||u‘lili(|n in TV ral-
ings has resulted in the cost of 1alent getting out of hand, He feels
that the networks have their perspective oo much on shows and
ratings and too little on the cost of the show and rating. The man
whao produces pictures thinks in terms of what they cost and how
miny tickets they will sell. The networks producing shows for ral-
ings do not take o consideration how much goods they will sell in
relation to their costs. Tu short. damn the cost and get the rating.
[t is not good ceonomics. Milton Biow hopes to change that.

SPONSOR




'0U MIGHT GET A 12" 8"

ILACK MARLIN* —

OU NEED

HE FETZER STATIONS
0 LAND BUSINESS
| WESTERN MICHIGAN!

WKZO-WJEF in radio and WKZO-TV in television
—that’s the unbeatable Fetzer line-up for Western
Michigan advertising!

RADIO—WKZO. Kalamazoo, and WJEF, Grand
Rapids, offer sure-fire radio coverage of Western
Michigan. Each is consistently top station in its
home eity; and bought in combination, they deliver
about 57% more listeners for 209 less money than
the next-best two-station choice in Kalamazoo and
Grand Rapids! WKZO-W JEF also get big eireula-
tion ountside Kalamazoo and Grand Rapids. BMB
Report No. 2 credits WKZO-WJEF with tremen-
dous increases since 1946 in their nndnplicated
rural andiences—up 46.7% in the daytime and
52.99% at night. In the Grand Rapids area alone,
WKZO-WJEF have an unduplicated coverage, day
and night, of more than 60,000 families!

TELEVISION—WKZO-TYV is the official Basic CBS
Television Outlet for Kalamazoo and Grand Rapids.
WKZO-TV's area includes five metropolitan eities
representing a net effective buyving income of more
than two billion dollars. A new 24-county Videodex
Diary Stady made by the Jay and Graham Re-
search Corporation proves that WKZO-TV delivers
534.7% more of this area’s 178576 television
homes than station “B™!

Yes, AM or TV, the Fetzer stations are Western
Michigan’s greatest advertising valnes. Get all the
facts. today!

#In 1926 Laurie Mitchell zot one this long, weighing 976 pounds, in Bay of Islands, New Zealand.

WJEF

WKZO-TV " wkzo

wﬂ iIN GRAND RAPIDS W‘ IN WESTERN MICHIGAN t”‘ IN KALAMAZOO

AND KENT COUNTY
(€CBS RADIO)

AND NORTHERN INDIANA

ALL THREE OWNED AND OPERATED BY

AND GREATER
WESTERN MICHIGAN
h (CBS RADIO)

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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WGBS
FIRST/
MIAMI

FIRST with 7 of the 10
TOP EVENING SHOWS

FIRST with 6 of the 10
TOP DAYTIME SHOWS

FIRST with 8 of the 10
TOP WEEKEND SHOWS

WGBS 1s FIRST

with the TOP RATING in
44 of the 72 quarter-hours
between 6 AM and Mid-
night — than all
other stations combined.
SECOND in 26 quarter-
hours and THIRD in only 2.

more

TOPS in NETWORK SHOWS
and LOCAL SHOWS, too!

The Top Daytime Record Show
The Top Daytime Newscast

The Top Weekend Record Show

1951

FLORIDA

MIAMI

REPORT TO SIPONSORS for 31 December 1951
Continued from page 2)
Test will compare results from
radio, TV, newspapers
Some time during first gquarter of '52 test will get
under way in Fhiladelphia., pitting newspapers,
di TV against one another on dollar-for-dollar

I"cl 1V

basis. Planned for 1951 by radio network, test was

delaved bv Christmas rush in department stores which
i1l buvy all 3 media to furnish basis for com-

Over 50 movie palaces now
have RCA theatre TV equipment

Extent to which theatre-TV is becoming important is
ar-end report of Sales Manager M. F.
Bennett., RCA Theatre Eguipment. It shows over 50
movie palaces. from Burtfalo to L.A., now equipped

F TV. Major movie TV fare is sports.

stressed in ye
1

- — *

New Ycar to bring rate increases
on all TV networks

For new year, TV sponsors can expect increased rates
from 57 to 107 on all TV webs sometime in '62, NBC

its present 324,465 gross for
interconnected network of 52

will hi

L. hour

ke by 10°
‘lass

ime on
"most probably" up rates 7% to

statrions

10+ for p 5.097 gross for Class A ' hour
time o eb of ations, Du Mont is "expected"
to boost tes Though CBS execs won't com-

ment now,., insiders expect a rate boost of 5% to 7.

Here's a sponsor who's happy

with low rating

"Air Facts" bulletin reveals curious

radio Tood product advertiser who's happy
national rating of Reason: shrewd
15 bought station lineup with emphasis on

1 markets where 54% of his na-

Thus, despite small national

4.3% of available small-

of available Southern homes.

's total audience is in spon-

New Nielsen
case ot

with low 1.6

sponsor

TV making inroads
on magazines: Zeisel

Inroads of gacines is probably greater
1 t nation of talk given by

director McCann-
‘eau chief researcher. Address-
pter American Marketing Association, he

licks given him "the run-around"”
to get gures. Until magazine's ABC

on effect in TV areas, he added. "I

l g ! ious." His jesting plea to
K e teet ire . » - sound . « « , please
t videl 1I¢ let's have a good look

SPONSOR




You brought him back alive...

Out of every 100 wounded American service-
men who reach the most forward hospitals in
Korea, 97 are being saved.

If that sounds like a statistic, remember that
it’s based on flesh—and blood. Your blood.

Among the 97 that your blood can bring back
are such statistics as the tall, skinny kid on the
block . . . the husband of that woman you met
in the grocer’s . . . or someone with the same
mail address as yours. ..

Today, your Armed Forces are short 300,000
pints of blood a month. Precious reserves of
blood and plasma are vanishing at a desperate-
ly dangerous rate.

We tell you this because we don’t think you

have to be coaxed or coerced into giving blood.
We think that you just haven’t realized how
serious the situation is.

So make your date today. And keep it! You'll
find yourself in swell company . . . everyone is
rolling up his sleeves these days, from the milk-
man to the mayor.

Get on line with them now . . . the blood you
give today saves someone’s life tomorrow!

ARMED FORCES BLOOD DONOR PROGRAM

CALL YOUR RED CROSS TODAY!

@ What Happened to That Pint of Blood You Were Going to GrreZ

31 DECEMBER 1951
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SEABROOK FARMS

{Continued from page 30)
“With the amount ol we had

o s enil. we deerded that

THaEiey
ore-annute
station-hreak the
We lll".:l;_'lii whateser spots

annotncement=s were
best by,
we could gel ot a time when the house-
from 4:30 in the
If couldn’t zel

high-rated shows,

wife was histenmg

moruime tll noon Wi
.nlj,n'r'u- 1= el o
took
with & popular local personality,
New York, Tor example. we used Wary

Vargaret MeBiride and The Fitzgeralds.

we participations within shows

In

“As to stations, if we could get the
most powerful one in the market, we
used 11 if not, we used two or three
smaller stations. Generally, we like to
hiave six to 10 anmouncements a week
in any one market.”

Seahrook used 1 stations at the out-
sel: today thev use 28 radio stations
and 13 TV stations. For the most part,
the same stations and prograims= are
hought each year. Main change oc-
curred last fall in New York, Philadel-
phia, and Baltimore, where TV was
added on a test hasis. Next vear both
radio and TV will again be used. Sea-

_/4:”: ouna'ng

the appointment of

H-R REPRESENTATIVES, mc.

as exclusive national sales representatives for

WNOE

50,000 watts day
5,000 watts night

in New Orleans, La.

PATT McDONALD
V.P & General Manager.

MBS

THE JAMES A. NOE STATIONS

KNOE

5,000 watts day & night

in Monroe, La.

PAUL GOLDMAN,
Y.-P & General Manager.

NBC

brook’s station line-up runs as far
north as Maine. south through Florida
and west to Chicago, according to Bill
Mandel. radio and TV specialist at Hil-
ton & Riggio.

Even a quick glance at Seabrook’s
sales charts (see page 30) reveals the
spectacular success of this strategy. In
1948, the first year of brand selling,
retail sales accounted for 2497 of Sea-
brook’s total sales: this vear it is 609,
and during 1952 Seabrook hopes to
distribute their entire output under
their own label. Dollar-wise, 1948 re-
tail sales amounted to 83.000,000. One
year later they doubled; in another
year they tripled. They’ll hit $11,000,-
000 in 1951.

The Seabrook commereials, quite
naturally, are built around Seabrook’s
unique growing-and-freezing feature,
“We knew we had a quality product,”
says Kline, “and we have something
nobody else has—complete control ‘un- |
der one roof.” We have the bigges
vegetable farm in the country; in fact.
we start with scientific testing of the
seed and have complete control of
every step right to the grocer's freezer
cabinet. We constantly refer to this ex-
clusive feature in our advertising.”

Seabirook’s slogan. which is played
up on the package design, reads: “We
grow our own so we know it's good
and we freeze it right on the spot.”

This identifying phrase opened Sea-
brook’s original one-minute transerip-
tions in 1948. Then a folksy-voiced
“Man from Seabrook Farms”™ would
tell listeners ahout Seabrook’s growing
and freezing activities at the Farms.
Here's an excerpt:

“Howdy, folks! ... We've got a farm
in South Jersey — Seabrook Farms.
Been in the farming business for three
generations. We grow our own—so we
know it's good. and we freeze it right
on the spol. . .. You remember I've
heen telling you how good our aspara-
gus is. how we get it when it’s just
vight. hurry it over to the plant with
the dew still on it. and freeze it right
on the spot, Well . . . it’s going to he
al vour ;_'rut'f.'r's. ) oY

This year—from September through
next June —straight live copy is heing
used, The folksy farmer has heen re-
placed with an over-all eopy  theme
which  stresses Seabrook’s  scientific
know-how and controlled product qual-
ily: and. as Jack Kirk. assistant ac-
count man at the agency. ]minls out.
“\ different product is pushed each

SPONSOR




. RADIO
EEEEmcoming soon RESULTS:

1952

Here at last is the I'IIUIJ!-F.H’ t.if r'ﬂ',‘HHh' case histories \i!h‘hf't' been
waiting for. More than 170 of SPONSOR's radio resulis
those dollars-and-cents proofs of radio’s advertising value

. will now be t‘mnpﬂt‘r}' in one book.

I'Hrft.‘\(’f! mhf f‘uh’gn‘u-:f‘tf fnr qm'('f. use H."lrfI easy !r'ft'fr'”rr'.
you'll know at a glunce how radio sold for dairies. for department
stores or hair driers,

There are some 37 product classifications in all making it the most
complete record of radio results ever compiled.

Because the capsule case histories are in such great demand by
advertisers and agencies. NADIO RESULTS. 1952 (s an advertising
natural for yvour slation or services.

| Display sizes will be limited to pages and horizontal

half-pages at regular frequency discounts. Advertising closing
date is 28 lanuary 1952.

SPUNSGR 510 Madison Avenue. New York 22

Please reserve pageis) in RADIO RESULTS. 1952
fwo pages 2700 Name -
: i it . page 8350 | Fir
serve space maw for choice position! o pes 50| Firm
all-page Addrass
(horizontal)  $200 4 ; )
S100 extra for Caty State
second l'lllllr | |'l'l| I,

I Ageney (if used)_
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< quality begin before planting!  sonpalities in delivering
commercials. whenever they are partwe-

seabiraok research experts develop spe-
cial =eed that will produce erap perfec-  ipation announcemenis within the pro-

pre-te=ted in plots for vitamin-richness,
Only =enbrook Farms maintains a a month, or they can ad-ib around

sropiations are o,

vorn Liny

. with price specials emphasized  when seeding <hould le ‘t|ulut. and
when maturity will oceur. That's why

‘ acrvss seabrook™s ~story of  Seabrook peas are alway = alike in taste.
wuality eontrol, the copy explains  vear  after year. regardless
oir streamlined scientific favming op-  weather,”
“thalv ot sceabriok Farms .‘"l'.'l.lrf'”l;\ arants les-way o loeal per-

|ii|1‘.llﬂ}---_"~ I.‘I.irlJI'llll'l\' \\I]irh \\'l'lfl\.‘- 1}1l'lll..

il
planting and harvesting. They advise

climatic  calendars  for orderh Scabrook mus<t maintain a consistent
push because the limited [reczer cabi-

pea seed strains are  gram. The arlists can re-write the com-
mercials, which they receive about once

WDBJ ;

Day — 90,320 families

The million people in WDBJ's coverage
area will earn nearly a billion dollars
this year. Here’s WDB]J'’s family cover-
age, according to the 1949 BMB:

Day — 110,590 families in 36 counties
Night — 85,830 families in 31 counties
and 3 to 7 days weekly

AND in Metropolitan Roanoke WDBJ's
average share-of-audience is from 50.8
to 74.4 percent of total sets in use from
8:00 A. M., 1o 10:00 P. M. (C. E.
Hooper — 23,191 coincidental calls
Dece. 1950 through Feb. 1951.)

For further information:
Write WDB]J or Ask FREE & PETERS!

WDBJ

AM—5000 WATTS — 960 Ke.
FM—41,000 WATTS —94.9 Mec.

SOUTHWEST VIRGINIA'S Pcoucer RADIO STATION

FOR ROANOKE AND
OUTHWEST VIRGINIA

Night — 66,230 families

Established 1924
CBS Since 1929
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nel space in grocery stores makes for
rouzh competition—just to zet into the
stores and stay there. New packers pop
up almost as fast as sprouting vegela-
bles. About 170 started operation last
vear alone: today some 1.200 all told
are thumping for business. This phe-
nomenal growth of the frozen [ood
industry started during the war, Short.
agzes of canned goods forced millions
ol consumers to use non-rationed fro-
zen foods. which previously had heen
considered a luxury item. By 1945 an-
nual production was double the 1940
output. %

The competition Seabrook [aces has
reached almost white heat degrees in
recent years, In Seahrook territory
General Foods™ Birds Eye brand is the
major rival. Birds Eye sponsors The
Dert Parks Show on NBC-TV three
times a week and has TV announce-
ment= over TV outlels in major mar-
kets. Thev also use radio announce-
ments in selected markets. A special

* * * * * * * *

ssA touch of humor (in advertising

capy) can sell more goods than any
amount of high-pressure 1alk,**

JULIAN L. WATKINS,

Copy Director, 1. B, Humphrey Co.,

Boston

* * v * +* * * *

General Foods holiday campaign has
just been launched, with special con-
sumer premium oflers and display ma-
terials provided at the point-of-pur-
('h"lﬁl? l(‘\'(’.l.

Dulany  Frozen Foods, Stokeley's
Honor Brand line. and Libby also fur-
nish competition in Seabrook’s area.

“"We're doing very fine in our baili-
wick.” reports Kline. “We're the lead-
er in many markets, Still we have a
consistent fight.” e points out. “Even
though 5 to 677 of the national chains’
total volume comes from frozen foods.
they havent installed adequate cabi-
net space. As a result. they stock only
a few lines. But more and more inde-
pendents. neighborhood  grocers, and
the like are putting in [reezer cahinets.”

Radio and TV continue to help tre-
wendously in indueing grocers to carry
the Seabrook line. Here's a recent ex-
ample eited by Kline:

“In Philadelphia and Baltimore tele-
vision has helped our distributors to
open up new grocery outlets. Block
Party on WNIAR, Baltimore, has done
an outstanding job. Six or seven house-
Wives ||;11'1i¢’if|alv on each show. 'ﬂu‘_\‘
all select a block in their eity to be
hichilighted on the program. Every-

SPONSOR




This “Kitty”
Makes Her
Sponsors Prr-r!

KVLC's

KITTY V. I.Acm.l.

New Radio Personality—

From B8:30 to 8:55 A. M., Monday
through Friday, Kitty's varicty show is
the favorite of thounsands of female
ears in the BIG KVLC listeming arca.
I'here are interviews with visinng dig-
mtanies, from Ambassadors to
stars . . . news of interest in the
woman's world, local, regional and
nationall And, if at's national “Somc-
thing-or-other” Week, they hear about
it from kitty V. LaCall. All of these
mgredients  are  carefully  mixed
gencrous portions of music that women
like best.

Kitty is now available to provide the
Prr-rr-fect atmosphere for your
mercials on a participating  basis.

movic

with

com:-

Phone, write or wire CLENN ROBERT-
SON, Manager, KVLC, for dectails and
availabilities . . . or contact RADIO
REPRESENTATIVES, INC.

National Representatives

RADIO REPRESENTATIVES
INC,

31 DECEMBER 1951

body in that block then receives a cou-
pon which can be exchanged for a [ree
package of Seabrook frozen foods at a
nearby grocery store. The gimmick in-
creases trallic in the stores and induces
grocers to carry the Seabrook line.”
A fortuitous situation of the
year has helped speed the growth of

[thi

Seabrook retail brand sales and pro-
vides an interesting sidelight on the
Daniel Oken.
sales manager for Nassau Suffolk Fro-

frozen foods industry.

o1 llf 51'.1-

told sroNsonr

zen
brook’s distributors -
that Birds Eye and Libby have been
making “direct deals”™ with the national
and independent for
about a year now. As a resull. Sea-

[Foods  Company

chains stores
brook sales have zoomed upward in the
independent stores. particularly in the
Boston and New York areas.

“Birds Eye aund Libby have their
own ‘missionary men’ in the field. but
they cover such large territories they
visit a grocer only aboul once every
two months.” Mr. Oken said. “They
call on just the big stores generally.
They can’t do as complete a job as a
distributor’s salesmen.”

Seabrook furnishes considerable
point-of-sale material—window display
pieces, streamers. posters, price charls
—even though they don’t have big ad-
vertising Lo merchandise to the stores.
Well aware of the value of a co-ordi-
nated radio-TV and point-of-sale pro-
gram. Seabrook went into Storecasting
last October.

(Storecast Corporation uses FM ra-
dio to funnel music. homemaking talks
and commercials into super markets.
Its service also includes personal serv-
ice calls to the subscribing stores each
week. making sure that adequate stocks
of the products advertised on Storecast
are on hand and that the products are
displayed in prominent positions.)

Seabrook uses [our commercials a
day on Storecast in the Kearney divi-
sion of American Stores in New Jer-
sey. “If results are good.” says Kline.
“we'll continue and expand it.” He
adds:

“We'll also expand radio and TV
next year. We'll probably use the same
radio set-up. Then if we can. we'd like
o get some good evening TV time.”

Since 1948 the frozen-foods brand
operation at Seabrook Farms has be-
come the tail that wags the dog for
next vear il will account for the farm’s
entire outpul. Much of its air success

can be credited to smart use, % * *

K-nuz
Dood 1t
Again!

... wins
award for 1951
as in 1950

Yes, lor the second
time K-NUZ is winner

of the Nabisco Promo-

1101

Award

for

oult-

standing sales promo-
tion of Nabisco Milk

Dog

Jiscuits.,

K-NUZ

again demonstrates its

ability

o pull

and

keep on pulling,

For information
call FOR]JOE
MNational Representative
or DAVE MORRIS
General Manager
at KEystone 2581

P. O. Box 2135 - TWX HO 414

HOUSTON'S

LEADING

INDEPENDENT
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Globe-Democrot Tower Bldg.

Saint Lovis

MEN, MONEY, MOTIVES

| Continued from page (vl

eralely hysterical about this latest (lis-

|l;!_'. ul automotive “logie.”

=

Vetuallv, “Radio”™ borrows ideas
onstanthy fram “Magazines.” and the
honor is returned. Note that the Vo-

The KATZ AGENCY

man s Home Companion is now expect-
ed to follow the -"_.l;|||'{l' ol ]!i(ll}f‘-\

and zrant “frequency dis ounts.” Such

discount= me relatively  nnknown in

IT’S RESULTS THAT COUNT... ALWAYS!
OVER...AND OVER AGAIN.

‘oﬁ‘hﬂ”

mazazime publishing bat were hrilliant-
Iy bailt into the basic economics of

azo. o the everlasting envy of all rivals.

|.ulr\!'r-|'|\. m one I'IHI.tJIIL' 1'*"-|I{'l[. OUR
since the war anil |'-|rr1'i‘{”_\ sinee lele-
vision. the networks have undertaken
to imitate the magazines. This cen- SPACE
ter= on editorial contral. A big na-

tional magazine is I\Fli- ally the ]l[“ll‘

They ore just one of many large

uct of a formal plus an editor and that

editor’s team. Advertisers do not par- for

ticipate in either the making of plans

o lorge ogency selected KWK for o triol compoign.
Several other short controcts followed. Within twe
years they were signing only one kind of controct
for KWK—for 52 weeks! They ore now in their FIFTH

such controct.
notionol ogencies that hove found that KWK DOES

A typkol exomple token from our files shows thot
SELL MERCHANDISE!

SMART ADVERTISERS USE KWK!

or their exeoution .|l|hnu_n_r|'] the adrer-

Liser must he iln]lil‘uwl |r_\ the end re- S
sults. Clearly something close to this - ol ol -
has heen the postwar :_'u.'ll of both CBS p e e

and NBC. cach striy ing to capture edi-

B T e e THE
PIONEER

~ible.

Broadeast advertising is not. in this

= KWK

connection. <o (lexible as the maga-
zmes, Neither CBS nor NBC could

do what i now Leing done at 48y ear

\n St Lovis Radio

old Redbool: Wagazine where a dynam-
i 36-vear old editor, Wade 1. Nichols.

& radio

\n

. backed by an editorial stafll of 29, i«
2 deliberately redesigning the whole for-
% mat. taking Redbook away from it
w tradiitional role as a slick Getion bhook
©v andd making it a monthly equivalent of.
: sav. the .\'tH-'ir'prr_\f or Collier’s.
4 e
\ il caomparison. o the instance

ul Redbook the Nichols format aims

o seleet”™ omt of the total audiene

ol agazine readers a special group.
- voung wlult="" 18 o 33, Plainly 'his
w strategy Dias spiritual brotherhood ta
§ the radio station which plan= its u-

ture a= an advertisinge mediom I =e-
8 lecting out of the otal liste ning  audi- WWLD S e
§ CHCT soqiue .__|.|--';,.[ --|.|.“|| :-||r'F| = i.ul/ :‘e:s:tp:?f‘:?‘?:‘m“ A

fovers. svimphony cullurists, sports ad- > J
E tlhiers |l.:l-n}-\|||-'||- s, ‘lni"l!hh-\lrl'_'- . M'EI\SIP@“TI'W
v hishir= Faarmers ey aneelisis cte.. aml CHANNEL =13
= lodoriog o Tormat 1o ippeal theretn, :

SRR Represented Nationally by KATZ

SPONSOR




HOW'S RADIO DOING?

i Continued from page 28)

the 3.500 homes spend 164200 hours
hearing radio: 87.000 hours sceing
TV: 55200 hours reading newspapers.
Interestingly. when Kemper
viewed 2,942 of these homes within a
40-mile circle of Louisville. 407 had
a TV set. 7% planmed to buy one. but
53¢ definitely planned not to buy one.
(SOURCE: Raymond A. Kemper As-
sociates.)

inter-

That's the picture as it has been
shaping up today. If present radio
er“([ﬁ (.’Unlinul"'—ﬂ"d Ill(‘.'l'l"a-' l"("l')’ i"'
dication that they will. while TV is
levelling-off ——radio’s position will be
even better.

Of course. there ave more figures,
one way or the other. sroxsor en-
countered plenty of them in preparing
this report. There are surveys to show
that radio is bigger and better (in
some local TV arcas, it often is) than
those shown above. There are other
reports. like the three famous ANA
studies, to show that radio is worse.
However, the above nine kev points
help point the way to where radio will
stand in the early part of 1952.

At the same lime, there are other
qualitative  studies  which take the
hroadcast advertiser hackstage in a TV
home to show him what effect TV has
had on family habits, particularly with
relation to radio listening. They. too.
serve as guideposts along the rocky
road of 1952 advertising decision, and
point the way to new radio opportu-
nities.

Two of the best and wmost useful
studies in this field in recent weeks
have been those made jointly by NBC
and CBS (in cooperation with Ameri-
can Research Bureau. Washington, D.
C.) and by Advertest Research. New
Brunswick, N. J. Together. they show
what's going on in TV homes, where
the listening is being done. and how
TV families behave over a long (31
months of ownership) period of time.
Here's the summary of findings:

1. Joint NBC-CBS Network Radio
Repart:

Where TV has entered a radio home.
one of the major effects is a sort of
dispersal of radio listening to other lo-
cations not used as much in the home’s
radio-only days. In radio-only homes.
the away-from-theliving-room  radio
listening accounts for about 5177 of
the radio total. In a radio-TV home

31 DECEMBER 1951

| fagain, there are practically no TV-

only homes anywhere)  this  figure
jumps up to about 7777, It's in this
extra out-of-the-parlor listening that a
lot of radio’s “loss™ occurs. since in the
past it has not been measured as il
should.

As you might imagine. this big ont-
ol-the-parlor listening calls for more
radios around the TV house. That's ex-
actly what has happened. according to
the joint NBC-CBS study, which was
based on some 3.600 diaries (8777 usa-

| ble for tabulations, from all over the

U, S.) placed by ARB.

Radio-1\ [amilies de own more ra-
thos than l'zuliu-nn]} families. For in-
stance, 007 of the radio-only families
have two or more radios: in radio-TV
familics, it's 777, of the
racdio-only homes have three or more

Some 3577

in radio TV families. it's 4677 .
Similar NBC-CBS comparisons show

I:ll“u-:

that the four-or-more-sets label belongs
on some L7 of radio-only families.

on 2270 of radio-TV homes: in the
five-or-more bracket, it's 577 against
10%.

The juilll ANBC-CBS :-llltl_\' also

showed where all these extra sets in

* BASED ON HOOPER RADIO AUDIENCE INDEX OCT. 1951
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If You Want to Make a Lot of Stops...

Take aLocal

(You Meet Lots More People That Way!)

Don't take a"limited” through
this vast, important South
Florida Market...get in

all the stops! Call our Rep
...The Bolling Company... g
and let them plan your 5\
sales itinerary for the big ~/
season ahead via WIOD.
That's the sales route
most of the local boys
re taking, They ought to
know...they're on the spot
to check results. And,

they're mighty happy,too! )? Lo,
/ fsfobhsbed

JAMES M. LeGATE, Genercl Monoger

5,000 WATTS - 610 KC « NBC

’ Vr. Terry Clyne
| The Biow Co.

| Vew York City
Dear Terry:

Jest a line frum all uv us at WCIS
in Charleston, West Virginny, ter wish
eter’ane a Happy
Vew Year! IMe
hope  yers'll b
.‘IH,HJ’. Y. ‘I_lfn'i A
arrs down herc
is shore ter be.
Rizness here in
th' home town
we WCHS  has
been aboomin'all
durin 1951, an'
ever'thin®  points

MIDWEST

ADDRESS
OF

CBS

feF an eren f'.-r'_.'_'
ger 1952! So
Ferry, when yer
laokin' Jer &
good market an'
a good s fatron
nextl year, jest
keep WCIIS

mind! An’ ‘mem-
ber, WCILS gives
vieh maore Nssen
ers in this here

a“,;" o top marker then

WNAX -

YANKTON — SIOUX CITY WCHS
Charleston, W. Va.

radio-TV"  homes were being used.
Where, in a radio family. virtually
hall of the listening is done in the liv-
ing room. in a radio-TV family a good
half of the listening is done in the
kitchen, with most of it (529,) being
done by the woman of the house. In
radio-only homes, aboutl a quarter of
the listening is done in the kitchen; in
radio-TV" homes about a quarter is
done in the living room. The center of
radio listening. in other words, has
moved in with the kitehen stove and
the refrigerator. (For full details. seq
chart p. —.)

First of all. this is important to an
advertiser because. in normal rating
methods (Hooper. Nielsen. etc.) this
outside-the-living-room radio listening
has been underrated and improperly
measured,

Secondly. with radio becoming as
much a matter of kitchen proeedure
as the cheerful rattle of pots and pans,
radio at all hours becomes a more po-
tent weapon to sell everything from
soap o cigarettes to the American
housewile,

2. Advertest’s TV vs. Radio Three-
Year Comparisons:

Having probed deeply into family
listening and viewing habits with a
New York-New Jersey panel of between
152 and 512 families back in 1949 and
acain in 1950, Advertest Research. Inc.
didt it again last month. Using many
of the same TV homes (where TV has
been for 31 months or more), Adver-
test produced one of the first really
good studies of what happens in TV
families on a long-range basis. (The
carlier Advertest studies have been re
ported in SPoNsoR, see 4 December
1950. p. 29.) The homes were weight-
ed to provide a scientific cross-section
of TV homes by length of set owner-
ship.

The key finding: “Once they have
been  established, habits as to the

amount of viewing and listening are

subject only to minor ad justments.”

In an adman’s terms. once the TV
set is absorbed as a family routine, the
looking and listening patterns soon be-
come virtually fixed. In the latest (No-
vember 1951) Advertest probe into TV
home life. the “ininor adjustment™ has
been in radio’s favor.

Even though TV shows are more
plentiful. more expensive, and more va-
ricdd in the New York-New Jersey arca
now than in 1919 (May), radio has
aained a bit.

In the “before TV” days, Advertest

SPONSOR




faniilies spemtl an average of 3.5 hours
per day with radio.

Then, in 1949, they spent 1.3 hours
with radio; 2.9 hours with TV. In
1950, it was 1.2 hours with radio; 2.7
with TV. Last month. they were spend-
ing slightly more time with radio, 1.3
hours, climbing back to the 1919 level.

TV, meanwhile, was down [rom the
1949 level of 2.9 hours to 2.7. and did
not climb over 1950, This means that
TV famil’es are listening to radio about
six minutes more each day in the Ad-
vertest panel than they did two years
ago.

As a parallel to the NBC-CBS joint
study, Advertest found that women
were listening to the radio 12 minutes
more each day, as against the family
six-minute average. Greatesl group in-
crease was in the 15-29 ages, which
increased radio listening in 1951 by
47% over 1950 levels or from 1.5 to
2.2 hours daily! There was also a no-
ticeable trend toward earlier hours of
radio listening (43.69 of Advertest's
families turned radios on between 6:00
and 8:00 a.m.. vs. a 1949 figure of only
8.99%) and later hours of TV view-
ing. particularly after midnight.

What was pulling more people back
to radie (and away from TV)?

Advertest’'s fizures offer a strong
clue. both in the by-sex breakdowns of
who's listening. and by program pref-
erences.

For one thing. women are more dom-
inant than ever in listening to radio in
Advertest TV homes. Back in 1949,
some 62.5% ol the listening was done
by women; some 25.8 by men. In 1951
(thanks to the increased number of
kitchen radios and kitchen listening.
mostly) the figures are 68.6% for
women, 25.9% for men.

For another. there were some real
shakeups in  program popularity.

Whereas radio newscasts (mosl popu-
lar radio program type with Adver-
tests’s TV-equipped families) were lis-
tened-to regularly by only 28.57 in
May. 1949, last month 65.77% of the
same families were listening regularly
to radio news. DPopular music, as a
listened-to radio favorite. jumped from
a regular radio diet of only 32.87% of
the Advertest families in 1919 to a fig-
ure of 57.37 in 1951.

I's interesting to note that both
these program Lypes can be listened-to
and enjoyved without needing any ref-
erence Lo visual material. Also. il’s use-
ful to note. from an advertiser’s point
of view, that TV has seldom succeeded
in coming up with a visual format that
can consistently top radio’s presenta-
tion of news and/or music in terms of
timeliness or visual interest.

Another of Advertest’s most interest-
ing findings was the respondents’ own
evaluation of the part that radio plays
in their own radio TV lives,

Iu 1919, 52.3% of the respondents
thought that television would complete-
Iy supplant radio. In 1950, 38.77% of
the same families were still sure that
radio was on the skids, but the ranks
were thinning. In 1951, with radio
news. music. and drama programs pull-
ing ever-increasing listening, only
23.27 of the respondents thought that
TV would eclipse radio.

Sponsors will do well to ponder that
one. Where less than hall of the Ad-
vertest panel thought. two vears ago.
that radio would continue to survive in
a healthy form. last month more than
three-quarters of the same people in
the world’s leading TV area felt that
radio was here to slay.

The trend is likely to continue. as
radio finds new programing forms. as
newsecasting inlerest inereases, and as
TV programs move into a more sialic

In Boston

hmmidenf

through

CECIL & PRESBREY, INC.

"]rahn‘u'f,m” 0 amount arnd r(!mlrrh_

FFor the harrassed sponsor or agency
exccutive, foreed by eireumstances into
cazing into his 1952 erystal ball 1o fig-
ure where his ad dollars are going,
what does this all niean?

Simply this. Radio still has a com-
manding role among low-cost mass me-
dia. New network programing anid
methods have |Iril:_‘I||:'|ll'l| its t'-nr«1-lu‘1-\]
status, and have increased its flexibil-
itv. The alarmists have been proved
wrong. because the public today still
likes radio, still finds new uses for it,
and is returning to it every day or
adding it to TV viewing.

No advertiser. whether local or na-
tional, can afford to dismiss radio with
an airy wave of the hand just because
| \ |l.‘1:—' t'lllf‘rr'il \1||f'["|a'.1]| hujnf‘_—‘_ * *

RADIO COMMERCIALS

(Continued [rom page 4G)

while budgets are resilient, they must
hounce ]mul\ into a .—h&iu‘ lllli[x‘ coms-
parable to the one in which they start-
ed. So for this reason. | think it's un-
fortunate and not completely realistic
that as much television maney comes
out of radio as does today,

All media overlap! No medium does
a complete job (nol even an exclusive
trade book)! Furthermore. I'm not at
all certain that radio and television
can’t bhe dovetailed at least as well as
any other television-plus combination.
In addition. I've a grave doubt as to
the reasoning why radio is usually the
one that is curtailed first to make room
for television (somelimes regardless of
radio’s proven economy and dollar-for-
dollar superiority to televicion). Tsn't
the decision to pare radio often based
on the historical fact that the same
people (network-wise, that is) thouchi

50,000 WATTS

OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.

31 DECEMBER 1951

through John Blair & Co.
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KROD has helped..

.::7/I(’ /;)()l)ll/((l' .

for years in building sales volume

I'he largest department store between
San Antonio and Los Angeles is a be-

in radio advertising for retail
stores. The fact that The Popular has
been a consistent sponsor of programs
and wser of spots on KROD for many
years is the best prool that we ger re
sults. We can get results for YOLU!, too!

CBS Radio Network in El Pasc

liever

5.000 watts 600 K. C.

L It PDUAS TN

IN MONTREAL

it's

CFCF

Ask the man who knows hest—ithe local ad.
vertiser on CEFCF

Best proof that
cash

he gets
the lact that

prompt action ot the
register s

Over a 3-year period
local advertising on CFCF
has increased 260%.

MNational advertisers, ton, can bank on CFCF.
For Canada®s FIRST station has the coverage
the lwienership, 1o do a real selling job in

the nch Monireal market area

AL
. r,

U, S. Representative—Weed & Co.

(=)}
o

are now promoting this new

ey AN
devil?

I wonder how much actual duplica-
ton there 1s lor an advertiser who
ha=. =av. a Class- \-time network tele-

vision and radio program? 'm sur

radio listenitg in TV homes stays pret-

1y hizh fas the surveys maile |I_\ radio
e ple indicate s, hut most of 1L 15 in
the carly aan. or in non-diving room
locales tear, kitchen, hedroom. ele.).

lll Illlll'.l \

I]|u|r‘~ 1 }-t--!-l--lu

dovetailing 1= casy

Henei
]n-ln =, bl 1OuUrse,
reaarding vadio listening

Son | thousht 1 mention in passing
that it meht pay some radio-ers Lo an
1 i|n,|1t' the cuthack by fortifving them-
selves with what they can FIT'IHII.]V*' m

the wav  of  messages-to-an-audience

* k &

lon with television!

SINGER SEWING MACHINE

Continwed from page 37)

on sewing machines,  And more than

100 Jeads remained to be called at that

point.

Fhe City Sewing Center of Miami
pscdd five anmouncements. at oa e
cost of 305, on Art Green's Show on

Result: 48 direct =ales

WA L Miami.
leads. amounting 1o a potential gross
of SO0 on s S3LS0 rebuill sewing
e hines,

Ihe Mlas-Sew-\a
ami Beach sl S20
pations on the Buddy Starcher Pro-
gram, WANDBAL Result: 03 sewing ma-

chine sales in a gross well over £5.000,

Company of Mi

for Tour partici-

Stger exeenlhves  are somew hat

wary about explaining why the com-
pany snedddenly plunged into broadeast
“Why hadn’t Sinzer used

il'!llll',‘“ .'!.'-I\i‘l] ]

Brooks Emory, Stnger’s aceount super-

aclverti=ime,
I-IIil..r sIONSOR
visor al Young & Rubicam.
“Irs
just that the aceount was happy with

“No special reason,” he said,

thie lujl'_'-lllu\ill resulls it was gelling
from printed media.”

“Then why has it now entered ra-
dip?”

"Wehe -'|'r||'.l'l1 =i I.Illi" on a lo-

cal basi=, at the discretion of Singe
General Azents in the varions sales ter-
ritories,” Fmory sand. “Parth. its to
ollset myvp dealers, who soll wmachines
with a Singer hiead. bt with it= Lo
made up ol nfertor second-hand metal
aud wood,  Wamen buy then. and
when th mecline breaks down thie
blame Sipee Wirre also usine radio

niphasize Stnaer’ SUPCrIOrty, ovey

5,000 Watts Full Time

I FLORIDA GROUP
Columbia
Broadcasting

—

National Representative
JOHN BLAIR AND COMPANY

Southeastern Representative
HARRY E. CUMMINGS

r John H. Phipps, Owner ?
L. Herschel Graves, Gen'l| Mgr.1

B

o

System A

No TV in the
Western
Montana

market

KGVO
5000 watt CBS
1290 kc

KANA
250 watt Ind.
1230 kc

250 Watls

5000 Watts

MONTANA

THE TREASURE STATE OF THE 48

Night & Day Night & Day
MISSOULA ANACONDA
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s

cheap Japanese sewing machines that
sell at $29.50.”

“And why have vou started using
TV

“We've come o the conclusion Lhal
TV is a natural visual salesman for
Singer. It offers sight, sound, and
movement—just like bringing a Sing-
er salesman into the parlor. The only
difficulty is that only 700 of the Singer
1200 sales offices are in TV areas.”

Advertising Manager G. L. New-
comb further told sPOXSOR:

“Actually, we had heen considering
the use of broadeast advertising for
some time. The reason we slarted on
radio in New York is that we wanted
to keep it near our headquarters here.
Thus we could test it more convenient-
Iy. So far, our sales force has heen
very enthusiastic about radio. We plan
checking the medium’s impact further
through surveys or a customer lally.”

Singer’s experimental flow of cash
into broadeast advertising adds up to
a tidy sunw. but is easily dwarfed by
its other ad appropriations. By the end
of 1952, the company will spend over
8500.000 for air advertising—aboul
3100.000 for its TV. an estimated
S100.000 for spot radio. In contrast.
it will divvy out well over 52.000.000
for advertising in printed media. large-
[y in newspapers aund slick magazines
on the order of Life. Look. Ladies
Home Journal. Woman's Home Com-
panion. Good Housekeeping and Me-
Calls.

It's hard to gauge Singer's exact
financial status. because the company
airdles the globe. Even Coca-Cola is
not so widely distributed. It prints
operating direclions in 51 languages.
and its trademark—a red “S7 super-
imposing a woman at work on a sew-
ing machine—is found in just aboul
every land. There is a Singer-equipped

shirt factory in the heart of the Bel-
gian Congo. a Siuger shop above the
\rctie Cirele in Norway, Singer oper-
ators in mud huts off the Yanglze
Kiang in the center of Tibet.

In the U.S., the company’s two main
plants are in Elizabeth, N, J.. and
Bridgeport. Conn. Wood for its cabi-
nets is grown in the company’s own
[orests in Canada. Arkansas and South
Carolina, sawed in its own mills. and
moved Lo main lines over three Singer-
owned railroads. Singer makes ils own
machines in 4.000 varieties (one selling
as high as 83.000) and its own needles

* * * * * = * *

ssRadio hax a future, limited only by

the scope ol the imagination of those
responsible for its destiny.*®

WILLIAM S. HEDGES

vop. Integrated Serviees, NBC

* * * * * * * ¥

in 8.400 sizes. It makes its own elec-
tric motors, And, most important, only
Singer Sewing Centers are allowed 1o
sell the machines.

All this adds up to a good-sized
chunk of change. Singer will not re-
veal its gross sales. However., accord-
ing to Standard & Poor, the compam
in 1950 had a net income (after taxes|
of over 819,000,000, and a total oper-
aling income of 532.000.000. Divi-
dends amounted to a handsome S2.-
506,000,

Bearded Isaac Merritl Singer, an ex-
Shakespearean actor, who horrowed
»40 to patent his first sewing machine
in 1850, would doubtless be proud of
liis company’s advertising history. lis
present emergence in radio and TV
rounds out the circle. during which
Singer dabbled in every conceivable
medium.

In 1850. Singer bought space in a
score of New England newspapers (via

Volney B. Palmer. America’s first ad-
vertising ageney) with the copy de-
scribing Singer machines as “adapled
to perform any kind of work, from
the stitching of a fine shirt-hosom to
a ship’s sail.”  lsaac Singer himsell
personally  demonstrated his whirring
machines al county fairs and church
SUppeTs.,

As early as 1853. the firm was ad-
vertising m the National Police Ga-
zette and Harper's Weekly. When col-
ored picture eards were in vogue, Sing-
er circulated millions of them: one
fiendish little number showed children
stitching together the tails of two
yowling cals—using Singer needles. of
COourse,

About this time, M. M. Palell. the
first Singer agent in ldia, printed the
Singer trademark in several languages
on cotton cloth: then he sold the stuff
at slightly below cost for loin cloths,
This shrewd device. naturally. won the
company hundreds of walking adver-
tisements in Pombay.

I,HII.:_'_ Iusl'un- anyone had dreamed of

radio’s singing commercials, Singes
published songs chanting the wondrous
merits of its products. An 1891 ditty,
The Merry Singer, conlained this ten-
derly romantic theme:

“Where the sun is beaming.

There you'll hear my song.

For I'm widely scattered.

Everywhere belong.

Ien when yvou are spinning,

With the zlobe thro® the Ilij_“ll.

I am somewhere singing.

In the zolden hight.

[ am a Singer—I am a merry Sing-

er. singing for you!l”

Singer’s hard-sell advertising philos-
aphy was probably hest summed up
back in 1887, by Frederick Bourne.
later 1o rise Lo presidency of the com-
pany: “In place of a mere repetition of

In Boston
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620 KC
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AMARILLO, TEX.

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

Mational Rapresentatives

JOHN BLAIR & CO.
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a name, we shall in a few strong words
call attention to some point of advan-
taze in our machines.”

Ihi= theme 1= stll
« personnel at Young & Rubi-
which has handled the account
|;_) VOIS, Il'.i" F|;‘.‘|I|‘tilki1|: ‘_'t‘(f“l'

adhered to In

Sgor

Cam

olistsi= o I Brow

\esander Kroll, acecount
execulive: Martin ). Murphy. Limebuy-
vr:y Mildred
perst=or: and Barbara L. Demaray and
Jean Mallov.

ks Emorv. account

‘H: Cryi=or.
\. Black., commercial su-

commercial writers,

Murphy's timebuving  formula s
fairly 1] e, “The idea is 10 2et dav-
e i 1. =hows l“ll'i]l'll lul\\'.ll'll I}]i'

wamen's audience.” he savs. “and to
use slations in areas where the Sewing

Cemters are located.™

e commercral-wriling }uhiln-..p[l\
i= equally simple. “We (ryv to empha-
size. concrete  facts— repair,  service.

price, vonvenicnee as gills, SAVS Copy

SUPC Y 1s01 I‘nl:l!L. \ recent l\'lii' .'ll ra-

-|iir COoniner i‘IJ U':lt!'.
“What nicer present could any wo-
man hond under her Christinas tree

than a Singer Sewing Machine? | |

Snd right now the Singer Sewing Ma

vhine Company wanis Lo help make that

Christmas wish come true. so here's
whit we offer vou, A brand new Sine-
1 |"|I|.‘1]'lf' for only 880530, Or a
Lirand wew Singer console for as litle
s STI7.500 And that's not all.

ollers vou a liberal trade-in allowance

Snee!

on vour old machine and liberal, casy
And =ay ...

brand new Singer Sewing Machine,

lerms, when vou buy a

Singer gives vou i complele sewing
course , , . free, .. Six wonder lessons
under th |u‘l~-~r1:|] cutdance ol experl
Singer instroctors, | .. Make sure vou

Fuv vour brand new Singer Sewins

Machine at a Singer Sewing Centen
You'll recognize 1t by the lamiliar red
=" on the window., :

In the TV commercials, Kate Smith

“When
Machine,

ffers an ntroduction: Vo

oW i “i!l'."']' ."rhill'_' ANATT

own the worlid’s finest!™
lowed | a4 woman on camera denon-
strating how easy il 1= o open a Singer
take the folding table,

il 1l the marchine.

portable case,
Quality is em-
phasized by thie

pitcli: “Singer  the

This is fol- !

siesl = stitching, smoothest - running
hest-loved, of all machines!™

Wihat of Sinzer’s long-rance broad
casting  Tatnre \ecount  supervisor
Fanon avs: “Welll cominue to use |
rachio to glleviate loeal problems, And
e the TV [reez ofl, 1's <afe 1o

sav that Singer will probably inerease
its TV spending quite a bit.”

\nother Singer executive, pleased
with Singer’s economic and advertising
progress, sums it all up with a quip:
“The first hundred were the
hardest. | can’t think of anything that
would seriously frighten us now—ex-

vears

cept a world-wide nudist movement.”
* k ok

DOES CONTROVERSY SELL?

(Continued from page 35)

about me. but spell my name correct-
(s

o In selecting a controversy pro-
gram, the sponsor might well consider
whether the commentator is {!L‘:‘-i_'._'._nwl
for a mass audience, or pinpointed for
a special kind of audience, The 16 ad-
verlisers who cossponsor the Barry
Gray Show for 12 midnight to 3:00
a.n. nightly on WMCA, New York.
cel an amazingly loval impaet from
the cosmopolitan audience of Manhal-
tan (=0 much so that Gray gels flooded
with =ome 800 letters a week. 83%
favorable, and 12 sponsors are wait-
ing in line to get on the bandwagon).

There's More

RICHMOND
VIRGINIA
910 ke - 5 kw
ABC
AFFILIATE
e

National
Representatives
EDWARD
PETRY

& CO., INC,

SPONSOR




However, some observers are inelined
to believe that the show’s flavor might
nol be swallowed as eagerly in a rural,
Midwestern  market. Nevertheless,
pulled up by the bootstraps of contro-
versy, ex-disk jockey Gray is now mod-
erator of NBC-TV’s Author Meets the
Crities, and has already aunditioned for
two network radio shows.

To what degree is the audience’s at-
titude toward the commmercial aflected
by its pro- or con-response to the opin-
ions of the commentator? The Schwer-
i Research organization of New York
has made two interesting siudies that
have a bearing on the answer,

In its first study, Schwerin exam-
ined two controversial shows. each
presided over by a well-known com-
mentator. Both Commentator A and
Commentator B were sponsored by the
same company. In their attitude to-
ward Conunentator A. half of the ls-
teners surveyed regarded his presenta-
tion of the news favorably. and hall
were opposed.  In their allitude to-
ward Commentator B, listeners were
split two to one, with two-thirds fa-
voring his presentation, and one-third
opposed. However—note this—both
programs received an identical aver-
age of audience interest in their com-
mercial messages—an average of 349,
In other words. the commentator’s bias
in presenting the news did not affeet
audience reaction to the conunercial,

In its second test. Schwerin exam-
ined audience reaction to another pop-
ular commentator presiding over two
different programs. FEach program
carried the identical commercial. The
results showed interest in each com-
mercial did not lessen. because of the
commentator’s manner of presenting
the news.

Whatever else may be said of con-
troversial shows, there is no doubt that

they are popular with a variety of ad-
vertisers. Frank Atkinson, head of the
ABC  Co-op Department, deseribes
them as Tamong our best-sellers.” An
examnination of a half dozen of them
shows why they're so greatly in de-
man.

Fulton Lewis, Jr.. is |:rni'u||}_~' the
outstanding wonder boy of them all,
e is t'll!'l'l‘lill} .-Imnr-ul't'ti coasl Lo
coast on Mutual by over 500 co-op ad-
vertisers for whom he sells as many
products. On the 27th of this month.

* * * * * * * »

seAdvertising has sold a world of mer-
chandise. but as one of my eontempo-
raries suggests—advertising hasn’t sold
advertising. Far too muny people ihink
they would be just as well off withou
advertising, Many of them think they
wonld be a lot bener off without ad-
verlising men,*?

FARLE LUDGIN,

Pres., Earle Ludgin & Co., Chicago
* * * * - * * *

hell celebrate his fifteenth anniversary
as a network news commentator. e
has remained on the Mutual network,
the same nunber of nights per week,
at the same seven oclock EST time.
without a single interruption since the
inception of the program. Consistent
sales results have kept him there.

In the New York area, for example,
the experience of Harris, Upham &
Company in sponsoring Lewis fur-
nishes positive proofl of his program’s
sales strength. Prior to their current
campaign on WOR, Harris, Upham
put the bulk of its advertising dollars
into newspapers and magazines. Then.
on 1 June 1948. the company began
sponsorship of Lewis on a two-a-week
basis. Harris. Uphain has remained on
the air with Lewis since. \lthough
newspaper advertising is still vsed in
cities where branch offices are located.

In Boston

= »— —

NUCOA
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WOR is the company’s sole adverns-
ing medium in the New York area.

The Harris, 1 ||§1;i1|t I'\lmlmi_‘,'ll is a
rvelatively rare type in radio annals.
The conipany has no tangible asset to
sell. “Il“h’l'. litl'li assislanece {o inves-
tors is a service which can be utilized
by a relatively small proportion of the
over-all New York radio audience. Be-
cause of this. the company was inter-
ested in pinpointing a market which
would inelude a substantial number of
people in a position to use the services
of an investment-brokerage organiza
tion. Lewis” program provided the
proper setting. His politics here were
a definite assel since his attitudes tend
to jibe with those of many high-in-
come histeners.

The company’s advertising theme
was pitched to encourage so-called
“sincere” responses rather than quan-
tity inquiries from people who are for-
ever :-ul’l‘]\"lll_u r-nll]l'lhil:ll'..' for nl'rf.llil]lﬁ.
With this in inind. theyv refrained from
offering the “send-me-free” tvpe of lit-
crature, Instead, theyv encouraged all
listeners interested in investing—as
well as those with investment problems
—to visit the company oflices in per-
SOl.

The success of this campaign is
highlighted by the following [acts:

1. The company has received a
steady flow of requests for investment
counsel, a greal many of which have
resulted in new husiness,

2. It was necessary lo inerease the
staff of the investors-service depart-
ment to handle these il]l||lil'it‘:‘-. and a
further |wr.-nnm‘| increase is antici-
pated.

3. Fulton Lewis. Jr. is the sole ad-
vertising medium currently used in the
New York area.

H. U. Harris, senior partner of the
firm, calls the responses “highly grati-

90,000 WATTS

through John Blair & Co.
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COMEON IN...

adlos7me,

...and right on Time!

Every doy, people live
‘round fthe clock by
radie In theie morkeh
They geil wvp, they go
ie bed, they buy —
by rodial Why dea’t
YOU buy redle Ia
thete morkeh?

ARLARMIAY

SPOT THESE,
TOOI

Buy in a Package
.One Order—One
Billiox.

KHBG
Oh

OELAMOmA

Owned & Operaled by
SOUTHWESTERN PUBLISHING CO.

Publishers  eof:

Smith, Arkonsas
ville, Oklohame,
pee, Okloheme.

In Canada
more people listen *to

CFRB

Toronto
regularly than to

any other station

“"T he 1950 BBM figures show

CFRB's coverage as 619,050
daytime and 653,860 night time—more
than one-fifth of the homes in Canada.
concentrated in the market which ac-
counts for 409 of Canada's retail sales.

CFRB

Represonlalives

Ivin wieo are pleased with the reae-

tior we have had 1o our sponsorship
I thi= prosrant \lrl‘ .'I""Flli“_'_' Liy
Wray Rennedy.

the AL W, Lewin

thi Canp

ounl executive ol
Vilvertising Agency,

aip has been an “unquali-

fiedd success and “represents an 11
jporiam forward step in hnane 1al ad-
verlisie. . We like both the prestige
e selline tmpact of the program.”

Ve than that, Lewis has sold beer
it Flomda, uwtilities in Arkansas, wire
rope in Pennsy lvania. antomobiles in
Michizan, Indeed, akin to the sales
dvnamo able 1o sell refrigerators lo

Fskimos, he actually sold ice cream
freezing units in the
( for the J N,
Chrysler Airtemp Division of Sacra.
memo, Calil., over KNXOA)

Lewis 3= not alone in the controversy
ficld.  Owmspokenly  “liberal”™ Martin
Aeromsky is on the ABC network for

113 COSOp SPOnsOrs over 92 stations.

middle of winter
Blair Conmpany. Inc.,

He s particularly well sold i the
<onth— on the air there over 62 sia-
tions. 1t is tha =ection of the country

which has most  consistently  Tound

fault with his views - frequently call-
ing hine a Leftst or using more eartln
terms,  Varadoxical?  Perhaps, bt
mam ol s =outhemn Sposors are m
their ninth vear of renewal and write
alowing letters af the 1oh he is Jnllll_'_-
for them. By Tar the ercatest bulk of
his advertising tine s houeht by auto-
mobile amd auto supply dealers (28)
He s sponsared by 13 fuel and puli-
le wihiny

and elothing stares, 10 furniture stores.

compares. 12 department

vine biilding supply firms. and  six
banks. The rest of his sponsors in-
eveervihing  from

clhde |‘]nm|u-|~ 1o

jewelry stores. The Unton Foarniture

Companmy in Fl Paso. Tex.. sponsored
Iwo conlest come-on's over thiee sta-
tions and three separate programs. dis-

coveringe that 00 of all entries were

from Martin Awronsky listeners.
Drew Pearson s :||r||[|ll'T conlrover-
<1l commmentatar who cannot be ju
vored as an oan salesman. 1o 1996
Pearson  Toeused 1th eves of the M-
Lo onr lonrseeld el his sponsar I
~tanching on the steps of the Georein
capttol and broadeastine, *Come and
fulbll your threats. KKK il you realh
winl Lo Keep nine wonth elosed !
Foday o the aie Tor Carter P'roducts.
Vearson s heawd in g averaoe of 220
lomes  Tor overy  wilvertisine  dollas
moon s program, A\ spokesman
t Carter Prodduects indicated thar the

wWere nol [[Ij_thll‘l!l‘ll away by the con-

troversial nature of Pearson’s pro-
arams. but rather signed with him he-
cause of the prestige his commentary
invokes and the immense following he
creales,

A woman with a provocative view-
point,  whether she's  interviewing
Trygve Lie, describing Hermann Goer-
ing on the witness stand. or pondering
for listeners the ant of how-to-get-a-
husband. is 39-vear-old Pauline Fred-
erick, ABC’s peripatetic newshen. She
helps sell goods for 43 sponsors over
in the East and Central
areas of the U.S, Miss Frederick. who

has covered 19 countries as a war cor-

20 stations

respondent, has found sex an assel
rather than a disadvantage. There was
the time when ABC sent her on a B-29
mission to Urnguay in the company of
135 men. Her commentating role. ob-
viously., was unique on this occasion.

Sponsors obviously like her treal-
ment of the news—"as a regular re-
porter rather than a woman reporter.”
For example, Merkel’s De-
partment Store in Plattsburg, N, Y.,
for 39
weeks after surveving listener interest

i her. *We

she savs,
recently  renewed its contract

are verv pleased with

Ry,

IR

National Rep.
The Bolling Co.

‘...Dd.::"-"’""-“"“:'_- -

the key station
of the fir'_\ stone
slate . . .

Harrisburg, Pa.

i
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the opening of the program.” Presi-
dent David  Merkel comments.  “in
which she hersell mentions she’s speak-
ing for our store. Her commentary has
a wide and loval audience in our shop-
ping area.”

Sales success slemming from con-
troversy is not limited to the commen-
tator shows. Another type of conlro-
versial show is America’s Town Meei-
ing of the Air on ABC. This is a panel
show that altempls to  preseul hoth
sides of a controversial issue. Region-
al inlerest is conslantly intensified, as
this program travels about the coun-
try. The program is spousored in the
community visited by some local or-
canization—a university, civie group.
or what-have-you. An advertising tie-
in is mmade locally which provides the
opportunity for plenty of hot promo-
tion. The local auspices pays a flal
fee. plus line charges. to 1ake care of
the out-of-pockel expenses of these
originations,

Over the past three years, Town
Weeting has had more than 200 such
SPONSOTs. f\v\\':-pnpl'l'\ were the first
lo recognize the show’s potentialities
and they constitute the largest and
nosl consisient group of Town Meer-
ing sponsors, Banks and trust compa-
mies run a close second: aulomobile
dealers are third. A check on Town
Weeting svonsors during this three-
vear period reveals there’s many a
salisfied sponsor and agency.

In California. for instance. Spark-
letts. a beverage firm. tried Town
Weeting in spite of their misgivings
about ils sales effectiveness. An audil
of voluntary orders phoned into Spark-
letts during the first five weeks of the
program showed Friday— the day fol-
lowing the broadeast—in first place.
whereas Friday business had tradition-
elly been less than other days.

In Boston

through
CHARLES W. HOYT COMPANY, INC.

In Montgomery, Ala, Klein & Son.
ils  sponsor for the last five years,
thinks the program sclls merchandise
and uses selling copy constantly. Their
advertising manager says. “We have
Lad customers in the store ask for
ilems advertised exclusively on the pro-
aram.”’

Actually, the controversy shows are
often loaded with prestige. Ehner Da-
vis has won the Peabody award three
times and Town Meeting has won il
twice. Fulton Lewis. Jr. has won the
duPont Radio Commentalors award.

The extreme pulling power of these
controversy programs ¢an  be pin-
|n|'mli.‘i! ||} T'I‘[l"rl'lli'l' Lo an l‘X]Il‘I'if‘IIi'l'
of the 11.S, Congress provoked by Ful-
ton Lewis. On 9 April he asked his
listeners 15 questions. suggested they
send “yes” or “no” answers. numbered
I through 15. to their Congressmen.
On 11 April, after General MacArthur
was fired. he repeated the questions
.'1!1!1 all|(|<'l’] one more. Enr']l Il]l'IIIIII’I'
of congress was provided with a copy
of the questions. Bert J. Hauser. Mu-
tual director of co-op programs. re-
ports the results. “Total replies re-
ceived: over two million!™

Ample evidence indeed that contro-
versy gels response—in the mail and
in the cash register! *ok K

WHAT AD MEN SAID

(Continued [rom page 29)

<how up near the top 10, Therefore.
we don’t have the problem other ad-
vertisers have of worrying about lis-
tening in TV homes.

“We attribute our rating success on
1adio this year o presentation of a
strong lineup of plays which are firsts
on the air. We've done 200h Century.
GClass Menagerie. Lost Weekend. Alle-

GULDEN'S @ _Buws

OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.

31 DECEMBER 1951

Ero. This would seem 1o indicate that
maybe part of the trouble advertisers
are having ou radio can be solved with

_‘_’IHIII 'Il'(l_!.'l'illll-lll'_’.

Metropolitan Life Insurance Com-
pany, Robert C, Durham. advertising
manager. | Advertising budget: esti-
maled $2.000.000: approximately 507,
spent on radio for news shows. usval-
ly five times weekly: agency: Young
& Rubicam.)

“We have not yel tried television and
will stick with radio in 1952, The hest
study I've seen thus far on television
was made by Young & Rubicam and
it added to other indications that 1ele-
\'i‘:inll \\'llli]ll IH‘ Loo l'\.}al'l].-ll\'l' |Ilrl' 1=
al present.

“One portion ol this survey showed
that early evening viewing (5:30 to
7:00)  was dominated by children.
That means you wouldnt want to by
opposite a cowboy show or a puppet
en TV at that time. Obviously. poppa
isn’t ,'_‘Hi[l;_’ to be \\;ll!'l'lillltl the kid
shows. so he's available durine that
time for listening to radio. And we've
found that the rating on our 6 o'clock
news (Alan Jackson. CB3) las heen
coing up steadily. though this may be
due to some added promotion we've
been doing.

“Another interesting trend to me is
the fact that sales of radios in TV
homes have been going up. They con-
tribute to listening in TV homes. es-
pecially when someone in the home is
walching a specialized TV show which
can hold the interest of only one mem-
ber of the familv. \ cooking show. for
example.

“I've had an opportunity 1o do some
impromptu radio-TV rvesearch of my
own because I recently wenl oul on
tour with some of our agents. We went

3

50,000 WATTS

through John Blair & Co.
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IBTHOUSAND
 TELEGRAM
HEQUESTS

. tell their own
success stories
Bob Trebor's “REST BY
REQUEST" is the highest
rated local alternoon dise
Jin L\I :-
}I_:\i'

show Listeners

sent in 18 THOUS

'\\_I' telegram requests in
Y2 years,

ented MNationally by

THE BOLLING COMPANY

Y
A ‘
Y

.
i
a
-
-

Tha fo

vorhis

of Me
I,

llllllllum

vear to re

mll""””””’

l Reasons Why

remost national and local ad-
WEVD
ach the vaul
Joewish Marker
tropolitan New York

lop adult

Brs  use year afller

programming

udlence MDA
audion mpact

nyalty

Send for copy of
"WHO'S WHOD ON WEVD"
HENRY € R[FI!F][ D

MM Irig v
WEVD 1173

T
119 Went dtah S,

Mew Yark 19

through dozens of apartments in big
housing developments like New York's
Stuvvesant  Pow | found the radio
!-|-U:r|_ awiay .|] o=y every Ill'flll' we
entered. It was (quite apparent that
women are =till doing their housework
1o radio.

“M course, daviime TV has heen

ving uy But 1 can’t believe vou'll
VT i:-\r.|| k viewing like the pres-
ent all-day radio listenin From what
I've seen in the homes Tve visited,
Lhere s | too muech work that has to

be don - PPoppa’s 1

down il he eomes

uing Lo put his foot

home and finds the

nouse is dusty hecause his wife's heen
watching T I think radio will zel
Lealthier during the day :iJu] up o
2:00, There's probably been an awful
lot of novelty viewing up to now.

“I don’t believe radio ||.1- ever mea
sured its full audience or becun to
imeasure 1l “l- |'!'.l| .ul‘“".'ul' = f\ili-
tastic. We gel ~ome indieation of the
size of the out-of-home audience, [or
-\.‘:|:|||i|. v letters and comments we
receive. TV, on the other hand, is

IMEnsuring pyvery il]n-]' ol \il'\\ill_!.'.

“Butl alter 8 o'clock and unil 11, 1
azree with the ANA Lhat radio listen-
mg m oa IV home s I|1':“'_!”-|('. I\
dominates during these hours. affect-
ing all activities
Major mass-marketed product.

(Advertising hudget: approximately.
210.000.000, divided between all major
A I'V
work and =pol.)

media, over I-‘h“ll :III!I

nel-

<till
nd outside. ra
Ry

IR !f |n li.'n

F.Inlh- I=
'\

not ymporiant in

“Though
Lieth w |[i|l|)

im!merI
ArCas
dio is homes. |
|i|.'|-"-l'

'\

an'l

that where

there s radio

L L | ll"ll‘:".
1 1OTee,

I think ther may
than the re

=Canr |I

=0nu mnore

listening services ean
measure, but how mnch is problemati-
cal, In fa,

this subject has

mneh of your thinking on

Il' 'll'
1 doulst that se

by lnech,

ondary set listening

1= an unportant lactor in TV homes, |
kiow [rom wi experience thar i
1s annoyvine o have both I.‘.-.il--.J!||| lel-

isie it the =ame time. 1 find
that | have lished Listenine
b ol vit radio shows, whieh 1 havi
t o, T inrn the radio off and 2o back
1o TN

Your dyed-inahe-wool mmsic fans
lio listen 1o W ONIK in New York are
in exceplion, bt 1 bheliee 1hey {!-'I}I"
i=! s L a'I'\ I an )y

i= still

C. N. Coughlan Company (chemical
C. H. Wulf, advertising
manager, ( Advertising budget:
'V, 150,000 or
.lui'!ll'.\ .
Ine.)
“Our analvsis of the radio and tele-
vision pieture is inleresling hecause we

5] ecialties) .
“.‘Illill-
ad hudger :

Williams &

807 of

Lewin, Savlor,

have two produets with different mar-
keting problems whieh require differ-
ing media strategy. Our sool-cleanser,
Chimney Sweep. is basically a winter
product sold rurally. Our de-humidi-
fier. De-NMoist, mainly a
product sold in cities.
“We're dedicated 1o the principle
that radio is the best medium to use
for getting out in the country to sell
Chimney Sweep. TV doesn’t go out
bevond the 60 or T0-mile line where
markel But even in the
metropolitan areas. where we're push-
De-NMuoist. radio
as well a< TV, exeept al time periods
where the competition from TV seems

1=

summer

our begzins,

ng were still using

overwhelming. We buv announcements
De-Moist in the
ably next to news shows,

for morning, prefer-
“Radio is as good in the mornings
if not better than it ever was and there
It’s
is be-
But vour

1= no reason 1o think otherwise.
in late-aflternoon 1ime where TV
lo bite in heavily,
radio news and morning partieipation

sInning

shows are as zood as ever.

CBS-NBC re-
search on multiple set listening. I know
that there clock ra-

dios sold. for example, in recent years.

“There’s a lot to the

have been many

I bought one two years ago and 1'm

listening to radio more in the

early

in the

FIRST FARM MARKET

in the Intermountain West
ABC-MBS °Twin Falls, Idaho

A COMPLETE 1v film studio,

In Hollywood (28) since 1938..

TELEFILM Inc. Live & cartuun:

SPONSOR




morning and before | go to bed. Add
up all radios like this one and you
have an important factor.

“I disagree with the theory that ra-
dio listening in TV homes at night can
be considered nil. TV absorbs your
complete interest and there are many
times when vou have other things to
do at night, For example, | addressed
Christmas cards the other evening with
my radio on. There must be many
similar instances every evening multi-
plied across the nation,”

Thomas J. Lipton, W, B, Smith. di-
rector of advertising. (Advertising
hudget: $200.700.200: agency: Young
& Rubicam. Ruthraufl & Ryan.)

“My opinion on radio listening in
TV homes is beside the point.  For
the answer you have to look at the
ratings. True, they've been termed in-
accurate by members of the radio in-
dustry. But who are we to believe if
we don’t o by the ratings?

“What radio and TV need is one
authoritative measurement comparable
to the Audit Bureau of Circulation.
Radio and TV could learn much if they
studied the early history of publica-
tions, Theyv'd find that back around

POPULARITY

A piece of music is meas-
ured and appraised chicfly by
its popularity—and popularity
in a song can only be judged
by the frequency with which it
is played and heard. When
folks are humming or whis-
tling a tune you can be sure it
is popular. The public usually
is unaware of the authorship
or source of the song it is
humming. And quite often
those in broadcasting who pro-
gram thzse tunes are not aware
that a great percentage of the
current BIG HITS are being

performed under their BMI

license.

BROADCAST MUSIC, INC.

580 FIFTH AVE., NEW YORK 19

NEW YORK * CHICAGO * HOLLYWOOD

31 DECEMBER 1951

the turn of the cenlury there was con-
Lroversy among |lulv|.ieallt‘rr- about their
eivculation similar to today’s situation
with radio. But the printed media
solved the problem and radio must do
the same thing if we're to aceept theis
rescach and representation of facts,
“As to special studies like those on

They all
very well, but I'd prefer to see them

out-of-home listening. are
done on a periodic basis by some ree-
cenized research organization rather
than done whenever a radio station or
network decides to for the purpose of
proving a point favorable to its selling
piteh.”

Monarch Wine Company, Meyer 11
lRobinson, sales manager. (Advertis-
ing hudget: over $250.000 in radio or
approximately 857 : announcements
in 30 cities; agency: Donahue & Coe.)

*1 helieve that the effects of radio
have been underestimated and the ef-
fects of TV overestimated.

“In the fall of 50 and the spring of

51, our budget called for radio and
TV. However. in the fall of 51, we
took the plunge and cut off TV and
went all out on radio. It was a daring
plunge and we are happy we did it as
the results more than justified the de-
cision. Unfortunately, all advertisers
are l".l."]ﬂ]l i"'ld lhl:"\' are IlrU”C Lo p[i"‘l'
themselves in the position of being Mr.
Average Listener. In most cases they
do not fit the picture and therefore are
completely out of focus when it comes
to selecting advertising nedia.
“Many thought that radio was ‘miss.
ing in action.” Unbeknown though to
many, it was still fighting on all fronts
without the fanfare and bugle calling

A C.
Williams
One of
WDIA's

many famous
personalities

Memphis Packing Co.
Starts 4th Year
on WDIA, Memphis!

Yes, Memphis Packing Co., distributors of Evergood
Meat Produets, has just started Its 4th consecutive
year on WDIA! It's Just further proot of WDIA's
m-hrlmlnq dominanre in selling the huge MNegro
segment of the Memphis trade area (489.000 Negroes
in WDIA BMB countles) for a'l types of accounts
« « local, regicnal and a great hist of famous na-
Lional  accounls including: Lueky Sirikes, Taystee
Bread, Super Suds, Gold Medal Flour, Purex and
many others. Get the full story on WDIA seon!

HODPER RADIO AUDIENCE INDEX
City: Memphis, Tenn Months: Sept.-Det. 1951
Timo Sits WDIA B C D E F 6
MF BAM-GPM 12.2 26.5 260 17.9 10.8 7.7 5.6 4.5
MEMPHIS

WDIA ™=

John E. Pearson Co., Representative

of TV.”

Drug company. (Advertising budget :
approximately 34,500,000
radio heavily—381,000.000 next year;
spot. TV; network TV; Sunday sup-
plements.)

uses spol

“We are adding to our spot radio
in 1952, while continuing to back TV
to the hilt. But we have almosl com-
pletely eliminated while
continuing in Sunday supplements,

“We have studied the results from
spot radio. spot TV, and Sunday sup-
p]cmcnts and find that spol radio is
most effective on a cost basis. Spol
TV is more effective per announce.
ment, but not per dollar. We deter-
mined this by comparing results in va-
rious markets where we were using
dillerent combinations of media. * * *|

magazines

SEPARATE BUT EQUAL
WERD

Proves A Moot Southern Point in Atlanta

+ « « *'Separate but equal",—that famous phrase
heard but seldom seen, came true, Hooper-wise
for WERD in May, 8:00 AM to 12 Noon—
Monday through Friday.

WERD'S Hooper Audience share equals the best
statlen in Atlanta loday Here are the HNoopered
facts:

WERD — 232

Station A — 232

Station B — 19.7

Station C — 0.6

Other AM and FM -—23.2
WERD Is the most eowiomical radle buy In Atlsnia
B60 on e¢very Atlanta dlal covers the area shown

1000 walls

Write for proof of poiiw mwance,
Represented natlonally by

JOE WOOTTON

Interstate United Newspapers, Inc,
545 FIlth Avenue
New York 17, N. Y,

*WERD |x Negro owned and operated,

75
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Hold on tight, boys

”ll'ln ~ '-\|!II|I|r_" T\\:l”ll_‘ TTLEN
e, wal '1[-\\|h'r-'-\-lll'rl'-“--llu_- Ve
abead for TV advertisers. I17s a vear
ol =tandom proneer opportuiities, ot

s also a vear of standout pratfalls,
Youll have to ook <harp.
0 vear IJf l”::

stations i OH2

If vou're counting on
Leley i=iom
ks

HELOr e

start revising vonr estinate mp-
wanll now. The FCC, and particularly
Chatrman Wain
L el

vespect 1o Wfting the freeze amd. onee

e Cos, i 1o no mood

arass erow under fts Teet with

that™s dune. sranting construction per-
mils. Wayne Covs tareet date for
treeze hilting = carbyv Februars, Don

Lhie sturprised 1o see TV stattions on the
air in =nch now nonTV areas s Den-
vers ot EL Paso. spokane, Des
Mam a sta-
told us that his
ey ir'llr'.'ill. I|I~ |-Iii!l|
amid that he'll
Iy the arave of the FCC
Wler

Maines by late =tmmer.
hon manacer las
|--!||:|-||-r|I I=
ing rewdy and waitine
L oy the 2y

.\llhll'. di] onr i ‘|,|\L

selling
bl sram

Ihe fiest aof the 1952 Crop ol new

The rep steps out

Vit vernieht, 1t seems. the 1l
represenlative  helid bieat
ndd 1\ lesis r-‘|.-‘rr||[-'-1 1=

Vi il |-'-"!l\ I Hhiee

l"”' |.l|i!l'
horizons

vidntion of
Hyes i

stiess. bt also by o rapidly Blos
~ornng ttaraty . the men whe not lone
Bt their activities to =olling
vatrorel spon B for thie <tations thes
e ul haves biranehed om in o linn.
e dhifferent wan <. Y every biranel

<ations will be in the TV-less sectors,

tor the FCC 1= giving these top prior-
iy, Youll be surprised at the heavy
volume of TV sors already installed as
the first station takes the air in Port-

\Itll'il 'I_\
manulactnring

Denver. eilizen

aied the

land o1
Lo con-
anies. T\ applicant firms have heen
work conditioning their

ard al mar-

P
Iy
kets tooa high piteh of T\ excitement.

W hat  <hould the advertiser inters
cstedd 1o new TN markets do abow all
thi=?  First. work closelv with vour

whvertisig agzeney in following devel
apments= anee the freeze 1= ofl. Check
the s=tations  and  markets  granted.
Vlake comtact with I\!'_\ <lation person-

nel, 1 vou're investing a substantial

sunt in alr advertising. we can sngoes|

nothing hetter than adding a radio and
t\ SMM 1alist 1o A O -I:Iﬂ who an ro-
vrdimate with the ageney and toor the
stations of the nation on vour hehall,
Ihere has been a marked thoueh fquiel
trend i this direction in the past few
vears  amd the reports indicate that
'.llul

hman )

~lalion MANagers, l'li]l”lll'l'l'iil'

managers | heine display a
normal yesponse to the personal touch
ol vour own representative,

The cost of 1eleyision. both time and
programing. will be a continuing and
imeveasing dilennna 1o many an adver-
tiser, How the cost structure will de-
velop as more and more stations moy«
nto the medium is conjectural, and
will be the subject of top research and

Y el like all
will find its
e level i the course of time.

On the fromt there will he

much confusion as additional TV sta-

atatlysis during the yvear.

other medin, television

I:th'
tions enter many a market. The “sur-
vival of the fttest era™ will then have
begun in camest. Right now stations

who mtemd 10 be

around  when the

i~ designed o make the time they sell
T O 1;:m|m tive for the S|HaEOr,
Manvy yepresentatives, such as Weed.
Ratz. CBS Spot Sales, Adam Young,
Free & Peters, are turning out research
projects that agencies and advertisers
e as nmportant tools, Blair helps its
“attions with Prrogran _'_'Llill;m-'l- that
I1||-‘I|II|'[= I||1' siles need s nll ill]\l'l'li"\l‘l'.“
i New York Detrair.

Franci=ea and elsewhere Pearson puls

Chicago, San

smoke of battle clears are clearing their
aecks for the competitive radio station
-Ir||j.:;_-|'t:. One astute station manager
tells sPONSOR. just as we write this,
that he is building a news gathering
operation that will compete with the
daily newspaper in his local commu-
nity. and he expects lo beat them at
their own game. He's dropping all of
liis network programing in the pa.
emphasizing music. In the evening he
highlights sports,

s radio really coming back in T\
homes? That's a auestion that is being
answered every day as additional anal-
vees come Lo light. In the lead story
of this issue. eight such studies, all re-
cently completed, point to the marked
increase in listening in TV homes. It
1= well 1o note that the average TV
home has more sccondary radio sets
than the radio home: that according
to the jnilll CB=-NBC .'""llltl_\ 1% of
all listening in TV homes is on second-
ary sets,

Whether vou, as an advertiser. are
willing 1o aceept the coneept that there
is a valid evening radio opportunity in
1 TV market depends in large measure
on (11 the degree to which vou accept
the research now being done on this
subject (2) your individual impres.
sion of how much listening constitutes
a valid radio opportunity. In the case
of FAML which by now has gone into
25 or more homes in some markets.
harelv a national advertiser vel accepts
the medinm as a valid advertising op-
portunitv. This mayv change as more
FA facts come to light in 1952,

“l'rt'll.'unli.-in_*_-. 1_-"pr-¢'i;|”\‘ ]l} the net-
works, will expand during the new
vear. Programing seems due for a re-
juvenation, 1952 will be a great vear
for air advertisers. The opportunities

are mamv. Buat be careful.

out a weekly newsletter,  H-R Repre-
sentatives. NBC Spot Sales. Harring-
ton-Righter-Parsons.  Forjoe, Petry.
Walker. Branham, Averv-Knodel. ABC
Spot Sales. Rayvmer, Mecker, Holling-
bery, Rambeaun, National Time Sales.
Headley-Reed, Capper. Radio Repre-
<entatives, Cooke. Boling. and others
cach have more projects working to
assist station and sponsor than we can
reconnl,

SPONSOR
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THERE'S ONLY ONE ErFFeLY]
...and there's ONLY ONE

National Radio Network devoted to
SMALL TOWN and RURAL AMERICA

P
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Each year thousands of people flock to the Eiffel Tower, the only one of its

et

kind — but, every day, millions of people, who live in
rich, Small Town and Rural America, are listening to their home town stations
which are affiliated with the fast growing Keystone Broadcasting
System — the only national, established transcription network
reaching this market!
According to BMB, these Americans listen more often and
longer to their local level impact stations — than they do to the
far off metropolitan power stations. And these same
Americans possess more than half of the nation's buying power!
There are 476 KBS stations . . . . strategically =
located, now delivering this sales-producing local level impact
for many of America's most particular
advertisers! All of these stations may be purchased in a
complete package — or the number required to

cover your distribution pattern.

NO TELEVISION RECEPTION!

Smoll Town ond Rural Americo possesses few
lelevision sels. Practically all af the KBS offiliates
ore in lowns of 50,000 or less . . . where
there's little ar no satisfoctory v reception.
Keystone listeners ore radio fons!

The Voice of Rural America

KEYSTONE
BROADCASTING
SYSTEM, Ine. EY il

T —

L = ‘{‘_\HA-DIE T il idns o E—

: 7 A IR i A

NEW YORK: 580 Fifth Avenue B @ — . =N e £ Jati
}x‘ E00 8 o FELLT SEEe )

CHICAGO: 11l W. Washington




...and now a word
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I'|||~ vear ol 1951, has heen. tor us, a

RIGGEST YIUAR,

Nt () It s o
TN I LER LA wl so, o grve our thanks amil
UK welne bonpehe a page in this Magazine,
soooif U N Lessige o hanks" conld be properly

| LA i Falbdeing |l..‘- been a ”1(!
FEAGUT RS Year atter vear, we've grown
bigver and eoer, Our National Nt Sales
et b bl andd <0, as we srart ofl
QT Fliank Y letrer, wie are cratetnl tor
the entlinsisn Ly .|J!-] peg. tll‘[‘].l\"'] I\\'
i v 1 il h \.:[Iul|.‘|| |‘:|~|\.” ]Hr H'“[:I'_‘
' ST SR A FT verswhere, we pay o
opest~ 0 the Bays at TOIIN BILVR.
I hes "o Biron gl ey Bstiess! Tvery Blair
“Rop U vy WASTHINGTTON'S
BEST BEY Iy SN

I espressing thanks. we particularhy
destre o o lode exery \'r_'l'n-.'\ oevery I e
Bover, amd all Neeonnt Esecutives on onr
Vi Migstgnitas 1ist It von placed any |1'I|H'

it st missed. ) AWe'd list personal

marnes, wath o "Cae™ ot each tace, It sinee
we're oestencted by linared space, we thank,
INTHN T MY, all vou fine wals™ and
iy SR TSNS 111 .\;_'1'“- VOIS Wi "r.','l‘.'lfn,l-
frfiz

NVETON ALY —mder "A"—for ac-
connts that we get, we send onr thanks to
NEnis Ry s

reterrcinge m N,

Uider 1)
TN, arros
L Wi

e Bivns

VMan .'nh..'l;u‘r mportant ang

W v & Sow,

there's 13, B, 13- & O. (Bart-
[0 oastinre & (Odsnors, vons
1[ |:| N1 \\‘\ HH\\I_[\-, .I:nf “Lr'\l:'\l'
whitle the B Caoviervsy g
vote ol thanks vares, I Disting the B's the
Wine sinmld by herie,

iowe "‘-":'I"”L('l! I:[H'
'RIR vy & Merd

\s i \ Pl or big Ageneies we see
] ample, U NSIsGisg Asn
\\ TRl e [ here's Cyarnenn-Fa v,
thear DUy B Conee s, wlale to CECrn axn
14 | tther thunks should be gom’,
Neat, 1o the lerrey 1) we o, with i
bt v 1) et N Ut Then Hiprscor e
Zoo D osoan, sid 120 s X SEER o
0 I3 4nt Fost COaps! L hat's copyes
ppilaey | Vvl taar iy vontesn s that have
e i) s whesl, wer are wraretul 1o
BIETTIN Cannrorn & Siesrnin: We'n
Ehad v sopply b vliwvnes i sull amsple, 1o
IIasook Frrzvamaen & Swvarn
‘ 1 3o Rivnmone & Jonissrong
Y wolie e post aboer wninlds TR T I’
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“ditee” also GroaxtT ADVERTISING  in the
"Windy Cin”

Under T we're having one 17 ot a
time, getting o CIEST o properly rhyme,
There's gy by-NAssENGALE in our “H"
sunimary —then Haxcey, Hicks & Moxr-
GUMERY, -|-| !]11' i\' Y “H:HII (_.ir\ll'\\.'\'. a
|1\l|l|’r‘ bow s due .. and 1o the THERAMAN
Anverrsisg  Aaevey, oo, Twe  other
Agencies, smart and adroit, are Thixsoxy &
Jorcessox, ad Criarees W, Hovr.

Then there's Stewart Jornay uder the
"1 L o owith three topnotch Agencies stare-
e with UK. There's the Kvpser AGENCY

cand Kexvox & Fornarer. In giving us
business, they both plaved a part. As for the
other Agency starting with “K," the Josern
Kavrz Covirasy thinks we're “OK."

To An Py Lerrox, i Philadelphia,
P-AL we send lots of “Brotherly Love™ vour
wags, Under "N there s Noverrer . . . oand
Warrer  MeCrpery whnle Monse
InTERNATIONAL helps Keep us “cheery.” “Then
theve's Aneax Moawas, and Jors o Mog-
rAv, while for Maxox (if vou're “axin™)
we ger results moa hurrve D to our chamn
ol thanks, another big Link, as we adid Morgy,
Hiesiar & Jonssrose, Ixc.

We come nest to Neepnasz., Lovis &
Browmy. (The best word o rhyme with
BRORBY is BROREY )

Llinder 00" we veally OWE thanks zalove

o Owey & Coaerer, and Rorert W,
e, alo R, 1, (VCosxevr, and (ONEn,,
Loarsox & MeXanox, and also in Chicago,
thanks a lor - Onaax.

Three Agencies we love A Bushel and a
Peck™ mie Piewn Avermising, PrEpatosT
< and PEeCk.
pudgment in radio
we're thankul tndew] 1o l\’l"f'llh‘ \L FE
& Ryax,

Ao tor their good
I‘ll“lll:

Da we have more knowledgments? Yes
wdeed, manv! There's Siatvoxns & Siai-
vosis, il of course, STREET & Fiv v ey,
Fhere's "So 80 C0 & B 0 memory fails) that
Mtans SULLI AN, STAC reEr, Conwrnn &

By L, and our final S i important, vou

het oo thankial <alute o Sieryias &
Mo Fi

Uiiler 1" weve slad 9 miention
TEAWLTEYT U T hat's easter to phivine with than
Triosiesos Vil st ) .].Il ) TN PSOIN -
Kocir and | R Twiok thanks we estend :
while under V" there's Vit N 1D
Lasor, Xml under tlis letter, we near prond-
Iy Iil'-i.i T P M e aUency ol ‘.\\ .\-\\.1'_
S IRTIRIE

Voo pweae b i of the alphaber. Wiiss
N (aritbe M1 voithidlin 't 1o L) | LT ‘|-|||
Wisry fhAEES also Cirorrrey
LS ST ol were all iy unr T3 HI[\IH"“‘
Mt Vil 10 donble W™ there's Woann
l|~l T LNk 11 i _:I.l'. \lil by ;-\'

| q{ 1k~ tos v !

Our sponsor

While we're happy and thrilled for
NATIONAL RECOGNITION e f
proud and thankful for our LOCAL P(|
TION. More listencrs than cver! A Ra
we treasure! Our rthanks go ro "PULSE”
their accurate measure.

o the Muartual Network, and its Presid
Frank White, our appreciation and :-iﬁ|
delight. for fine shows, plus promotion;
people  still - know—that  “\WHEREY
YOU GO, THERE'S RADIO.”

And last, but not least, our smcere sal
tions to all Locan ADVERTISING
GANIZATIONS. The business they givy
day i and day ont . ., is something to 1
be thanktul about. Thev're the real “R
bone™ in our operation, and we pledge
continued co-operation.  1f we had spac
verse abour each one we'd write, bur w
thank them alphabetically ( from left to rig!

(A Masters, Ixe—AmwERTISING, |
—Arr Aps—A. W, & L. Abvertisixg
AZRAEL AINERTISING  AGENCY— | \MES

Bearrie AGENCY — MACRICE  CleEss
Acexey—Contex, & MiLeer AGENCy

Roserr J. ENXDERS ADVERTISING, INC—.
vin Erstein AceExev—Cou rreasp D, F
GUsoN AGENCY— Pavn Laysy HEeLLEr, |
—LrNEsT S, Jouxston AGENCY—KL, Fi
et & Merriek—Hesry [, Kt paas
Associvres — Kroxstapr Acexey — T
Lewis Acexceyv—]. Gornox  MAaNCHES]
ADVERTISING - Hoawrwoon MarTiy Ace
—MELLor & WharnpLace—\Warn D, M
nock Acexcev—LEwis Epwin Ryax Ao
cv— M. Bersiost VEr Staspic—W
LIAMs, STAaRK & THNKLE)

Resuming  onr vhyme, THANKS fr]
“AT then to Y27 L L for thinking of s
WWDC. (If our verses were fechble,
brother, you know ir, just place the blame
our Station Staff Poer.) 1t vou're on our
business hst, here's hoping. once more, |1
name wasn't missed,

A REMINDER — FOR RESULY
YOU'LL BE THANKEUL. ‘100;
YOU'LL KEEP PLACING ORDE
THROUGHOUT 52,

National Representazives: John Blair &€




Scanned from the collections of
The Library of Congress

AUDIOVISUAL COMSERVATION
at The LIBRARY of CONGRESS

Packard Campus
for Audio Visual Conservation
www.loc.gov/avconservation

Motion Picture and Television Reading Room
www.loc.gov/rr/mopic

Recorded Sound Reference Center
www.loc.gov/rr/record



This file including all text and images are from scans of a private
personal collection and have been scanned for archival and research
purposes. This file may be freely distributed, but not sold on ebay

or on any commercial sites, catalogs, booths or kiosks, either as reprints
or by electronic methods. This file may be downloaded without charge
from the Radio Researchers Group website at http://www.otrr.org/

Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.





