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The Fabulous
Columbia Workshop—p. 23

IS WAS MARCH 1918—

Will you give the industry something

to smile about this time, Mr. Petrillo?




*1500,000 5 see tlrw
NATIONAL BARN DANCE

ﬁbroudcusi from Chicago’s 8th Street Theatre!

In the cighteen years since the NATIONAL BARN
DANCE was moved to the 8th Street Theatre

(it was a studio broadcast for eight years before thar)
2,008,065 loyal WLS listeners have paid $1,462,750 to see
the program broadcast from chis one spot alone—

an uncqualled record in paid admittance for any radio
program. And with age, its share of audience
has increased—in the last year alone, according to
A. C. Niclsen Company, by 499%,.
It is more than just another program. The NATIONAL
BARN DANCE is radio’s oldest continuous,
commercial program. It is a tradition — which has
maintained — and increased — WLS leadership |‘
in developing loyal listeners — and customers. Its list of ll
sponsors is impressive — even more so is the constancy
of their sponsorship. It has proven and will
continue to prove that radio is the magic touch
that turns people into customers.

WLS can introduce you to new customers in the |
rich Midwest. Write WLS, or contact your John
Blair mon today for availabilities and facks
on how Radio’s magic touch can sell for you.

And now Pequot Mills, Inc., who began
'/a hour sponsorship of the NATIONAL BARN DANCE late
last year— another advertiser destined
to turn people into customers!

 OLEAR CHANNEL Homs of the NATIONAL Barn Dangs  \ ~cHicaco

830 III.UI:'I'I:I.(S * 50,000 WATTS - ABC AFFILIATE - REPRESENTED BY JOHN BLAIR & CO.




WHO’S NIBBLING AT PEARSON?—Surprisingly (in view of Drew Pearson's fracas with
Senator Joseph McCarthy) one of several firms making sponsorship inguiries is in
heavy industry, usually most controversy-shy category among advertisers. Among
nibblers, clothing manufacturer F. Jacobson & Sons flirted with, then abandoned
idea of alternate-week ABC sponsorship.

CHECKING THE RATING SERVICES—Blueprint for tests to determine rating services
Eoing best j_obs included in final report of industry committee initiated last
summer by Stanley Breyer, KJBS, San Francisco. As proposed, project would re-
guire sponsorship by industry organization like BAB or BAM at cost of $150,000 to
$200,000. Would include analysis of full technigues used by Pulse, Nielsen,
Hooper etc. in reaching findings; might, for example, monitor Hooper phone calls
to check interviewing methods.

TV SPONSORS UP 22009% IN TWOlEfR_S——Rorabaugh Report shows that total of na-
L tional advertisers on TV increased from 238 in June 1949 to 4,832 this past fall.
Network accounts most active since January 1950 include: 130 food accounts; 29

f
l‘ automotive; 23 alcoholic beverage; 19 non-alcoholic beverage.

DOES YOUR ACCOUNT EJ_(ECUTI'VE WATCH TELEVISION?—Many account executives,
other key agency men, fail to keep up with TV programing. That's impression

' SPONSOR researchers have been gathering. Said national food firm account man:
"I just have time to see our own show." With lightning-pace of newest medium,
alertness and study will pay extra dividends. Increasing number of tools are
H available, including trade papers and clinics.

i NEWSPRINT SHORTAGE MEANS MORE MONEY FOR SPOT RADIO/TV—Developing short-
ages of newsprint may mean more money for spot radio/TV budgets. Larger newspapers
in post-war years, increasing consumption by Great Britain, are among reasons for
paper shortage. There's grey market already with price at %230 a ton. (Normal

contract price: $106).

PBS: $750,000 IN RED—Cost of starting even a daytime network emphasized by suspen-
sion of _Progr-eégi;.re- Broadcasting System after less than 3 months' operations.
Larry Finley, PBS head and respected e.t. specialist, hoped to carry on with new
funds as this issue went to press. Total dropped to date: $750,000; most for Holly-

wood programing, large chunk for cross-country station relations tour.
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REPORT TO SPONSORS for 12 Februar, 14951

$75,000 TOTAL EARMARKED FOR TWO TOP NAB EXECS5—\hen Judge Justin Miller |
steps up to chairman of board his $50,000 annual salary will step down. Board

action permits maximum of $75,000 to chairman and new president-general manager.
Since president (to be chosen by eight-mai committee) is expected to get between
330-40,000 Chairman Miller is anticipating cut. Names mentioned as president-
general manager possibilities include Ed Kobak, Paul Morency, Gene Thowmas. Strong

NAB elements would like to draft Bob Swezey. Practical broadcaster is sought.
Selection committee has working list of 40 candidates.

!_2&0!0 PICKING UP IN TV HOMES_—In 10 of 13 Pulse TV cities January 1951 radio
listening was at all-time high in TV homes. City by city, 12 noon to 12 midnight,
viewing and listening statistics in TV homes for week of 2-8 January were: Bir-
mingham, TV 25.2-radio 17.5; New York, TV 32.9-radio 15.2; Dayton, TV 30.6-radio
15.9; Columbus, TV 33.6-radio 15.4; Syracuse, TV 32.3-radio 16.7; Cleveland, TV
35.6-radio 15.3; Boston, TV 29.0-radio 18.2; Cincinnati, TV 34.9-radio 16.7;
Philadelphia, TV 30.2-radio 13.4; San Francisco, TV 27.4-radio 17.1; St. Louis, IV
31.3-radio 18.1; Chicago, TV 33.2-radio 16.4; Los Angeles, TV 30.8-radio 17.5;
Washington, TV 28.6-radio 11.9.

HOW MUCH IS AD,'AC_'E_N_CY_ WORTH?—Colgate's high-flying "Our Miss Brooks," (CBS,
6:30 pm Sundays) competing with NBC's "Big Show," is zooming in ratings. 17-23
December Nielsen has it in 9th place with 5,698,000 homes. Previous rating showed
55th place. Jack Benny, in 2nd place with 7,855,000 homes, immediately follows.
On Monday nights "My Friend Irma" does well at 10 pm immediately following top-

ranking "Lux Radio Theater." ©Nielsen rates "Irma" 8th with 5,942,000 homes .

DON LEE'S NET PARTICIPATIONS—Advertisers like Fels, Best Foods, Hills Bros.,
Pequot Mills, Sierra Candy like novel twist Don Lee inaugurated mid-October for
participations over entire net via afternoon Jack Kirkwood Show. Don Lee sells
one-minute commercials worked in by cast at base rate of $275 per. Sellout is 30
participations weekly.

RADIO IS GETTING BIGGER—Among numerous stations whose biggest year was 1950
were WJR (1950 billing, $3,519,151--1949 billing, $3,274,670) and WGAR (billing
between $2,000,000 and %1,750,000 in 1950). Stations' managements both expect at
least 10% increase in 1951.

ARE TV STATIONS PUBLIC-SERVICE MlNDED’——Lengths to which some TV stations go to
provide useful service seen in WFIL-TV, Philadelphia "University of the Air."
Class is in session each weekday from 11:10 am to 12 noon with topnotch professors
conducting and compact curriculum and reading lists available to viewers. KTTV,
Los Angeles, devotes 20% of total time to educational broadcasts. Judge Justin
Miller waging fight to convince FCC that educational institutions should be grant-
ed licenses to operate TV stations "on the merits." FCC Commissioner Frieda Hen-
nock advocates allocation of 25% of TV frequencies to educational institutions.
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C oronas or Cadillaes . . ,

River Valley hayseeds have the dongh 1o buy
almost anything they want. They're one of
the Nation’s top income gronps. And they
prefer WDAY so heavily that they have made
it the top NBC station, Hooperwise, in the en-

our wealthy Red

lire nation !

Despite competition by the other three major
networks, all of which have studios in Fargo.
WDAY consistently gets a far greater Share
of the Fargo-Moorliead Audience than all
other stations combined!

WDAY has even greater popularity in rural
areas, A new 22-county survey veveals that
78.6% of the farm families within about 90
miles of Fargo prefer WDAY. as against
4.4% for the next station!

Yes, wrban and rural, WDAY is the over-
whelming favorite in the Red River Valley.
Write for all the facts, today!
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FARGO, N. D.

NBC « 970 KILOCYCLES « 5000 WATTS

' —= FREE & PETERS. INC,

Exclusive National Representatives
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ARTICLES

The fabulous Columbia Workshop

Sponsars know advertising impact is entertainment impact. Here's how
the Workshop blazed way in developing the art of radio program-making

How (o sell « man who can’t hear

Beltone's successful venture into network radio last fall
hearing-aid manufacturers, started advertising revolution

aroused other

Legs and the girl
Old Gold Dancing Pack TV commercials have created a mystery: Who's
the girl on top of those shapely legs? This picture series gives clues

How's the Big Show™ doing?

Blessed by the critics, NBC's new star-packed extravagania appeals most
to big-city sophisticates. Over-all rating is still weak, but growing

Gcetting the most out of camera and props?

TV cameras can produce endless variety of tricks; ingenious use of these
special effects cuts costs, hypoes sales punch

Hagazines on the air

Stepped-up TV activity by Life, increased use of radio by SEP, prove thal
aianis in the periodical field know how to make use of competitive media

Does your star click with your salesmen?

Jack Berch, Prudential m.c., has sold himself—and radio—to the sales
force. His story may sugaest an approach for other firms

SPONSOR INDEX: JULY-DECEMBER 1950

COMING

The fabulous Columbia Workshop: parvt 11

More aboul the history of the Workshop, with an audit of net results
and a plon for r.-ih:b“shing an iﬂdusfry-suppcriﬂd v Worhhop

The story of Firestone
Sponsor of the oldest cosst-to-coast network radio show, this tire and
rubber company started usirg air in 1928, now has successful simulcast
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For evry Radio
| Family in Shreveport

™

IT’S EASY,
WHEN YOU
KNOW HOW!

KWKH HAS NINE
ACTUAL “BMB AUDIENCE”
FAMILIES, OUTSIDE?

\
Jhreveport is the second city in Louisiana and

WKH is way ahead of all other competition here.
‘n Weekday Evenings, for example, Hoopers show
at KWKH actually gets 89.7% as many listeners

all other Shreveport stations combined!

it Shreveport alone is no true measure of KWKH.
ae city itself has 33,280 radio families, whereas
WKH’s 1949 BMB Daytime Audience is 303,230
milies (and 227,701 of these are “average daily

teners”'!)

It us or The Branham Company give you all the
icts about our rich tri-state area and the job that

IWKH know-how can do for you.

KWKH

SHREVEPORT { LOUISIANA ]

{' The Branham Company 4
) 0 y 0 0 0 W a t t 8 = C B S : 3 Representatives I Al‘lﬂll’lsnsj

Henry Clay, General Manager



1,000 watts, clear channel

Dixie’s most progressive
independent radio vaice. . , .

-}

You don't miss the

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

a Great, Big Audience
Segmeit uotouched by
other suations! .

A look at our miail

puﬂ pf&ﬁe;:jtl

gl

_Gbid%lgmﬂ,_ South Carolina

conftact: Jobn E. Pearson Co.,

ar Dora Dodson Agency.

Bl Il v
il Mot

The agency was about two years old, had about 35 accounts in
the shop. One month there had been a heady 310.000 profit; an-
other month a headachy $11.000 deficit. Billings were within binocu-
lar distance of $2.000.000. But try as he could the founder-owner
could not himself make a living. Carefully he studied the confiden-
tial data provided by the American Association of Advertising Agen-
cies. He had the right number of employes for his volume. His itemns
for rent. arl, radio research. and so on were correct.

Then came the grim choice. He could continue on a risk basis
with the possibility of bankruptey in six months. Or he could halt
while the salvage potential was high. With the honorable intention
of avoiding insolvency’s handy exit. he chose the way of orderly
planned withdrawal. He would thus be out all he had originally put
up, all he had borrowed, all the salary he might have earned at the
ageney he left 10 go on his own, and all that he should now conumit
himself to pay off out of future salary.

* k%

Here, you will agree, is decency in husiness. Unhappily, once he
was no longer the agency. once he had surrendered his own bar-
gaining position. a majority of his clients began showing this gen-
tleman no appreciation whatever for his honorable course. Instead
“hard-headed™ treasurers hegan to chisel their own obligations to
the agency. Accounts that had never challenged a charge in two
vears. now did so. One dug back eight months for a transaction to
complain about as basis for subtracting 35,000 from the book value
of its own obligation. Other accounts went suddenly “tough™ just
to prove how alert they were. claimed failure to approve copy that
had run. or wrong insertion. or wrong key number. All of which
considerably lessened the salvage and increased the agency guy’s
personal burdens. It was as if the “hard-headed™ pack had chanted,
“Fee, Fie, Foe. Fum, We smell the blood of an ad-mun!”

Not pretly, vou sav? So sav we.

E O S

In the book “This Fascinating Radio Business.” wrilten by a cer-
tain fascinating writer. there is a photograph of a Denver police
magistrate holding morning trallic cowrt. Quite clearly displayed in
the photograph are a radio microphone at the judge’s elbow and a
large hottle of castor oil with serving spoon. It was the quaint habit
of this broadeasting judge 1o dole oul. on oceasion. a dose of castor
oil to trallic offenders who would stand still for such Mussolini-like
treatment in clear violation of the United States Constitution which
forbids cruel and inhuman punishments,

Denver did not invent but may have produced the ultimate earica-
ture in courtroom hroadeasting. Such police pickups were once fa-
miliar in some 20-0dd eities including, as this memory recalls, Cin-
cinnati. Miami. Atlanta, Omaha. St Louwis. In about halfl a dozen cases

(Please turn to page 72)
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YANKEE Coverage is .Zacaf, too!

Any Yankee station anywhere in
New England is as home-town as any
local enterprise or utility. It is an im-
portant cog in community affairs, and
it provides a quick and friendly means
of introduction to everyone in town.

Decidedly, the better way to sell
New England is to make it a local
sales job by taking advantage of this
Yankee acceptance and popularity in
each market.

Here is a network audience built
up over the years, firmly established
and without rival, because no other
New England regional network covers
so great an area or combines so much
effective local coverage of important
markets.

The Yankee Network's 29 home-
town stations offer you the most effec-
tive means of building and maintaining
sales volume in New England.

Aecepitance éo THE YANKEE NETWORK'S Fowndation

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System

2] BROOKLINE AVENUE, BOSTON 15, MASS. Represented Nationally by EDWARD PETRY & CO., INC,

| 12 FEBRUARY 1951 7
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PO RATHO.TY STARS WILL ENTERTAIN NEFRY C0ll RTESY OF CBs 111

For the second <trarght sear, headlion
per=onalitie= Trom cns radio and  tele-

viston will stage a hnge varivty show for

members of the National Fomd Brokers”

Nesociation awd their Triends at the
‘|||“||.I‘ I|.|l|‘||||'1 W Il” I'l l'Ii"l.l\l" Ihl'il
national convention, This year's hanguer
will Lee Lielid ar the Palmer Honse, Chi-
vapo, Fobroary 19,

"The Honsewives” Protectivee Leage,”
participating program broadeast locally
by s stations in ten leading noational
markets, will again pick up the b for
thi- |-'|;' ndne |nm|ll!liuu‘ I association

with ens amd Radio Sales, o ons division,

The eprse <how i= being repeated by
popular demaml. Spectators and  pross
abike termed last year’™s show a high spot
uf I!ln' SEFES conventiom,

Loeal e Directors, and the matkers
convered by each, inelide the Tollowing:
Galen Drake, wons, New York Gy
lohn Trent, west, Pluladelphio: Mark
Evans. wior. Washington, aml wiv s,
Richmond: Mlen Gray. weeo, Min-
neapoli=: Panl Gibson (The Panl Gibson
Showh, weiv, Chicago: Lee Adams,
wOX, S Lowi= g Panl West, wono, Seattle:
Lewis Martin, kens, San Franeisoo: gl
Philip Norman, ks, Los Angeles,




hain of demand®?

Customers. like generals. originate orders. And in selling just as in a soldier’s
chain of command. orders cone through ehannels. A suecessful sales effort
embraces not only your customers. but your retailers. all your middlemen and
your own salesmen—your whole chain of demand. 1 you are one of the
hundreds of advertisers who have heen selling on “The Honsewives” Protective
League.” your chain of demand will pass anyone’s inspection. Because

the HPL is radio’s most sales-effective participating program...right through
cach link to you. I you aren’t already on the HPL, let the HPL Director

in your area show you how he backs up his on-the-air action with hard-hitting
merchandising services...how he ponnds the local dealer-retailer beat

selling your product... helps kindle sales enthnsiasit with in-person appearances
at manufacturer. wholesaler and dealer lllt'u‘lings... puts out a :-lq'm]'_\'

Iulrrugt' of bulletins. ]n»lt‘:lrll.- and brochures to retailers... makes available a
wide variety of point-of-sale ammumition (such as counter cards. posters.
streamers and stickers), To put these merchandising weapons—and the HPL's

own tremendous sales power—to work. just call the HIPL Director nearest you.

THE HOUSEWIVES’ PROTECTIVE LEAGUE

“The Program that Sponsors the Product”

185 MADISON AVE, NEW YORK CITY « COLUMBIA SQ., THOLIYWOOD



KGW THE ONLY STATION-

WHICH GIVES THE ADVERTISER
COMPREHENSIVE COVERAGE

Ninety-one miles north of Portland is Chehalis, major agricultural com-
munity of southwestern Washington and an important facter in KGW's
Comprehensive Coverage of the Oregon Market. Chehalis lies directly
within the range of KGW’s north-south directional signal and is com-
pletely dominated by the station’s “beamed broadcasting” This was proven
by a recent Tour-Test, conducted with the cooperation of the Oregon
State Motor Association and witnessed by Dennis Hamilton, prominent
Chehalis turkey grower. He is shown above with “Miss KGW". This rich,
diversified cconomy is yours to tap through KGW, the only Portland
station to offer Comprehensive Coverage of the Oregon Market.

BROADCAST MEASUREMEN.
BUREAU SURVEYS PROVE
KGW’s unninsmh.

Actual engineering tests have proved that KGW's effic
620 frequency provides a greater coverage area |
reaches more radio families than any other Portl
radio station regardless of power. BMB surveys b
out this fact. KGW is beamed to cover the populay
concentration of Oregon's Willamette Valley and Sou
western Washington.

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

DAYTIME
KGW 350,
Station B 33?,]

Station C 295

NIGHTTIME

KGW 3674
Station B 3504
Station C .30?,1
Station D 208,

ci1al, hall-milivolt contour mal
filed with the FCC in Washih
ton, D C, or Irom feld intensl
surveys, tells the story of KGW

COMPREMENSIVE co\a Y

AGE ol the fastest: growing «

ket an the naten [ 1

REPRESENTED NATIONALLY BY

Station D 192 |

This chart, compiled from al) |

i -

PORTLAND, OREGON

ON THE EFFICIENT 620 FREQUENCY

EDWARD PETRY &

10

SPONSOR|'|

|
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8 New and renew

12 FEBRUARY

I. New on Radio Vetworks

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration

Consolidated Grocers Weiss & Geller ns 178 Arthur Godfreey Times alt dave 10.10:05 am:
Corp (Keid-Murdoch 6 Vel 52 whks
div)

Doubleday & Co Ine Nuber Hoge NBC 19 Edwin € il Sun 110550 ami 1 Apr; 13

whas

Gull 3§l Corp Young & Rubicam NEBC 116 Commter-Spy; Th 930100 pmy 1 Feb; 52 wke

| Spate Farm Mutual Aute- Newdlham, Lounis & Mbs Ceell Browni Sat 7:35-H pavy 24 Febg 32 whs
mobile Insurance Co Hrorby

sterling Dreug Ine DancersFitegerald. AIC 216 News afl Tomorraw; MSTh 1003013 pmg 2

Sample Apri 52 wha
Sterling Drug Inc Dancer-Fitzgerald- CBS 150 Bill Shadel and the Newsy Sun 3-4:15 pm: 4
Sample Feb; 20 whs

U. 5. Army & U S, Air f.rant ARG  ZHS Let's Go With Ralph Flanagan; M 101030
Foree Recruiting Serve pimg 22 Jany 52 wks
ice

U. S. Aemy & U. S, Alr Grant CHS 181 Harold Peary Showi W 99:30 pm; 21, 28
Farce Recruiting Serve Felvs LinesUps Th 10-10:30 pm; 1, B,
ice 15, 22, 29 Mar

‘2. Renewed on Radio Networks

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration
Citics Service Co Ellington & Co N 93 Band of Awerica; M 92:30-10 pm: 22 Jan: 52

whs

3. New National Spot Radio Business

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Bar-Dol Products Lubricants Walsh (Mownireal) 26 Fastern Canadian Annemits: 15 Mar
sins

Corp

Ben Hur Products Ine Ben Hur colfes Mogge-Privent  (1L.AL) 30 ABC PPae sins News: M, W. F 10:30-10
P 22 Jan; 52 wks
Curtis  Publiching Co Satneday Evening BBDO (NY,) 5 mkis Anmenits; 31 Jang 13 wks
Past
Garrett & Co Ine Virginia Dare Ruthran & Ryon Seattered mkis Annemtsy 12 Febi 8 wks
wine INY))
Park & Tillord Tintex Storm & Klein (N.Y.) 60 stnsy 30 mkis Partict 20 Febg 10-12 wks

4. National Broadeast Sales Executives

NAME FORMER AFFILIATION NEW AFFILIATION

Nunn Statiens, Amarillo, natl «ls mer KFDA, Amarille, gen mm

Independent sls rep for radio, v packaze
prog, N.Y

NBC, NY,, asst tea vp ofo sins

ABC, N.Y,, dir 1y sins

ABC, N.Y., dir radio stns

KTTV, L.A., gen mgr

WEFEL, Roston, asst mgr

WMCA, N.Y., acet exce

Indand Broadeasting Co (KBON, KBON-FM,

John G. Ballard
Claude Barrere

Transeription Sales Ine, N Y., eastern div mgr (add-
cd affiliation)

KOA,

Same, sp v sin relations

" Charles C. Bevis Jr Denver, mer
Ote  Brand:

James 1. Coannolly
Harricon M, Dunham
Wilbur S. Edwards
'M. M. Fleischl

i Paul R. Fry

Samre, vp radia sin relations
Same, gen mer, hoard of dir
RNA, Tllywd,, stn dir

Same, local «s mgr

Name, pres

Frederick E. Johnson
| E. Tarald Keown

Leonard Neeg

Ownaha, KOLN, Lincoln), vp
J. Walter Thompson, N.Y., copywriter

Frederie W Ziv Co, Okla,, acer exec

ARG, NY., natl dir radio prog

Bonald Cooke Ine, N.Y.,
WHEBS, WIHHS.FM, Hoomisville, Ala,, mgr

acet exer

Same, vporailin prog

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

Numbers aflter names

Tony Moe WOCO, Mupls., sls prom mer RAN. Mlywid,, and CBS Pacifie net. die sls prom reler ta  calepnry of
(eff 15 Feb) in New  and
Eugene R. Myers WTAM, Cleve, sl Same, sl mpr Henow

Claude Barrere (4)
Harrison Dunham (4)
Robert B. Brown ISI
Paul R. Fry (4)
Tony Mos (4)



New and renew 12 February 1951

I. NYational Broadcast Sales Exeentives (continued)

FORMER AFFILIATION

NEW AFFILIATION

samuel
Zonabielle
| Pinidses 11
| Kahert M,

Harey L. Stone

Samson
Spicht
Stoekine

\exander Sironach Je

larmey  Struthers
‘ Halph Taslor

Mart Weinhach
Lloyid E. Youler

Ulied Be
Leon Livingston, S.F.,
Rlair, S.F.,

el Mz Co, Mlyvwd,, plam supt

timebuser

b, mgr

B. T. Habhinn Co, N.Y,, asst adv mge
WEM, WSMSTV, Nashville, vp

» mutl die 1v prog

o Sales-TV, MY, acet exee
KA IHswid, and €5 Pacifie net, die sls

prom

s, MY, talent, prog wnegotialer
ROA, Denver, mgr

Some, vp

Torjoe & Co
Blair- TV, S.F
Danald h
Ko, ken
Name, ¥p o Iv
W » Boste
KTS

ABC, N.Y,, p
RNBC, 5.,

+ S.F., mgr
VP mEr

e lney, NJY,, acet exee
O-TY, Phoacnix, gen mere
prog

N, Gss gen mer

V. L.AL die sls prowm

rog dept hus mgr
er

3. Sponsor Personnel Changes

' NAME

FORMER AFFILIATION

NEW AFFILIATION

Blum
Brown

John AL
Rohert B,

Herbert M, Cleaves
Harald J. Colton
Julin F. Des Reis
Ben F. Frw

Gerald Light

., E. 0'Connor Jr

heith Porter
Froederie N, Sehwartz
W. A.

Swan

L. I,
Lach

Thomprenn

Tom-

Falwin W eisl Jr
'vter M. Zaums

R, 1. Maey & Co Ine, NJY. esee

Bristol-Myers o, NY., vp

General Foods Coarp, NY., sasoe <ls mge,
Jell0d i

Pabst Sales Co. Chi., <l prom mgre

Ronson Art Metal Works Ine. Newark, zen
sle miper

Ligeent & Myers Tobaceo Co, MY, se vp. die

Emerson Radio & Phonograph Corp, NY

a=st Io ¥
Digmand Mateh Co. N Y., spre asst to pres
ever Heothers tMarrier Hulibard Ayer
div ke MY sl mer
Bristol-Myer= ta (Bristol La

Syrae

atories Ined,
we, pres

"abet Sales Co, Chi, asst gen sl mgr
Liggett & Myers Tobacen o, NY o, purchas.
dlept head

cit & Miers Tobacen o,
r

T Ring Corp, N

alist Sales Co, Chi.. <ales snperv

Ny,

00, o0

ady mge

Lever Mrothe

re Coo MY asst to pres

Same, co alic

Smne, sls, ml

Same,

Same, s vp

Same. pires

mame, sls pe

Same, v p

Same, pres

Dristol-Vsers

v mgr

merch alie

am mEr

Fo, N.Y., eo dir

Same, gen <l mgr

Same, en dlir

SRR ]

Air Ring I'r

Name, sr sls

oduets Co, Bklyn., ady, sls prom mze

supery AChi. metropaliton div)

G. New Agency Appointments

SPONSOR

PRODUCT (eor service)

AGENCY

Vnerican Iver Star razors and blades
Bover Iuters . Ghi. A\ hair arranger
o Boshnell & ular-
Cares Salt Co, Himtehinson, parkager
& W Frozen Foods, 5K, Frozen Fomls
Caralene Produets Co, LitehGeld, 1L milk compounde
i Tae, N Y,
L] Fime Proaducts of Ameriea lor, Hoston heserage
[ Belt Hateher i
Ceystal Cream & Batter o, Sacraments ry prodnets
v Corp, LG VY, o ras
ner loe, 1 ( r chair lounges
Frahine Mg Corp. Ers Man. { pivn Berzer rotary snow  plow
F. W, Evanger, Whes Hi. wel  Tood
Fise Star Ve ¥ I Forks, Minn, man headholt engine  heater
Hallywood Rogwe Sportswear s wal. =hirts
Iuter smal Galf Pradoaers, Chi, s adjnstalile ol elube
Lee Fomle Division, k. Mu. datnfls
Liliby, MeNeill & Libby, €Chi, Pinecapple producis
[ Las Anzeles Brewinge Co, LA, Eastside heer
| or Safe Co, WYL Safes
Ohie Matel Co, Waldswarth, Ohio Matehes
< oy 81, 1 Inergel 1ablers
itnre Cao, Bhiy Haowschold niture
Stk ton, I prodnets
Pinsh. Ammiosvess ammaonisted dentifrice

Poxas Nurserics,
J. G Van Halten & 3
Wetherhy-RKayser Shae

e Terre Hame
Winushorn

Tie,
Co, l..A. Me

Beer and ale
Nursery stork
Pickles

Ynoaml ow

Milwankee

shaoe

stare chain

MeCann-Erickson, NY.

George 1L Hartman, Chi
1. Walter Thomp=on,
kins &

Holden  Tuwe,

K. 1. Potts.
K. . Mo.
Ley & Livingston, S.F,

Hewri, Hurst & Melbanald, Chi.
Lawreence Holes Hicks Tone, WY,
Harey & Ascoe, Roston

I. Basrom & HBonfigli, S

» Dicterich & Brown Ine, SF,
Groy, N.Y.

Walter MeCrreery Ine, Heverly
Barnes Loavin, Fargo
Ranfman & As=ov. Chi.

i south Fargn, N, 1L
er MeCreery Tne, Hlywil,
ulgar Walter Fischer, Chi.
B J. Petts-Calkine & 1
h. €. Mo
Faote, Cone & Belding, Chi, (eff 1

Apr)

Warsnick & Lezler, NOY.
Stockton, West, Burkhart,
Yonng & Rubicam, WY,
Dorrance-Waddell €Ca, NY,
William Williur, N.Y,
Harold Rirsch Co, St L.
<aman & Adler, Ritsh,
Biow Co, N.Y,

J. F. Gelders €o, Oklaboma City
Jim Baker Ascor,, Milwankeo
mbert,  Prochnow, Mellugh
Maranlay loe, L.A,

Fanl

1ills

den Ioe,

Cine,

and

Nowibers after names

refer to category of

listing  in New  ond

Henew

Harvey Struthers (4)
Lindsey H. Spight(4)
Leonard Reeg (4]
B. F. Few (8)
Alex. Stronach (4)




For your S__ELLING job in this top U. S. market use WTIC.. . .

i W | WTIC conmres

THE PROSPEROUS SOUTHERN
NEW ENGLAND MARKET

WTIC's 50,000 Watts represented nationally by Weed & Co.  +  Paul W. Morency, Vice-Pres.— Gen. Mgr., Walter Johnson, Asst. Gen. Mgr.— Sales Mgr.
|
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Roses are red
Violets are blue
Listening is up ~~

And how are you ?

More people love Mutual these days than ever before —with a love that is
measurable even unto decimal points. Compared with one year ago (when
TV was just beginning its most alluring gains in public favor) precisely
9.48% more radio families are now attuned to the average of all regu-
larly sponsored programs on Mutual. No other network can make any such
happy statement— because none but Mutual has scored a plus. Source:

 the latest Niclsen average audience data (first December reports,’49-50).

Bound more hearts weuld you entwine ?

Say youll be our Valentine !




7

r
- Over
i :
- Regulars
v
People are faithful in Quebec
especially in  therr listening
b b
For i.l tance, ‘.h-.' ]l'l'-‘ '|_I-l-;i||-
ershiy ,'\I__‘-.u;v- iu-' released l'\
the B.B.M., disclose the follow-
ing revealing  fact: 295,540
French Canadian families listen
to CRAC regularly at night,

311.100 listen regalarly by
dav!® These cirenlation fi prres

v than that of any

wre preale

; g ¢
i bt petr o other tnedependent
papet ther pede penden

.' -"lillt' entive Proo-

rtation 1

1
neart

Yes, CKAC reaches the
of French Canada—vovering all

counties in Quecbec, blanketing

clse to 70% of the total num-
|'1'r of r.l.iin ;':nln-'- m '.]u. |‘[’n\'-
no wonder that CRAC

mi |Jr-\

mce, It®
pets results—at a vers

COst per ]'l-'.-. ner,

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

 CRAC

MONTREAL
730 en the diol ® 10 kilowotts

Representatives:

Adam J. Young Jr, - New York, Chicago

wWilllam Wrighr - Toronta

16

V9iadison

TIMEBUYER CONFESSIONS

I want to congratulate you on the
excellent  strides made with
sPoNsoR. You certainly have succeed-
ed in finding a different way to pre-
sent the problems of hroadeasting.

I read the article you had in your
I December issue, “Confessions of a
New York timebuyer,”™ This must have
been an answer to an editor’s dream,

vou've

judging by the amount of controversy
it started, However. 1'm wondering if
this was a =ervice or a disservice to ra-
dio advertising. The yvoung man was
1!’1!:|inl_\ not I)lli-';ll of ;lll}ihing but a
slipshod, lazy timebuyer. 1Us easy fo
understand \\h_\' he spenl less than two
vears in that end of the business. From
iy abservation, this article has tended
to undermine the confidence of some
advertisers and sponsors in the services
they get from an adverlising ageney.
Was this vour intention?

Spch a result is unfortunate becaunse
there are a lot of sincere people buy-
g radio time who have conscientious-
Iy tried 1o use every bit of data avail-
able to do a sound. constructive buying
job. 1's a shame to have them black-
[isted and smeared becanse some smart
aleck wants to hoast about how he
Ly.” how he did an inexcusable job
“uneducated”

i
v
;‘"l

because  he  was  too
and/or too lazy to do a fair, conscien-
tions job. Should we diseredit every-

Are

all physicians and  surgeons 1o be

one because of one blackguard?

smeared because some guy hboasts he's
a quack?
Harnow ', RoperTrs
Executive | ice President
Goodlind. Joice & Morgan. Ine.
Chicago

GRAUER ARTICLE

Congratulations on a fine article
ahont Ben Grauer in the 1 January
issue, My twenty vears with spon
“‘l'h‘-‘

Have long felt that too many thmes

| commercial copy Cwhiether ageney or

locall becomes stereotyped tooa point
where it is impossible to do justice for
the sponsor. In the case of local copy,
yon have an opportunity to make the

| suggeestions without too large an outday

| |

of cash for telephones or telegrams,
On agency copy, it is an entirely dif-
ferent thing. | agree with Ben. though,
when he states that in the majority of
the cases a lot of thought has been
put into to “punch™ eertain
phrases or words and the announcer
shouldn’t lose sight of this faet. 1 sin-
cerely hope that many of the agency
people read this article and will grasp

1'1111_\

what Mr. Grauer is trying 1o suggest,
Keep up the good work. Yours is a
magazine that gets read. reread. and
constantly referred to by not only the
undersigned, but also the sales staff
of this station,
Ravyono G, Urpricn
Station Manager
Wi
Warquette, Mich,

JOHNSON'S WAX REBUTTAL

I note a squib in your 20 November
i=sue (Applanse. p. 81) erediling us
with having guts and also for admil-
ting we had made a mistake in think.
ing we could do a full advertising job
without radio.

It's nice to be told that you have
cuts, We are willing to admit that. but
we have never admilted to making any
mistake in the choice of advertising
media during the past year. Sales for
the year just eoncluded have been the
largest in our history.

Wittiaat N, CoNNOLLY
Advertising Director

S. €. Johnson & Son. Ine.
Racine, Wis.

WLW PRESIDENT COMMENTS

Your editorial on the NBC rate re-
duction. 1 thought. was very fine. |
enjoved reading it and believe you
could not be more right.

R. E. Dusviree
President
WL

Cincinnati

GROCERIES ON THE AIR

Swell story on “Grocery stores ot
the air!™ Can use a conple of copies
of the story as soon as you can ship
them out. Thanks for a joh well done.

Buert LEviNE
Commercial Manager
wrwAd

Chester, Pa.

SPONSOR

=




pay a rate...
o a job
with

West Virginia's

Corner West Virginia's lushest industrial T L AR
market with this potent pair of “Personality” =T RAS
stations . . . at a combination rate
that is about the same as you would
pay for any single comparable station
in either locality! With WKNA and WILS
on the job, you reach more potential
customers than any one station can
deliver—with twice the impact—
and at one low rate. Check up
... try it and see!

AL A0
g | BECKLEY —/—7=* I
N7 (NN

WJILS

WKNA bt vt
e & ; BECKLEY
WKNA-FM 560 KC—CBS
CHARLESTON ! 1000 W DAY » 500 W NIGHT

950 KC—ABC

5000 W DAY * 1000 W NIGHT

Joe L. Smith, Jr., Incorporated
Represented nationally by WEED & €O.
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You'd like the stanstics on

this Beauty it's tru:

but here are some,

more vital to you.

To Sell Northwestern Ohio
there’s ONE BEST BUY.

It's Radio Stanon WSPD
and here 15 why.

For 28 years WSPD has been
growing bigger

until now the Srate Area
BMB <hows 90% s

our hgure.

So get Results in this market
if your client 15 needy.
Buy ume that is proven . .
buy spots on WSP (ee) .

p TOLEDO,DHID

oo WATTS-M.B.C.

CHANNEL -13

Represented Nationally by KATZ

T = Daniel B. Scully
It Spemsor

Advertising manager
Medicks, Inc., N. Y.

Il

\ nickel cup of coffee today is something 1o shout about.

That's exacth what Dan Secully. adverlising manager of Nedicks,
i= doing for the company’s 90 snack-stand stores |serving more than
1.000.000 people cach week ).

\etually, with an ad budget approaching $750.000, Dan is direct-
ing the advertising for two separate operations: the stores and the
wholesale division. About four-Afths of the $250.000 devoted to store
advertising goes to radio.

“We use eight radio stations in the Eastern area. four in New
York City.” savs the 27-vear-old manager who has been steering the
company’s advertising for the last yvear. “All of our radio work is
confined 1o the disk jockey participation type of show aired between
G and 9 am.”

Informality keynotes the company’s commercials, Dan gives the
announcers a factual book about Nedicks. The rest is up to the
announcer who ad libs all plugs. The disk jockey has plenty to talk
about. too what with Nedicks”™ five-cent cup of coffee and 12-cent
breakfast. “We find that announcers do twice as good a job for us
when they make the pitch in their own style.” Dan explained.

On each of the six mornings a week when the company airs ils
commereials, it has a Nedicks™ breakfast sent up to the audience and
station persounel.  Part of the firm’s air promotional activity is a
Miss Nedicks contest that includes radio interviews for women em-
plovees: also. visits by disk jockeys to Nedicks stores i the area.

Nedicks” wholesales division is relatively new. was begun about a
vear ago. ls 3500.000 ad budget is divided between radio. televi-
sion. points-of-sale material. and newspaper.  Products are a six-
ounce can of orange drink concentrate. and small and large bottles
of the finished drink: they are sold through regular retail outlets.

Dan is taking in his stride the company’s average expansion ol
one store a month. He has been in advertising since his college days
hefore the war when he worked for the Leo Burnett Ageney in Chi-
cago. During the war he served three vears as a navy flier: after-
wards, worked in the merchandising and advertising departments of
the Los Angeles Examiner. He free-lanced in advertising for six
months hefore joining Nedicks as advertising manager.

SPONSOR
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New developments on SPONSOR stories

I See: “Mail orders by the millions™
|
HD Essne: 22 May 1930, p. 28
, oo
|

Snbhject: sSuccessful radio/TY mail offees

In *Mail orders by the millions,” 22 May 1950, spoxsor descrilil
the successful RCW Enterprises set-up. Since then mail-order hus
ness has been hurt by fly-hy-nighters, Net result has been a tizht.
ening of station regulations to protect the public.

In addition to current inquiries being made by Postal officials,
stations themselves have taken the matter into hand. WFIL-TV iy
Philadelphia requires that every product advertised for mail order b
backed by a certificate of approval from a recognized testing labora
tory or by reputation of an established merchandising firn.

WPIX. New York, now requires information from the mail-order
edvertiser that includes: hank reference: two trade references who
have had dealings with the advertiser in the past six months: and
trade names being used by the advertiser. The station also requires
that the advertiser have a showroom or retail outlet in the vicinity,
or deposit $100 or more to satisfy listener claims should they arise.

S(_'.(‘.: “How B & W elimbed to 23 billion

cigareites""
Iissne: Two parts beginning 6 November
0 0 . 1950, p. 21

Slll)jt‘.(!‘: Air strategy of Brown & Williamson

No change is expected in B & W's use of the air.

Radio strategy described by sPoNsoR in its two-part story, “How
B & W climbed to 23 hillion cigarettes.”” 6 November 1050 and 20
¢ November 1950, is given by the company asz chiel reason for its
Kools® 22,6 gain during 1950. This in face of a general slipping
in leadership by the Big Three: Camel. Lucky Strike. and Chester-
field.

B & W's Raleighs, advertised solely by radio, steadied off with a
\ 7.19 . having gained 1337 during the previous year.

See: “Mohawk uses & new broom™
Issue: 11 September 1950

Subject: Mehawk Carpet Mills. lue, on TY

Starting 12 March, Mohawk Carpet Mills, Inc. will supplement its
broadcast of the Roberta Quinlan Show (NBC-TV) with radio.

Through radio representative George Bolling, Mohawk has lined
up some 27 radio stations for its special versions of the network tele-
vision program. MCA already has a backlog of several months tran-
seriptions stored away for use on the stations: they’ll soon have
enough for the three-times-a-week. 13-week schedule mapped out.

Mohawk’s plan is to put radio versions of the Roberta Qui