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How much is nighttime
network radio worth?—p. 34

ANA meets 28-31 March at Hot Springs, Ya.—see page 4

42nd Annual ANA Spring Meeting

Radio and Television Session — 3 Key Subjects

“What's Happening to Radio Time Values?”

WALTER LANTZ

Advertising Manager, Bristol-Myers Company,
member ANA Radio & Television Steering Committee

““What Can Be Done About the Confusion in Radio
and Television Audience Research?”’

E. L. DECKINGER

Rescarch Director, The Biow Company

“Typical Techniques and Costs of TV Film
Commercials”

DON L. KEARNEY
Assistant Sales Manager for TV, The Katz Agency




or free men

It was no oddity that the man who built the
framework of American jurisprudence was reared and
lived his life out in Richmond.
For John Marshall breathed the air of freedom
in the city of Patrick Henry and Robert E. Lee.
Befure he was Chief Justice of the Supreme Court
he was General Marshall in the Revolutionary War forces
under General Washington. The years have sped,
but the cause of free men burns as fervently
in the Richmond of 1951 as it did then. The First Stations
HOTS O CHIER SUSTIoE AARTIALL . (I CHH ORTEAR: of Virginia, WMBG, WCODI(FM), and WTVR(TV) are Richmond's

chief mediums of expression. They are proud to

be numbered as guardians of this heritage.

WMBG '~ WCOD

Havens & Martin Stations are the only
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia's first market.

Represented nationally by John Blair & Company /




NETWORK COMPETITION INTENSIFIES AS ABC ATTEMPTS MASS RAID ON NBC—Inten-

sity of current competition among networks reached new heights with ABC attempt
to bring all NBC afternoon advertisers (from 2:00 to 6:00) en masse to ABC. ABC
inducements are: (1) ABC rates are lower; (2) A 45% discount; (3) "Program con-
tributions" of $1,000 weekly. Keystone of pitch was fact that by moving together
six advertisers involved would not lose out on carry-over advantages of block
programing. At press time, all six advertisers approached by ABC were said to
be "considering the move."

radio and captain of ABC raiding party, nicknamed move "Operation Cleanup." With
ABC unable to get off ground in afternoons after trying various programing tac-
ties, he says, net decided soaps were their salvation. Raid on NBC block was de-
cided on because building new shows was deemed prohibitively difficult. Jahncke
cited recent history of talent raids by CBS on NBC and by NBC on ABC, starting with
CBS Jack Benny coup. We're doing what was done to us, was his attitude.

TINTAIR GROSS $5,000,000 IN FIRST SIX MONTHS—That $4,750,000 Tintair budget in
1951, most of it for radio and TV, follows sales gross of $5,000,000 in first six
months on market. Tintair, which learned from Toni (SPONSOR 15 January), will add
gquarter hour of "Jack Carter Show" (NBC-TV) and local radio/TV shows in Los An-
geles, Kansas City, St. Louis, and Portsmouth, Va. Fresent lineup includes two
radio programs, "Meet Frank Sinatra" and "Somerset Maugham Theater" (CBS), and
three TV shows, "Somerset Maugham TV Theater" (CBS-TV) and two "Cavalcades"
("Bands" and "Stars" on DTN).

ARBI OPEN’!NG EYES, AND EARS, OF BET;A!LERS_—New Advertising Research Bureau Inc.
concept, that people divide into radio-receptive and newspaper-receplive groups,

should have powerful influence on retailer mind this Spring. With department Store
sales running ahead of last year, traditionally print-favoring stores should be
more receptive to trying air media. ARBI figures show sizable group of customers
can't be reached without radio (see story page 26).

CUTEX NET SPONSORSHIP OF GLORIA SWANS_ON_FIZZLES—Projected Cutex sponsorship
of Gloria Swanson on net.wo_rk ra—dio show fell t.hrough. after demands from La Swanson
reached arm-and-a-leg stage. Show was to have been handled by J. M. Mathes, New York.
After actress demanded job for daughter as assistant m.c., exorbitant salary, etc.,
irritated agency exec commented: "We'll wait till she's grown old gracefully."
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TWO EXPi 'VE ISSUES BEFORE ANA THIS WEEK: RATES, RESEARCH—When some 450 ad-
vertising ecutives assemble at Hot Springs, Va., this week (28 to 31 March) for
42nd annu: . ANA meeting, they will face two volcanic radio issues. (1) Radio rates

will be blasted again as too high in TV markets via report on "Time Values."
Story, page 34.) New ANA report, supplement to radio study last summer, advo-
cates "reevaluation" of station time charges at from 4% to 60% below current rate.
| Research muddle will be under spotlight following all-industry committee rec-
ommendation for $140,000 study of research; and C. E. Hooper proposal that adver-
tisers solve problem by turning to his new Hooperecorder method exclusively.

HOOPER PROPOSAL SHREWDLY TIMED—C. E. Hooper research suggestion, blithely
disregarding committee plan, was timed shrewdly to come before ANA, AAAA, and NARTB
conventions—after none-too-definitive all-industry committee report. Hoopere-
corders cost less to install than Nielsen Audimeter, would allow instantaneous
machine recording of listening/viewing while programs are in progress.

RECREATED BASEBALL ON DECLINE THIS "_(EAR—Mutual's Game of Day, which last year
brought live major league sportscasts to many parts of country for first time, has
kuocked recreated baseball into cocked hat. Liberty Broadcasting System, orig-
inally built on imaginative recreations by owner-sportscaster Gordon McLendon,
will air day games live this summer to meet Mutual competition. That means cost
increase for Liberty which previously got Western Union wired report from ball
park at $27.50 per game and built from there with home-made sound effects.

CAPTAIN VIDEO SIGNED BY GENERAL FOODS FOR FIVE YEARS—DuMont deal with Post
Cereals Division, General Foods, for its "Captain Video" package is unusual. Firm
bought show for five years at estimated $12,000,000 fixed total. Half-hour Mon-
day through Friday kids' show will run 52 weeks annually on 22 stations. Follow-
ing promotional tie-ins are under way: (1) Columbia Pictures 15-part Captain Video
serial, to run in 6,000 theatres; (2) Captain Video Products Assoc., numbering 20
firms, gearing up to sell $50,000,000 worth of goods bearing Captain Video name;
(3) Fawcett Publishing Company to distribute 750,000 Captain Video comic books
every two months.

LOOK FOR CONTINUED HEAVY AUTO ADVERTISING—Despite shortages and cutbacks,

auto industry will produce Some 4,506,000 cars this year, selling at increasingly
higher prices to fewer people able to meet new financing restrictions. In addi=-
tion to 33 1/3% cash down payment now in effect, new requirement of payment within
12 months instead of present 15 may be imposed. John Q. Public is likely to need
more persuading before deciding to buy. Dealers, never strong for radio in past,
now turning to AM as result of interest spurred in air advertising by TV auto

SUCCESSES.

TIME MAGAZINE SPENDS OVER $200,000 FOR KEFAUVER TELECAS_LS.—-—TIME magazine

spent over $200,000 (with its best talent free of charge) for Kefauver hearing

telecasts from New York. Starting with coverage on WJZ-TV, New York; WFIL-TV,
(Please turn to page 48)
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Mcluru:e Richard
7 In Hockey,

4 whec

In Rochester Radio

R
¥

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

STATION STATION STATION STATION STATION STATION

WHEC B c D S
MORNING 46.2 16.5 9.0 6.6 16.0 3.8

8:00-12:00 Noan
Mondoy through Fri,

AFTERNOON 40.0 30.0 108 10.5 4.9 3.0

12:00-6:00 P.M.

Mondoy through Fri Station

EVENING 38.0 275 8.6 13.1 10.7 | S St

4:00-10:30 P.M Only
DECEMBER 1950—JANUARY 1951

Sundoy through Sol.
LATEST BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: -

GANNLYTY
 EE R
IIABIO

Gnou'

\'t-. c 5,ooo.w;'nrs

Representatives: EVERETT-McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco,
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How Carnation invests S2,.100.000 in radio TV

Air media gt bulk of budget because product needs mass coverage af
low cost. Firm's show is one of oldest in radio

What sells your customevr—sight or sound?

Mew concept unfolding out of ARBI research in stores indicates some cus-
tomars are sold by radio alone, others by print alone

Why White Toicer fell for spot radio
Radie pulled new customers info hamburger Towers so effectively that firm

has doubled and redoubled air budget

Today's top commercials: network TV

Part three of SPONSOR's commercials study describes some of the most
striking pitches on web TV

This time the educators’ lobby means business

Determined drive for TV channel allocation threatens sponsors’ position in
the medium, Climax of confroversy may come this spring

How much is radio time worth?
Mew survey on "time values” by ANA raises this question again. Net-
works counter with figures proving AM costs lowest of all media

TV leads Mohawlk: (o radio

Video success drew Mohawk Carpet Mills into radic. AM version of TV
show covers 20 non-TV markets, six TV
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KGw THE ONLY STATION-

WHICH GIVES THE ADVERTISER
COMPREHENSIVE COVERAGE

ewberg, Oregon, second largest city in the northwest corner of
the state's lush, prosperous Willamette Valley, lies under the
primary domination of KGW. With its numerous industries, in-

cluding a pulp and paper mill, canneries, fruit and nut dryers, and
machinery works, and because of its importance as a trading
center for diversified agriculture, Newberg 1s important to the
KGW advertiser. COMPREHENSIVE COVERAGE of this city
was proven in a recent Tour-Test, conducted with the cooperation |
of the Oregon State Motor Association and witnessed by Mr. J. A,
Moore, Newberg businessman, shown above with “Miss KGW™.
Remember, KGW delivers Newberg and the rest of the expanding
Oregon Market...through COMPREHENSIVE COVERAGE.

BROADCAST MEASUREMENT
BUREAU SURVEYS PROVE
KGW’s LEADERSHIP

Actual engineering tests have proved that KGW's efficient
620 frequency provides a greater coverage area and
reaches more radioc families than any other Portland
radio station regardless of power. BMB surveys bear
out this fact. KGW is beamed to cover the population
concentration of Oregon's Willamette Valley and South.
western Washington

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

ton, D.C., ar
f surveys, rells
COMPREHE
AGE al the
ket an the nan

filed with the FUC vn Washing.
rom "

DAYTIME
KGW 350,030
Station B 337,310
Station C 295470
....... Station D 192,630
NIGHTTIME
KGW 367,370
Station B 350,820
Station C 307,970
Station D 205,440
This chart, compiled from offi-
cial, hall-milivolt contour maps

REPRESENTED NATIONALLY BY

PORTLAND, OREGON

ON THE EFFICIENT 620 FREQUENCY

EDWARD PETRY & CO,
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)/ For the hrst ume in North-
’ & cenn California the full dra-

" ,___’\ matic  impact of "govern-

h—fr ment-in-action’ was brought

into the homes of thousands
of viewers, when KPIX telecast the
hearings of the Kefauver Senate Crime
Investigation Committee,

Only through the miracle of television
s 1t possible, by a simple Hick of a dial,
or viewers to actually witness the complete
proceedings direct from the Federal Court
Room i San Francasco,

18 HOURS

Nine hours a day, for the full two
days of the hearings, on March 2 and
3, the KPIX Remote Crew trained their
cameras on the real-life drama of in-
vestigators and witnesses in their serious
game of guestions and answers. With-

+ out question this was the most complete

on-the-spot news coverage yet achieved
in Northern California.

PUBLIC SERVICE AT ITS BEST

In keeping with its traditional policy of
serving the public interest, KPIX deleted its
commercial schedules and mobilized addi-
tional manpower in its unrestricted effort o
bring these telecasts, of nationwide signifi.

cance, to televiewers

The 1mpact of KPIX's relecasts, in
arousing public interest in the crime
hearings, was overwhelming. Congratu-
! latory lewters from all over Northern

California deluged the station, lauding
KPIX's outstanding public service; and,
a coincidental survey indicated that
over 50% of all television sets in this
area were in continuous use during the
two days.

CHANNEL
5

Reprasented by The Kotz Agency, Inc.

560
 {=

Repravented by Wm. G. Rambeou Ce.

SAN FRANCISCO

by

ﬂ;o Robert |. Landry

Hardly a “small”™ advertising agency of any glamor these days
but is being romanced. But look for few marriages. Reason is sim-

ple. Too often bigger agency wants to cop an easy bhargain, swallow
the lesser agencey, dominate the whole shebang, That spells jobless-
ness for partners and brass. Immediate or in a year. Either that or
they fear demotion to the office boy status from which they pulled
themselves by 20 years” labor. One agency that has said “no. thank
vou' is Drisacher. Wheeler & Staff of San Francisco which got offers
following death of dynamic Emil Brisacher. Others known to have
heen “sounded™ inclnde Grey, Federal. Gumbinner. Dorland. Elling-
ton. Kimball.
* * *

MacManus. John & Adams of Detroit opened a New York office.
took page splurges. That most “insular™ of all cities. New York,
awakened 1o S17.000,000 billings, 22nd rank.

* k%

Bol Kintner of ABC is trying to persuade Walter Winchell 1o
OK. a joint radio/TV deal Tor vext season. WW is willing to
simuleast but his new violent addiction to winter sunshine is a mo-
tivating factor. There ain’t no TV eoaxial cable yet to Miami.

3 * #

Waorried about television program costs? Be of patient cheer. In-
genuity is not dead. To fake an automobile wreck on their Hands
of Death for Bond Clothes (Du Mont) Larry Menkin and Charley
Speer had the camera pick up horrified bystander. then. quick. two
ordinary houschold battery torches came out of a black curtain
straight at the camera. as vietim screamed.  Result: perfeet illusion
of being run down by a motor car. Production expense: 60 cents
for batteries,

* * *

“Hamlet”™ was dowe on the radio the other Sunday. complete with
the final. lerocious, death-dealing duel scene fought this time, il our
car mistakes not, with tin curtain rods from Waoolworth’s. Then there
was an echo chamber effect which converted Elsinore Castle into the
Grand Central Terminal. Finally the most dulious sound eflect of all
was John Gielgud himsell who came at the sweet prinee by main
head-on rhetorical anack. ll'c‘lll]lling-\uii't't[. vilirato. his emotions
all in his throat. The significant question. doomed 10 go forever
mnanswered, is how many eitizens vemained long receptive o all
this sound and fury. with no bridges. no explanations. True. there
are Shakespeare Study Clubs. and English classes aplenty.  Lovers
of the Bard may be fairly numerous. However. we dare snggest, at
no charge. that sponsors onght never he encouraged to indulge in
Shakespearean drama. Shakespeare did not write for the one-dimen-
sional radio microphone and he needs “adaptation”™ rather than
what Gielewd provided  “entting,”  Granted that Shakespeare is for
the ages. and perhiaps humanity’s sapreme literary genins, All the

.

( Please turn 1o page 63
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BEGINNING MONDAY, APRIL 9

—_—
MARY MARGARET MCBRIDE

available for coast-to-coast sponsorship

Locally...regionally

...nationally

(exeluding New York and Chicago)

One-half hour every afternoon,
MONDAY thru FRIDAY,
on the ABC Radio Network

The greatest single selling force in history, Never, never, never underestimate the power,

Mary Margaret McBride, is available for the persuasion, the impact, the charm of
LOCAL sponsorship from coast to coast. If

Mary Margaret MceBride, Recently voted
you have a product to sell women, here is vour “The outstanding woman of the vear in radio,”

i L S ’-" chance of a lifetime. For Mary Margaret is / Mary Margaret is believed —and beloved —
= ¥ more than *“The First Lady of Radio”...she - - as no other woman in advertising. For local
is "“The First SALES Lady of Radio.” k‘ sponsors, the program offers a unique oppor-
! S tunity to build sales, prestige and good will;
Here's how the program is being sold. Mar _ Mary Margaret's list of guests is the most

Margaret MeBride is available —at low, local impressive, most exciting in radio.
i * Co-op rates —on all ABC Radio Stations Important! For an advertiser who buys 100 or more markets,

{ " (except New Yor'k “m" Chicago Areas)s You Mary Margarct will deliver the commereials personally!

m I;I:Il'::\nil;::;\tjl:;;l::]lcf:sn‘.!lnul;': 'lnd:\l:":::toi‘::(: Act l"lo‘w! Don't be t'-'l.u_].‘,‘h[ n:l]:pirtg. For d(‘.t:lils of ]"l.'lli.lrl'l.'-li
= i 2 or regional sponsorship, eall, wire or write ABC Radio

- minute spots. There are four mi 0 . 3 I e : :
' ‘;J 4 S ¥ ane nuts Co-op Sales (New York —Trafalgar 3-7000). For details
commercials, two in each quarter hour, . y -
‘ = on local sponsorship, call your loeal ABC station,

RADIO CO-0OP SALES

| 7T WEST 660h STREET « NEW YORR 23

American Broadcasting Company
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ATLANTA

TEST MARKET IN AMERICA

CITIES 250,000 TO 500,000 POPULATION

(Sales Management Test Market Survey—Nov. 10, 1950)




There are many reasons why Atlanta, distribution

center of the southeast, rates as the first test market

in its population group. Most important to you is its

enormous retail buying power—over $500,000,000

worth last year. Smart advertisers sell this wealthy

market most effectively by using the stations

Atlantans listen to and believe in . . .

The loyalty and response of WAGA's
vast listening audience make it Atlanta’s
top station for sales results. WAGA, with
the finest in entertainment, look-ahead
programming and spirited public sery-
ice, delivers your sales message with
an impact which makes WAGA and
WAGA-TV Atlanta’s best

television buys.

radio and

THES EALR T

WSPD, Toledo, €, .

WSPD-TV, Toleda, 0. .

National Sales Headguarters:

WWVA, Wheeling, W. Vi .
WLOK, Linia. 0. ¢ WAGA, \thuuta, Ga. = WGBS, Miawmi. Fla. = WIBK, Detrair. Mich.
WJBK-TV, Detroit, Mich, »

188 Madison Ave.. NYew York 22, Eldorado 3-2155

Tops in everything that auracts and
holds listeners, all Fort Industry sta-
tions, listed below, are geared to put
your message across to the responsive
audience in their respective markets.
For sure-fire sales results, your best
radio and television buy is any Fort

Industry station.

INDUSTRY COMPANY

WMMN, Fairmont. W. Va,

W“GA-TV, Alanta, Ga,



In Just S5ix Month

MORE

' DOUBLE

THE NUMBER OF
TV SETS SINCE
INTERCONNECTION

r

[~
o

i AL
| | © JANuaRy
3 FEBRUARY ¢

Sept. 29, 1950 — 36,671
March 30, 1951 — 75,000"

Here's proof that Omaha is one
of America’s fastest growing tele-
vision markets.

The tremendous boost given to
set sales by live network television
means that an estimated 75,000
families in the Omaha area view
on KMTV the finest programs of
two great networks . . . CBS-TVY
and ABC-TV,
Remember this: Omaha is a
live television market . . . with
‘ live network shows and a rapidly
expanding TY audience which in-
creases by many hundreds of new
homes every week.
| For sales results in this rich
Nebraska-lowa market, include
| KMTV-Omaha on your television
schedule.

‘Estimate of Nebr -Towa
Eleetriesl Couneyl

Got Al the Facts From
Your KATZ Man

National Representatives

KMTV

TELEVISION CENTER

2615 Farnam Street
Omaha 2, Nebraska
CBS < ABC

Her 2
KMA Rodie

qurl:mt'"“
Contan ML has own areas
prove lh-\; rural and 5¢n.!'.'|l ‘KM# to

Under Management of
MAY BROADCASTING CO.

Shenandoah, lowa

h+L

V9iadison

OLDEST NETWORK RADIO SHOW

Your story 23 yvears with the same
program’ (26 February  spoxsor)
must have raised mamy a nostalgic
lmnp in a radio old timer’s threat.
Where did vou get those pictures?

May I suggest. however, that you
hand a small demerit to the editor who
wrote the lead.

The oldest  coast-to-coast  network
show on radio today is The National
Radio Pulpit. It has been on the air
since the first day NBC went coast-to-
coast.  As a matter of fael, it was on
WEAF tnow WNBC) as early as 1923,

Eo Grerr
Banner & Greif
New )orl

LEGS AND THE GIRL

We were very gratified to see in your
12 February sroasor such an atirae-
tive spread of our Old Gold girl and
her little [riend, the Match Box.

So many people have called this edi-
torial feature to our attention that |
am certain you have a very fine and
loval readership.

Thanks again for thinking of us.

ALDEN JAMES

Director of Advertising
P. Lorillard Company
Yew York

' BELTONE STORY

I have been wanting 1o write to you
for some time to thavk vou for doing
such a grand job with the Beltone
writeup that appeared in your 12 Feh-
ruary issue.

We made reprimts of this and sent it
out with a bulletin 1o the Beltone dis-
tributors and their reaction, as well as
that of the sponsor, was very gratify-
ing.

M. H. Broxner
Olian Advertising Company
Chicago

WRONG RHEINGOLD

We read with great interest the arti-
cle in your 20 February sroxsor en-
titledd “Today s top commercials: spot

radio.” and were. of course, much
pleased that the Rheingold Extra Dry
Beer ammouncements were listed among
the leaders in the field.

However, we were somewhat taken
aback to note that hoth elient and agen-
ey were misidentificd in the article,
Rheingold Extra Dry
by Liehmann Breweries, Ine.. and all
advertising for this product—printed
media as well as radio and TV-—is
handled through Foote. Cone & Reld-

o
ing.

Im'r Is Iil'l"l\'t‘||

It was unfortunate that so fine an
article should be marred by an error
of this sort. and we are calling it to
vour attention in the event that you
should again have oecasion to mention
Rheingold’s advertising efforts in vour
excellent publication.

Fraxk E. Devaxo
Iice President

Foote. Cone & Belding
New York

DEPARTMENT STORE TV

In vour 29 January sPoNsomr. page
30, vou state, “One store puts 407 of
its budget into daytime TV,”

As 1 have always been very much
interested in TV relative 1o retailer’s
usage of this medium. | would appre-
ciate your elaborating on this state-
ment. Does 4077 of the TV expendi-
ture represent a percentage of the wotal
publicity dollar. or 4077 of the radin
and television expenditure? Also. what
type of store is it. and what 1ype com-
munity does this store serve?

J. Gorpox KROENERT
Publicity Director
The Hub

Baltimore

® The 10% ficure i~ a pereentage of the whole
adsertising budeet; is happily  wmadmtaioed by a
large department <tore in 2 Midwest eily.

STORECASTING APPLAUSE

Thank you very much for the men-
tion in “Applause”™ in the 26 February
SPONSOR,

To my prejudiced way of thinking,
vour remarks about the importance of
]min!-nf—sall" fnllu\\'-ihrnu;_'ll conslitute
one of the most constructive pieces for
the radio industry that | have seen in
a long, long time,

STANLEY JOSELOFF

President

Storecast Corporation of America
New York

SPONSOR
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Greater Kansas City’ls ONLY

50,000

WATT STATION

810 kc. \/

10,000

WATTS
Night

|' National Representative

l THE KATZ AGENCY
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More than

1% MILLION

PEORLEE

with more than

1 BILLION $$

BUYING INCOME

live, work and buy in the

29-COUNTY
Agriculturally Rich
EASTERN
CAROLINA

MARKET

. reached and sold by
5,000 watt-CBS affiliated

WGTM

WILSON, NORTH CAROLINA

Have YOU reccived your copy
of “Time Buyer's Market and
Coverage Data” file? '

Write
ALLEN WANNAMAKER

Gen'l Manager

L e ———

= s E. M. “Matt” Finehout

Vice president in charge of advertising
Los Angeles Scap Company, Los Angeles

When Matt Finehout finds something he likes, he hangs on to it
o 1903 he started as a factory boy for the White King Soap Come-
pany (Los Angeles Soap Company is the parent firm). In 28 years
Matt worked his way through the whole gamut of factory and sales
|ll|l.- awd reached his present !Nn-i”nll in 1931.

Fifteen yvears ago. Finehiout turned White King's ad account over
to the Raymond R, Morgan Company; they've handled it ever since.
Between Finehout and the Morgan Company. White King and the
other Los Angeles Soap Company products have attained sales success
against the rugged competition of major companies like Lever Broth-
ers, Colgate-Palmolive-Peet, and Procter & Gamble. Radio helps in
the continual war for sales,

“On radio we find we can get complete and tangible evidence of
consumer response to premium offers.” explains Finehout.  And.
since the Los Angeles Soap Company offers self-liquidating premiums
twice yearly. radio keeps Finelout and his ageney well-informed on
product aceeplance.

The company s sales territory, which is West of the Mississippi. is
also covered by outdoor advertising and space in regional magazines
and newspapers. The total advertising budget is a company secrel
but it was estimated at $300,000 in 1941 aceording to the VLB, with
5250.000 allotted to radio. After a dip in 1916, the ad budget has
increased vearhy with radio expenditure well over 3300,000,

White King announcenents were read over the air in broadeast.
ing's infaney. when the only commercial allowed was: “Presented by
White King Soap.” Now the company airs Frank Hemingway and
the News over 82 stations—the entire Don Lee and Intermountain nets,

Stnee Finehout took to radio in its ecarliest days. it’s not unusual
to find him interested in the possibilities of TV, Another newscast
with Frank Hemingway and his wife, Connie. is telecast five times
weekly on KTTYV in Los Angeles (also used for premium offers),

\= for the future. shortage of fats and oils— not sales—is Fine-
hout’s major concern. But the solution lies in advertising increases
atl the time of shortages. as was done in 1945 Come what may. Man
Finchout will continue to be a very busy man.

SPONSOR
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than SALES RESULTS Like These . . .

Mr. Richard E. Jones March 9, 1951
Station WJBK

Masonic Temple

Detroit, Michigan

Dear Mr. Jones:

Three years ago we started advertising on WJBK's Jack the Bellboy
program for our account, Robert Morgan Studio of Dancing. During
these three years of continual advertising on WJBK, the Morgan Studio
has grown into an organization of more than 70 staff people, and it's
still expanding.

To be specific, WIBK deserves the lion's share of credit for the

sales and leads obtained for Robert Morgan. WJBK has consistently
produced far more sales and leads per dollar spent than we have gained
from any other medium. For instance, at various times over this three
year period we have tried most of the other Detroit stations and
personality programs. By comparison WJBK and the Bellboy have been
five times more effective.

I thought you'd be interested to know what a wonderful selling job
you're doing for Robert Morgan. Many thanks for producing such
tremendous sales results . . ., and may I add my vote to the countless
others who believe Jack the Bellboy is one of the greatest salesmen
in radio today.

.89 Kindest personal regards,
.o\" d ' (M 3 Run a: N
AS/pm I. Arthur Schurgin

5\ / Letters like this, by the score, attest to the consistently high

sales results WIBK achieves for its sponsors. No matter what product

or service you want to sell in the booming Detroit market, your best adver-

tising buy, by far, is WIBK. Your KATZ representative is the man to see.

WIBK:==DETROIT

The Station with a Million Friends
NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-.2453

Represented Natlonally by THE KATZ AGENCY, INC.

26 MARCH 1951 13



Whais wew or diffenent’
=  CORPUS CHRISI|

AP i

—

Onc of the basic facts of radio s that «# stations and markets are "new and

different” as compared with one another — and that makes one of the basic,

incontestable, never-changing advantages of National Spot Radio.

The differences between markets and stations can give you headaches or oppor-
tunities. Our biggest job here at F&P is to help you minimize the headaches,
cultivate the opportunities, by supplying honest, accurate /.‘H‘!.\' about the stations
and markets at the right. Only with such facts can you truly capitalize on the

advantages of our medium, or on the time, money and effort you spend in it -‘

FREE & pETER& INC.

Pioneer Radio and Television Slalion Represenlalives
Stnee 1032
NEW YORK CINCAGO
VILANTA DETROI'T FT. WORTH HOLLYWOOD SAN FRANCISCO




'ROANOKE ... DES MOINES?

. EAST, SOUTHEAST

WBZ-WBZA Boston-Springfield NBC 50,000
WGR Buffalo CBS 5,000
WNMCA New York IND. 5,000
KYW Philadelphia NBC 50,000
KDKA Pittsburgh NBC 50,000
WFBL Syracuse CBS 5,000
WCSC Charleston, S.C. TS 5,000
WIS Columbia, S. C. NBC 5,000
WCH Norfolk ABC 5,000
WPTF Raleigh NBC 50,000
WDBJ Roanoke CBS 5,000

MIDWEST, SOUTHWEST

WHO Des Moines NBC 50,000
WOC Davenport NBC 5,000
WDSM Duluth-Superior ABC 5,000
WDAY Fargo NBC 5,000
WOowWO Fort Wayne NBC 10,000
KMBC-KFRM Kansas City CBS 5,000
WAVE Louisville NBC 5,000
WTCN Minneapolis-St. Paul ABC 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KSD St. Louis NBC 5,000
KFDM Beaumont . A I;C. 5,000
i KRIS Corpus Christi NBC 1,000
I| WBAP Ft. Worth-Dallas NBC-ABC 50,000
| KXYZ Houston ABC 5,000
KTSA San Antonio CBS 5,000

MOUNTAIN AND WEST

KOB Albuquerque NBC 50,000
KDSH Boise CBS 5,000
KVOD Denver ABC 5,000
' KCMB-KHBC Honolulu-Hilo CBS 5,000
KEX Portland, Ore. ABC 50,000
KIRO Seattle CBS 50,000



BY ONE ADVERTISER ON

CONSECUTIVE BROADCAS’

T

7 78 L4

A Remarkable Case History, extending over 19 years

Remember 19327
Remember 19377
Remember 19417
Remember 19507

On the 2nd day of April, Sibley, Lindsay &
Curr Co. of Rochester, N. Y.—the ];trgml de-
partment store between New York City and
Cleveland—will air the 5000th consecutive
broadeast of its 15-minute program, “Tower
Clock Time,” over WHANML

Through 19 years of war and peace, deep
III'IDri':"‘iilln i]l]ll llllu"l [}rl‘:‘lll’r;!}-. Silili"\--ﬁ Ild.‘l
used WITAM t'nnlimmu,-l'\' five llﬂ}':i a week,

52 wecks a year, to move merchandise with

Depth of the Depression, with
the accent on More Soles

Ere of Uncerlainty—wos it
"Good Times" or not?

Stort of 5 yeors of Scarcities
and Resirictions

With the clouds of Wor again
over the world
the same radio program.
Here at WIANM we're mighty proud of
that, naturally. And we're prowd, too, that
“Tower Clock Time™ has three times won a
First P'rize in the annual NRDGA competi-
tion, and, in 1950, capped its achievement by
winning the NRDGA Grand

gr;illlluliuns are i order to the management

Award. Con-

of Sibley's for consisteney and program exeel-
lence of prize-winning ealibre.

.« ANY TIME BUYER CAN SEE THAT THERE'S A MORAL IN THIS STORY:

A major retail institution such as Sibley’s knows
its area market and people intimately, from A 1o
Z. When such an advertiser invests heavily year
alter year on one station, you can be quite sure
that that station is producing SALES in real

J— .F"m!'hm Wi G ey

¢ —re

WHAM

measurable volume!

Sibley™ knows by experience—and so do
many other advertisers—that there is no better,
maore powerful sales-by-aic medium in Western

New York than WHAM!

Station

4

The Strombe}g-tnrlson

ROCHESTER 3, N. Y.

GEORGE P. HOLLINGBERY COMPANY, NATIONAL REPRESENTATIVE

SPONSOR

——————————— . ™
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New and renew

1. New on Television Networks

SPONSOR

AGENCY

NO. OF NET STATIONS

PROGRAM, time, start, duration

Hauer & Rlack Les Burnett ARCSTY

HBlatz Brewing Co Willinm Weintranl CHS-TV

Brewing Corporation of Benton & Howles NBCTY
America

Rulova Wateh €Co Biow CHSSTY

Cluett Peabody Ine

Colgate-Palmolive-1Peet Co
General Foods Corp

Young & Rubicam

Williamm Esty
Benton & Howle-

ARCTY

Jacques Kreisler Mg Wirshon-Garfield ARCTY
Corp

Hal-ton Purina Cu Cardner ALCSTY

United Fruit Co BBRHO CHSTY

Wamsutta Mills MeCann-Frickson CH=TY

28

Super Cirdns: San F200-5 pg 10 Jung sunomer

only
Amos & Awly s Th B8040 pmy 28 Juag whe
Carlings Take= You te the Wares; S 15 min

hetwern 3-3:30 pms 7 Apr: 17 wke
tHs E r Paradey San 13022 pm: 25 Mar
(une-time)
Holiday Totels Th 99930 pm; 22 Mar; 52 whe
falt wks with Packard Motors)

Miss Susani M:F 3:.3:15 pmt 12 Mary 52 whes

Caprain Videos WoF 7-7:80 pimt 2 Aprs 52 wke

Kreisler’s Hand Stamd: W H:30.9 pong 21 Mar
13 wk-

Your Pet Parades Sun 123065 pi: 11 Wars 52
whs

Homemahers Fachangey | 021:30 pis 27 Mar:
13 wks

CHS Easter Parosle: Son 12:30:1:30 pm: 25
Mar (onetime)

2. Renewed on Television Vetworlks

SPONSOR

AGENCY

NO, OF NET STATIONS

PROGRAM, time, start, duration

26 MARCH

American Tobacea Ca LHuDo CBSTTY

Canada Dry Gloger Ale J. M. Mathes ABC.TY
Ine

General Foods Corp Young & Bulicam CRs-TV

B. F. Gomlrich Ca [L{13 11 CRSITY

Ihis i= Show Busines=: Son 5308 pm: 1 Apr:
32 whs
Super Cirencs; Sun 5:5:30 pm: # Apry 52 wke

Goldbergs: M 953010 pm; 20 Mar: 52 wke
Celebrity Time; Sun 1021030 pm: 1| Apr: 52
whs

3. Station Representution Changes

STATION AFFILIATION

NEW NATIONAL REPRESENTATIVE

U, Lake Charles, La. RS

O, Dtiavws, Kan: Independent
KWIIN, Fr. Smith, Ark, s
RXLW, St, Louis Independent
WDOK, Cleveland Independent
WKST, New Castle, Pa. MBS

L Columbia, S, €,

« Biloxi, Miss
WWDE, Washington
WWIN, Raltimore

spendent

Indepenident

Ra-Tel Representatives, loe. 31,
Bowles & €Co. Ft. Waorth

Sears and Aver Tne. NJY,

The Bolling Co, NY,

The Walker Co, N.Y.

Robert Mecker Ascoriates, NJY,
- Representatives Tue. VYL
Natiomal Time Sales, N.Y.

lohn Blair & Co., MY,

Ra-Tel Representatives loe, NV,

4. New and Renewed Spot Television

SPONSOR AGENCY

NET OR STATION

PROGRAM, time, start, duration

American Tobaceo Co BRDO KNI IMywd, Stn Direak: 2 whks (r)
American Tohaceo Co BBDO WANBK, Cleve. Stn hreakos 2 whks (r)
American Tobaceo Co BRRIN) WNBQ, Chi, St birenk: 32 wkis (r)
American Tohaceo Co RRIMD WART., N, stn break ; 2 wh- (r)
American Tobacrn Ca BB WABW, Wadh, st breaky 2 whks (r)
Breser lee Cream Co MeKee & Albrizht WANEBT, N.Y. Stn Dhreak : 2 wh= ir)
Bristol-Myer: Ca Doherty, Clifford & WAFM-TY, Birw. 2Mheaee annemt: 10 Mar; 52 whke (u)
Shenfield
Chunk-E-Nut Produoers 5, J. LaRoehe & Ca WART, N.Y. I:miin annemit: 16 Mars 13 wke (n)
Corp
Drackett Co Younz & Rubicam WOEALLTY, Phila. Famin an iz 19 Mart 1% mks (n)
Flex-Let Corp Ben Sackheim W OHSTY. Ny, Z0.cpe annemity 2 Mar; 32 whke (n)

Warwick & Legler
Clements

Hoffiman Beserase Co
Nud<on Caal Co

WART, N,
WRGIK, Schen,

St hreaks | Mar: 52 wks tn, r)
Lemin anuemit: 6 Mary 13 whe (r)

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

|-

Mumbers after names
refer to category in

New and Renew:

W. Butterfield
Julien Field
Peter Finney
C. Hathaway
Esther Huff



~
\

Numbers after names
refer to category in
New and Renew:

Ernest A, Jones (5)
Paul McCluer (5]
A, McQuillan (5)
Dave Myren (5)
Barreit Welch (5)

New and renew 26 March 1951

I. New and Renewed Spot Television (continned)

SPONSOR

AGENCY

NET OR STATION

PROGRAM, time, start, duration

V. Lurillard Lo
Monsantu Ehemieal Lo
Selick®™ o

Procter & Gamble Co
I'ro & Gamhle Co
Rexall Drng Co

Hesall Denz Co

=cheider Naking Co

“unshine Eiscuits Ine
Frien Products Corp

Walfle Crp of Vwmerica
Walley Corp of America

pen & Mitchell
trarduer
Weise & Geller
Beunton & Bowles RTSL, Hiywd,
Hemton & Bowles WAFM-TY, Birm
Franklin Lrock RTSL, Tlvwi,
Franklin liruck
Quality Bakers of
A ica
Conninzham & Walsh
Baldwin, Bowers &
Strachan
1. M. Korn
J. M. Korn

RTEL, THvwil,
WART, NO.
WOALLTY, Phila.

WAEW, Wash.,

WAL, Chi,

WANBT. N

WEALLTY, Phila.

WOEALLTY, Phila.

WTOP.TV., Wash.

20:s5ec ilms; 19 Mar; 52 wks (n)
25.min prog: 6 Mar: 13 wks (r)
1-min annemt; 39 wks (n)

Z0.cee annemt: T Mar: 32 whe (r)
20-sce anncmt; 10 Mar: 52 wks (n)
l-min partics 17 Jul; 26 wks (r)
l-miin partic: B8 Mar; 26 wks (r)
1-min annewits 20 Mar: 20 whs (r)

1-min partic: 19 Mar; 13 whks (r)
Stn break; 1 Mar:; 32 whs (r)

T-win annemts 13 Mar: 26 wks (n)
20ee annemts 20 Mar: 13 wks (n)

3. Advertising Agency Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Hiram Ashe

Max B, Berking
Danalidl K. Bever
Harrett Brady
Walton Butierfield

William Callender
Franklym W. Dyvean

Julien Field

Miltan Figen
Peter Fi 3
Donald Gibbs

Arthur . Griffes
Clemens F. Tathawas
Esther Huff

is Hualin

Joeelyn

est A, Jones

Ivar Renway
Itob Knapp

Faul MeCluer
Vberr I MeCay
Witred W MeQuillun

Werner Michel
Lawrence DL Milligan
arth Monigemery
ave Naren

1AL Richaeds

Wilbur €, Richards
Fhomas 1L Shanley
William Spitz
Charles B, Strans Jr
Hawles Turner

C, R, Vail

srtephon M, Webh
Itarrett Welch

Wiecam Ashe Associates, NY., pres

Med? Erick-on. N3 eopy resvarcher
Fransocean Airlines

Warwick & Legler, %Y. copy chief
. B, Homphrey Co, NYL vp

Brand Names Fonnidation, NY., asst 1o pres

Turner. Leach & Co. WY, sp in charze
radlio, 1y

William E=ty Co, N3, vp

American Wine Co, Beverly Iills,

Erwin, Wasey & Co. MY acer o

Warwick & Legler. %Yo member creative
staff

Merchandicing amil consaltant serviee

SSCB, N.Y. exer

adio, v vopy, prol

Warwick & Lezler, MY, raddio die

Erwin, Wasey & Co, LA, vp

MaeMamis, John & Adames, Detenit, vp

United  Cerebral Palsy  Associations, Y.,
puh rel con-ultant
Sehwimmer & Seott. Chi, radio. 1y copy

o central div s mge

Ady exer

Sylvania  Eleetrie  Produects, NV ddie of
planuing

Kenyon & Eekhardr, NY., prad

Duane Jones Co, Chi., wvp

Kenyon & Eckhardr, NY., dir of 1y

Ruthrauf & Hyan dir radio, v

Excentone Systemns, N,
sls prowm, aly mgr

Wilbur 0. Richards, Syracuse, pres

Warwick & Legler, MY, praod die

Spitz & Webh, Syracnse, acct evec

Federal, N.Y., acet exee

Turner, Leach & Co, N.Y., pres

Crossley lue, dir of warketiog

L Weblh, Syracuse, partner

Cone & Belding, 5., dir rescacch

Maorton Frennd Advertising, NY., exec

Maxon, N assl acel exer

Comstock & Co, Buffale, acct exee

Same, vp

Walton Butterficld Advertising, N.Y.. pres
ageney)

Albert Frank-Guenther Law, N.Y., copywriter

Turner & Dyson, N.Y., exce vp (new namc)

Grey, NYL vp

Tedd 1L Ball & Co, IHywd,, acet exee
=mame, vp

Same, LA, vp

w. n

Same, vp

Comstock & Co, Buffalo, dir radio, 1

Same, vp

Parle Ludzin & Ca, Chi.

Same. NoY., ap in charge of new office at
Madison Ave,

Grey. MY, exee

ong Co, York., mereh ir

same. exee dir radio, 1

Wade, Chi., as<st gen mer

Comstork & Cu, Buffalo, acet enee
Pedlar & Ryan. N.Y., dir of rescarch

Samne, assoc radio-tv dir

o dir new prog, talent des clopment
1z Co, NV acet exec

Richards & Webh, Syracu-e, pres (new
Same, vp

William Spitz & Co, pres (new Girm )
Cunningham & Walsh, N.Y.. service exec
Torner & Dyson, MY pres (new name)
Benton & Bowles, NV, acct exee
Richord- & Well racuse, vp

SSCH, MY, acel exer

nane )

6. New Stations on Air

STATION

DATA

OPENING DATE

tRFIL Toronto
KBS, Bakerstield, Cal,

L0060 wart independent 970 ke
250 watt independent 1100 ke

21 Feb
28 Feb

7. New Netnwork Affiliations

STATION

FORMER AFFILIATION

NEW AFFILIATION

RIENT, Des Malnes

h=t ), St City, La.
s, Des Mafnes
WANAN, Yankten, S0,

AlvC
©his
Chs
Al

CHS (eff 15 Jun)
ARC (eff 15 Jun)
ABC (eff 15 Jun)
Cls (el 15 Jun)




”0‘ [THE FIVE POINT SYSTEM OF PROGRAMMING EVALUATION —

Hews

IN 1IowA, WHO i1s 1tHE
PREFERRED NEWS STATION

WhO

* for lowa PLUS #
Des Moines . . . 50,000 Watts

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

FREE & PETERS, INC.

National Representatives

26 MARCH 1951

In every lowa Radio Andience Survey from 1938 to 1950,
inclusive, the vast majority of all lowa men and women have
ranked NEWS at the top of their “most-liked llru;_fl'euuﬁ“
list. In 1949, when the study below was tabulated, News
was [irst choice for 72.69 of all women, 79.0% of all men
surveycd., In 1950, the preference went up 1o 76.1% for

women, $2.9% for men.

STATIONS PREFERRED FOR NEWSCASTS
(Percentages based on number who usually listen to news during the period named)*

*i

farm homes.

g ¥ 3 1 'E . Z
Usvally Listen fo Station: o Ry : “'H::':"g

. WHO L ' i 50.6%
Ilil 1] .
ok

All others

gures have been weighted for correct proportions of men and women living in urban, village and
' *kLggs than one-tenth of one per cent of all stations named.

In ]uh’al._. niore lu_'uplt: like News than like any other Lype
of radio program-—and more people prefer WHO News to
that of any other station,

This is Point One in the Five-Point System of Progranming
Evaluation, which helps explain WHO's outstanding position
as a public facility and as an advertising medinm, in
Tlowa Plus. We suggest your consideration of this and the

other four points as vital factors in time-buying,
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it's

with

® Listenership gain of 59.5%, °
® Every Top CBS Program

& Audience compelling local
programming

"] am a Belle of Old Mobile

They say that I'm Old Fashioned.
While other girls

Win their pearls
In shows like South Pacific
| go my way,
Busy every day,

Making the South Terrific!"

*Since 1940

New Homes 30,22

New Commercial
Buildings 1216

National
Representative,

F. E. Busby,

, ' General Manager

M THEDIALTI1O

1 D HOBILES

New developments on SPONSOR stories

See: “Television program cosis™
Issue: 22 Mas 1950. p. 25
o} o] S“hjcc[: TV eco=t= up but progress i~ heing
made

Chart and data below. prepared recently by the Katz Ageney, Ine.,
-hows the trend in spot TV cost-per-thousand. Figures are hased on
one-minute Class A film rates. As the char shows. cost-per-thousand
has been going down steadily and is now tending to level off.

Cost=-per-M TV Sets. Sept. 1919-Feb. 1951

Based on the combined open one-minute Class A film rates for all markets
Codimi ki using the highest cost station in each market.
TV Sels

$1.00

.90

.80

70 \

dam J. Young, Jr.

.60
.50
Sept. Dec. Mar. July Oct. Feb.
1949 1949 1950 1950 1950 1951
One-Minute Class A Film Rate—
e _Using Highes: Cost Station in each market
U.S. Total |
TV Set 3
Date Count MNo.of TV.  Open Cost- 260 Time Cost-
[NBC Esti. | Markets® Rate Per-M Rate Per-M
I mates . B A 1
Sept. |, 1949 | 2,310,000 45 $2.191.00 ' 94.8¢c $1.804.56 | T78.1¢
Dec. |, 1949 3,497,000 54 2,634.50 75.3 2,154.95 1.6
Mar. 1, 1950 4,835,000 57 3,014.50 62.3 242048 | 50.1
July 1, 1950 6,510,500 &1 3,884.50 59.7 3,115.85 47.9
Oect, 1, 1950 8,269,400 62 4,389.50 53.1 1,669.05 44.4
Feb. 1. 1951 [1L142500 62 571600 | 513 4,809.03  43.2
*Fort Worth and Dallas have been counted as one market
See: “*Bakers on the air™
Issue: 25 Seprtember. 19500 p. 23
0 0 Subjeet: National and local firms join in

~pecial air promotion

Organizations allied 1o the haking industry have joined in a radio
and TV zalute to the Bakers of Ameriea on 10th anniversary of hread
enrvichment (with vitamins ) ; kick-ofl was in late March. Tied in
wers organizations including Standard  Brands, Ine. (Fleischmann
division ) with an ABC-TY Faster Sunday telecast: Auheuser-Busch.
e with its 31 March Ken Wurray Show: and. for local bakers. a
series of radio transeriptions worked ont by Merek & Company.

SPONSOR




A rich matador put a sorrowiul end-ta “I'll fight a bull and win back this eyeful,”
Manuel’s calls at his girl’s hacienda. Said he—but much better he’d picked out a rifle!

For Manuel-type labor just showed to each neighbor
That the bull is odds-on, if you don’t know your saber.

| 4' CHANNEL

. MORAL: For a killing in the Day-
| ton market, use a proven

To Win Dayton”
Markets

THE SHOW MUST GO ON

WHIO-TV

%* Dayton and the whole surrounding Miami
Valley is dominated® by Dayton's first
and favorite TV station, WHIO-TV.
Let National Representative, G. P. Hol-
lingbery Company, submit the figures that
prove it—and all the market data that

showing can do for your sales!

13

AM ¥ Pulse January report shows
1 Daviot o— v that WHIOQ-TV had & of
sales weapon—Dayton's -FM {65 10) talevised ahons!

first—WHIO-TV.

DAYTON, OHIO




Don Lee’s checkerboard spot plan
means better availabilities
... 8reater circulation

You get better availabilities at lower cost
when you buy KHJ, Los Angeles, KFRC,
San Francisco and KGB, San Diego.

These key stations of the Mutual-Don Lee
Network deliver your selling message to
a wider range of people at low cost. Ask
your Don Lee or Blair man how checker-

board programming makes this possible.

BROADCASTING SYSTEM

22 SPONSOR




"CONTENTED HOUR" (10-10:30 P.M,) WAS AMONG SHOWS WHICH JUMPED TO CBS TO FORM STRONG SUNDAY NIGHT LINEUP

ow Carmation mvest
$2.400.000 n arr media

Bulk of budget goes to air because evaporaied
milk firm needs mass coverage at low cost. s

“Contented Hour® is one of oldest shows in radio

26 MARCH 1951

a'.;;‘f' Elbridee A, Stuart, the

ALY man who founded the Car-
nation Company. was no
starry-eved romantic. While thou-ands
of adventurers thronged the Seattle
docks in 1901 waiting for bLoals to
carry them 1o the Alaskan gold felds.
this conservative Quaker business man
turned his back on the lure of over-
nieht fortune. Instead. he ;Iglg-lli d rood
‘i]ll'*.':'.]'“‘l]]]‘ .I]\i canny .ilb\"rll*‘l:‘_‘ (4]
the merchandising possibilities ereated
by the gold rush. And in tortoise
like fashion he launched a _i.'i.!ll.i food
cmpire that. at last released fizures was
doing $215.000,000 in sales yearly
L} “Ii\ 1|l:llllre‘- III\I-illll\ .llllit'tl =mnce
1926—fresh milk. 1ce eream. and th
\lhers \““il:;_' ('ullllullix,i
Carnation’s first advertisine was di-
rected at the ;jnllfl prospectors who were
outfitting in Seattle. ‘the new evapo-
rated milk firm tlaunched in Kent.
Washineton, 1899 had a dramatic

23



| CARNATION ADVERTISING BUDGET BREAKDOWN:

Firm has put bulk of budget in radio since it launched “Contented Hour" in 1932

1921

n 1951 includes te

1926 1594]

Sales doubled betweer

1946

1949 1951 [estimated)

ales message, Tests in the Yukon chi-
wrate showed that Carnation milk or
was called then stood

II‘l'l I FAG IR

“eream as it
Up e ellently
thawed. and refrozen dozens of times.
With the same sagacitv which Carna-

alter bemng

tion first used to exploit its milk back
in gold rosh davs. the firm now de-
votes the bulk of its advertising to ra-
dio and television at the rate of about
<2 000,000 & Fvaporated milk,
which still is the company’s most im-

wear.

portant |l|'ul|lli|. receives most of the
advertising,

Statistics provide the tip-ofl as to
why Carnation has used the air since
1042, Every fourth can of a food sold
i the grocery <tore i= evaporated milk,
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Thus the market 1= so broad that i
cuts across all economic and geograph-
i classifications.  Evaporated wilk is
everywhere, from  metropolitan
centers like Clieago and New York to
the swamplands of Louisiana.

used

“This is truby a mass-market audi-
ence and to reach them a mass adver-
tising medivm must be used,” com-
ments Novian Best, Erwin, Wasey &
Company Los Angelesi viee president
Carnation
has been one of the ageneyv's top oli-
1918.

“Any analyvsis shows that radio s
<till one of the best media for reaching
brackets,
geographic areas. To reach that mar-

who handles the aceount.

ents smee

all income levels  age and

ket in print would call for a large list
of both magazines and newspapers,”
Best says. Carnation has to watch its
radio strategy carefully. lts nearest
rival. Pet Milk Sales Corporation, has
a strong air hineup: the potent Fibber
WeGee and .”n”}‘ on \“('. .Uar.\' Lee
Taylor. a dayvtime radio show on NBC;
and every third week of the Four Star
Revue on NBC-TV at a total cost of
about $2.500.000 a year. Gardner Ad-
vertising Compamny. St
Pet ageney.)

Carnation uses no tricky radio tech-
mique for reaching its mass market,
The hasic weapon in its hroadeasting
approach is the Contented Ilour, one
of the oldest shows on the aiv. The
format has been changed somewhat
through the vears, networks have been

Lmli.-‘ is the

switched. and time slots moved around,
but the olijective is always this: to pro-
vide warm entertainment that attracts
the whole family. It's that simple, hut
it keeps the Carnation cans moving off
srocery shelves. By now every third
infant in the U.S. is raised on Caruna-
tion milk. Between 1932 and 1942, the
Contented Hour was virtually the only
advertising effort by this company: in
thi= period evaporated wilk sales more
than doubled.  These two facts spell
out one of radio’s ontstanding suceess
slories,

Blanket radio coverage is supple-
mented by local foreign-language shows
i New York and the Sonthwest and
special - announcement  campaigns Lo
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JO STAFFORD

wirn VICTOR YOUNG axo vue CARNATION ORCHES]
ALL ON THE CARNATION CONTENTED HO

Every Sunday Night  PM. on Station

*ﬁh*

OLD "CARNATION CONTENTED HOUR" STRESSED SEMI-CLASSICAL MUSIC. NEW SLANT IS POPULAR MUSIC TO REACH MOTHERS

holster particular markets. By spend-
ing about $1.000.000 a vear for the
Burns and Allen TV show. Carnation
is reinforcing its radio schedules in
about 50 markets.

The sponsor’s mosl 1ecent strategic
move—dropping of the Carvation Fa-
iy Party after 24 March—highlights
one audience problem Carnation has
heen grappling with for several years.
A daytime program would appear to
be a must for an advertiser selling a
grocery item. particularly if he has the
resources to buy both an evening and
a davtime show. Carnation found the
problem is nol acquiring a show—there
are plenty available. The crucial fac-
tor is a good time slot on the right sta-
Carnation thought its Family
Party was a lu|l-1|n|r|i 1|;1_\Iit||t' pro-
aram when it expanded the show from
the CBS Pacific network to a nation-
It still likes the zany
audience participation program. hul its

Lions.

wide hookup.

Nielsen b rating was creating no joy
around Carnation’s world headquar-
ters in Los Angeles. The report along
Radio Row is that Carnation wanted
CBS 1o move the show out of its 10:00
to 10:30 a.n. Saturday period.  But
the network had none of its prime dav-
time periods available. The rush for
the best daytime periods hegan last
year, and the demand shows wo signs
llf :~|al('|\¢'llill,‘_'.

This is the evaporated milk com-
pany’s fourth venture into daytime ra-
dio on the networks. It tried a serial.
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Love Journey. on NBC. 1 April.
1940 to 27 5{'}|11'm]u'r. 1940, swrched
to CBS on 30 September. 1946, and
then abandoned the show on 26 Sep-
tember, 1947,

lem—the program was fine. but the

It was the same prob.

sponsor could not break into the es.
tablished listening blocks.

It is probable that a future attempt
to get into daytime radio will be made
when the opportunity for buving a
:_’Ullll time slol presents itself.

Daytime listening has alwayvs been
the uppermost factor in the evaporated
milk advertiser’s use of spot radio. Aun-
nouncements are placed  adjacent 1o
strong-pulling women’s shows.  Exam-
ple of the way this advertiser buys ra-
dio 1o hit _‘i[n'l'iiil markets is their spon-
a-lrl‘-hip of the fewish f’hf!’n_\rr;r!ﬂ'l' ol
WEVD. New York. for the last 12
This  daviime  Yiddish
}r{l.‘-lll'i]

VOATs, show

across the |m.‘1r|| L sales

among the city’s large Jewish popula-
tion amd won enthusiastic support from
r”ll‘ _i’n'u‘.i'.n‘: .'“?‘H.{n\tl-

clfervescent

Jewish zrocers.
pher, a jollv, veleran
broadeaster by the name of C. lIsrael
|.til.‘-]\_\. Weaves l'llIII!]I.l'I'l‘i.'II.‘ iIIlll flr”\‘-\
talks that
tion. In one commercial (he wriles
them himsell) told:

“What greater gift can be hestowed up-

are [J.’ll'kl'll with rich emo-

listeners  were

on a woman than a healthy, petal-sofi

baby? Tt 1= enough 1o make a mother

dance and sing!

Yes, mamy mothers
do sing and dance for jov! Why? Be-
cause their babies are fed on Carnation
milk.”

The most recent move in the spot ra-
dio ficld was aimed al exploiting the
VMexican- \merican  market  on seven
stations in Brownsville, Corpus Christi.
\ustin, San Amtonio. Laredo. El Paso,
and San Diezo. The hall-hour shows

(Mlease turn 1o page 50)

Ad chiel Willis staried as tax man

Carnation's ad chief, Paul H. Willis, likes his corpora-
tions large and roomy. His first post after graduating
from the University of Chicago School of Business
was with the Kraft Foods Company. Starting as a tax
specialist in 1933, six years |ater he transferred to the
ad department. In 1942, he was upped to assistant
advertising manager.
made in 1945 where he was named advertising mana-
ger of the parent company. In 1948, his job was en-
larged when he became general advertising manager
of the Carnation Company and subsidiaries.

The move to Carnation was
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QUOTES ivom ““newspaper-
minded™ customers

"\a'qum;n'r. Maost peaple sit down wind
read the newspaper. You don’t always

get tnned in oon the ads.”

It depends. 1 oread evervthing in the
1S Paper. "_\' opinion is that | get

more from the newspaper.””

O the radio it's difficalt 1o catel crery-

thing and they seldom repeat. U nless
you harve o pencil ready. vou dan’t get
what they say. In the paper you can go

orer il ngoein,”

“Newspaper. When you adrvertise on the
radio they want to get rid of something
i a lwrerye 1 feol better merchandise is

advertised in the newspaper.””

“The

{fter you see an ad in the paper it stays

Newspaper s more  impressive,
with you. With radio, it goes in one ear

arid owt the other”

“Newspaper. for my money. You can

see arlat you're getting, 1 saw just the
watel e beon wanting for a long tive.

It was a beautiful ad,”

“\:-u'.\prr;u'r. I gor in the habir of get-
tinngg Sears” vcirculars long before radio

startod m.l‘l't'rh'\l'u:_:."

“Idon’t know. The radio reaches more
people, but 1 saw it in the newspaper.
Vs Drushand is hard of hearing so we
listen

don™t to the radio moeh.”

What sel

:
] m In dan Francisco. a woin-
an said: 1 like radio. |

QUOTES from “radio-
minded™ customers

“Radio reaclhes more peaple. T don’t be-
liecre people will read ads unless they re
lfa"ﬁul'h'f_\' interested. You can’t fu-.fp Dt

hear radio ads.”

“Oh, radio. Evervone listons to the ra-

dio. My folks dou’t read well and they
get it all on radio. | know the youuger
mwarrieds all hear the radio aud don’t
read ads, They are dry and something
you don’t read unless you are wctively

Radio will sell

you're never thougii of.”

wanting il. vou  rwhat

"I am too lazy to read the pewspaper
afier 1 get howe at night, so we listen
to the

radio ar

breakfast awd in the

. e
ocrenmg.

“Radio brings me into the stores amd

shops. I hare some trouble with my
eves and can’t read but for a few min-
wtes a day. So vou see. the radio is the

anly adrertising agent to reach me”

“Radio, defivitely. | never read the
the

hours « daye We take all four newspa-

newspaper. 1 hare radio on 21

pers and nerer see au ad. | don’t be-
liere people read ads unless they're took-

ing for aun apartiwent or fl'lrru'l'urf'.“

" Radio.

skip newspaper ads.

You hare to listen, You can
We have the radio
on ta cateh the news, We read the news-
paper Lo but | don’t beliere this was in

the uc'!r.\plrpa-r."

el the idea more by hearing a de-

seription.  An aural ad reallh brings
the <ales |lui|l|.- out,”

A\ man queried in Washington, D,
C..oremarked: 1 pay more attention to
print than to what | hear. Got in the
habit of reading ads in the newspa-
e,

These two conllicting sentiments are
exact quotes from the voluminous data
in over 30 studies made by the Adver-
tising Rescarch Bureau Ine. ito test
media effectiveness at the retail level .
They form part of the mounting cvi-
dence  indicating
unique new

existence of  two

“markets.” harely hinted
al belore.

To advertisers. market analysis I
sex. age. mmeome. and national origin
is old hat. This revolutionary new way
of lnoking at potential customers. how-
ever. has nothing to do with traditional
divisions: it cats sharply across them

all.  ARBI's

store counters have piled up first-hand

scientific  interviews  al
evidenee Tor a conclusion which psy-
vhologists have only theorized about
namely. that some people are mosi
stronghy influenced by what they hear.
others by what they read.

The importance of this new amd as
vel nol ¢'|IIII|I|t'|t']\ ||tn\('|| t'lult'i-p[ [.r-
comes clear when you consider the tra-
ditional resistance of department store
management  to radio  advertising.
These local ol them

controlling budgets running in six fig-

retailers. many
nres. are geared up for print advertis-
ARRBI
concept will give such operators cause

ing almost exclusively. The new

for thonght. it indicates that the

SPONSOR

New co



our customer - - Siohf or

:
{Iding out of rescarch in stores indieates
e

sme customers are sold by radio alone, others by print

n-lai!vr \\'lln USes newspajpwers exclusive-
ly is automatically losing out on a
large shice of his potential market: he
i= missing completely those people who
are influenced strongly by radio. linle
or none at all by newspapers,

Access Lo continuous rescarch stud-
ies gives national advertisers a hetter
understanding of the media they need
to achieve maximum results. Few na-
tional firms put all their eggs in one
media basket. For those who still be-
lieve in newspapers or magazines only.
however. the ARBI concept may sug-
gest another look. Conceivably, net-
work or national representative selling
teams may draw upon ARBI evidence
in months to come as they angle for
such new business, Much depends up-
on future corroboration of the present
evidence.

Whether the ARBI concept has influ-
ence on the national scene or not. it
stands out as one of the most interest-
ing recent research developments, Such
theoretical developments come few and
far between in what is essentially a
vardstick-toting rather than an analyvti-
cal field.

ARBI never aimed originally at an-
alyzing the why ol retail advertisine.
The Seattle-centered research outfit set
out to pit radio’s pulling power against
the advertising effectiveness of news.
papers (What pulls 'em in? sroxsor
19 June 1950). In each test. it enlisted
the cooperation of a local store. asked
the manager to advertise the same item
simultaneously in newspaper ads and
radio announcements. To make the test
fair, equal amounts of money were
spent in each medium. When custom-
ers came in to the store to buy this
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particular product, they were quizzed
closely by the “rescarch departinent of
the store™ to discover what had influ-
enced the sale. More than halfl of those
interviewed credited either radio or
newspaper advertising. or both, for
having brought them in,

A= months went by and studies be-
gan to pile up from Moutana, Utal.
California. Washington., Orezon. Okla-
homa. Washington. D. C., amd clse
where radio’s superior pulling power
showed itself, Todav. as ARBIL <tarts
its second vear. the 50-tesl averaze in-
dicates that 25.0° of the customers
drawn by advertising eredited vadio
with the punch that sold them. News
papers. on the other hand, were men-
tioned by 21790, Another 7.070 said
that both media had influenced them.
while 1.977 had miscellaneous other
reasons for coming in to huv the st
iten.

Coucrete figures 1o show media ef-

sound?

alone

fectiveness were ARBIs aim. Gradual-
Iy, however, the hundreds of answers
o ome query i their questionnaire he-
gan Lo shiv the imagination of ehief
BB researcher Joseph Ward,  The
question went: “ln yvour Opimon. do
vou think we zet better results from
newspaper or radio IIII\I'l“"‘iII;?"

skilled ARBI interviewers. posing as
l'ill||i1|_\|'t'.- of the stores™ rescarch de-
partinent. jotted down the flood of can-
did opinions that were [orthcoming.
They form a revealing cross-section of
people’s  attitudes  tovward  radio and
newspaper advertising and toward the
two medha in generval (see additional
(quotes. opposite pagel,

Result= by Washington, 1. C.. resi-
denrs who flocked 1o that ¢in's two
Sears & Roebuck stores are typical. Ads
i the Times-Hlerald and announce-
ments over WWDC plugged a variety
ol shoes over a fullr-(l.'l_\ |J¢‘I'ilu| Iu‘_‘_'i.ll-

( Please turn to page 671

How radio. newspapers fared in ARBI's first 50 surveys

TRAFFIC MNEWS

BREAKDOWNS RADIO PAPERS BOTH TOTAL
Trottic drawn to store 1947 1653 597 3411 7608
Percent of traffic 25.6% 21.7% 189 44.9° 100.0%
Tratfic purchasing 1132 923 402 1160 3617
Percent tratfic i
purchasing 58. 1% 55.8 < 67,3 34.07¢ 47.5¢
Percent dollar value
of purchases 457" 18,77 12.9%% 22.7% 100.0%
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Why White Tower
Lell for spot radio

Radio pulled new trade into hamburger Towers

so effectively that firm has doubled and redoubled

budget—mainly for after-midnight d.j.s

On the surface. there would

& ¥ lic about a hamburger and a
cup ol collee, Nor would there seem Lo
be anything especially dramatic about
a wailer who serves these viands, How-
ever, neatly juggling these three hum-
ble svimbols—hamburger. coflee, and
waiter—a sponsor called White Tower
Management Corporation, of Stamford.
Conn, has evolved within three vears
a |ril||n||II{|||.| broadeast sales-success
slory,

Thanks 1o adverti=ing.

spot radio

appear to be nothing roman-

Whitey. a mythical fizure in an immac-
ulate white cap. hirt. and trousers, has
blossomed forth into one of America’s
most esteemed and courteous wailers,
Thanks also in part to the same medi-
um. the nation’s 210 White Tower res-
taurants in 18 cities. where Whitey la-
bors. have developed into the leading
chain purvevors of hamburgers and
"(l”l‘('.

The White Tower story should inter-
est other for
what it reveals of showmanship. shrewd

spol radio advertisers

planning. and adroit buving of after-

-
AD AGENCY-CLIENT PLANNING LICKED

midnight announcements and partici-

pations—especially  on  disk  jockey
:-llll\\"'-.
Exactly how sucecessful the White

Tower .lll\l'lli:-ill_‘.’ strategy has been.
in terms of dollars-and-cents sales rung
up on restaurant cash registers, will
liave to remain in the realm of speecu-

lationr.  White Tower's vice Illl':‘il]l‘lﬂ

DISK JOCKEY SPIELS, LIKE THOSE ON WIP, WNEW, WCOP, HYPOED WHITE TOWER AFTER-MIDNIGHT TRADE TO BIG EXTENT
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ESTIGMA: ABOVE, WILCHER, MORROW, HERSEY, HAUSMAN, WHITLEY MAP OUT RADIO CAMPAIGN WHICH PROVED SUCCESSFUL

in charge of advertising. Arnold Saxe.
is so delighted by radio’s results, he
assumes a hush-hush attitude. perhaps
in fear competitors will jump on his
bandwagon.

He concedes that White Tower's ra-
dio advertising appropriation, nitiated
on a wide scale in 1949, was doubled
in 1950, and doubled once more in
1951. He also concedes that the cor-
poration devotes virtually 10077 of its
entire regular advertising budget 10
spot radio. It does continuous. vear-
round radio spending in 15 to 18 mar-
Ket areas, while it uses the printed me-
dium only 1o announce openings of
new restaurants. But Saxe savs cau-
tiously : “We don’t release specifie fig-
ures detailing the actual size of our
operations. We want to be thought of
as the small local neighborhood ham-
burger restaurant on the corner.”

SPONSOR. doing a little pencil work,
estimates White Tower is now spending
well over 5200.000) on !h'!lll[ radio, Cer-
tainly, the restaurant chain is a titan
in its field. According to Food Topies
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Wagazine. Americans spend  about
52.700.000.000 a vear for beefl ham-

burgers in  vestaurants, and aboul
5300.000.000  for restaurant  colfee.
White  Tower undoubtedly  gets its

share of this business as it s a leades
among hamburger-coffee enmporia

It closest l'nlll]rl'iihil‘ 1= |n|'u||.|||I_\
Nediek's, Ine.. New York. whose 90
snack-stands, according to advertising
manager Daniel B, Seully. spend 3200
000 annually for spot radio.

The slory uf \\lli[l' 'I'um‘r‘- |r||l|l:_'r'.
emergence and growth in hroadeast ad-

hains.

i Please turn to page 51

FILTIRE: Kiddies are great hamburger-lovers,
probably encounrage small {ry 1o have folks dine out ar loeal White Tower.,

What White Tower was ount to accomplish with radio

Women were staving away from White Tower™s 210 restaurants. Thes
Singing commereials promaoted
Women flocked in.

were eonsidered “hamburger joims,"

polite waiter. friendly atmosphere. eleanliness,

White Tower’s 21-hour serviee was paying off in davtime. bat not as
well after miduight, To make the night overhead pas. disk-jockes

shows were used. Insomniaes, night owls, late workers were attraeted,

During busy honrs. White Tower stools were filled np. How 1o in-
ercase business, set not overflow restanrants at expense of customers’

comfort? Honsewives were urged to “take out bagfull™ for family.,

Future radio piteh will
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Kaiscr Frazer telovised Feshion Academy award as live commercial, Three-minute plug used 54 people

Today’s top commercials

network TV peeneee

Striking efforts range from Texaco pitechman

to low pressure of Congoleunm=Nairn's Garroway

30

With TV a blue-chip adver-
Tv tising wedium, and getling

more so every month, a spon-
sor has plenty riding on each golden
minute of commercial time.

This third in a series of articles on
top-notch commercials pays tribute to
ingenious network TV efforts  that
wring maximum  return  from those
brief golden moments. All but one are
live productions. varying in complex-
ity from the elaborate Lucky Strike
commercial to the 5ill1|)ll‘ Sanka Coffee
plug by Mollv Goldberg.,

Fll“u\\il‘lg the ]:rm‘w]un- used in pre-
vious issues. spoNsoRr selected the fol-
lowing commercials on the basis of an
informal poll of advertisers and ageney
exeeutives, They represent a group of
the most arresting and sales-effective
commercials on video today, though
nol Iil'l't'r-riﬂl'ill\ the lllll_\‘ group \\Ilit'h
migzht be chosen by ad men. Included
are straight monologues done by the
program’s star. musical productions,
demonstrations.  integrated dramatic
commercials. and direct selling spiels,

Here are the products sold by spox-
sor’s nine outstanding TV network
commercials:

Congoleum. Linoleum. Congowall
{Congolenm-Naitn. lne.. ageney Me-
Cann-Erickson. Ine.V: Lucky  Strike
Cigarettes (| American Tobacco Com-
pany. agency BBDOV: Sanka Coffee
i General Foods Corp.. agency Young
& Rubicam. Ine.d: Henry |, Kaiser
i Katser-Frazer Corp.. agency William
H. Weintraub & Company. Ine.): West-
inghouse Refrigerators (Westinghouse
Electriec Corp. ageney MeCann-Frick.
son. Ine.r: Old Briar. Model, INll's
Best. Tweed Smoking Tobaccos and
Copenhagen Snuff (U, 5. Tobacco
Company. ageney  Kudner  Agency,
Ine.t: Fire Chief and Sky Chief Gas-
oline, Havoline Motor Oil, Marfak Lu-
brification ( The Texas Company, agen-
ey Kudner Ageneyi: Lipton Tea
 Thomas J. Lipton. Ine.. agency Young
& Rubicam. Inc.); Armstrong Quaker
Rugs. building materials, hard-surface
floor coverings | Armstrong Cork Com-
vany., ageney BBDO.

Outstanding commereials were also
attributed 1o the following products:

(Juaker Oats | Quaker Oat Company.
agency  Sherman & Marquette) ;. An-
chor-Hocking Beer Bottles ( Anchor-
Hocking Glass Corp.. agency William
H. Weintrauh & Company, Inc.): Old
Gold Cigarettes (1. Lorillard Compa-
mv. ageney Lennen & Mitchell. Ine.)

( Please turn to page 68)
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Texaco Gas, Oil, Grease

Kudner Agency, Inc. Pitchman
Sid Stone provides one of high
spots on Texaco "Star Theatre"
(NBC-TY, Tuesday 8:00-9:00
p.m.}). His humorous bur-
lesque of the sidewalk spieler,
complete with mumbo-jumbo
speech, mixes smiles with sales
points for Texaco products.

Lucky Strike Cigarettes

BBDO. Elaborate commercials
are rule for American Tobacco
Company. New ones each
week, employing up to eight
actors, are enacted on "Your
Hit Parade" (NBC-TV, Satur-
day 10:30-11:00 p.m.) and
“This is Show Business' [(CBS-
TV, Sunday 7:30-8:00 p.m.).

Westinghouse Prods.

McCann-Erickson, Inc. Win-
some Betty Furness demon-
strates appliances on "Studio
One" (CBS-TV, Monday 10:00-
11:00 p.m.). Surveys show
program brought sales for
449, of dealers in one area,
sales for 339 of the dealers
in another.

Kraft Cheese

J. Walter Thompson Company.
Attractive pair of models whip
up tasty canapés, sandwiches,
cheese dishes as viewers watch
"IV Theatre"  commercial
breaks [NBC-TV). Speed-up
cooking technique gives an-
nouncer Ed Herlihy chance to
explain complete recipe in
two minutes.

Sanka Coffee

Young & Rubicam, Inc. Molly
Goldberg's personal charm
carries through commercials
on "The Goldbergs" (CBS-TY).
She delivers them in charac-
ter, weaves in story line, Molly
belongs to same soft sell school
as tea-drinking Arthur Godfrey
[“Talent Scouts” for Lipton].

Congoleum-Nairn Prods.

McCann-Erickson, Inc. Genial
Dave Garroway [NBC-TV, Sun-
day 10:00-10:30 p.m.) wan-
ders through TV studio to do
commercials for Congoleum-
MNairn. Garroway's biggest as-
set is sincerity. Some of his
best selling is done flat-footed
before the camera.

U. S. Tohacco Prods.

Kudner Agency, Inc. Ultimate
in integrating commercials
into program is found on
“"Martin Kane, Private Eye"
(NBC-TV, Thursday  10:00-
10:30 p.m.). Tobacco shop
serves as Kane's "headquar-
ters," where sales pitch is
woven into plot skillfully.

Armstrong Cork Prods.

BBDO. Huge 40-foot long set
displays Armstrong Cork prod-
ucts. "Host" Nelson Case or
Kay Campbell demonstrate
wide variety of products be-
tween acts of Armstrong's
"Circle Theatre'" [NBC-TV,
Tuesday 9:30-10:00 p.m.}] Arm-
strong ranks first among hard
floor coverings.




This time the educators” loh

Dangers to sponsors indrive for TV echannel alloeation

include farther tightening of searee network time.

Clix

T s spring. as every spring
°"‘- = {or the pasl 2] \ears, there
will convene at the Deshler-Wallick Ho-
tel in Columbuos. Ohio. the Institute for
Fducation by Radio, under the aus-
pices of Ohio State University. Typi-
cally. well over LOOO persons register
[or what is the daddy of all education-
al elinies and the sounding board. pre-
eminent. of educational attacks upon
advertising. This vear the focus will bhe
on television, about which the school-
masters and academicians. and their
allies. have very specifiec notions.
Advertisers may well he piqued by
what will presently emit from Colum-
bus. Certainly their curiosity must be
aroused. A great deal of what will be
|II'“]HI.‘-I‘I] at the Institute coes 1o the
roots of status gqno in advertising, of
fli.'c‘-uht‘t’“llg in TV, and of lrt'i\:lh'
licensing as established in radio. and

now extended into the newer medium,
None of this is merely conversational,
The present campaign of “education™
is perhaps the best organized in all the
vears with the best chance of getling
results, Some believe that important
segments of the Truman administra-
tion are strongly disposed 1o appease
“high brow opinion.” In any event. all
this very directly concerns sponsors
because it amounts to a realistic. cal-
culated. and elever attempt to alter the
economic base of a new advertising me-
divm. and introduce broadeasting by
public institutions enjoving arbitrary
priorities of access Lo the air.
Significantly. the chairman of the
Joimt Committee for Educational Tele-
vision. spearhead of the campaign Lo
secure “reservation” of TV channels
for education. is the long-time director
of the Ohio State project. He is Dr,

concerns advertisers

the TV adsertising medinm

Piir conveni

Why “education™ strategy on TV channels

The present, and vigoronsly pressed. eampaign of “edneation™ 1o seenre
np o 25% of all available TV channels in the United States is of direet

concern o sponsors for the following reasons:

I. Sponsors plun the spending of millions of dollars months znd
vears abead. basing deeisions and choices on known conditions.
Fdueational “reservation.”™ shonld it possibly beecome the law of
the Land. wonld altee 1the known canditions (for adyvertising)

2. EFdoeational “reservation”™ wonld confuse. complicate and constriet

0. 0 ahe il of edoeation “<haring™

wonld have o <hotgnn marriage foreed on them

. “Resersation™ of oue TY channel in evers eommunnilty wonkd im-
w ol networkss and hamper national adyerni

3. SReservation™ might foree advertisers ont of peak evening honres

beeame o rmllil_\. =pansor-
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1ax of well-organized campaign may come this spring

I. Keith Tvler. an earnest. smiling.
lla]l“llg_' []1‘1){(‘:-.-'«'!1' of education. The
Conmmittee itself represents half a doz-
en collegiate associations and has a
paid counsel, Gen. Telford Taylor. for-
mer FCC general counsel, an urbane,
altractive, and knowledgeabie spokes-
mari.

The one woman on the Federal Com-
munications Commission. Frieda Hen-
nock of New York City. has been a
leading spirit. probably the mainspring.
of the present (';lmpai;_f]l. (|thi:ing ]11’-1',
“to determine. perhaps for all time.
how and by whom television is to be
used.”™ Miss Hennock is the star per-
former of the center ring at Columbus,
It is fair to put it that way for many
of the educators familiar with the
spring Institutes have themselves de-
scribed the goings-on as a three-ring
cireus,

Psyehologicallv. and  bear this in
mind. the television channel issue rep-
resents a grand chance for the Ohio
Stale Institute 1o restore its own pres-
tige. which has dropped in recent years
due 1o a misture of unbearable con-
gestion in the Deshler-Wallick  halls.
suites. and cocktail lounges plus the
repetition ol too-familiar themes and
too-familiar speakers. The three-ring
aspecl. in short,  bewildered,
hothered. and hored, then drove awan.

Clreus

some of the very individuals who now
rally bhehind Tyler's nominal leader-
ship. Tyvler and his colleagues will not
fail to make all the hay they can while
the present opportunity shines.

\nd ver only a few months ago this
agitation ol education  might
seemed,  forgive the pun. academic.
That was hefore the current display of
public relations and  publieity  skills.
One of the masterminds of the appeal

I]ﬂ\'l‘
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N.Y.U's Siepmann, FCC's lead battle for educational channels

Hennock

NewRepublic

Television and
EDUCATION

A
to the public, and to key moulders of
opinion, is none other than Edward L.
Bernays.

It may be asked by advertisers: is it
just because they are teachers. and
teachers of teachers, that these Ohio
Staters return again and again to the
altack upon broadeasting under com-
mercial sponsorship? Over-simply. ves.
Everything they believe in and stand
for impels educators 1o go hevond the
the outer world. Tt
amounts Lo saying. philosophically. that
thev recognize that education. truly.
begins beyvond the classroom. Hence
their efforts through the vears to influ-
ence first radio. and now television.

But “influence™ is no longer the right
'l\‘nrt].

classroom Lo

Commercial broadcasters, net-
works and locals alike, would welcome
the “influence™ of educators in TV, as
in radio. The commereial industry puts
the question in reverse. asking “Whal
is education going to do for televi-
sion?"” and not, “*What is television go-
The aca-
They
their
own names of TV stations, They wanl
no less than 2577 of all the available
channels. An essential part of their ar-
gument is grounded in now-or-never
fl'ill’.*.
neering miscaleulations. and the subse-

ing to do for education?”
demicians reject  cooperalion.
wanl actual hicensed control in

Educators see the FCC's engi-
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Heavy artillery in educators’ crusade for TV chan-
nels are the New Republic, and figures shown in pic-
tures at right. Siepmann [above) is professor who
co-authored FCC's "Blue Book," irking broadcasters

quent freeze, as a lurk} break for edu-
cation, allowing ils belated drive to
take shape. Of the 107 TV
now in actual operation, only one.
WOIL-TV at Ames (lowa State Univer-
sity | is licensed to an educational in-
stitution.  ( Parenthetically, this =sta-
tion is eriticized in its home state for

stations

accepling part of ils program service
from sponsor sources, )

The alwavs invidious word “monop-
oly” is thrown around a good deal,
TV channels are limited to 12 in the
very high frequencies. plus a proposed
additional 42 in the ulra-highs. Nol
enough channels to go round puts a
particular premium on allocation, But
it isn’t just “edueation” which mnutters
darkly of “monopoly.” Some commer-
cial telecasters see the same threat from
business rivals who got there firstest
with the mostest. Du Mont. for in-
stance. often feels it much the
worst of it from the NBC and CBS
powerhouses, not to mention the AJT.-
&T. coaxial cable.

gels

Advertisers  heretofore  have nut
needed to pay over-much lieed to the
valtata-yattata of the pedagogues, i
1935 the debate seemed to have been
decided, by the public, in favor of
things as they were, The broadeasters
had learned. and advertisers, too. what

limits had to be observed. Thev knew

Publicist Bernays, WNYC's Siegel are other important cogs in campaic

trial and how 1o behave

in the American family parlor to which

from error
they were welcomed as popular guests.
But all ||1rnu;_-|| the past S0 years ad-
verlising on the air kept rankling some
e .II'I.-v]tr\iII;: }Jl'n[l’:-.-nr:- \\hll t'ullil]
never forgive adverlising nor acecepl
the verdict of the masses. On the sub-
jeet of radio. scholars trained in the
exacl statement ideal of science would
sound ofl with reckless exaggeration.
Radio was a good vear in-vear oul
whipping bov.

If the educators have their wayv, and
this will be the main platform at Co-
lumbus, television will no longer be
permitted, by law. to be just like radio
but will he divided. by law. between
commercial licensees. on the one hand.
and non-commereial educational licens-
on the other. They demand the
one I\

every community. this “reservation” 1o

e
“reservation of channel in
run 30 vears, or until 1981, =0 that no
immediate failure to take up an avail-
able channel. for lack of funds or -
itiative. would <hut out education Tor
the future.

And so the new debate shapes up in-
lo a liillp-lililll'_'-lI.’Illrl'_\ bhattle of words.
attitudes, and political maneuvers. 'l his
time the educators are lining up Con-
But =0 are the commercial
(Please turn to page 61)

Uressne.
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l_ ANA: radio costs rising ] NBc: radio costs |

Increase in time cost per 1000 homes reached by CBS, NBC programs*

i e
o

Based an average sudience figures |Mational Nielsen Radio Index)
[Oct.-Nav. 1949 and Oct.-Nov. 1950. Cost figures computed by ANA

OCTOBER 1951
Cost per 1000 p_uoplo

Oct.-Nov, 1949 Oct.-Nov. 1950

For 21 CBS Nighttime Programs

L. S. radio homes 39,281,000 40,700,000
oudience per broadcast 13.3 10.5 .
of homes reoched during average DELIVERED
minute of broodcast 5,224,373 4,273,500
Gross night hourly rate (full network) $29,360 $29.920 AUDIENCE
Cost per 1000 homes reached $5.62 $7.00
Percent increase 24,67

Oct.-Nov. 1949  Oct.-Nov. 1950

- $3.45

For 20 NBC Nighttime Programs

U. 5. radio homes 39,281,000 40,700,000
Average oudience per broadcast 10.2 7.8
Average of homes reached during average
minute of broodcast 4,006,662 3,174,600
Gross night hourly rate (full network) $27,465 $27,785
Cost per 1000 homes reached $6.85 $B.75 THIS WEEK
Percent increase 27.7%

*Programs s ted occupied same time slots in 1949 as in 1950,

How much 1s radio time worth?

ANA raises question again with new survey on ““time values.”

Networks counter with figures showing AM costs lowest among all media

There may not be a spring

i offensive in Korea but at
&N it Hot Springs. Va.. meet-
ing this week (from 28 10 31 March)
the Association of National Advertisers
The ANA's target:
evening radio lime rates in TV o mar-
Kests,

[ ndaunted by the relnsal of network
ANA when 1t las
Bromghit up the matter Cand by the fail-

i~ planning one.

leadds 1o meet with

ure of NBC's owin move 1o lower rates),
the ANA has prepared a supplement
Lo il= _|u|_\ 1O510) report on “Radro Time
Values,” The supplement echoes the
ortginal i oevery keyv respect. merely
brings figures up todate. ANA has in-
dicated asain that 11 wants to see radio
riles ent in proportion 1o the number
ol T

The new ANA report points lo:

.o Anaverase decline of 217,

sels i each markel.

in the

w
4=

CBS nmighttime  shows
from October-November 1949 1o the
months in 19530: a dechine of
245 in the same period for 20 NBC
nighttime programs,

2. An increase in t'nr~1-|::‘|'-l}Il-ll.'-:lllll
homes reached of 24.6% for the 21
CBS programs: of 27.7¢ for the NBC
P]'n:_']’iilll:-.

3.0 A decrease in oradio listening in

valings of 21

=dalne

TV homes which amounts to 827 dur-
g the evening hoonrs between 7:00
and 11:00 poan. Inits
“reevaluating”

fnrmniu |'ul'
AN

report calls the amount of listening

radio rates. the
which goes on at night in a TV home
so negligible that it can be disregarded
l'n!ll];'l'il'l\.

Plainlv concerned over the reopen-
g of ANA's rate reduction offensive.
the networks unbeashed their own sales
artillery several weeks ago. CBS heal

the ANA to the punch with an ad in
the trade press entitled “What's the
right time to cut down on radio?”; it
appeared prior to ANA's release of its
report Lo members. The CBS ad put
all media Thus
CBS™ position was clear: Don’t judge

under examination.
radio on the basis of what it used 1o
cost: judge it on the basis of what it
costs now m relation to other media.
Morcover, CBS pointed oul. relative to
|Iriw" rises iul' l|l|||‘|‘ l‘lJlllllllJ(liti(_‘?’- Tilt]i(l
advertising costs less today than in
1041,

Last week NBC rode into hattle, cas-
els and charts at the readv. when it
cave a press showing of ils "Radio
Sales Presentation™ at the Johnny Vie-
tor Theatre nnderneath the RCA Exhi-
bition Hall in New York (19 March).

NBCs implicit rebutial 1o the ANA

conlentions was hased. similarly. on

SPONSOR




o

ig all media

3. CBS:

radio cheaper now

alf-hour in network

119,484

For the same expenditure...

$18,575

500 line advertisement in
92 largest newspapers

Relative to other commodities, radio is 329, cheaper than in 1944

8 Big Maogazines
|

S5-Nighttime

s
0

N

s

T

A 92
N

T

D

a ¥
L

L

A

R 0
s 1944 1945

(329 ) relative to

1946

general

1947 1948 1949 1950

prices. Magazine rates show

1951

Chart is based on relative value of advertising compared with other commodities
expressed in "constant dollars.,” As you can see, radic has actually plunged dewnward
slight decline

of Bf

comparative media figures showing ra-
dio’s cost-per-thousand far below that
for all other media. NBC. moreover.
threw up a barrage or two on the sub-
ject of difficulties other media may face
in the mobilization period. Said NBC's
presentation: “Radio is free from ra-
tioning and restrictions. 1t is not af-
fected by shortages of paper. zine. lead.
picture tubes. or transportation.”

Another argument the networks will
soon be marshalling concerns known
deficiencies of the rating services in
measuring listening. Network execu-
tives point out that with the growing
trend to individual set listening the
raling services are not properly set up
to measure radio’s audience. Nielsen
does not cover all of the multiple-set
listening in his Audimeter homes, the
executives contend. Hooper. they say.
will tend to record only the listening h
those who answer the phone. In this
way. listening to personal sets is Jost
down the drain.

What the networks didn't say. bul
what many radio men were thinking
was: why does ANA persist in its drive
for radio rate reduction? Several radio
industry figures hit on the following
factors:

1. There is a tendency in the mind
of advertisers to link radio and TV.
The rise in TV ecirculation is thus as-
sumed automatically to mean a decline
for radio alone among media,

2. The possibility that ANA efforts

26 MARCH 1951

are printed-media inspired. As one rel-
ative greybeard in the radio =ales pie-
ture put it: “Why release a study on
‘radio values’ only? Why not one on
all media? Haven't the other media
gone up in cost relative to last year o
the year before? Hasn’t TV cut into
time spent with magazines and news-
papers? Haven't magazines been rais
ing their rates consistently 77
Advertisers.  meanwhile.  pondered
the unknowns involved directly in the

whole media costs picture. First. to

what extent would mobilization-created
shortages affect printed media and tele-
vistion? Second. would the govermment
co interpret excess-profits legislation as
to make penny -counting for network ra-
dio necessary 2| I signs poimt to the
fact that the government has hecome
aware of the value of continued adyver-
lising, )

I shortages did cramp advertising
in printed media tas happened during
World War I1) then advertisers knew

( Please turn to page 75)

Basis for ANA cost-per-1000 figures

Figures below show decrease in ratings for CBS, NBC nighttime programs.
Obviocusly, as rating drops, cost-per-thousand increases

CBS Average 19 Show

Rating Skare
Mar.-Apr, 1943 162 40.7
Mar.-Apr, 1350 132 39.4
Percent decline B 1%

NBC Average 16 Shows

Homes
Using
Radi

39.2

334
15%

CBS Average 21 Shows

Oct.-Nov. 1949 133 1 38
Oct.-Nov. 1950 10.5 37.1
Percent decline 2|0 7%

Source: National Nielser

{omes
U
U Rd‘l"' ';' hare
40.0 12.6 32.6
338 103 il
167 18°F 50
NBC Average 20 Shows

349 10.2 102 |

|
28.4 7.8 82 |
1955 24%% % |

n Radio Index—average audience basis

34.8

28.4
18%%
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CARPET ADVERTISER FILLS GAPING HOLES

IN TV COVERAGE MAP WITH RADIO VERSION OF VIDEO SONG PROGRAM

TV leads Mohawk to radio ...

carpet firm returns to medimm whieh it dropped

Two vears ago. Mohawk Car-
per Mills, Toe. switehed the
bulk of its advertisine bhud-
get from printed media to teleyvision.

Carpet-industry cognoscenti walched
the mose closely. Tor. in the Noor-coy-
ering  held, magazine and newspaper
advertising had long been considered
the final word. A few davs ago. Mo-
hawk indicated just how far reaching
its hasie change in promotion philoso-
phiv had been when it assumed spon-
sarship of a4 new series of programs
this time in =pol radio (12 Marelr).
Television has apparently proved so
lucrative to the Amsterdam. N, Y. firm
that it has been led 1o consider the vir-

36

tues of radio. That the move really
represents a  deep-seated  change  in
strategy is apparent when vou consider
that Mohawk’s first venture into radio
16 years back llopped. Tt's odd indeed
when a firm is led 1o rediscover radio
through its success in television. ( Cur-
rent budeet. mainly TV, an estimated
=2.000,000,)

So far. the new Mohiawk move is lim-
ited to 26 markets tall bul six non-
TVI. But. by putting two and two to-
cether. it i=sn’t hard to estimate that
markets may be added in inereasing
numbers as effeets of the new campaign
In'1‘ll|ﬂ(' IIHIii'Nl. TII!‘ b]llll l‘:lllill i'[rn]'i
has grown partially outl of the desire of

16 years ago

dealers in non-TV markets for support
like that furnished their brethren in
TV territory via the Mohawk Show-
room (NBC-TV in 50 markets). With
48.500 dealers to keep happy in mar-
kets from coast to coast, Mohawk will
have a strong reason for adding sta-
tions Lo its present list of 26 once re-
sults are indicated at the store counter,

Aside from the fact that TV led Mao-
hawk to a spot radio version of their
TV show. this latest chapter in the
story of Mohawk’s use of the air (cov-
ered previously in sroxsor, 11 Sep-
tenther 1950 unusual as-
peets. The firm is using no agency to

(Please turn to page G1)

has other
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SALESMAKER TO

A shoe manufacturer with one
WSM half-hour program a week in-
creased his Central South sales 73 per

WM

Radio stations everywhere .. but only one e

... with a talent staff of 200 top name

CLEAR CHANNEL
50,000 WATTS
BVING WAUTH
Cammpri-al Masager
fOwasD PLTEY A CO
pakannt Brpiesentoley

entertainers . .. production facilities that originate 17 network shows
each week...a loval audicnce of millions that sets its dial on 650

. .. and leaves it there!
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CAMERAS

REAL ESTATE |

SPONSOR: [ AGENCY : Direct
CAPSULF O ¢ Lancaster camera shop
T | trond a sales. On their regular
Thursi / NI 1. costing 522, they ran a
hing the vameras. As a result of this

i wnncement. Darmstaetter's sold four

tted to 5300 fur the 822 ex-

[ds, other media usually ac-

PROGRAN: Film announcement

SPONSOR: C, K. Pikiel AGENCY: ])in’r-.-\]
CAPSULE CASE HISTORY: Twelve announcements for
8300 deluged this real-estate broker with transaction of-
fers. For two weeks. Pikiel beamed a 10-second announce-
ment daily prior to station closing at 12:15 a.m. Imme-
diate calls included 43 offers 1o Pikiel to sell properties:
including taverns, a golf course, four dairy stores. and a'
doctor’s office. Purchase offers for seven laverns werch
received. A potential gross of thousands for 8300,

WDTY, Pitt=burgh PROGRAM: Announcements

TV

resultes

—

WOMEN'S SPECIALTIES

SPONSOR: Nat Greene AGENCY : Direct

CAPSULE CASE IHSTORY : A 20-minute fashion pro-
gram is the sales showease for this specialty shop. Fea-
tured are live medels. orchestra. female vocalist. and a
fashion commentator. Since the start of his TV program-
ing. Greene reports increased store traffic: the sale of 11
dozen blouses after a single oneninute announcement.
Other quick video sales: over 8500 worth of shoes and
S540 worth of pockethooks.

WAYZ-TY, Detroit

PROGRAM: Fa=hion Show

COWBOY CLOTHES

TRICK CARDS

SPONSOR; Saks 5th Avenue AGENCY: ] R. Flanagan

CAPSULE CASE HISTORY Saks 5th Avenue has been a
newspaper advertiser traditionally, but they were curious
:.-lrnn.'t' A S f"r».' lest Jurposes. .\pf'i't_m" store sections were
set up to merchandise Hopalong Cassidy clothes and ac-
cessortes. Then, one annowncement weekly for 10 weeks
s \pu!h'J on the .\'um}'u_'. afternoon ”U..'lrffnng Cassid)y
fdm feamre. Ar the end of the 10 weeks, the store re-
ported S35.818 tn sales: cost: 31.950 or 547 of gross.

WAIT, New York PROGRAM: Hopalong Cassidy

}-

SPONSOR: Network Sales Co, AGENCY : Harold Kaye

CAPSULE CASE HISTORY: A four-minute live demon-
stration featured a deck of trick cards selling for a dollar
a deck. In six weeks, 78.000 decks of cards were sold [or
a gross of 878.000. The company, during this siv-week
period, used 88.500 of late afternoon time. The adveriis-
ing expenditure per each deck of cards amounted to ap-
prul‘f'mu.ff’f'_\ I‘lI-._--" per deck.

WOR-TV, New York PROGRAM: Demonstration

SEWING GADGETS

IMAIR DRYERS

SPONSOR: D, 1L Tolmes Co, AGENCY: Direct

CAPSULE CASE HISTORY A few minutes of this de-
partient store’s At Home program prurfuﬁ'd qm'f'ﬂ' sales
results. fohuson's Magie Mender sales before TV wmount-
v 1o 3434 in three duys. After three TV plugs within
seven days. olmes reported gross sales of 33.137.35 by
teo weeks later. The store Feprorts custoners still r‘nm!'ng

tndd usking to see an entire denonstration of the mend-

viewed on the At Home show.

PROGRAM: At Home

SPONSOR: Boston Store AGENCY: Sterling
CAPSULE CASE THSTORY : For some time none of the
hatr dryer brands carried by the Boston Store had been
selling very well. Then. a $14.95 My Marvel dryer was
shown on What's New. a women’s participalion program.
In the six weeks following this $75 TV expenditure, the
store sold 00 My Marvel dryers for $897. more than the
total sold in the preceding six months. In addition, sales
on other makes showed an increase.

WTAI-TY, Milwaukee PROGRAM: What's New

i
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LANCASTER, PENNA.

WGAL-TV is the only television station located in this
thriving market. Its coverage area includes the following
counties: Lancaster, York, Lebanon, Dauphin (Harrisburg),
Berks (Reading), Cumberland and adjacent areas.

WGAL-TV, for sales results, is getting better all the time.
HERE’'S PROOF

In January, Bulova Watch Co. offered a Jeweler's Polishing
Cloth on its WGAL-TV "Weatherman'' program. After
only four announcements, over 2,000 requests were
received! Cost per inquiry—%$.09. One of the reasons

why result-minded sponsors choose WGAL-TV!

The WGAL-TV coverage area is becoming more productive
all the time.

HERE'S PROOF
Retail Sales Receipts increased an average of 1980,
1948 compared with 1940.

Population increased an average of 129, 1950 compared

with 1940, (U.S. Census figures) N Ij C

A Steinman Station

TV-Affiliate

Show your product, tell your sales story in a BUYING MARKET.
Let WGAL-TV put climb in your sales curve. Cloir R, McCollough, Pres

Represented by
ROBERT MEEKER ASSOCIATES . Chicago + San Francisco + New York = Los Angeles
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The

picked panel
answers

M. McCarty

] assume the
question of mar-
kets 1= not in-
and  the
advertiser is con-

volved

cerned sulely with
the comparative
merits - of  an-

nouncements and

programs in the
P = selected

Mr. Schofield

Aareds,

The advertiser
fully all factors
with the obvious: namely, budget ap-

should weigh care-
starting. of course.
propriated.  purpose  of - campaign.
length of campaign. time availabilities.
and audience composition of thne seg-
ments under consideration.

Although
they sometimes assume an nnportance

ralings  are  significanl
beyvoud their actual value. Many low-
rated periods have highly successful
sales records, while other periods nol
meluded in the familiar research rve-
ports have “sold” merchandise 1o a re-
ceptive audience supposed to he non-
existent. Thus. the ability to entertain
fand thus attract a large audiencel
does not i itsell produce sales,

To further analyze the problem. we
fre=t must kpow the parpose of the
campaign: the introduction of a new
product? to establish greater distribu-
tion? institutional - advertising — (dur-
g pertods of eurtailed  production.
et 7 or hard eompetitive selling?

Will the campaign be of the shor,
saturation type, or one of a general.
continning vear ‘rownd pattern? s the

42

W Sponsor asks...

What factors should be taken into account when a
national spot advertiser aitempts to choose be-
Liween buying programs or announcements?

Milburn McCarty, |r. ‘

product a seasonable item? These ques-
nmust be answered before time
availabilities are considered.

What about the time periods of-
fered 7 Audience characteristies should
he studied and consideration should he
A Sf‘l'ilk'- n[

Lions

viven 1o audience low.
spots scheduled thronghout the hroad-
might reach a constanth
changing group of listeners. whereas

cast  day

announcement  sched-
uled at the identical time would fur-
ther establish the product with the
same audience. I the product appeals
1o bul of the audience.
why uot concentrate on that segment
mstead of -:t'illlvl'ill;_' .-c‘"ill;.! eflorts?
Merchandising  the radio  advertis-

4 program  or

omne seginent

ing can best he accomplished where
the advertiser has a ‘name” personality
or a program to feature. Certainly ex-
ploitation and promotion possibilities
should be explored before making a
decision,

Station  characteristics  differ  with
each station. Some pull better with
their announcemments. others achieve

more desirable results with programs,
A check on the station should he made,

Mail counts are of vital importance:
all information on this phase should
Il advertisers use BMB
(2 mail ballot survey) as a gauge of
the station’s audience. why shouldnt
a progrant's audience be measured in

he examined,

the same manner?

There are many other factors and
to arrive al an intelligent conclusion
requires a greal amount of study. Up
to now I have found no short cut to
the cash register,

ArTHUR . SCHOFIELD

Director of Promotion and
Research

Paul H. Raymer Company

New York

Vice president
Leigh Feods, Ine., New York

Before an adver-
lising agency can

hetween
announce-
ments and  pro-
erams, it is abso-
lutely  necessary
for the aecount
execulive to make
a number of field
trips into the cli-
ent’s market in
order 1o get an accurate feeling of the
.."‘l’”l‘r..; pro])lPlll:‘-.

decide
spol

Mr. Hagedern

A gzood close rela-
tionship with vour client’s headauar-
ters stafl is essential. hut a hall hour
spent with a tough wholesaler or chain
retailer is olten a revelation.

For example. one of our clients is
anxious to develop new territory where
he does not enjoy a dominant position,
although his type of product has good
Hi=  competitors  enjoy
sood distribution in chain as well as
in independent  stores.  Dealers,  as
usual. are reluctant to stock a second
line that duplicates a line that is well
established in the wmarket. To make
matters worse. the second prnduf'l of-
fers a lower profit than the established
hrand,
they are not producing a large reve-
nue and therefore the advertising bud-
limited. It took
months of study before we arrived at
Here's what we did.

acceplance,

Because these areas are new,

el is lu-('r.':as:lri]'\

a decision.

We bought an outstanding program.
We didn’t expect people to rush into
stores demanding our products—hut
we did establish a good consumer ac-
ceptance if they saw or were offered
olr gumlr‘».

Onee consumer aceeplance was es-
tablished, we went all out to develop
the program as a merchandising tool.

SPONSOR
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We prepared an elaborate pyramid
presentation for our salesmen to use,
We surrounded ourselves with the aura

of big-time promotion. We olfered |

sell-liquidating premiums to foree dis-
tribution . . . we rolled up an impres-
sive mail response, Our men hit the
independent stores first and found that
they knew of our show and that they
were willing to accept a small ship-
ment. After a while. the chains be-
came aware of our progress, and onee
the first chain accepted the produoct
the others fell into line.

A great deal of credit must go to
the stations that carried the program.
Most stations voluntarily accepted the
responsibility of building a promo-
tional campaign around the program
so that sponsor identification was ex-
tremely high. That meant program ac-
ceptance and therehby product accept-
ance. We made no effort to abtain
“free time.” but rather we drove for
promotion of the program through
on-the-air promational announcements,
an effective program of direct mail pro-
motion to the trade, and some person-
al contacts with tmportant prospective
customers. The salesinen worked close-
ly with the stations in setting up a
schedule of cut-in anuwouncements that
were extremely effective.

In other words. we builtl an entire
advertising and merchandising effort
around a program to solve a very dil-
ficult marketing problem. In my opin-
ion. spot announcements would not
have accomplished the job.

On the other hand, there are many
cases where spol announcements can
\\'nrl\ wul!flcl':-. Fur 1'\:llll|:le': one nf
our newly acquired clients has an es-
tablished product that enjoyed good
sales over a period of years., The
product maintains almost complete
distribution. Although the product it-
self is unique. there are competitive
products offering the same results by
way of a more modern method, Both
the trade and the consumer considered
our product “old fashioned.” Since it
had an old established name, people
knew it but dido't know why they
should prefer it over other similar
products, Consequently, the sales were
declining when this ageney established
the account.

A few field trips into the actual
market, a few days in stores talking to
people, a new copy approach that
punched one big point of advantage.

(Please turn to page 78)
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* Eye-Catching
Sign Dominates
Business District!

Tweo solid bowrs of

v g WDSU 1

4 1o 6 PM. DIAL 1280

|| gvrrvoar - MONDAY THRU FRIDAY

® Every day in New Orleans, thousands of alert shoppers
view this giant, illuminated spectacular overlooking
world-famed Canal Street. One more example of the
continuing “promotion plus” packages offered adver-
tisers by WDSU.

NO OTHER NEW ORLEANS STATION
OFFERS THIS PROMOTION "PLUS"

® Write, Wire
or Phone your
JOHN BLAIR Man!




EIS VISUAL PROOF..
~ AP NEWS-Good Busis

Brewer Renews AP News Contract for 4th Year on WGCM

Richard G. Jones (left), Vice President and General Manager of the Jackson Brewing
Company,is shown signing new contract for 15-minute AP newscasts across the board, with
Hugh O. Jones, General Manager of Station WGCM, Gulfport, Miss.

Said Sponsor Jones: “Our AP newscasts are a most effective medium of reaching the
public with our sales message. The more listeners to our newscasts, the more customers
for Jax.”

Said Station Manager Jones: "'WGCM uses AP news exclusively. AP gives us everything
including 14 periods of regional news daily.”

WTMJ Has 81 Newscasts'Using' AP Service .

.loseph- T. Johnson (left), President of The Milwaukee Company, investment bankers,
signs contract for 10P.M. news as R. G. Winnie, Manager of WTMJ, Milwaukee, looks on.

Reporiad‘Spensor Johnson: “We seized the first opportunity to sponsor the 10 P.M.
WTMJ news broadcast with its excellent local and AP news. We have been proved right by
the many favorable comments we have had.”

Said Station Manager Winnie: “Sponsorship of WTMJ news programs is now nearly
100 per cent.” '

For Milwaukee bankef or Southern brewer, WTMJ or WGCM, AP newscasts i
get results. Hundreds of the country’s finest stations announce with pride, THIS STATION



AP newscasts make
listeners receptivel

Listeners plan their shopping

trips, their investments, their
businesses, their lives,
according to the news. This
receptiveness to Associated
Press newscasts makes them
equally receptive to the
sponsor’s message. It means
quick sales action.

AP s consistent popularity
with sponsors brings

a consistent flow

of new accounts . ..

and contract renewals . . .
to member stations.

Join the one news

association that is tops

with listeners, sponsors, stations
— that charges you

only your exact share

of the cost of

the service provided.

When you can have

the best, why be

satisfied with less?

A ssociated Press
resources and facilities
include:

A news report of
1,000,000 words every 24 hours.

A staff of 7200
augmented by

staffs of member

stations and newspapers
—more than 100,000 men
and women contributing to
each day's report.

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

The only state-by-state news
circuits in existence.

100 news bureaus in the U. S. —
offices and news
men around the world,

A complete, nationwide
election service, employing
65,000 special workers.

FOR FURTHER DETAILS, WRITE

RADIO DIVISION

THE ASSOCIATED PRESS

50 Rockefeller Plaza
New York 20, N. Y.




Butthat’snotall...
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Ax1=225

(or “Arithmetic?

[t's for

We're no FEinstein. Martter of
fact, long division tripped us up.
But we've seen 4 umes | come out
225 and we want you to know how

it happened.

1

d.l) wibon I8 WS S.llllfd;!}"

generally considered an "off
day" for radio, a KVLC ad-

vertiser ran

spots calling for mail re-
sponse (limited to one adult
in each family), In Mon-
day’s mail, that KVLC client
had

225

replies from 29 Ark-
ansas counties. Surprised?
Not us. We're used to re-
sponse like that. It happens

all the time at KVLC,

The same client had been running
similar copy with us for 5 months.
By his own estimate, he has received
between 6,000 and 7,000 replies.

Let us show you the figures on this
campaign., Write us direct or ask
our national rep.

National Representatlves
RADIO REPRESENTATIVES
INCL

This SPONSOR department features capsuled reports ot
broadcast advertising significance culled from all seg-
ments of the industry. Contributions are welcomed.

WSATI campaign inereases Farmin Burean sales 52 A

The Farm Burean Mutual Automo-
bile Fire and lusurance Company in-
creased its number of sales by alinost
52 in the Cincinnati area within

months after launching a campaign on
WSAL

Radio advertising  wasn’t  untried

Burcau-WSAI booth at Fair snares customers

with Farm Burcau offices throughout
the country, but this was the first ven-
ture for the Cincinnali regional oflice.
Two daily one-mminute  participations
were divided between the early morn-
ing Maleolm Richards Show and the
early alternoon disk jockey program,
Lenay’s Record Ranch.

That was only the heginning. Extra
services by the station gave impetus to
the sales push. Public relations and
|J'Il|'r|it‘i1_'. elforts were deveted 1o Farm
Bureau activities. including station cov-
erage of company events with record-
ings of Farm Bureau guest speakers
broadeast as a publie service. Window
displays and WSAI talent appearances
on behalf of the Farm Bureau at local
and county affairs provided an extra
touch,  Cooperating on its side. the
Farm Bureau allowed WSAT talent 10
deliver commercials in their own style
although, of course. using figures com-
piled by the Farm Bureau.

Results were soon noticeable. For
the first seven months preceding broad-
cast activily, the Farm Bureau report-
ed 4.703 sales. Total for the first seven
months of air advertising starting in
August 1949 was 7.133 sales.

Farm Bureaus regional sales man-
ager adds: “The words "Farm Bureau’
are heing heard by more and more peo-
ple. It has increased the number of ap-
plicants {or Farm Bureau agency em-
ployment and has been a very eflective

door opener for our ét‘;t’lll:*.“ * k&

Radio builds gas station chain within tico years

Several years ago DPete Clark was
just a pump attendant at a gasoline sta-
tion. Today he owns and runs an or-
canization of six stations. two bulk
plants, six trucks, and 41 employees,
“Radio.” says Pete. “built it!™

It all started with a gasoline price
war. Pete had just hought his first sta-
tion, was selling an average of 40.000
gallons monthly. Then price slashing
started. For the first time. Pete thonght
of advertising and decided on a one-
day campaign of 12 announcements
over WILS. MBS, in Lansing. Mich.
The next day his station was serving a
line of customers a block long. Pleased

with his advertising’s rapid success,
Pete bought a regular schedule of daily
announcements. Then traflic tangles in
front of his gas station became a regu-
lar occurrence with business volume
increasing steadily,

Today his six outlets, named Ed's
Refinery Stations in honor of an old
emiployver who gave him his start, pump
over a half million gallons of gasoline
and fuel monthly. Pete Clark’s adver-
tising expenditure on WILS to build
this organization: an average of $50
a week for the past two years, with ra-
dio still his main advertising support.

* ok ok

SPONSOR



Tiny Town U.S.A. on WEBT
wins customers and [friends

Partlow’s Ine.. Charlotte, N, C.
amusement |mrk. has -';||Jtl|rl-l| the zood
will and patronage of a “town™ of

7.000 through astute programing.

Fred, Singing Cowboy, greets Tiny Town folk

Their program, Tiny Town. U. 5. .,
is loeated on the air waves of WHT.
Each Saturday morning from 10:00 to
10:30. Fred, WHT's Singing Cowhoy,
tells stories to his voung listeners rang-
ing in age from four to 12, invites them
1o ’w{'ulllf' ciizens ol Tin} Town and
obtain their citizenship badge and a
certificate
|iln':i!-.

The sponsor and the ageney.

urging goodness and clean-

Boetti-
wer and Summers, report the show
builkding widespread good will,  And
the children’s attendance at the amuse-
ment park during the summer months
is proofl of the program’s effectiveness.
* ok *

2,000th broadcast marks
19 years of radio results

Sibley. Lind=ay & Curr Company of
Rochester., New York,
brated its 5.000th consecutive hroad-
cast of Tower Clock Tine on WHAM,
The store now proudly claims Tower
Clock Time as the oldest continuoushy

I'N'l'llll_\ cele-

sponsored department store show in
American radio.

But Sibley. Lindsay & Curr,
department store between New York
and Cleveland, have more than radio
longevity to their eredit. Their air ad-
vertising (Monday to Friday 9:15 1o
10:00 a.n.) has so eflectively moved
merchandise that Tower Clock Time
has three times won the first prize of
the National Retail Dry Goods Asso-
ciation (1949, 750, 513, And. in 1050,
Sibley’s won the NRDGA
for “the best program beamed 1o a

larzest

aramd award

women's audience.”

This is the Sibley approach. Pro-
gram format is changed from day 1o
day, although permanent talent in-
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.-lu:h-:a I,“Uir'l'
director,

Wilson, .‘*i1l|4'_\ s radio
as commenlator: Svl Novellr.
and WIHAM's Gearge Haelner

Commercials are never straight el

pranist:

ing copy but are dramatized with ta
enl. special sound effects. and muosical

background. To complele the sales

punch. in-store signs are prepared 10
tie in with air adhvertising, * & K
Brieily . . .

Charles €., Bevis, Jr.. new general

of KO\,

recently at a party given by James \

manager Denver. was fetedl

Gaines, vice president in charge of
NBC= owned
\mong those present were John West,
charge of NHU':

andl u}il'l'.‘ﬂl‘lj slations,

vice president n

Gaines infroduces Bevis [L) to KOA advertiser

Western dhivision: i_|uI\|l Yaoder. for-
mer KON general mamager and now
general manager of KNI,

Governor  Dan

San Fran.
cisco:  Colorado’s
Thornton: Denver's Mayor Quigg New-
ton: and Ward Eghert,
cral manager for Standard Ol of
diana. big KOA advertiser,

assistanl gen-

= ¥

National advertisers like Rinso. An-
ahist. Ladies’ Home lournal. Jelhe's
Good Luck margarine. and Kool eig-
arettes participate on Jerry Crocker’s
WCLE disk Jon kev show,

ed publicity recently Tor the three-hour

Gaining add-

\Kron program amd itz participating

-

sponsors  was  “Divena. aqua-teas

queen. who was interviewed under wa-
ter In the intrepid Mr, Crocker.

D.J. enlivens interview with underwater scene

io% at The

(\

"EW AN

The picture's terrific, the best

ever seen —

So Toledoans say when WSPD-TV's
on their video screen.

120,000 sets, and that's quite a
lot:

So, think of the audience that
watches your program or spot.

857% is our Hooper and all net-
works we carry.

We're the answer to prayers if
your client is wary.

In our thriving market there's one
key to success:

Buy WSPD-TV — waich consumers
to your products say YES,

TOLEDD,OHID

A Ford Incluati 5 taTiom

B000 WATTE -M.B.C.

WSPDTV

CHANNEL =13

Represented Nationally by KATZ
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Mike Flynn of Katz NY,
visiting Miami recently,
learned at first hand
why WGBS, with top local
and network personalities,
continues to lead the
Hooper parade month after
month, year after year.
"The oustanding buy
in Miami,”" says Mike,

% From the desk 6
of M. J. FLYNN:
Miami area retail sales are highest
in the South in percentage in-
creases, | saw hundreds of new
homes a-building everywhere |
went. Business is flourishing in
the WGBS market—and WGBS
covers it best of all.

REPORT T0O SPONSORS for 26 March 1951
(Continued from page 2)

Philadelphia ; WXYZ-TV, Detroit ; and WENR-TV,
Chicago, TIME expanded to 16 other stations of
ABC network.

GALLANTRY AMONG RIVfLS DEPARTMENT —Re-
search firm which uses telephone method was un-
der fire recently when one of five calls it used
to rate single quarter-hour period turned out
to have been placed to newsroom of a radio sta-
tion. Saild research rival (himself that firm's
target recently): "This kind of incident is no
indictment of the rating firm or of research in
general. Honest errors occur in every business
and have to be excused as such."

RORABAUGH TV REPORT SHOWS JANUARY ADVER-
TISERS 106.9% UP OVER LAST YEAR—Number of L5y
advertisers on TV increased 106.9% January 1951
over previous January. This despite decrease
from December 1950 to January 1951 of .6% on
networks; 12.2% locally. National spot TV showed
increase of 1.6%. Total number of advertisers
on TV—network, national spot, and local—was
4,466 this January compared to 4,928 previous
month.

BLACK MARKET‘IN “BIG SHOW" TICKETS—Though
"Big_ Show" [NEC ) raiings remain low (Nielsen,
6.1) program's big city appeal is still evident
(SPONSOR, 12 February).
series of show trains to bring local city audi-

NBC is planning second

ences in to see New York broadcast. And compli-
mentary tickets are being black marketed to
fans eager to see gold-plated talent arrays.

BROADCAST MUSIC INC. TAKES CLH\_HC ON ROAD—
Eﬁree BMI Program Clinics are scheduled for May
with first on 15 May at Springfield, Ill.; sec-
ond, 16 May, Milwaukee; third, 18 May, Indian-
apolis. BMI sessions originally known as "Pro=-
gram Directors and Librarians Clinics" have
proved so popular among station management for
guidance in program and audience building that
BMI shortened name to Programing Clinic. Cali-
bre of gatherings is indicated by names of recent
speakers, including Ted Cott, general manager
of WNBC and WNBT; Robert Saudek, vice president
of ABC and president of N.Y. Radio Executives Club.

SPONSOR
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Big=Time Nationally=-Tested TV Show ~ All Yours
in Your Own Markets at a Price You €Can Afford

HOLLYWOOD STARS... at Home, at Work, at Play

26 TIMELY exciting 15-minute film fea-
tures presenting the real lives of the Movie
Capital’s most colorful personalities. Run-
ning comment by the well-known nationally
syndicated Hollywood columnist, Erskine

Johnson.

A MOVIE fan magazine on film, picturing
the hobbies, businesses, amusements of
the stars...glimpses of Hollywood fash-
ions-in-the-making . . . behind-the-scenes
secrets in the shooting of million dollar mo-
tion pictures. Five or six subjects in every
program—something to attract every mem-

ber of the televiewing family.

26 MARCH 1951

A SERVICE OF THE PARAMOUNT TELEVISION NETWORK

AUDIENCE-TESTED! Captured excellent
Videodex ratings (3 mos. averages) in the
following cities: Buffalo 34.8; Chicago 14;
Cleveland 14.4; Los Angeles 11.4; St. Louis
28; Washington 19.3.

ADVERTISERS! Inquire immediately
respecting sponsorship in your markets.
Selling fast—but many areas still open.
Cost: 50% of Class A live one-time quar-
ter-hour rate for stations used. (Also avail-

able to TV stations for resale locally.)

26 PROGRAMS READY, more in produc-
tion. Running time: 12 minutes without
commercials. Center fadeout permits

insertion of middle commercial.

Audition prints on request—write, wire, telephone

PARAMOUNT TV NETWORK
1501 Broadway, New York 18, N.Y.

BRyant 9-8700
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CARNATION'S AIR BUDGET

i Continued [rom page 231

in Mexican  are carried the
hoard.  Local programing 1s usually
confined o these foreign-language sla-

arrass

LHots, Most spol s".it|1|-.'li;_'ll:4 consist of
annoancements  for brief |:(‘rim].-a in
particular sections of the country.
selection of programs and times for
thi~ |liu'11]=1 take= <kill. |':\:I|1lll'.'tll’i!
milk is bought for three purposes—in-
fant  feeding, creaming  collee,
cooking, The first factor means that
voung mothers are a prime market.
Basic test of a1y new show. therefore,

il.ll.ll

LAKE

MICHIGAN

‘ CHICAGO

® INDIANAPOLIS

SBT SELLS A MARKET THATS UP

is: will voung wothers histen? Yet the
up]n-a] cannot be too narrow because
the other uses of the product must he
promaoted to the rest of the female con-
sumers, This was the thinking that led
to a basic change i the original Con-
tented Hour forinat.

The program years ago was buill
around semi-classical muosical numbers
under the direction of such lu}l-ﬂiglli
musicians as Frank Black and Percy
Faith. The atmosphere was perfect for
an advertising message that dwelt on
purity and confidence. Within the last
few years. the format has graduoally

been changed  until now  the  <how
‘I'
KALAMAZOO
CHIGAN

The South Bend-Mishawaka trading avea, always a rich and

responsive market, s UPL This as the heart of the primary
arca that WSBT saturates —with listener ratings above net-
work averages. The primary area is up e population from
LA77.900 w 1795000, Up in anowal reail sales from
SLA3L547.000 o $1.597.550.000 . .. In this buportant
sales area, WSHT s the best loved yoice—and the ONLY

voce that covers the conre market, For bonus coverage,

bonus listeneiship. bouus sales. i's WSBT

the bhomns bay!

PAUL H RAYMER COMPANY +« NATIONAL REPRESENTATIVE
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stresses popular tunes by Tony Martin
and  Jo Stafford.  With its  quality
standards firmby established, Carnation
feels that it can make a stronger effort
to reach young mothers and still not
saerifice its reputation for purity,
This light entertamment approach
that draws large audiences is mosl con-
spicuous, of course, in the Burns and
Allen show on CBS-TV every other
Thursday. The commereials fit n neat-
Iy with the family situation comedy.
George and Gracie continue their fun-
ny banter as they serve coffee with
Carnation milk 1o their neighbors.
Burns and Allen. among the few top
comedy stars who have heen able 10
switch successfully from radio to TV,
have close competition in the 8:30 p.m,
pertod.  NBC-TV  carries  Groucho
Marx. while Stop the Musie is on ABC-
TN, Burns and Allen who had a 20.8
an 1 March. according to Trendex. are
doing fairly well against  Groucho
Marx, 21.3. and Stop the Musie, which
pulled a Trendex fixure of 26.9 for
the same date. The carry-over factor
has  given these competing  weekhy
shows a competitive advantage over the
bi-weekly Carnation effort.
Carnation’s well-planned integration
of radio and TV would have pleased
founder Elbridge Stuart. who died in
1941, “Creation of consumer demand
through consistent, constructive adver-
tising” had always been his creed. Pro-
motion has been a key phase in Carna-
Lions expansion since those carly ef-
forts in Seattle directed at the Yukon
prospectors, It had heen followed up
Iy newspaper and outdoor advertising
throughout the Puget Sound area. The
n-umpan_\"s stralegy was to concentrale
on one area until 657 distribution was
obtained.  The campaign was moved
to Tacoma. then to Portland. and even-
tually to the whole nation and many
parts of the world. The product was
wood and the promotion sound. Even
the name and slogan were well chosen.

When production began Stuart knew
that he must have a distinetive hrand
name, One day while passing a store
windaw. the business pioneer noticed
a small display of cigars named “Car-
nation.” Not much of a name for a
cigar. he reflected. hut a fine name for
his product. The flower was then com-
ing into popularity: President McKin-
ley rarely appeared in public without
one in his buttonhole.

The slogan “from contented cows™
also sprang forth in a casual moment.

SPONSOR




Senator

Dudley J. Le Blanc

announces winners in his

CHRISTMAS
PARTY CONTEST

1. WKUL Cullman, Alabama $2,000.00
2. WRAL Raleigh, North Carolina 1,000.00
3. WLOW Norfolk, Virginia 500.00
4. KSLO Opelousas, Louisiana 250.00
5. WNGO Maytfield, Kentucky 250.00
6. WWYO Pineville, West Virginia 100.00
7. KSTL St. Louis, Missouri 100.00
KXLW
8. WOMI Owensboro, Kentucky 100.00
9. WNOE New Orleans, Louisiana 100.00
10. KVOL Lafayette, Louisiana 100.00
11. KWDM Des Moines, lowa 100.00
12. WFEC Miami, Florida 100.00
13. WIIv Savannah, Georgia 100.00
14. WORZ Orlando, Florida 100.00
WLOF
15. WJBF Augusta, Georgia 100.00
WRDW

Watch For Details of Senator LeBlanc’s
New $25,000.00 Merchandising Contest For Radio Stations

26 MARCH 1951




52

“

Another WFBR home-grown show is bursting into
bloom! **Melody Ballroom," featuring the young,
amazingly glib and quietly mad disc jockey, Bob
Landers—is well on its way in the tradition of WFBR-
built sensations like *“Club 1300, “Morning in
Maryland,"” *"It's Fun to Cook," ‘'Nelson Baker
Show" and others.

“Melody Ballroom'' is getting to be the late after-
noon show of Baltimore, using the classic pattern of

music for housewives and leenagers.

This show is ripe for plucking by sponsors who are
looking for a profitable participation show.

If you twist the arm of the nearest John Blair man,

he'll tell you all about availabilities.

ABC BASIC NETWORK e 5000 WATTS IN BALTIMORE, MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY

MELODY BALLROOM
4:00 to 6:00 P.M., Monday through
Friday has just about TRIPLED

e its October ARB Rating in the
-
December-January ARB Report.

The story i= that une |]a|) Stuart was
relaxing after a long copy session with
his agency. He began to reminisce
about the pastures in the Northwest
where the Holsteins grazed. He de-
scribed the luxuriant shade trees where
the cows could rest. cool and content-
ed. One of the copywriters exclaimed
“Ah. the milk of comtented cows" and
with a shight modification one of the
maost famous slogans in American ad-
vertising was born,

Starting small, the company’s adver-
tising budget was only about 368.000
im 1911, By 1912, this was doubled
when space was bought in the Ladies
Home Journal and the Saturday FEve-
ning Post. In 1910, three women's ser-
vice magazines were added 1o the
schedule. Magazines. newspapers, and
outdoor signs were Carnation’s pri-
mary media from 1920 o 1931.

[t was during the depths of the de-
pression that the company’s manage-
ment discerned radio’s powerful and
ceonomical  massselling  possibilities,
Like many other sreat efforts, the Car-
nation schedule was started on a test
basis, An orchestra and quartet on a
program known as the Contented Hour
was broadeast from =eattle over the
NBC Pacific Coast Network. The o=
aram’s potentialities on a nationwide
hookup were perceived quickly, and
the first web show was heard out of
Chicago, 4 Janvary 1932. The lovely,
lilting Carnation theme song became
familiar 1o milbons of lhsteners who
dialed to NBC every Monday at 8:00
pan. o the fall of 1949, Carnation
joined the trek to CBS to round out the
impressive Sunday  wight lineup that
network was building: Jaek Benny,
Imos 'n” Andy. Edgar Bergen-Charlie
WeCarthy, Red Skelton, Electric Thea-
tre, Horace IHeidt, and then the Car-
nation spot at 10:00 pn.

The inunediate result of the shift
was a jump in ratings from the five to
six_range on NBC to eight to 11 on
CB=. The most recent Nielsen rating
in January showed a slight dropofl to
a nine but it has been over 10 several
times this sea=on. The Horace Heidi
vouth u;:|-urt||nil\ <how that ||l|~|-mit':-
the Contented Hour provides the same
appeal for family listening. 1< 10,9
rating helps Carpation, Although Sun-
day might listening on CBS tapers off
alter Jack Benny, there is still o healthy
awdience left at 10:00 p.n. when Car-
nation comes on, Benny draws a 19,
followed by Admos 'n’ dndy. 10.9;
Charlie McCarthy., 15.9: Ned Skelton,

SPONSOR




SCOres |
agam

... according tb Mr. Hooper's scoreboard ...

WJR leads in 29 out of 40 daytime periods

--u------p--...— ..........................................

(Y4 hour periods—\londay thru Friday

8 A.M. 10 6 P.M.—Hooperatings December, 1950—February, 1951)%

And after 6:00 PM. WJR leads in 38 out of 63 evening periods

......oa........_.....— ..........................................

(Y4 hour periods—Sunday thru Saturday

FREE :
,@ SF;"EIEKCEH E —6 P to 10:30 PM.—Hooperatings Octaber thru December, 1950)*

4= Detroit Radio Ho ooperatings only— Detroit has 525.000 of the
3.263.000 radio howmes within the W JR Y4 MV/M primary area.

score with WJ R in leadership and listenership

CBS 50,000 Watts WJR The Goodwill Stotion
Fisher Bldg., Detroit 2, Mich.

Represented by Petry
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1-4.3: Veer Corlisy Ar 1.3, and
then Horace Heidi, 109 an | Contented
Hour. 0.0,

Carnation’s ol sl efforts have
el '|]- cl a i 3111 e program over o
imited number of Mutual stations in
1939 featuring a nalitn: named
Arihus wllres Comnpany  executives

piisce loneingl er his 1939 {ee.
I'hi= program and the Carnation Bou-
que!, n variely musical [eature over a
|<_|--l‘.|1. ietwork. -|:;;1|1 e r.uliu ;l])-
propriation 93 of 1= total advertis-
g budeet i 191L Both of these

snows were cancelled the next vear he-
sattst milk —tl|l|-|"t1‘- for the domestic
urrket were being et down, Carna-
tion added its next program in 1910,
the davtime serial Lone Journey. Two
vears later they teied the Family Party
\nother Western
the

the coast.

Wil !\.1'1!‘ ol

-illl'd 1

experiment anl
sram went network i 19510,

The move into television lll'j_';lrl mn

the spring of 1949 with a series of car-
toon announcements,  Sales warranted
buvine the Burns and Allen show at a
cost of 25,000 for talent and 515,000
m e show in October. 19510,
The big fellows

try wateh each other = well illustrated

per

Wi amy  indus-

Greater Cleveland market!

5000 w.

WiW BUILDING

CLEVELAND'S STATION

J

REPRESENTED NATIONALLY BY H-R REPRESENTATIVES,

by Pet Milk's action. In January, 1951
this competitor jumped on the video
bandwagon with the $50.000 Four Star
Revue on NBC every third Wednesday,
The network alignment is one interest-
ing facet of the rivalry between the
firms. et spends most of its advertis-
ing budget on NBC while Carnation de-
votes the greatest part of its budget 1o
CBS programs.

Third large contender in the field.
the Borden Company. uses radio an-
nouneements part of their
over-all schedule handled by Young &
Rubicam. Videowise, Borden partici-
pations are hought on the Kathi Norris
show, WANBT. New York. The total
Borden radio and TV effort is consid-
erably below that of Pet and Carna-
tion.

Carnation’s radio and TV advertis-
g is coordinated closely with printed
media. particularly Duy-
ing special promotion periods, maga-

large

as

magazines,

zine advertisements are plugged on ra-
dio commercials and conversely radio
and T\

plug in printed advertising, including

progranes are _'_"i\'t‘l\ il Uross

llll:-ll'l':- that o oul lo grovers,
Sales have kept pace with the ex-
panding advertising budget. Per capita

CLEVELAD'S (g STATION - W)W « CLEVELAND'S (7 pmpus SKINAL- W)W - CLEVELAND'S (g ST,
CHIEF SAYS:

“Cleveland heap big hunting ground
Seventh city in the nation

Sales-wise hunters sure have found

It rings the bell to use Chief Station"

£” HAPPY (SALES)
HUNTING GROUND

UseW_J W-Greater Cleveland’s most merchandising-
minded, promotion-minded station—to bag sales in the

ONVTIATI M (N O

4

BASIC ABC

CLEVELAND 15, OHIO
INC.

KIS 20 930)S.ONVTINTT0- M [ NOILYLS 72707 5.0NV1IATIO M EarTiNOIS 2000

>4

consumption of evaporated milk was
7.19 pounds in 1920: 1549 pounds in
1938, and nearly 20 pounds now. It is
not a mere coincidence that the two
established leaders in an industry that
made such gains rely on radio. Now.
with television to aid them in the larg-
er markets. per capita consumption
should be increased even more, * * *

WHITE TOWER AND SPOT

(Continued from page 29)

vertising is one fraught with showman-
ship. It is not surprising that the
chain’s founder. “a tough Irishman.”
the late John Saxe. once suceessful-
Iy operated a string of 43 theaters.
vaudeville houses. and hallrooms.  In
November. 1926. having sold his en-
tertainment palaces, he helped his son.
Tom Saxe. Jr.. launch the first White
Tower emporium on a streel Corner in
the heart of Milwaukee,

By 1948, the chain had stretched
forth from Wisconsin Detroit.
Cleveland. Buffalo. Washington. and
other eities, But Saxe pere and fils had
a thorny problem 1o solve: how 1o
bring  women their  establish-
ments?  Seventv-five per cent of their
Althouzh their
cmpfiria

o

nto
Cuslomers were el
stainless  steel-and-white-tile
were impeccably clean, women were
apparently spurning them,

What to do? The White Tower Sys-
tem sought the aid of Badger and
Browning & Hersey. Ine. New York
twhich  handles  such  accounts  as
Sehraflt Candy. American Chicle Com-
pany products. Movado Watches and
Reed & Barton Silverware ). To help at-
tract more female and family business
to White Tower hamburgeries, account
executive Johu C. Morrow. a dynamie
Texan, decided 1o experinent in sey-
eral advertising media. Alter confer-
ring with Robert W. Hersey, ageney
president. Jack Wilcher. radio/TV di-
rector, and  James  Hausman. copy
chief, it was agreed that spot radio
would be the first testing ground. And
stations  WEAN.  WJAR.  WHIM.
WFCL and WPRO. in Providence. R.
I. (where five White Tower restaurants
are located i, would be the locale.
radio an-

The initial strategy for

[ nouncement copy cited: (a) the need

to dramatize White Tower waiters as
paragons of courtesv: (h) the need to
add  a  feminine This  was
achieved neatly by the agency’s Jack

flavor.
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ONLY A

COMBINATION
THE GEORGIA PURCHASE OF STATIONS

CAN COVER

tée GEORGIA’S

5 MAJOR

MARKETS

-

ATLANTA é

éu.m
WAGA | WMAZ | WTOC

ATLANTA MACON SAVANNAH

SAVANNAH
5,000w . 590kc 10,000w e 940kc 5000w e 1,290kc

(ALL CBS AFFILIATES)

THE“’( ;-m» OFFERS ADVERTISERS

AT ONE LOW COST:

® Concentrated coverage
® Merchandising assistance
e Listener loyalty built by local programming

® Dealer loyalties

—in three major markets.

Represented individually and os a group by T H E K ATz A G E N c Y r IN c ®

NEW YORK » CHICAGO . DETROIT . ATLANTA = DALLAS . KANSAS QITY L] LOS ANGELES - SAN FRANCISCO




® New Concept for Efiective
Daytime Radio Buying:

WASHINGTON, D. C.
METROPOLITAN
NETWORK

For the first time in

the history ﬂf radio
advertising. five stations
within one market offer

their combined audience—the
second largest in the area—
as a unit buy

at lowest cost per listener

Five Independents have joined forces
to offer low-cost. effective daytime eov-
erage of the important Washington
market to national advertisers at a
07 zaving over combined individual
rales.  Each station is owned. managed
and programmed independently. com-
peting aggressively for loeal business.
Each of the five stations has its own
loyal listening audience, available now
to national advertisers as a composite
unit which delivers a major part of
the metropolitan audience,

Met Net Advantages: 1. Complete
||ﬂ_\'limc coverage of the market at the
lowest cost per listener™ of any sla-
tion in the area. 2. Second highest
average daytime audience® in the
Washington market. 3. Simplified buy-
ing— five-station coverage with one
order. one transeription. one invoice.
Programs can originate from studios
of any member slation. 4. Spot an-
nouncements may be bought for the
same time on cach stalion. or staggered
al various limes from station to station,
5. Low rates: Vo-min. or time signals.
S18.24: 1-min., $22.80: 5-min.. 336,180
(20-time),  Complete card on request,

tor further details w1 complete brochure,
please write vr phone Jack Koste, Independd-
ent Metropalitan Sales, national representa-
tives, 00 K 42md 51, NYAC 18, NOY-

MU reay 11T 221813, J. Douglaz Freeman,
Compercial Manager, Munsey Building, 1320
E oste NWa Washe 1 DG, STerling 1772,

WASHINGTON, D. C.
METROPOLITAN NETWORK

WARL 72" &, "loao .o ¥

WBB AM & FM. Bethesda, Md

1120 KC, 250 W,
WFA Falls Church, Ya

1220 KC, 250 W,

WGA Silver Spring, Md

1050 KC, 1000 W.

WFI Alexandria, Va

730 KC, 1000 W,
*Iwd on comparative eost analysis of Pulse
Repurts, July—Qet,, 1950, Washington, D.C,,
with rates from Standar] Bate & Datn Servieeo,
Complewe analysis availuble upon request,
“*Pulge Heports, July—Ocr., 1950, Wash.,

D.C.
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Wilcher. who had composed the Den-
tyne Chewing Gum jingle tand also a
Musicraft vecord album. “Down the
Hateh.” including such rousing ditties
as “Drinkin® Likka in Costa Rica.”
“I'm Gonna Get Drunk.” and “Livin’
the Lile of Sin.” 1 Wilcher modestly
savs he “just batted out™ the now cele-
brated White Tower ~inging commer-
cial. Using Whitey as symbolic of all
White Tawer waiters. and a woman’s
voice as the admiring White Tower
customer. the jingle ran:

Girl: ~Oh. Whitey !™

Whitey: *Yes ma’am!”™

Girl: 1 love this clean White Tower

“And vour White Tower hamburgers
Lo,

“They are zood— they are pure

“Folks will like “en, 'm sure,

“Day or night any hour at White
Tn\\'('l’.“

Whitey: “Thank you!”

The then inserts

:_-|u|kp|| Copy. and the jin}.:]l‘ concludes:

Girl: *Oh. Whitey!™

Whitey : “Yes ma'am!”

Girl: 1 love each clean White Tow-

announcer some

er
“And your White Tower hamburgers
loo.,

“1 just know folks will try

“Stoppin’ in by and by.

“Day or night any hour at White
Tu\\l‘r."

Whitey : “*Thank you!”

The announcements,
through the day adjacent 1o a variety

scallered

of programs, ran fo 13 weeks on the
Providenee stations. The results. ac-
cording o account execulive Morrow.
were amazing, Morrow himself and
several White Tower execulives con-
ducted a personal survey. They ques-
tioned women entering and leaving the
Providence White Towers. and found
that 90" had heard the radio an-
Hotncements,

“I've passed the White Tower res.
taurant in iy neighborhood for years.”
many woien said. “and never thought
of cating there until | heard the radio
announcement.” It sounds like a nice
place to cat-—clean, friendly. and cheer-
ful.” Men. too. enjoyed
the anuouncement. and lh:-_\ entered
the restaurant singing the jingle. mer-
rily.

“We didn't even bother testing ather
media experimentally 7 said Morrow,
“In radio. we'd Tound our medinm.”

Radin’s impact was confirmed when
in March. 1919, White Tower had the

others =aid.

Ross  Federal Research (.:ul'purdlinll
conduct a two-day personal interview
suryey in Richmond. Va. Of the 104
men and women sur\'t‘}'mi on the streel
and in office buildings. 35 were famil-
iar with the White Tower radio an-
nounceimnents over WMBG and WLEE.

White Tower. exullant. shifted s
radio advertising into new markets.
lts strategy. a= explained by Morrow
and timebuyer Ed Whitley. was maodi-
fied and expanded. Briefly stated, their
thinking ran this way:

1. Sinee White Tower restaurants
are open 21 hours around the elock,
it would be wisest to try and buy after-
midnight radio spot. Customers flock
in during the day. but business tends
to fall off in the yawning hours. There-
fore. hypo late trade.

2. Since about 95 of White Tow-
er trade comes from “regular return”
customers who live within five or six
blocks of each restaurant. direct the
advertising to local clientele. There-
fore. buv radio spot largely in those
areas where the station’s maximum lis-
tening approximates White Tower lo-
cations that are easily accessible.

3. Devote most of the =spol to disk
ju{‘k('} shows— both to lure in the late-
hours trade and also because the plat-
ter spinners can best convey the neigh-
borly. friendly spirit that White Tower
restaurants want to exemplify.

In seleeting the station disk jockeys.
timebuyer Whitlev used several sensi-
ble rules-of-thumb. In a nut shell, he
was concerned with these majnr [mi:lls:

1. Following: Had the d.j. estab-
lished an audience?

2. Manner: Had the d.j. a friendly
personalitv. the kind that would add
lustre 1o the product? When it was a
matter of choice helween two compel-
ing «.j.s. Whitlev would get a tran-
seription of cach. and compare,

3. Coverage: Did the station that
presented the d.j. show reach the areas
where White Tower restaurants were
located?

1. Time: Was there a choice time
availability 7 After midnight was con-
sidered bhetter than between 11 pan.
and 12 miduight —when people mizht
still be looking at television.

Intevestingly. the ad agency found
that some disk jockeys were too gabby
when talking about the product. The
aceney wanted the dij. to lend his par-
ticular personality  to the announce-
ment. but it didn’t want him to go
overhoard when extolling the prod-
uet’s virtues,
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Shortest distance hetween huyer and seller

... an elevator that takes advertisers around
closed doors. Write Norm Knight at 510
| Madison Ave., New York 22, for “The
I Happy Medium,"” with suggestions for get-
I ting the most out of your radio-TV trade-
'| paper ads.
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CIIECK Buffalo’s “PULSE” today!
See all the top shows on WG R!
It's THE station in Buffalo

for best buys day or night.

COLUMBIA
NETWORK

’ P .
/)//'()('((/(3(/1/{}?9' ( OVROVALLCR

RAND BUILDING, BUFFALO 3, N. Y.

National Representalives: Free & Peters, Inc.

550

Leo ). (*"Fitz'*) Fitzpatrick 1. R. (“lke'" ) Lounsberry
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| “We feel you can talk yourself into
a sale. and then talk yourself out of
it."”" savs Morrow. “The shorter the

{ commerecial is. we believe, the betler

—as long as it has the salient points
‘ in i’

Generally. the announcement  con-
sists of a 20-second singing sales mes-
sage on a specially prepared phono-
graph record. This is followed by the
d.j.’s live spiel, which the ageney pre-
fers to keep between 20 and 40 see-
onds.  Also. the agency’s policy has
been to hit home one selling point in
a message. Two or three points made
simultaneously would. it stands to rea-
son. diminish the impact of the an-
nouncement.  Thus, the spoken mes-
sages make hut one selling point al a
time, including take-out service: the
quality of White Tower hamburger
meal: the virtues of ils cheeseburgers:
the freshness of its coffee: the availa-

bility of local Towers in the shopping
neighborhood. Along with these points.
there is mention of a specific address
[ and White Tower's convenience as a
breakfast <hop. (“Just pack your hus-
band ofl without breakfast and remind
him there’s a elean, shiny White Tower
on his way to work!™)

To make sure that the disk jockeys
keep in line, the ad agency distributes
what it calls its “Bible"—a detailed list
of “do’s™ and “don’ts.” which mighi

[ be instruetive to other sponsors. Here.
first of all. are some typical do’s:

‘ I. “The White Tower recorded com
mercials are to be used intermittently
with, or in conjunction with. your
characteristic program palter.”

2. “ln live announcements used, it
would be helpful if you could address
"Whitey" oceasionally, or speak of him
as a character.”

3. “White Tower employes are called
Towermen and Towerettes.”

L. “White Tower advertising usual-
ly emphasizes cleanliness. For exam-
Mt". the [‘llI';'i.-i- “T'he Clean White Tower
in vour neighborhood™.”

Some typical don’ts directed to the
d.j. include these:

1. “Do not make any statements as
to the number of White Towers, the
higness of the White Tower chains. ele,

2. “ln referring to White Tower
hamburger meat, please study careful-
[y the above phraseology, and do not
trv to add to i, For example. White
Tower does buy its own UL S, Inspected
beel amd ‘processes” the meat. in the
seneral packing house meaning of the
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pared’ by diluting or mixing the heef
with a substitute. Therefore. do not
use words like “prepared,” ‘mixed.
‘processed” in referting to meat.”

3. “Don’t give the impression that
White Tower delivers. Take-omt serv-
ice means you just come and get i

4. “Don’t exaggerate the ‘size’ of
White Tower hamburgers. They are
generous in size and contain the right
amount of meat 1o make a good tasty
sandwich. but are not ‘jumbo!" Am
restaurant can make them larger— but
none can make them better !

5. “Remember that a hamburger
can he ‘lmn" without being *All Beef.”
Always say ‘Al luf Pure All Beef,
100% Beef,” ete)

Although the White Tower spot ra- !
dio campaign is carried on largely |
through d.j. shows, some other pro- ‘
gram types are hought. Scope of the
campaign can be perceived by exam- |
ing some of the following stations and
spots that White Tower has l‘l!l[llll}'l‘il [
recently:

11:30 pan 1o 12 midnight of Bob
Landers” d.j. show. WFBR. Bahimore,
Md.: participation on The Dawn Pa-
trol. CKLW: d.j. Jack the Bellboy.
WIBK, midafternoon, and Lj. Fred
Wole., 6:00 to 9:00 aan.. WNYZ, all
in Detroit; d.j.s Sherm Feller and Nel-
son Bragg, 10:30 to 12 midnight,
WCOP, Boston: six five-minute news-
casts on WTOP, participation on The
Yawn Patrol, WWDC. both Washing-
ton, D. €5 11:30 to 12 midnight, d.j.
Arnold Friedman, WROW, Albany.

Also, 12:15 to 12:15 aan.. .j. Art
Ford, WNEW, New York City: 12
midnight to 12:30 a.n.. Insomnia Inn,
WARC. Rochester: Swing with Wing.
WING, Dayton: Joe McCauley's Dawn
Patrol, four hall-hour segments after
1 am., WIP. Philadelphia; newscast
midnight to 12:05 a.m.. WEEL Bos-
ton; 20 quarh'r-huur segments \\I‘l‘l\]}'
from midnight to 6 a.m.. d.j. Joe Dor-
sey’s show. WEMP, Milwaukee; 7.30
aan.  announcements.  d.j.  Alonzo
Squire. WAYS. Charlote: night and
morning announcements, WsSNJ,
Bridgeton, N, J.; newscasts on WRVA.
Richmond.

From a merchandising viewpoint. |

rapport between the radio stations and
the individual White Tower restaurants |
has been close and cordial. The res-
taurants do not contain radio sets, but
many of them do display in wall slots
(otherwise used for menu cards) col-
ored signs which publicize the d.j.
show.
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For aver twenly-seven yeors,
Rodio Statian WMC in
Memphis has kept its pro-
grams attuned 1o the wants

and needs af its market.

This market owareness, this
“reolization of the program
preferences of Memphis and
Mid-5outhern listeners, hos
mode WMC o favorite amang
the 800,000 rodic hames in

the Memphis market orea.

The Gene Steele Tno
Another successful example of
WMC's Memphis Market-
Mindedness! Gene Steele, dur-
ing the past thirteen consecutive
years, has broadcast more than
3,380 programs for the same
sponsor, Malone & Hyde, In-
corporated, wholesale grocers.
Five times a week, two hundred
and sixty times a year, his pro-
gram gets a fine reception in
thousands of Mid-South homes.

—and here's what the sponsor thinks of it!
"We believe Gene Steele is the most consist-
ently popular local live radio personality now
broadcasting in Memphis. Year in, and year
out, Gene has sold the quality foods which
we distribute. His record speaks for itself.”

Signed ] R Hyde,

Malone & Hyde
Memphis, Tennessee

WIMAE 55

WMCF 260 KW Simultaneously Duplicating AM Schedule
w M c T First TV Station in Memphis and the Mid-South

Natienal

The Branham
Campany

Represenlalives,

Owned and Operated by The Commercial Appeal
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wents are favorablos though most are.

ern. However. the pullie looks on plain. “Let’s have more jazz music and

essed” hammhursers heing ‘pre-  less of that commercial gab’” savs
A\ typical s winted v White Morrow. “Nevertheless. the customer
T BT Ty 0 Fhenl ¢ bright 8 il <till be eating a White Tower ham-
o wind blaek. reads: “Enjoy burger when he makes his complaint.
Wktia Tavcor Musieah Meno. with Fhe ad agency has been particularly
it (1@ b1 e Mon, to adeplin using smart promotion devices
W \E\ and radio tie-ins.  During  National
Cheese Week recently. it advertised the
ol 1 taturanl Mmatdasel |~-.||||||n,‘.'-1| - a v ’
iatet fact in various cities. and. of course.
i irporation = 1=sbru: . .
i ' LR ) : referredd 1o White Tower's succulent
tr ol u=tomers  make

: cheeseburgers. In order to build a
lie radio shows, Nt ||] ||]1' HIONE / X . . ; =
reputation for local public serviee, it
urges the d.j.s to plug such worthy

“The oevasional customer will com vauses as Red Cross and Dond Drives,

]
MBER. 193
]ll;‘\li_ RY. 14951

IRGINIA

Monday thru l’-li.d 3y
I\'blil .'\.\!.-'n'l.'!ﬂ Noon

jay

Monday thru b n.v“

1 2:00 hoon= 6.00

aday thru Friday

Su 4,00 PM

£:00 PM -

o Saturday
10 PM

sunday thr
R.00 PM -

*C. E. HOOPER, Inc.
Get the entire story from FREE & PETERS

CBS « 5000 WATTS . 960 KC

Owned and Operated by the

| TIMES-WORLD CORPORATION
ROANOKE, VA.
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FREE & PETERS, INC., National Representatives

One of the ageney’s cleverest tie-ins
was when it made a 55-second tran-
seription in conjunction with Camp-
hell .‘"'nll||.-, (Customers were asked Lo
consume the soup at their local White
Tower.) The record’s sales message
was delivered by such stars as Bob
Crosby, the Andrews Sisters. and Wal-
ter ()’ keefe.

White Tower's ammouncemnent copy.
compiled by the agency’s Wilcher and
Hausman. exerts a mouth-walering im-
pact on listeners. One morning. short-
[v after three o'elock. the counter man
al White Tower's 69th Street re<lau-
raul in Philadelphia was startled when
he noticed  the customer who'd just
come i owas wearing pajama tops un-
der his lop coal.

Observing the counter man’s curios-
ity, the customer looked a hit sheepish,
then Dlurted: “Well. it’s all the fault
of your White Tower plugs on the
Dawn Patrol over WII, 1 was home
i bed. listening. and all Joe MeCau-
ley kept talking about were those juiey,
man-sized. pure, all-beef hamburgers at
White Tower. | got so dann hungry.
I couldnt sleep—so here | am.”

What of White Tower’s broadeast fu-
ture? An observer can detect at least
Iwa portents.

The corporation has already extend-
cd a tentative toe into television. As
an experiment, it sponsored a 13-week
participation in the Kathi Norris show.
when she was plying her talents on
the Du Mont Network and hefore she
went to NBC.  (Miss Norris, by the
way. was Morrow’s seeretary for five
vears.) “Kathi showed us enough re-
sults to indieate that TV s sales impact
is worthy for White Tower.” says Mor-
row. “hut we feel we can still exploit
radio’s potentiality to an even grealer
limit.” Arold Saxe. White Tower's
advertising chief. adds non-commitial-
Iv. “with regard to TV, we're still in
the talking stage.”

lu the mmmediate Tuture. it would
surprise no one if White Tower were
to direct more of its radio advertising
ammuunition toward small-fry listeners,
“The kiddies.” says Morrow, “can be
a greal influence in either hegging the
folks to have supper in a White Tower
restaurant. or in urging Mother to buy
a bag-full of hamburgers for home
consumption.” As a slraw 1 the wind.
consider the Tact that White Tower not
long ago gave away free 600.000 col-
ared comie [mul\r‘ Lo I\nllll_it.-ll'rs fntlllil
dining in a White Tower hamburgery.
'lll][- rnjuir }umk ('l)ll!(li]il'll Lwi “tl{lﬂ-
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long Cassidy adventure stories, but it
also pros ided “The Adventures of
Whitey,” a waiter with a heart of gold.
A series of radio programs to reach
those same kids might well he in the
\\‘nl'k:-_

One move that does nor loom in the
future is a drastic change of White
Tower's singing commercial formula,
Two months ago. the ageney. growing
weary of the old jingle. revamped the
tune, Soon. according to the agency.
“thousands™  of disk-jockey-listening
night-owls  protested to local White
Towers. It was like violating the mel-
ody of “The Star-Spangled Banner.”

Whitey, the courteous waiter, and
his pleased female customer. are now
hack at their old musical stand. selling

hamburgers and coffee. * ok ok

EDUCATORS’ TV LOBBY

(Continued [rom page 33)

broadeasters. It is a nice question who
has the more votes, The industry counts
heavily upon institutional TV smack-
ing of something like “socialism™ but.
in answer to this. the education lohby.
and that’s ahout what it now is, points
to the friendship of staunch Republi-
can senators like Leverett Saltonstall of
Massachusetts and John W. Brinker of
(Hlih.

Miss Hennock's six male colleagues
on the FCC have been conspicuous for
not following her lead on the channel
reservation issue. Also the FCC may
soon have another chairman. Wayne
Coy  departing. hroadeasters
wonder if the 25% demand isn’t like
a labor union’s first bhargaining claims,
a lot more than they expect 1o settle
for. Even so. the threat is real enough

:"'.‘llllll'

and ought to be so recognized.

Education’s confidence in its ability
to [ll‘*'\'.’lil has been stuflened ll}' the
hope of special financial aid from the
big Foundations. Rockefeller and Ford
have Lhoth been mentioned. In the case
of Ford. note that its new associate di-
rector (in Pasadena) is the long-time
chancellor of the University of Chica-
go. Rohert M. Hutchins, a lively and
\\'ill_\' eritie of elevision, “With Ilulmll}
speaking and nobody reading.” Hutch-
ins has recently said. “a bleak and tor-
pid epoch may lie ahead.”

However. foundations tend 1o he ul-
i'nlln\\‘ ft‘\\'
\'auch'\'illc ﬁ}ll)\\r-‘. ,I.“_“ I'.'Illin |r]'ﬂjn‘1.~i
have been helped by philanthropic do-
nations since 1935, They are. respec-

tra-conservative and to
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BUT...
YOU NEED WKZ0-WIJEF
AND WKZO0-TV TO FLY HIGH
IN KALAMAZO00-GRAND RAPIDS

No matter what vardstick yon use. the Fetzer stations are by

all odds the best radio and television valnes in Western

Michigan.

WKZO-TV is the oflicial basie CBS Outlet for Kalamazoo-
Grand Rapids . . .
serving five Western Michigan and Northern Indiana mar-
Kets with a buying income of more than $1.500.000,000,
As of February 1, there were more than 100,000 TV re-
ceivers within the .1 MV line of WKZO-TV—more sets than
in the Dallas-Fort Worth. Memphis or Syracuse television

Channel 3. It is o multiple-market station

markets,

WKZO-WJEF are an equally impressive value for your radio
dollar.  Both consistently lead the Hooper parade in their
home cities. They average abomt 509 more listeners than
the next-best two-station combination in Kalamazoo and
Grand Rapids . . . ver cost 209 less! In the Grand Rapids
area alone, WKZO-WJEF have an unduplicated coverage of
more than 60.000 homes. New fignres eredit WKZ0-WJEF
with a bigz inercase in their nndnplicated BMB Audiences

since 19-46—up 416.7% in the davtime. 52.8% uat night,

What other faets wonld you like? Averv-Knodel has them.

or write us direet.

*The United States Air Foree did, in February, 1919,

wiEr | WKZO-TV "wkzo

fopd ™ GRAND RAPIDS ToPd m WESTERN MICHIGAN | 4 54 m KALAMAZOO

AND NORTHERM INDIANA Ao GREATER

AnD KENT COUNTY
(caSs) (cBS)
ALL THREE OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY

Avery-Knodel, Inc., Exclusive National Representatives

WESTERN MICHIGAN

YOU MIGHT FLY NON-STOP AROUND
THE WORLD*—
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o
One
Million
People_
CBS
Means
WDNC

DURHAM, R
North Carolina

5,000 WATTS
620 «ec.

PAUL H. RAYMER,
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EP.

tively. the Rocky  Mountain  Radio
Council. headquartered in Denver and
servicing Colorado and Wyoming, and
the Lowell Institute radio 1'0n|lt'11\|il'=’
operating in Boston,

e advertiser’s point of attention
would be upon the altered picture. in
the event educational “reservation™ he-
came the law of the land, The sponsor
conditioned by radio to carcfully weigh
the programs before, opposite and fol-
lowing his own show will wonder alioul
any 'V pan
advertising medium and part educa-
tional svstem. Take the question of the

arrangement that makes

numerous markets in which onlh

one
TV channel is available. Under the
logic of “reservation” such a station

would be III'].l_‘_"l‘(l lo serve a riilll‘|il1ll'
education licensee and a part-time com-
mercial licensee.  Tmagine sponsored
hours and educational hours. perhaps
in alternating hlocks of time

arate kinds of programs originating

Lwi ﬁl'}!-

from separate. non-cooperating, rival
organizalions. but united in a shotgun
marriage,

Continue the speculation. 1f ever
\mmerican community is to have at leas
one educational station. these subtract-
ed from the commercial total. then the

the T

would be dwarfed [rom previous esti-

size of advertising  industry

mates. Awareness of this competitive
aspect has alveady stirred dark, Ma.
chiavellian. unverified. and unverifiable
rumors that certain powerful publish.
ers have quictly rendered private aid
and comfort 1o the edueation lobby.
The thought can be expressed this way :
a v medium
hand tied behind its back wouldn’t be
the slugger heretofore dreaded.

advertising with  one

These. then, are some of the back-
sround factors for the advertiser to
bear in mind when the news reports
start coming out of Columbus in a
few weeks. The whole thing amounts
to another attack, hut on new around.
with new generals. against the princi-
ple of advertising sponsorship in ex-
clusive control of a medium of com-
munication. The educators are divided
among themselves on details and per-
sonalities but close ranks on the one
“reservation,”  Aetive parti-
Robert B. Hudson
Quiney Howe, both CBS alumni. now
with the University of Hlinois: Clar-
ence  Derwent. president of  Actors
I"_f}\l‘ll_\'l :\In]'["h- Novik. ['illl‘lllr.l‘\‘ :l.ll‘
viser to the AFL. C1O and Automotive
Workers: Broce Bliven and Saul Car-
son of The New Republic: Walter Reu-

1=sne II{

include and

sins

ther. William Green. Harold Stassen,
Fannie Hurst. Stuart Chase, Franklin
Dunham, Burton Paulu, Dallas Smythe,
ve  Probst. supporl.
Much of the strategy of the campaign,

George are all in
over-all. has been provided by Seyvmour
Sergel. managing director of WNYC.
owned by the City of New York. Ever-
ready. highly-articulate Charles Seip-
mani. of NY.UL has spoken up.  (He's
an old emotional red flag for broad-
caslers, having co-authored the FCC's
“Blue Book.™)

Plainly all of the foregoing concerns
huyers of hroadeast time, Businessmen
will not be. can not be, indifferent to
the nearness of education. and to edu-
cational programing lone. Sponsors
have hoped for a wore orderly, less
crowded TV spectrum. They have not
liked the picture. even as il was. of
four networks, ABC. CBS, Du Mont,
NBC. in perpetual doghight for
choiee local time clearances in markets

il'l'H]

one. two. or three TV chan-
inconvenient, chaotic
the situation now is. the ap-

with only
As

|nntll‘:| as

nels. and

LANG-WORTH

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

Network alibre Programs at Cocal Station Cost

SPONSOR



plication of educational “'reservadion”
would render it appreciably tougher.
It may never happen, of course. Bul
it could. It certainly. positively could.
Miss Hennock speaks true. This 1= a |
fight to determine who will get what.
and probably for good. I‘
With Miss Hennock apparently gun-
ning after the FCC chairmanship (in
the event Wayne Coy resigns ). her de-
sire to make a decp impression as a
campaigner for education is apparent.
She’ll fight this one without letup, *%%

MEN, MONEY & MOTIVES
(Continued from page 6)

=T reason “'h'\_ lll? cannol IH" ﬁln'tl
into the workaday “format™ of a
commercial series organized for light-
er fare. Even expanded to 90 minutes,
it was still just the regular Sunday
night Theatre Guild of the Air. As
good as that, but no better than that.
But with the added burdens of special
challenge and special expense pointing
up the production team’s weaknesses.
Gieleud’s performance sereamed for
direction he did not gel. An actor is
an actor and he “cut” the text with
himself always in the apple of his own
eye. Could a listener not familiar with
the story follow the story? Not easily.
At times, not at all. And then the duel
with the tin curtain rods from Wool-
worth’s. How much thought was given

HUUPER surveys the
SEVENTEENTH STATE

% THE SEVENTEENTH STATE
A compact market composed
of a homogeneous group of 53

the production? The sponsor paid ex-
tra. But where were the extra skills
and extra foresight?

k ok %k

Take note of the Hollywood-New
York attitudes on “screen™ and “tele-
vision” jurisdiction. Recently, the filn
studios in the West gave, for the first
time, separation of literary rights to
the Sereen Writers Guild. Writers se-
cured book, magazine, and radio rights

as their own to be leased only by spe-
cial negotiation. But the studios got

note this—television as well as basic
sereen rights. Meanwhile in New York
the networks, with the advertising |
agencies sitting in, are assiduously
striving in current negotiations with
the Authors League of America to lim-
it their deal to TV programs produced
“live.” Both sides in the struggle for
tomorrow thus clearly recognize. one
by positive inclusion, the other by stra-
tegic exclusion. the future importance
of film. Kk )
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WGY delivers a regular listening audience in all 22
cities of the Seventeenth State.

WGY's average evening audience is larger than the
audiences of the next two stations combined.

WGY's daytime audience is 189 larger than the next
best station’s daytime audience.

WGY's share of audience is above 2077 in 15 of the 22
cities. Station “B's" share of audience is 207, or over
in only 4.

This tremendous power and coverage advantage is yours
at a lower cost than any combination of stations in the
area needed to reach the same markets. Call NBC Spot
Sales, New York, N. Y., or the WGY Sales Department,
Schenectady, N. Y., today!

50,000 WATTS

810 K. C.
A GENERAL ELECTRIC STATION
THE ONLY STATION COVERING AlLL
22 MARKETS ©OF THE 17TH STATE
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MOHAWK ADDS RADIO

1 = Hess Iving m-
- o 14 con=ultation’”
| i irm ol na
) il ntl when  they
MW e hannehing mte
| ha coarded the
ottt Bodhin i Vlohawk with
dipe == Lhie niell resenve for. to
i =oeial climber at a
Jitnl parrty (NITET [1= feel that Boll-
e s activily o= a consultant s II.Ii'IIIf[I]
to the carelully built <ales structure of
the radio industry. They point out that
Yes, here is buying pawer that will do o
sales job for you when you invest in WBNS
lime because this station is the faverite in
radia with 187,980 central Ohia families .
Results ore what yau want and results are
wha! yau get . . . This has heen proved again
and ogain by WBNS advertisers.
ASK JOHN BLAIR,
64

by virtue of the 15 ol hilhng fee
“nll“l:: Illt'i\t"- JI’UIH -\}Ilihl\\ L lilr I'r']1-
re=entative firm usurps the role of an
agenev. "\ setup ke that,™ one vep
told spoxsor. “is harmful to sponsors
in the long run because 11 works oul-
side established agency relationships,
linking buyer and seller in what people
mevitably tend to reeard as an unholy
athance. That sort of thing never does
amyhody in advertising any good.”
I:u“illl'_'..\ side of the storv. the firm
[bl'"'_\.Illi']Il lold sroxsor. i= a= follows.
“By my action I have held open the
Mohawk account for recognized adver-
tising agency solicitation and will bow
the minute such ha-

oul an

auseney

'PLUS WELD-FM
POWER WBNS 5000 - WELD 53,000 - CBS COLUMBUS, OHIO

he “In the m-
terim | feel this advertiser is entitled
Lo experl radio advice, We have spenl
cffort and money
in doing a job for AM radio and we
think it is worth monev and we should
be reimbursed for our efforts.”  (Edi
tor's note: Mohawk has an ageney for
l \. {;t'ul'_:_'l' [\' \l'l.‘llli. Ill{ .-
tady. none for radio. )

New York's Madicon
\venue where the Bolling vs. all other
reps thubarb centers. the Mohawk cam-
paign has had more universallh warm-
ing results,

heen selected.”

=ays,

considerable time.

schenee-

\way hom

In response 1o the news
about Mohawk’s entry into spot radio,
many local dealers have apparently de-
cided 1o inerease use of radio on their
(Mohawk supphlies the disks.

dealers buy the time.)

OWIL

In quotes below is the kind of rea-
soning, disseminated thronghout the
Mohawk dealerships, which has helped
to kindle enthusiasm for radio. In the
words of the firm’s advertising man-
ager. Howard . Hildreth:

. “Radio offers gunl] value for our
mvestment.

2. “Listening can be pin-pointed in
a given cily.

4. “Radio penelrvates the t'il_\‘.- whole
trading area and extends far bevond
normal newspaper coverage,

4. “Dealer radio tie-ins similar to
present TV merchandising can be used
t'ﬂu'li\t‘l_\."

Hildreth. who is a member of the
Radio Pioneers of America. has given
radio what some of his contemporaries
in the carpet business would call an
impossible assignment. He regards the
campaign as an effort to build up trade-
mark identification. Though many ad
men in firms <elling “visual™ produocts
tend to bank on visual media only. Hil-
dreth is apparently relying on radio’s
power to build memal pictures. 1t is
this same power which makes dramatic
programs ]Iu.-si]'lil' on radio. with hs-
teners filing in details in the mind’s
cve 1 response lo word snggestion,
When housewives are aul 1o buy a rug.
Mohawk wants to be dead sure they
differentiate ils
head label and other hrands.

can between Indian

Because the prime mover in rug pur-
chases is the lady of the house. Mo-
hawh's timebuving for its 15-minute,
A 8
<|r1r[i1lm| 1o '.I{Tl']‘llun!l--. Tlll' jrrogran.

variations on the hirm's show s
called the Wohawl: Showroom. runs 15

Walter

MeGraw and Pegay Maver are the pro-

minutes. three days a week.

SPONSOR




ducers. Roberta Quinlan, singing star
of the Mohawk TV program. is also the
AM mainstay.

Present plans call for a 13-week ey-
cle in the spring and another 13 weeks
in the fall. A close wateh will be kept
on resulls 1o see how they compare
with those attributable 1o the TV show,
One of the highpoints in the extensive
merchandising and promotion buildup
the new show received was a number
ol meetings stations held for dealers.
Via recordings, the retailers heard
from Herbert L. Shuttleworth, execu-
tive vice president. how strongly top
management was behind the campaign.

Retailers were carefully briefed. in
recorded talks. on the merchandising
aids that would be used to promote the
:‘»llu\\'. *llhl'h(‘ iltr]ll(lt‘:

1. Newspapers—ads, listings and
publicity,

2.  Radio—promotion announce-
ments before and during the campaigu.
radio station house organ publicity.
and station program schedule public-
ily.

3. Direct mail—letters to dealers in
the Mohawk areas, post cards to lis-
teners. and announcement stuflers o
llt‘i'l.ll‘l".-i III“~

4. Outdoor promotion— hillboards.
poslers, taxi posters. car cards. and bus
cards.

3. Store promotion—window pos-
lers and a rotating easel display.

“The (‘tli:pl‘lillinll from the stations
has been tremendous,” the sponsor re-
ports. The importance attached 1o mer-
chandising was explained by Bolling
this way,

“In one market, Mohawk could have
bought time at a local rate through a
department store.” he said. “We pre-
vailed on them to keep it at the nation-
al rate and receive all the merchandis-
ing assistance the station could give
them. The station told us that it had
never been able 1o sell one of the l=ad-
ing department stores in that town,
Now the broadeaster has a greal op-
ptlrluuil) 1o hriu;__' new customers 1o
the store’s rug department and show
what radio can do.”

These are the stations that are carry-
ing the program this season: WALA,
Mobile: KWOL. Phoenix. Ariz.:
KGHI, Little Rock, Ark.: KFRE. Fres-
no, Cal.; KFDK. Sacramento: KITO.
San Bernardino, Cal: KFSD, San Die-
zo: KWG. Stockton: KOA. Denver:
WFLA. Tampa: WEEK. Peoria, la.:
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Listeners decided it was
time he had another sponsor

“I am very happy to announce.” writes Fred Stevenson
of KGRH. Fayctteville. Ark.. “that the Arkansas Western
Gas Company has signed a 26-week contract for Fulton

Lewis. Jr.. five-a-week across the board.”

KGRH had been carrying the program sustaining. An
announcement was made on one broadeast indicating
that, unless the response justified carrying the program
as a service to the audience. Mr. Lewis would no longer
be heard on KGRIL *“In five days.™ Mr, Stevenson con-
linues. “we received 796 pieces of mail. requesting that
we continue the program.” Several inquiries from poten-
tial sponsors were also received. KGRIT closed with the
first, the Arkansas Western Gas Company. after this im-

pressive demonstration of audience loyalty,

The Fulton Lewis. Jr. program. currently sponsored on
more than 300 stations, offers local advertisers a ready-
made audience at local time cost. Since there are more
than 500 MBS stations, there may be an opening in yvour
locality. Check yvour Mutual outler —or the Cooperative
Program Department, Mutual Broadcasting System,
1440 Broadway. NYC 18 (or Tribune Tower, Chicago 11).

!
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NORTH CAROLINA

IS THE SOUTH’S
No. 1 STATE
AND.
NORTH
CAROLINA’S

No! 1
SALESMAN
IS,

Np WPTF w2
WATTS
; o ALSO WPTE-FM o 680 «c.

AFFILIATE for RALEIGH, DURHAM and Eastern North Carolina
NATIONAL RePRESENTATIVE FREE & PETERS, Inc.

North Carolina

Rates More Firsts In
Sales Management Survey

I'han Any Other Southern State.

More North Carolinians Listen
to WPTF Than to Any

Other Station

WHEN YOU USE

WREN

TOPEKA

YOU'RE SITTING ON TOP OF THE WORLD

ABC

5000 WATTS

WGBF, Evansville. Ind.: KANS. Wi-
chhita; WJEF. Grand Rapids: WSAM.
Saginaw. Mich.: KFGO Fargo, N. D.;
KOMA, Oklahoma City: KTUL, Tul-
sa; KOIN. Portland: WGAM. Scran-
ton. Pa.; WAPO, Chattanooga: WBIR,
KROD. El Paso: KRIC,
Beaumont:  KGA.  Spokane:  and
WMAW, Milwaukee. In the six TV

markets included in this list. radio is

Knoxiille:

being used instead of the television
prograni. (ln some cases this is a re-
flection of TN's current availability
problem, |

Sixteen years ago Mohawk bought a
spring and fall radio series that made
no one happy up in Amsterdam or

One thing

among the dealers. either.
which did not help the program. called
Mohawk Treasure Chest. was a con-
test. Lntrants were required to collect
information for essays by visiting Mo-

hm\k fllll!ltl

selves bothered by many radio listen-

stores.  Retailers them-
ers but few potential customers. The
Treasure Chest was carried on NBC.
Tuesday and Thursday, 10:30 to 10:45
During the fall
it was on Sunday, 2:00 to 2:30 p.n.,
and Thursday, 12:00 o 12:15 p.m.
The format was musical entertainment
plus a decorating talk.

Within the last few years, the Mo-

a.n.. in the spring.

hawk message has been heard on the

air in many communities through jin-
gles recorded by the Landt trio. Deal-

ers buy the time, while the mill sup-

plies the disks. Until 1949, however.
black and white media carried the bulk
of Mohawks own advertising.  Onee
the plunge into TV was made, trade
papers were the only printed media n
the firmi's prmuuiinn program.

The money going into radio this sea-
son is coming out of additional funds,
This should not put any strain on Mo-
hawk’s resources. Sales and carnings
for 1950 were at record-breaking highs,
Sales  jumped  from 550.854.380 in
1999 o S80.103.404 in 1950, Net
carnings for 1950 were 34445100,
The |!il'[IlI‘|‘ this year 1= no less ]rl'i;:lll.
Howard L. Shuttleworth. the Mohawk
president. believes that dollar sales for
the first six months of this year may
exceed that of peak year 1950 men-
tioned above.

These figures show the impetus TV
has given to this advertiser’s sales.
Next vear’s statement to stockholders
will tell what a fullv-rounded use of

the electronie media can do. * k ok
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EYE VS. EAR IN SELLING

(Continued from page 27)

ning 17 January 1951, Here are sam-
ple reactions from a few of the 250
people drawn to the store by newspa-
per and radio advertising:

“Oh, radio. I only read the funnies
in the newspaper, that's the truth, |
don’t have time to read and you can
work and hear the radio. lLarge ads
would be good if you had time to read
them.”

“Newspapers. Pictures make price
¢lear. On radio. you forget price and
details. I always read.”

“1 read English, but the radio is bet-
ter for me—clearer. There is urgency
in their voiee.”

“Newspaper. You can clip it out
and take it with you. 1 came into the
slore hecause | the ad in the
Times-Herald. 1 wanted some loafers.”

At the end of the first six months. an
accumulation of many thousands of
such statements convinced Ward that

saw

he had something. He explains: “Last
summer it became obvious that we had
unknowingly discovered a new way of
classifying our About
half of those brought in by advertising
seemed to prefer radio advertising.
while the other half preferred newspa-
pers. From this 1 developed the idea

respondents.

of ‘two markels—one 1-u:|1]m:_«‘|] of
‘ear-minded’ people and the other com-
posed of “eye-minded’ people. Tt seems
only logical that a local advertiser who
ignores either radio or newspapers
completely is automatically eliminating
one of these ‘markets’.”

Local retailers involved in ARBI
studies are enthused about Ward's
“two-market” concepl. And the en-

thusiasm has spread to others who have
followed ARB1 with interest. Proof of
this enthusiasm is the fact that Ed
Craney. owner of the XL radio stations
in Washington. Oregon. and Montana.
vacationed kis entire sales staff for the
month of January—with pay. Time
sales have been that good lately. to a
large extent becaunse of the strong sales
arguments furnished Craney by the
ARBI data and the new ARBI concept.
Advertising men with long memories
may recall that the eye vs. ear contro-
versy. to which the ARBI concept is
closely related. has come in for heavy
discussion in the past. In 1935, for
example. CBS put out several promo-
tion booklets based on psyehological
studies completed about that time,
One, titled “Exact Measurement of
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the .";fmlu'll Word.” |!‘|H'!ll'1i the resulis
of an 18-month study by Harvard psv-
chologists Hadley Cantril and Gordon
Allport. One of Dr. Cantril’s conclu-

<ions was that. vach of 10 pas-
sages considered separately was mor
comprehensible and more interesting

This

sroups ol

when |r|'l'.-t’n||'|l over the radio.”

referred o tests in which
people heard and read the came mate-
riﬂi.

Here is a summary of other findings
from the Hardvard study reported Ly
Clis:

1. The voice added 1o the compre-

hension of various Kinds of mate-

STAY ON TOP

With KFSD

The station that consistently delivers the major
share of the audience in SaN Diego, (nliforniu

for from 309 o 899 of

those tested.

2. Alter 21 hours, fbl'n[lll' recalled
better
Irom lu'gllill;: them over the radio

advertising trade names
than from reading them.

. Numbers were remembered bel-
ter over the radio.

. Less

ward spoken material; it

was exercised lo-
had

greater power of suggestion than

caution

printed matter.
53 Sentences illlll l{lll'('i lil-l:- WEere re-
membered better over the radio.
CBS published such studies as these

back in its salad dayvs when Frank

avdience == tolal rated time
periods -- fram Hooper Reports

|
‘ Chartis basedonshare of

Lond more soles in Son Diegeo's fishing
fleat thot spends 58 million dollars
onnually . .. with "stay-on-top" KFSD!

The ONLY 5000 watt Day and Night
Station in San Diego . . . Dial 600

Represented Nationally by PAUL

RAYMER CO.

BOSTON » CHICAGO = DETROIT » LOS ANGELES * NEW YORK » SAN FRANCISCO
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TWO T0P
(BS STATIONS
TWO B/6
SOUTHWEST
MARKETS

ONE LoW
COMBINATION
RATE

KW

'WICHITA FALLS, TEX.

620 KC

5,000 WATTS

KLYN

" AMARILLO, TEX.

940 KC

1,000 WATTS

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

Mational Representatives

JOHN BLAIR & CO.

| Stanton was research director: nothing

on the question has been done by the
network since then.  More recently,
liowever, mass-communicalions expert
Paul F. Lazarsfeld has touched on the
matter of eve vs, ear. As director of
Columbia University’s Office of Radio
Research. Lazarsfeld delved deeply in-
to how people felt about radio and the
printed media.  Discussing the results
ol his investigations in his hook “Radio
and the Mrinted Page™ (1941 Lazars-
feld sav=: A= we elosely serutinize the
comments contained in our case-study
data, we may ask ourselves whether.
alter all these factors have been iso-
lated and applied, there is not some-
thing that one might call ‘listening-
mindedness”  or  “reading-mindedness’
which. apart from the factors we have
isolated and mentioned may cause one
individual to prefer reading or to pre-
fer listenineg?”™

Professor Lazarsfeld’s answer to his
own question was that “the feel of the
case-study  material suggests such a
possibility. Take. for instance. the fol-
lowing two comments (by people Laz-
arsfeld interviewed): 1 really enjoy
sitting down and just having someone
read to me.” and T don’t like to be read
to by anvone”.” The mass-communica-
tions specialist then goes on to suguest
that some i""'i'l" [Jl'l"[l‘]' radio because
they would rather relax and listen,
Then. too. radio listeners find a social
appeal in the sound of human voices
theyv're probably especially veceptive o
soctal contacts,

Whatever the reasons for some peo-
ple cocking their ear to hear radio an-

| nouncements, iﬂlll l‘lll' nl]ll"l'.‘- concen-

trating on newspaper ads, Joseph Ward
of ARBI is convineed it happens. He's
content to leave theorizing to psyeholo-
vists like Professor "aul F. Lazarsfeld
while his research outhit turns up fur-
ther indications that there are really
two inarkets for advertisers. proving
that one medium doesn’t reach and sell

evervhody. * & k

TOP COMMERCIALS: NET TV

i Continued [rom page 31)

Ford Cars (Ford Motor  Company.
agency ). Walter Thompson Conipa-
ny ) Schlitz Beer  (Joseph Schlitz
Brewing Company, ageney Young &
Rubicane, Ine.: Kraft Cheese (Krall
Foods  Company. agency J. \\'ulh-r"
Thompson Company ).

IN ONLY 8 WEEKS

*A 15c Item In

43 Retail Outlets

For the complete story
Contact any

BRANHAM COMPANY

» OFFICE -

OR
WABB

MOBILE, ALABAMA

14th Year
PETER
POTTER’S
“Platter Parade”’

Disc Whirler Supreme

That's Peter Potter who
has been spinning the
prettiest Platters in
Platterdom for 14 years
over KFWE.

His success stories are
fabulous. His audience
is gigantic.

Here's your chance to
cash m on both Audi-
ence and Results in the
Nation's Second Largest
Market.

Some participations
available

Mationally
Represented By

William G.
RAMBEAU CO.

KFWB

IN HOLLYWOOD
980 on the dial

SPONSOR




I. Congoleum

When Dave Garrowuy, star of Con-
goleum-Nairn’s  Garroway at  Large
(NBC-TV. Sunday 10:00-10:30 p.m.)
worked at KDKA. Pittshurgh. back in
1910, he was the only stall announcer
without a ecommercial pitch o deliver,
Garroway was known as an “intellec-
tual™ young fellow with a preference
for long-hair classical music—consti-
tutionally unsuited to delivering sharp
sales punches.

The easy-going Garroway style has=n’i
changed since then. but his present
sponsors say they wouldn’t have it oth-
erwise. When he started for the floor
covering company 19 Febrouary 1050,
there was some concern that his flip
way of plugging the several produets
might arouse viewer resentinent. As it
turned out. despite Garroway’s light
touch, “he fairly radiates sincerity.” as
one agency veteran pul it.

William MeCann-Erickson
copywriter, writes commmercials a month

Vance,

to two months in advance of each show,
The fact that he's in New York and
Garroway in Chicago could complicate
things, but doesn’t beeause Vance has
been friendly with CGarroway since
1940 at KDKA. It was Bill Vance. Ted
Mills (NBC producer in Chicago) . and
Bill Hobin (the show™s producer’ who
tailored the present TV program espe-
cially for the personable Dave Garro-
way. since 1946 Chicago’s hottest disk
ill{\l\l'l\.

There are no theatrical illusions con-
nected with the commercials. As Bill
Vance puts it: “The viewer is never in
doubt during the commercial. He's
watching a straight-forward sales pitch
in a (T}li(‘.’lgu television studio. There
is no attempt to hide sets or micro-
phones and Dave never plays anvone
but himself.”

Although Garroway is held to the
sales pninls wrillen into cach _~'-('ri|rl h_\
the free
change exact wording,

agency. he has a hand 10
The commer-
cials consist of one major and one
minor  plug each
{ Congoleum. Linoleum. and Congowall
are  plugged alternately ). Actually,
however, Congowall is so much more
visual that it is

times for every three or four commer-

during broadenst

featured about =ix
cials devoted to the other two products,

One highly visual gimmick which
Carroway uses is wriling “13¢7 (cost
per square foot) on the Congowall,
then wiping it off to demonstrate how
casily the material can be cleaned. e
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winds up the commercial whimsically
by turning to a cardhoard cut-out of

himsell. remarking: “This distineuished

looking character will lead yvou to the

l'ungn\\u” t“'-ili‘l\ al vour lloor cover
ing dealers.”
whimes

The Garroway inixture of

and  sincerity currenth  earns a2

poinl Nielsen rating for the program
His

strengthened Congolewm-Nairn's

commercials  have undoubitedly
ber two Im.-ilinri in the floor-covering
field. The company recenth venewed

for a second vear.

2. Lueky Strike

Lucky  Strike's
B ||;I]Ji|\

advertising  slogzan,
Laucky!™

orked mto some ol the most elahorate

(4T has bheen
nnercial productions v television
three-min

BHDO

Fach week an entirely new

wmmereiil is owrilten by
oW riters

Hhe “Lacky Strike |'|:l_..-|~h who per

Lot o v.i.'|| \u-('“\ ls|n;||i| a=1 nf ) our

i Parade | NBCSTY, Saturday 10:230-
L LU PRI aud This [s Show Business
CHS-TY, Sunday T:30-8:000 pam
number between =iy and eight actors

d DOMINANT
\

AFFILIATES:
NBC
ABC

MUTUAL

DOMN LEE
this year.

\ Ci\<\ % AR 0

Now available for the first time! . . . an
authentic, impartial survey of radio listening habits in
Alaska! Any Adam Young or Midnight Sun represent-
ative will show you the facts as reported by Conlan
. + . offering proof positive of KFAR-KENI's over-
whelming leadership in the vital Fairbanks and

Anchorage market areas.

total population lives . .
phenomenal population increase during the past
ten years occurred . ., .

scraper is nearing completion in Anchorage
. where building activily increased 20007
last year in Fairbanks , | |
000,000 In permanent defense projects
are already

N ALASKA /

Where 78 % of Alaska's
. where 94% of Alaska's

where a |4-story sky-

where $179,.

Undl‘l‘ way

'MIDNIGHT SUN BROADCASTING (CO.

KFAR, FAIRBANKS
10,000 Watts, 660 KC

KENI, ANCHORAGE
5,000 Watts, 550 KC

[Sold separately—or in Combination at 209, Discount)

GILBERT A, WELLINGTON, Nat'l Adv. Mgr.

55456 White-Henry-Stuart Bidg., Seattle

ADAM J, YOUNG, Jr.. Inc., East. Rep.

New I?ori * Chicage
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°RADIO DIRECTOR USES

SRDS CONSTANTLY

e S e
Pk = TrL0 ¥Ry
Nt P nram v
~lar 4 | i wavs with me . S A1 A o0 1 oo
¥ % el S 1 77é 30 20 VITRTLY
« the Radye Dire ool one large agency Even el Saamrbion ¥ine a3 oce ¥19% ra 000
e 4 P 140 449 000 4304 4100
i A | I put it in oy b Rarp R —— e o s
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= I ' 1] LI} information | need on
. BRE Frgram
') 2 i ) bong rrewed of suy
I - sellimg  duy mnd day o

\n 1 no it that tell me = mething the Washangion, D C_ Trading Ares
) nes dom’t 1ell, such as coverage Ask % RC Sales Rrpr ot

WASHINGTON, D. C.
i o Markael!

WRC

i ils s

dales woice

WHI dommarss latenes jairs e dtwt ol Codumbia
amd A% vich, adjoiming coumtes v Maryland, Vg and
Rrst Virgs

o sudirmer ares ol peatly o hall malloon
wilia bormes, and almont B2 bl s wmasl prta] sie

NBC Spat Sales far surress sty
wnd evest v bstprees fsess

Yo, oo, hase probalily woticed that many stations
nore than 2700 in faci) are sopplementing their ServicmAids [Tke this suppleinent and
tatiegy listings o Radio Advertising Rates and Data expand station listings in Radia Ad.
vl 1l kel listings in CONSUMER MARRKETS veetising Hates and Data and thelr
Witlh Servi V= that give additional buving infor- market Histings in IUI\'-»[-.'HI-.]{ ki !li.
v & s like WRCs sl g Yere hETS with adid wal  information
mahion vEVICE s LIRS . & shown here. that helps huyers buy.
Chat's why it pays, when you're using Radio Adver-
tisitee Wates aml Data o CONSUMER MARKETS,

pviees Nl

the ynbeotab!

Published by S1ondord Raole & Doto Service, Inc

AGAIN! !-[
MEMPHIS' |

TO p DAYTIME I

HOOPER .

HODPEHR HADIO AUDIENCE INDEX

City: Memphls, Tenn. Jan,-Dec. 1850
Tlmo Sc¢is WDIAL A B € D E F
M-F BAM.6PM 208 235 20.5 17.2 13.4 (2.8 6.8 3.7
LATEST HODOPER DEC JAN

150 - 1951

T.me Sy WDIA A B €C b E F
M F BAM.GPFM 197 307 200 195 146 8.5 53 1.4
The snespensive and adequate coverage

of WDIA in Memphis and WDIA BMB
(489,000 Negro population) is
vensationally good results for
teading advertisers of QUALITY
produces Folger's Coffee, Kel-
Kools, ete. Wrne for

countiey
ST
many
such  as
logg, Sevaltest,

case studies,

WDIA
MEMPHIS, TENNESSEE
John E. Pearson Co., Rep.
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a~ well as the listings.

o media-buying team,

Wolle: £ Baiihol Publiihes
333 Nerth Michigen Avenue, Chitage |, lllinais * New York «

"Non RADIO ADVEWTISING
RATER AN Ba'Pa

\}

Los Angeles

REACHING NEW ORLEANS'

GREAT NEGRO MARKET
WITH

ill

\3 Sehlinz Beer WMRY
6606 Cold Tablets

m Bread

Starch

\ Wine

1lolsu
Faultless
‘\lonui-'."““
“ﬂdaru\

1 Crown

Roya Dl""-‘""‘"“g

1lair
Wright
Root Beer
Jax Beer

Coffee

Luziann®
oud!

Blue PlateF
Nix (*_o.mt‘li(".-

Programmed for MNegroes by Negroes, WMRY
i effectively directing the buying habits of
this vast, laithful audience.

600KC- “THE SEPIA STATION"

WMRY

NEW ORLEANS, LA.
JOHN E. PEARSON CO.
Nat‘l. Representative

Four of the commercial cast are regu-
lars. appear every week. while another
three or four “extras™ fill in when
needed. Many of the regular commer-
cial players also appear in the enter-
tainment portions of these two pro-
grams.

Both sponsor and ageney feel that
by using the same people constantly.
the commercials acquire a certain air
of permanence and identification.  On
the production level. constant rehears-
als and performances together have
welded the Lucky Strike conmmercial
casl into a smooth-working team. This
esprit de corps helps carry through
close integration of the commercial’s
tone with the rest of the telecast,

Weekly

based on holidays. historie events, or

commercial — productions,
common incidents in people’s lives, re-
quire two hours rehearsal without cam-
era. another hour with, Elaborate cos-
tumes and a convincing set are stand-
ard props. First performance of the
commercial comes on Saturday night.
i
afresh the following Sunday evening on
This is Show Business. On alternate
Mondavs. the same commercial is {re-

on  Your Parade: s repealed

quently put on during Robert Mont-
gomery's Lucky Strike Theatre (NBC-
TV. Monday 9:30-10:30 pan.). If the
mood  of Montgomeny’s play doesn’t
mesh with that week's live commercial.
liowever, a -1|u'c"|:li one 1= made up for
the Lucky Strike Theatre.

A recent commereial points up the
reason for many admen tlagging the
Lucky Strike production the most am-
bittous on TV,
selling puteh by it Parade star “Snoo-
kv™ Lanson. the TV camera cuts 1o a
el representing the lawn in front of
George Washington's home at Mount

Following a straight

Vernon. Martha and George Washing-
ton are standing there. arrayed in for-
mal dress and powdered wigs. Nearby
are a Mmute Man with musket, a red-
coaterl British  general. a woman in
16th century party dress. and a faneily
dressed woman in riding dress,

All the Lucky
Strike jingle. after which George Wash-
ington. axe in hand. leads them all to

begin by singing

a fallen cherry tree. His song, sung to
Happy Go Lucky rhyvthm:

1f vou “ax™ me what I smoke

! cannot tell a lie:

[ wueh prefer the mild. rich taste

In Lucky's red bullseye!

One of the ladies is then enconraged
to “play™ a harpsichord conveniently
nearby, and George and Martha dance

SPONSOR




an abbreviated minuet as the group
sings the Lucky Strike jingle again.
Martha sings another rhymed jinglet,
accepts a lighted Lucky from the Brit-
ish general. and closes the conmiercial
with a 12-word tag-end pitch . . .
“Luckies taste better. . . .7
BBDO,
shows exceedingly high sponsor identi-
fication” for the Lucky Strike commer-
cials, with strong sales-effectiveness in
TV eittes. Lucky Strike is currently
nuniber two among cigarelles.

:\t'l'nrtlillg o “rescarch

3. Sanka Coffee

Molly Goldberg (Gertrude Berg).
perennial darling of radio and now tel-
evision, has one of those commercial
deliveries that hits you in the face like
a feather. Like her fellows in the “soft
sell” school, she is “herself” all through
The Goldbergs 1CBSTY.  Monday
9:30-10:00 p.m. ),

Arthur Godfrey on his Talent Scouts
program (CBS-TV. Monday 8:30-0:00
pan.l has the same personal. natural
touch when he brews a cup of Lipton’s
Tea. It may only be a coincidence, but
Young & Rubicam masterminds both
these personalities. What Molly Gold-
berg does with a “Nu?" and a shrug
of the shoulders, Godfrey does with a
smile and a sip of tea. Dave Carroway.
mentioned earlier, from the
same low-pressure school.

Try to imagine Molly’s homely
phrasing as she leans out her window
to say . .. “Home again. | wasn't sick,
I was only on the border line between
well and medium well. Just enough to
shock me into the realization of what
it means not to be well enough to be
your healthy self. Oi, believe me. it is
not selfish to love yourself to the ex-
tent of taking care of yourself, You
remember the song “Take Care of Your-
sell You Belong to Me.” 1 say 1o vou
. . . if you are a person that cannot
drink coffee with caffein in it and sleep.
don’t do it. Why sheuld you when you
don’t have to? Instant Sanka Coffee is
at your command at vour grocery
store . . ." ele.

Comes

Molly Goldberg’s style of rehearsal
is to run through the commercials right
along with the rest of the show. to
maintain the same atmosphere through-
out. Godfrey, on the other hand. stud-
ies the sponsor’s selling points about a
hall-hour before showtime, then ad-libs
around them. Both commercials have
pulled heavy mail, though sales results
are unavailable. They niust be good—
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Lipton has been on sinee 25 July 1047
with Godfrey: Sanka has hankvolled
the Goldbergs since 28 Marelh 1949,

4. Kaiser. Henry J (Autos)

Television has been a boon to auto-
mobile advertisers, and all of them use
it cannily. They include Oldsmobile
{CBS-TT News, CBS-TV, Mowmday-Fri-
day 7:30-7:45 pan.it. Dodge 1 Show-
time U.S.A., ABC-TV, Sunday 7:30-
3:00 p.m.). Lincoln & Mercury (Toast
of the Town. CBS-TV, Suuday &:00)
2:001. De Soto & Plymouth (You Bet
Your Life. NBC-TV. Thursday ;00

H:30 pamad, Packard (Holiday Hotel,
ABCTY, Thursday 9:00.0:30 pan.i,
Ford (Ford Star Revne, \NDBCTV.
Thursday 9:00-10:00) (LS LS
Ratser-Frazer's approach has been
l\[-i- al of the
found most effective by automaobile ad-

commercial  formats

vertisers, 1t has experimented  with
both live presentations of the car plus
an announcer, and filmed road tesis.
Inttial telecasts relicd on film, this was
followed for about eight weeks with
live studio commercials. and returned
again to film.

On the Ellery Queen detective dra-

== hamburger lately, you'll understand why the

Kansas farmer has plenty of money to spend. Soaring

prices for beef cattle, plus another thumping big wheat

crop, have pushed him up to sixth place® in the na-

tional farm income picture.

These farmers make up a market well worth going

after. They also make up the bulk of WIBW’s audi-

ence.

But that’s only natural.

After all, WIBW is the

farm station for Kansas . . . . the one most listened to’

by these eager-to-buy farm families. That’s why WIBW
can get fast RESULTS FOR YOU.

#U. S. Dept. of Ag. '50
iKansas Radio Audience '50

Serving and Selling

° "THE MAGIC CIRCLE"
Rep.: Capper Publications, Inc. + BEN LUDY, Gen. Mgr.* WIBW - KCKN

""" TOPERA,
KANSAS
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"“Time Buyers ' Stop Dreaming

SET-UP

YOUR OWN
NETWORK

SAVE 20%

on lime costs
plus frequency discounts

L
USE

we PACIFIC
Regional Network

which offers in California

A NETWORK
that provides:

COMPLETE COVERAGE

48 Rodio stolions avoilable to
caincide with your disiribulion
pallern . . . more than the other
faur nelworks combined,

SPOT FLEXIBILITY

enabling you ta buy oll or port
of 48 seporale morkels,

LOCAL IMPACT

Locol Selling with LOCAL
MERCHANDISING.

SAVINGS

of money, lime and effort with
o single purchose and billing.

NOTE TO EASTERN TIME-BUYERS

We are new, bul BIGI It you hove not
seen our morke!
facility study—
scribble your
name an o' lel-
terheod.

PACIFIC
REGIONAL NETWORK

6540 SUNSET BLVD, = HI. 7406
HOLLYWOOD + CALIFORNIA

mas | Du Mont. Thursday 9:00-9:30
P b, which first took the air 19 Octo-
ber 1950, minute-and-a-half filn sez-

Henre J and the Kaiser
\ dozen Kaiser commoer-
cials, Almed by Jack Suntherland, ne..
California, alternate with eight road
test= of the Heney J. made at the Aber-
deen Proving Ground. The

ments show the

i action,

|HI[|}I.III\
plans to replace these soon with moyies

of the Mabile

Canvon,

as cconomy run al G ||r||
film. the

live.

In using Announeer’s
climinating a
Most effective selling se-

a Kaiser hounding over

Youe Conlets ovier
sound tra R
fucnee \}Il-\\-
|ilm||-\ cobblestones, while the driver
sits hehind the steering wheel unmoved,
Contrast between the houncing wheels
and the unshaken driver (seen throueh
open door frame !t is striking,

3. Westinghouse Appliances

Survevs made in two metropolitan
areas reached by Stuedio One (CBS.TY.
Monday 10:00-11:00 pom. )
that 44'¢ ol 1the
and 33 of the dealers in the
could (rave

|H'in!l'l| ol
dealers in one area
other
~atles 1fil't’4[|} 1o the ro-
of win-

some Bettv Furness probably has much

gram. The commercial style

to do with this showine.

With |rojs and «
her. Betny
strates a Westinghouse Frost-Free Re-

amera tricks 1o help

Furness smilinglv  demon-

Irigerator ar a fieezer. One commer-

clal opens, for example. on a shot of a
| |

program page. The page turns. reveal-
ing a picture of Betty holding up a sign
“No Defrosting.”™ When the ad
“eomes 1o hife” |:|-II_\ walks over to a
Frost-Free Westinghouse
apens the door

ralk,

I-lum Lo Lo h

=ayimg

Refvigerator.
and begins her sales
She zoes Ihrullj_'}l the refrigerator
mtont. pointing out all its
advantages, making them visual wher-
ever possible. To illustrate the way ice
cream mells during defrosting. a tel-op
ol a mehing ice eream brick is super-

imposed on one side of the sereen,

The Betty Furness commereials come
oul smmoothly because they re rehearsed
for from one-and-a-hall 1o two hours.
bestdes two or three run-throughs dur-
MeCann-Erickson
Travers Hand. Keeps them
interesting

ine dress rehearsal.
COPYWI ier,
demonstrator Det-
1v Furness plenty to do while she's put-

Siving
ting over =ales points,  Tom Losee,
MeCann-Erickson
points out that Westinghouse commer-
ol recular testing with the Stan-
ton-Lazarsleld Analyzer.

arcount  executive,

|'i;||-

To Cover

the Greater

Wheeling (W.Va.)

Metropolitan
Market

you need .

WIRF

AM-FM

High Hoopers (Avg. 24.5)
Low Cost
The ECONOMICAL way to
SELL
The Wheeling Market
Check
THE WALKER CO.

The March winds have blown
April showers are dropping
Spring has come on the run

And business is popping.

For a productive spring
schedule use

Ve Art Mosly Stations
:KGUO-KANA

3000 Watts 250 wWails

Night & Day Night & Day

MISSOULA ANACONDA
BUTTE

MONTANA

NOT ONE, RUT SEVEN MAJOR INDUSTRIES

SPONSOR
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G. U.S. Tobacco Company

Commereials don’t come any more
closely integrated than those on Wartin
Kane. Private Eye (NBC. Thursday
10:00-10:30 p.ne), William Gargan's
wanderings as the private detective al-
ways take him ito “Happys™ 1obaceo
shop. In the midst of over-powering
product identification. the conversation
strays from the plot 10 a commercial.
Here's a sample trauosition:

MARTY : “Well. ul. Look. Sally. I've
gol work 1o do.”

SALLY : *Oh, Marty. what are you
working on?”

HAP: “He's working on yvour unele’s
suitcase—and, at the present tune
on a pipeful of Old Briar.”

SALLY : *Yes, 1 noticed. And. Vol
know, Mr. Kane. I mean Marty, |
think smoking a pipe makes a man
look so. er. well. =0 manly. don’t you
think ?™
Given an opening like this. Hap.

Marty. Sally have no trouble putting

over a sales pitch for Old Briar smok-

ing tobacco. When they've finished.
there’s no wasted motion getting back
into the evening’s adventure story.

Dramatic seripls are sent two weeks
before each show to Kuduer Agency
commercial writers so that skillful in-
Rehearsals are
no problem, since they can follow the
general program sequence:; the com-

sertions can be made.

mercial is often rehearsed separately as
well. Integrated commercials have been
standard for the Martin Kane program
since its start in September 1919, A
tobacco shop. where the company’s
products are sold. seemed like an ideal
scene to work in. Ad-men singled out
the tobacco shop as an outstanding job
of merchandising,

7. Texaco Gas, 0il, Grease

:‘;ti” 'I‘}".-‘-“|-i;_:;_'|‘:il drawing card.
“Unele Milty™ provides pitchman Sid

Stone with the largest face-to-face au- :

dience a sidewalk spieler ever had.
Stone has never actually made a living
an piteliman.
though his stage title around the night-
club and theatie circuit is “The Grift-
er.” He got those gestures and mumbo-

as honest-to-goodness

jumbo style of speech from watching
caudy butchers back in the old vaude-
ville days.

Today those same mannerisms, often
burlesqued with humorous resuhs. are
employed in selling a variety of Texas
Company products (with assists from
the Kudner Agency ). One of the gaso-
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phe ome-ip

windproof lightoo

)

3

17 Your company name
is at his finger-tips!

G1vE Z1pPO and your company name will never be forgotten.
For Zippo is the lighter that's so dependable it kindles a
glow of goodwill with every zip! That's why Zippo is your best
buy for sales incentives, length of service awards, sales promo-
tion premiums, business anniversary gifts . . . whenever you want
a name or selling idea seen and remembered every day for years!

Send Coupon Below for FREE Brochure

Get your copy of the FREE Zippo brochure
explaining how you can have your company
trade-mark or cther message reproduced, in
color, on Zippo Lighters at low cost. Shows
many Zippo models with prices and quantity

discounts. Send the coupon today.

ZipPpo MANUFACTURING CoMPanNy  Depr, US-1

Bradford, Pa.

Please send your FREE brochure on Zippo
Goodwill gift ideas.

CORIPERY /i oo ama s hin aad na e e i e b o s
ALHAIE S wiiiisvinns ssvivve vimenysEan vty SRS
CilV sk vwasrdivinsninsnpnhavl ooS bl vovs vemees
AIREcaiiiiviviadanminaens dia Aot o smanivin

FREE SERVICE! No one has ever paid a cent to repair a Zippo!
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E WEED

WHBQ—IN THE SOUTH'’S
GREATEST MARKET

lines, Fire Chiel or "L\ Chref. 1s
plugged along with either Havoline
Motor Oil. or Marfak Chassis Lubrica-
With

as enlertaining as the

tion during each broadeast.
Slone's -;ril-i_-
rest of the show. viewer attention is
rated excellent. The Texas Company
has been payving the 840.000 a week
tab attached to this show since 1948,
[1's phenomenal ratings (60.5 by a re-
cent 63-market Videodex report) still

has ad managers awed.

&. Armstirong

Armstrong Cork and agency BBDO
use the “host™ type of format for their
Circle  Theatre (NBC.
9:30-10:00  pan.).  Nelson
Case introduces the play. leads into the

Armstrong's
Tucsday

commercials, and frequently does them
\\('1"(”““.“' ll"‘ -I\
ence al the program’s starl. leads them

himself, Case audi-
briefly through an arcade before the
Circle “Theatre.”
way displav Armstrong products. give

“..Illlln\\ = illlllll'_' Tll!'

Case a chance 1o plant the idea of a
middle commercial by Kay Campbell.
He continues 1o “lead™ the televiewer
through the program. neatly bridging
gaps between the drama and the com-
mercial time.  Where building mate-

Kay

Campbell usually does the opening and

rials are scheduled.  however.
closing commercials, leaving the Jonger
middle one [or \l't.‘-ll]l Case.
Three-quarters of the programs fea-
ture floor-covering products made by
Quaker rugs. limoleum,
fourth tele-
cast is devoted to plugging the many

\nn.-lruu;__'
tinoleum tiles. ete. Every

building materials  manulactured by
the company. It was [ound more effee-
tive to group all building material com-
mercials together on one broadeast. Up
until recently. building materials were

!!elir|-|| with Hu:.r---u\'l-rillg commercials

| on the same program,

The set used for Armstrong’s com-
mercials is tremendous by ordinary TV
standards, s five display  windows
1'n|llni|]i|::.1 .\Illl:-lrnll\u III'EIIIIH'I.'- niea-
sure 40 feet in length. Two or three
cameras plus two hoom microphones
ire Ilf't'l}l'll Lo cover \|'|.-nr| {:il?-l“.- pra-
gram-opening walk to the “theatre™ en-

trance!

ven more remarkable. com-
mercial sets are planned and construet-
ed at Armstrong Cork’s plant in Lan-
caster. Pa.. then photographed. These
photographs enable New York erews,
under BBDO supervision. to put up ex-
act I't'[}“-".‘l.- in the television studio.

number  one

\rmstrong s among

hard-surfaced floor covering manufac-
turers. has been {or some time. Since
it started using TV in June 1950, busi-
ness has increased: more substantially
in TV than in non-TV markets. Many
viewers call up for a produet the morn-
ing after a telecast. mentioning the

progranm.

9. Krait Cheese

Kraft's attractive demonstrators whip
up tasty canapes. sandwiches. and
cheese dishes in the commercials for
'V Theatre (NBC, Wednesday 9:00-
10:00 p.m.). As announcer Ed Her-
liby kibitzes, a brace of models prepare
iwo identical snacks. With only two
minutes in which to finish, one madel
starts work as the commercial opens.
while the other is already half-way
through her preparations. In this way,
Herbihy can switch from one set to the
other in mid-commercial. telescoping
the food preparvation into much less
time. The camera focusses on the mod-
el's hands to keep attention of viewers
[rom straving to clothing. or hair-do
of the demonstrator.

Fvery week a new recipe is shown.
with a new pair of models to do the
demonstrating, The educational aspect

= It’s -
Teleways™
for

SUCCESSFUL
Transeribed
Shows

Transcribed and ready to broadcast:

RIDERS OF THE PURPLE SAGE
156 15-minute top western musical pro-
grams
DANGER, DOCTOR DANFIELD
26 half-hour exciting mysteries
JOHN CHARLES THOMAS
®156 15-minute shows with the King's Men
singing hymns of all faiths
MOON DREAMS
158 15-minute romantic musical programs
BARNYARD JAMBOREE
52 half hours of good hill-billy music
STRANGE ADVENTURE
260 S-minute stories of interesting adven-
ture
THE FRANK PARKER SHOW
132 delightful 15-minute musical programs
with the Modernaires, Bea Wain, Kay
Lorraine, Dolores Gray, and Andre
Baruch as M.C.

OR
Custom-Built
Transceribed Shows

For Free Auditions and Prices Write

TELEWAYS reonicr

PRODUCTIONS,
INC.
8949 Sunset Blvd., Hellywood 44, Calif.
CRestview 67238 ° BRadshaw 21447

SPONSOR




of these commercials has  brought
strong approval from the housewife
contingent among Kraft viewers. J.
Walter Thompson’s Chicago oflice pre-
pares new menus and Fd Herlihy's

sales pitch. LA

ANA

(Continued [rom page 351

the case for radio rate reduction was
weakened. With newsprint shortages
foreing a rationing of space. or printed
media rate increases. radio’s bargain-
ing position would be strengthened.

And. if the governent allowed sub-
stantia) institutional advertising expen-
ditures as in the past. the need for con-
serving funds would be reduced at least
to the extent that advertising dollars
would be “paid for by the govern-
ment.”

Just what the logic of the situation
is will be unfolded to ANA members
who attend the Hot Springs meeting
(the 42nd amual) this week. Sched-
uled are addresses bearing on how
shortages affect media and how the
sovernment will interpret tax legisla-
tion.

A Pittsburgh bottler is sing-
ing the praises of KQV and
justly so: In the past month,
his 9:15-9:30 AM strip sold
out a new product. Ask Weed
& Co.
many other early AM success
stories on KQYV,

pects are good, but we'll do

about this and the
The pros-

as well for yvour client.

KQV

Pitisburgh, Pa.
MBS — 5,000 Watts — 1410
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On Wednesday of this week 128
Marchi, ANA will hold a panel meet-
| ing on the subject of “How Shortages
" and Priority Orders Will Affect Adver
tising and Merchandising Facilities”
MeMillan.

vice president of Bristol-Myers Comi-

Moderator will be George

pany and chairman of the ANA Gov-
ernment  Relations Committee.  Sub-
jeets Lo be covered anclude: “Will ra-
tioning of newsprint be necessary 77
And “Will paper costs force !llll‘,:lu‘l
magazine rales?”

The subject of government poliey
and advertising will be covered in an
address by 1. W, Digges. legal author-
ity. who will speak on “Advertising
Under the Law in 10517

Radio rate reduction and “time val-
ues" will comie up for discussion Thurs-
tl:l) afternoon (29 March) at a panel
meeling which will be closed o the
press. therefore presumably confiden-
tial. The panel will also take up an
“Evaluation of Radio and TV Rescarch
Services” and daytime TV,

tANA speakers on research will have
two major issues to chew over—the re-
cenl report on research services by an
(sponsor, 12

“nllpi'l".- recent

all-industry  committee
March): and C. E.
proposal that advertisers let him solve
the rating muddle by taking over from
all other competitors with his new elec-
tronic rH‘nrtlin;_’ device.

(The committee report urged that the
NARTHE put up $140.000 for a stady of
rating services which might help end
the research confusion. Hooper's pro-
posal blithely ignores the commitiee’s
suggestion. claims that he has a ready-
made “way out”™ of the muddle in his
new Hooperccorder. This device, Hoop-
er says, would allow instantaneous ma-
chine recording of radio or TV set use
while programs are in progress, |

Dynamite-loaded  as the disrussion

[ on research may be, the radio rates is-

sue will probably get the major share
of attention at the ANA meeting.  In
presenting itg report on time values,
the ANA will not arge formally tha
networks reduce rates. As the coyly-
worded original report of July 1950
had it:

“The object of presenting this ve-
port to broadeasters is to make avail-
able to them, for such benefit as it may
contain i helping them reach their

[ individual and competitive business de-

cistons more intelhigenthv, the collective
views of ANA radio users— o the end
that this important advertising medi-
um. which depends on both network

HITCH YOUR
PRODUCT TO0 A

K -NUZRADIO
RANCH STAR

LONNIE ROCHON

“Bee Hive”, 10:30 pm to 12 midnight

National and Regional Advertisers
on Lonnie’s Shows:

Alaga Syrup

Griffin Shoe Polish
Hadacol

Red Arrow Drugs
Royal Crown Products
Southern Select Beer
Thom McAnn Shoes

(Plu; o choice list of local odvertisers)

Beginning its fourth year on K-NUZ,
the “Bee-Hive" now reaches a vast
market of 107,718 colored people.*

[*Based on 1948 estimate, City of Houston
Planning Department.)

For infermation call

FORJOE

National Representative

or DAVE MORRIS

GCeneral Manager
at KEystone 2581
TWX HO414

“RADIO RANCH”
P. 0. BOX 2135
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BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEW YORK  CHICAGO * HOLLYWOOD

Mr: Plus

5 ¥

Joinsﬁ?Staﬁ

The big PLUS is MUTUAL

WASHINGTON
JOINS MUTUAL

SIMPLE ARITHMETIC
IN
MUSIC LICENSING

BEMI LICENSEES
Networks

AM 2,190

FM 364
TV 101
Short-Wave 4
Canada 150

TOTAL BMI
LICENSEES . .2832%

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

L IS nf Muarch 19, 1951

and local revenues, can progress on an
eflective and economical hasis.”

Both the original and the supplemen-
tary reporl are based largely on Niel-
sen ralings. Both of the reports con-
siler evening CBS and \NBC programs
which oceupied the same 1ime slot in
1919 as i 1950, Standing of the pro-
srains was compared on the basis of
Niclsen rating and share of audience,

The first report showed that there
167 rating decline for CBS
shows  from March-April 1949 10
March-April 1950z the NBC decline
was 184 At the same thme.
the “decline in the pereent ol total
homes using vadio alinost approximal-

Wwas an

as well.

thus in-
dicating that ““fewer homes using radio

vd the decline in ratines . . .7

is the real problem we have 1o face.”

The increase in cost of radio thine
on a per-thousand-homes  basis was
21 for CBs. 187 ¢ for NBC programs.
according 1o the original ANA report,
The fzure
was derived on the basis of Nielsen's

l'li.'-f'IN'l"!illll].‘*."lli(I-ITllllll'r-

“average audience” higures rather than
on the basis of the figures commonlhy
( Nielsen

ratings nclude “Homes reaclied dur-

Kinown as “Nielsen ratings,”

ing all or any part of a program, ex-
cepl for homes |isll'l|i||:_- ull|) one Lo
five minutes.”

ANA ps=es Taveraze awdience” he
ures an the .-u]il-lu‘mrnlm'\ reporl as
well. on the theory that they are “more
truly representative of the real audi-
cnee that deliberately tunes in and lis-
tens Lo a program.”

(A obviously  disgrnntled network
commented o

execulive SPONSOR:

“Morve truly representative, bah. Any-
thing as long as therr fizures chip away
al our audience. How can von throw
down the drain thousands of people
who may have heard g commereial dur-
ing the segment of a program they hap-
pen o tune 7

The average audience fizures Gide-
fined as the average of homes reached
during an average minule of a hroad-
cast) are applied by ANA against the
aross nighttime howhy vate for the full
network, This is the way the cost-per-
thousand-homes  picture looks in the
original and i the supplenentan ve-

|1n1‘1~;;
Mareh Mareh e il
Nl Yl April Ny Noy
wirrk (R0 K1 1050 19149 LEG0
s Bi.02 =547 25,012 =7.0

SR S = .57 SRS SR TS

1950
| Tyom the \Illl}]ll‘lllf'ill.ll_\ reporl ) mean

Octobher-Novemboer houres

a 210 cost inerease for the CBS pro-

grams, 27.7% inerease lor NBC, And,
says ANA, the downward rating trend
lt‘r-lnnl:-i]rlt‘ ful' I]ll‘ “ll!‘l'pl"l"lIi“ll.‘-:llllt
hike shows no sign of slackening.

The one bright spot for radio in the
supplementary report is another of the
many recenl indications that morning
radio time has maintained its value,
“For the hours from 9:00 a.m. to 1:00
pone samvs ANAL “radio listening ac-
tually is higher in television homes
than in non-television  homes,”  But
ANA adds that Bstening “has suffered
progressively in the face of television
competition during the course of the
alternoon. and has come close to elimi-
nation during the evening hours,”

\s a consequenve, ANA recommends
in its supplementary report that adver-
lisers reckon up the rhﬂn;_'ui value of
radio time on the basis of the number
of TV sets installed in a radio station’s
market. This is the AN formula for
radio rate reevaluation:

1. Take number of radio homes cov-
ered by station on basis of AN\ ques-
Lionnaire o station. BMB  nighttime
one-pr-more-times-per-week  figures. o
estimate based on |rower anul [I'I‘I]l.ll'lh‘\
idepending on which is available) ;

2 of T

2. Determine number
homes within a 60-mile radius of thai

the

5,000 Watts Full Time

[ 3 John H. f'hipps, Owner

} L. Herschel Graves, Gen'l Mgr.

FLORIDA GROUP
| Columbia
Broadcasting

System

National Represcntative
JOHN BLAIR AND COMPANY

Southcastern Represcntative
HARRY E. CUMMINGS

SPONSOR




cily (on the basis of NBC figures)
3. Figure 2 over Figure 1 gives you
the fraction by which the station’s time
value has been redoced.
4. For ".‘-'lmp}il'il\'- sahe” round ofl
this fizure to the next lowest 5.
Thus if a station covered 200,000 ra-
dio homes and there were 50.000 TV
sets within a radius of 00 prles. its
\\Ulljii he
{ The

formula itself assumes that a TV home

hourly evening time valu

assumed to have declned 257,

has no radio listening at all during the
evening. |

The actual value declines listed by
the ANA range from 40 in a South-
ern markel to 617 in a Northern TV
stronghold,

The gross percentage of “value™ re-
duction for the full network is 19,47,
for CBS; 19277 for NBC.

All of the foregoing value figures are
as of 1 April 1951, using NBC's esti-
mates of the number of TV homes by
that date.

While the ANA never =avs it just this
way. presumably the figures eited above
are those it believes should form the
basis for a rate reduction in TV
kets.

What the networks will have 1o =av

1ar-

Without The
W Sclling Power

o/

XL

Stations

You can’t cover
the scattered buying
centers of

The Pacific Nurthwest
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about all this was indicated clearly in
the hroadsides fired over the past few
weeks. CBS will play heavily upon its
Jln'lil:l

comprehensive study o vosls,
Ihe network found that CBS evenin
}';u“u read Ill-- ._\"I ill:-lr"u'l- jrer I!<-||.||.
magazines reach 365 ad-noters per dol
219 ad-noters

lar: reach

per dollar.

n.‘\\-‘nlin-l-

CBS cttes these three hioures, wlneh
il says were arrived al on a comparabl
basis. as strong evilence that adver

tigers zel more for their money in ra
dio than m any other medium,

laking a look

trend in advertising, CBS i= now telling

il the general price
advertisers that the cost of magazines
}I.‘].\ ]E.‘i'll rit:-l:']' lllilll lhl' cosl ol IZInIll-
since 1916,
the cost-per-thousand people reached

It bases this contention on
on CBS evening radio versus the cosl
ol reaclime 1.000 ad-noters with a full
black-and-white page i eizht hig ua-
tional magazines.

ent NI

i this articls

y
In the re presentalion men

tioned earlier Iln re ane
a number of points which the network
will undoulitedly stress in reply 10 the

ANA reporl. lm|u|!l.u![ among these s

\NBC's contention that each TV home
should be counted as “one-third of a
radio home”™ m estimates of evening
listening.

The ANA. as this article reporls,

11-1!|Ii|n‘|n'i\ disresards TV homes as a
factor in the estimate of total hstening.

NBC bases its
home™ conceptl on the fact that Nielsen
for December 1930 reporis that 10,537,

“one-third of a radio

| :rr l]li' l\ llnllll':- uf \]I!t'lil'.‘l were IIH

tening to radio in an average minule
the
5 1)

time. among radio-only homes, 35,2

of an average evening. Al sane

were tuned in. “So in essence,”” says
\NBC. "a TV
radio home since there i= 307,
the

homes as in radio-onl

home 1= one-third of a
as much
television

listeninz  to radio in

i"l'[lil".ll

Even without its one-third of a radio
home concept, NBC contends that ra-
dio fas of next October) will have a
'H.-l'i"‘l"”lllll‘-dtill i"'h‘ll.liil} homes of

puts radio far ahead of other media.

~1.03 for an evening hall-hour.

including representalive magazines and
I"!*'\ 1sion.

No matter which side presents th
most arrestimg fisures. however. what
1|.1[-|-l‘||- next in the radio rates pacture
lII‘iH'TIII:‘ niore wpon the |.'||\\.- ol '-ll}l]ll\
and demand than on the effeet of pres
entation rhetoric. And what advertis-
ers learn at the ANA mecting this weck.
!]"r"ll‘-l'

with its “Advertising in a

"Team" feature,

ed, among others,

rﬂuab'w'/

Rhymaline Time, featuring emcee
David Andrews, pianist
Jepks and KMBC-KFRM's cele-
brated Tune Chasers, is one of
the Heart of America’s favorite

Harry

morning broadcasts. Heard each
weekday morning from 7:30 to
8:15, Rhymaline Time is a musi-
cal-comedy program that pulls
more mail than any other current

Satisfied sponsors have includ-
Kartz
Company, Land-Sharp Morors,
Jones Store, and Continental
Pharmaceurtical Corp.

Contact us, or any Free & Peters

Drug

"Colonel” for availabilities!

KMBC

of Kansas City

for Rural Kansas

Wiss Cruce Larson

Lever Brothers Co.,

Cambridge, Vass

Dewr (erieie

tothe't 1 oorta el va ther

Vonday nights when Lever Brothers
Luv Radio The
atre an’ Wy
Fren Irma are
on th' air
rcHs hoa
5.0 e th
atdietice an

they's five radio

stalfbins i o,

[l

WwWCHhS

Charleston,

W. Va.
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WSAR

IN
FALL RIVER
NEW BEDFORD

([(). /I. pers

® the most coverage

® the highest hoopers

Represented by
HEADLEY-REED CO.

WSA

5000W-1480Kc ABC
FALL RIVER, MASS,

Helpful techniques
and ideas for

TV programs

This new book
shows you how to
use movies most

effectively

MOVIES FOR TV

by J. H. Battison is a complete, how-to-do-
it guide to the production and transmission
of movies on television, It gives pracrical
information on all cameras, projectors, re-
cording equipment, etc., showing how each
piece operates and how to use it most effi-
ciently. It tells how to produce titles and
special eflects, newsreels, all ¢ypes of com-
mercials; how to edit and splice film; how
to light scenes for best results on TV: how
to combine movies with live scenes. Here is
a wealth of wseful information together
with much experienced advice on what is
good and what bad in movies for rtelevi-
sion, and why.

SEE IT ON APPROVAL

I The Macmillen Co., &0 Filth Ave., New York 11 i
Please send me a copy of Movies for TV | will
either remit the full price of $4.25 or rewurn the I
book in 10 days

| Signed

¥l
1

Feonomy ™ theme. may influence media
decisions s I'IIIILLEI\.

Conceivably. what advertisers learn
about the eflects on media of mobiliza-
\\.\ .-r.-‘-inn.

may tend to halance out what they

tion shortages i one

learn i other ANA sessions about de-

creases in Sradio values.” * kK

MR. SPONSOR ASKS

(Continued from page 131

amd we were |'c':l(]) Loy recommend -‘in{

announcements.
And it worked!

weeks  in

]Il a |||‘rim| of =ix

cerlain problem markels.
people got the message over and over
again,  In 20 seconds we told our
story. And we repeated il

The response was almost immediate,
Dealers order more than ever helore.
In our worst area, sales actually in-
creased almost 9007,
Howace HacEDORN
| ice President
Kiesewetter

\ e’ 'flurla

L\,\Ul‘f:”r'.\

There are three
very definite fac-
tors  which the
spol radio time-

huyer. the adver-

tiser. or agency

account man

must  decide he-

o fore the timebuy-
5 | er ecan consuler

stations: the au-

Mr. Brenner

dience you would
like 1o reach, the selling message that
vou would like this audience 1o hear
andd the amount of money that is 10 be
spent,

Let’s assume that there is sullicient
amount of money for the timebuyer to
consuler programs or spots. Now I'll
try to show why programs should be
|-|||'-'|l;|.---||. rather than spols,

. Radio listening in most cases he-
comes a fixed habit. Therefore, a I:lllll!
program can beeome a part of the daily
routine, and assures the advertiser con-
tinuous listening,

2. Having scleeted the right time for
vour program oflers the sponsor a
franchise o this time. Proofl of this
fact exists in the 10 1o 15-yvear history
of wiany popnlar shows still on the air,

3. Sinee the program is heard cach
dayv. and often over a period of months,

FREE:
SHNSIR

TWIN TELEVISION TOOLS FOR
SPONSORS, STATIONS, AGENCIES

1.1V Dictionary for
Sponsors

new supply just off the press.
More than 5000 copies sold.
Only complete, authoritative

dictionary of TV terms specially
compiled for SPONSOR.

2.199 TV Results

Specific dollars-and-cents results
obtained by 40 different cate-
gories of advertisers, 40 pages
of capsule case histories that
come in mighty handy in evalu-
ating TV's result-producing po-
tential for your products.

Get both of these widely used booklets

FREE

by entering your subscription to

SPONSUR

Only $8 a year for 26 issues or $12 for
two years (52 issues).

CLIP THIS COUPON NOW
SPONSOR
510 MADISON AY. NEW YORK 22

Send 199 TV RESULTS" and "TV
DICTIONARY FOR SPONSORS" FREE
with my SUBSCRIPTION TO SPONSOR.

[ $8 a year 1 $12 two years
NAME o
FIRM TITLE
ADDRESS
cIry ZONE STATE

[J REMITTANCE ENCLOSED

[] BILL ME LATER

SPONSOR

e e ——



vears—il reaches an ever-widening au-
dience of radio listeners.

4. When a sponsor has a program
he is able to promote and merchandise
its personality or show.
hoth
a =elling and institutional job by spon-

5. An advertiser can combine

soring a program, and in addition, you
are able to gel

llll.‘S:‘*El{L’l".

across your full selling
We have established that the time-
either buy
I've tried 1o show why he should
about the

buyer can programs o1
spols.
buy programs. now let’s talk
buying of spots.

1. Spots allow an advertiser to move
in and out of schedules. Perhaps. shall
we say, put the pressure on one market
and remove it from another,

2. He
diences in all markets, whether they be
large

is able to gain dominant au-

or small.
3¢ \'uu are able to |rll} \\h.l.l we l'il“
audience,

a "I'l'mi_\ made”

|1|:u'm| next to lup-rulml prograins nal-

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED 1930

HIGHLY RATED

s2.8
AVERAGE WINTER 198%

ABC STATION

WBTM

HOLLINGBERY

and spots

JOE ADAMS

REACHES ALL

NEGROES

LOS ANGELES

K o w L SGCO WATTS

CLEAR CHANNEL
LOS ANGELES - SANTA MONICA, CALIF,

RIGHT the first time! TV
film spots by TELEFILM Inc.

Hollywood (28) Calif. since 1938

26 MARCH 1951

llI'.l“} will cateh the best flfl:-\i}‘lf au
dience.

L. An advertiser can lake advantag
of unusual market opportunities, Such
Midwest

in less than 241

as the recemt storm in the

He can be

hours and

on the air

u]l.lu" in two weeks.

available to sponsors

5. The buying of spots offers
wlvertiser  maximom  advertising
turns al the lowest cost.

RoserT BRENNER

Radio- TV Director
Lewin. Williams & Saylor
Vew York

Here are informational tools that sroNsoR feels can be of use to you.
Requests for material must be made within 30 days.

A159 is Ladies’
Kurz

includes all |n||’ihn'n1 i
about the <tation’s

Ladies” Day.

“Erery Day
with WJBK-TV,”
New York

formation

Dy
Ageney, Ine.,

wfternoon
variely show,

A160 “Adrertisers’
Guide.” E. 1L

edition gi

Rate and Data
Brown, 1951

vs lalest rates, circulation fig-

Chicago

and closing and issuance dates f

general, mail order, and direct.
Illf'.il for radio/T\
advertisers who want to compare broad-
cast advertising rates with

nres,
farm,
~elling magazine=.

other media

Alé61 “Washington D). (.
itan Network . . . a New Concept in
Radio Timebuying,”
Metropolitan Sales, New
Wasliington independents

WBCC, WFAX, WGAY. and

join forces to offer

Verropol-

Independent
York five
(WARI
WPIK )
advertisers their fa
Booklet lists ad
local network.

cilities a< a unit buy.

vantages of wvsing this

Al162 “NSweet Music to the Adver-
tiser's Ear,” The Branham Co,, New
York—is an illustrared  folder which

1ells the I._\-j.'t'ill-ullll sales syecess story
of WNOX. Knoxville, Wdday Werry
Go-Round.

A163 “Transit Radio.” Transii Ra
dio, New York illustrated  hookler
gives the prospective advertiser a chanee
10 look over the possibilities of this
FM medium. [ncludes
position: tvpe of programing available:
storie=

audience com-

rates: advertiser suceess

Al64
er Station',”

“Hire KCKYN as Your ‘Boost-
Pulbilic

Cappes STV

Ine., New York provides this Kansa=
City, Mo, station’s rutes on packages
of 260 S0-word  announcements or 26
I 25-word announcements, Also data on
nel effective boying income plus area
retail =ales hgures,

A165 W hat Happined at 10 Min-
utes Past ‘”fhlf:_’.l‘u on Dec. 10th in
Oklahaoma?” Katz Agency, Ine.

New York tells of an advertiser’s
suece==  with  one  annonncement  on
WKY-TV, Oklahoma City Map shows
area covered by viewer response,
Al166 “‘Cuarriculum for WFIL-T)
[ niversity of the Air,” WFIL-TV.
Philadelphia subjeets offered on this
station’s [University of the Air shows
what can e done  educationally on
videao,

Al167 “WBRC AM-TV.” IPaul 11
Raymer Co,, New York pictorial

brochure gives a fine photo-factnal pres-

entation  on  the Birmingham market
and WEBRC™s ANMSTY operations, Shown
are key personnel,
ties, and views of the eity.

A168 “Where in the Workd Would
You Find Another Place Like
This?™ Averv-Knodel, Ine., New
York contains statistiecs on WIIBF's
four-city market. This Rock I:land, 111,
<tation reaches Moline and East Mo
line, Hl., and Davenport., la., in addi
tion to the Rock lsland audience. Fig
ures include retail -

program personali-

ales, poputation apd

buving power.

h’fi

SPONSOR

510 Madison Avenue, New York 22, N, Y.

1 A159 1 Al64
Te r:vbiam any of the tools listed, place check in boxes A160 A165
to right.
[ Al161 1 AV66
NAME B
COMPANY [ A162 | A167
ADDRESS | A1463 1 A168

CITY & STATE
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SPONSOR
SPEAKS

ANA hasn't forgotten radio rates

So far as radio is concerned, the hig
topic al the ANA mecting at ot
Springs this week will be radio rates
andl in Ilill'lil ular network radio rates.

A second study made by the ANA
the fiest was made last year) shows
less radio listening than i 1950, Witly
less listening. concludes the ANAL why
nol less rates?

Both NBC and CBS have just re-
leased  statistics revealing that radio

cost-per-thousand is less than that of

any other media,

National advertisers will carefully
examine hoth points of view. They
have a strong stake in the state of
Liealth of all advertisine media and
have no stomach for mitigating agains
radio (mazazines, for example. have
recenthy lacked on rate inereases all
dosa the Tine without general protest)
without heing sure of their ground.

Io examining this urgent problem.
we sugaest Lo national advertisers that
they take cognizance of the following:

1. I« vadio’s ¢irealation being fully
credited 2 One <trone beliel is that ra-

Applause

CMQ does 1t right

Ple “manana™ concept with which
Los wdvertisers generally tag Latin
Vnerican hiosiness vanishes into thin
air when von visie the vast CMO) vadio
amed T

'“rl' =]

in=titation in Havena.

remarkable thing  abon
CMO =0t s pemarkable hold on the
Cuban awdience 1ils pating surpasses
theat of oll cther 1y
Bined s

i slalions conne-

wor ils ultraamodern *Radio

80

dio never really learned to count how
big it is. For example. who knows how
much Hstening goes on in the home
with more than one or two radio sets?
\\\ }‘il:-l':- s

analy<i=i doesn’tz his audimeters don’t

Nielsen ton whom the

measure more than two sets in a home
although there frequently are others.
Further. out-of-home listening analysis
i= stll in its infaney.

2. Discourage a rale war among nel-
works, There are evidences. swhich may
be prominent by the time this issue
appears, that at least one network
which has heen finding sales slow of
late has decided to go raiding rather
thau emphasize new  business.  The
raiding appears to Le going on in a
way that will injure the mediom for
advertisers,

3. Probe into the pressures heing
used by black-and-white media 1o con-
stantly draw attention 1o radio. Why
not a searching analysis of the present-
day value of all advertising media?
We believe that such a study would
merit than an

have infinitely  more

analvsis of radio alone.

Suggestion to Nielsen, ARB, etc.

When Nielsen started the praetice
of specifying numerically, in his radio
and TV ratings, total of homes reached
he simplified life for a lot of adver-
tisers.  Previously he hgured only in
pereentages,

Art Nielsen could go one step fur-
ther by numbers  the
homes reached in relation 1o the homes
that might be reached. Right now he
|Ilil\'illt'- data that enables any suli-

putling  into

seriber to fignre this out for himself.
But why figure when Nielsen is better
at 1?7

Similar sugecstions might be direel-

City ™ which houses three or four hun-
dred =tall r’Il!I:'l-_\t‘c'r: nor the 55 0=
arale =oap operas that CMO produces
live Tor such elients as PAG and Col-
sate every week.

What hits von ke a ton of bhricks
i= the smooth-running.  hard-working
Yale-
One of thiee
become  a

CAH) organization tapped by
eduecated Goar VMesire,
hrothers who  have areal
force in the drg. food. advertising

aceney, mnd broadeasting  induostries

edd at other researchers. Nielsen is
atmong the most conscious of the [act
that most people like to get their re-
search in easy-lo-use form,

Too many researchers forget that
their research is intended for people.
So our tip Lo rescarchers: “You'll be
hetter ofl. and so will vour subseribers.
if you prepare your material in easy-

to-take Tashion.

FM Dilemma

Just when a number of FM stations
have found another answer in their
long struggle for survival. the Federal
Communications  Commission  inter-
venes, This time there’s some question
raised about the legality of a serviee
these stations  (notably WEFME. Chi-
cagnl. provide to factories, stores and
restaurants. By arrangement  with
Functional Musie Incorporated. these
stations have been piping their music
to business establishments. eliminating
only the commercials, The FCC charges
that this practice violates the Commniu-
nications Aet. a charge which the FM
operalors .-inmgl; refute.

The FCC’s action could also place in
jeopardy Transit Radio and Storecast-
ing,

Lronically. FNI was the FCC's dar-
ling only a scant few years ago. The
encouragement  hroadeasters  received
to apply for facilities is unprecedented
in the history of that regulatory body.
While it is doubtful that the advertiser
ever had to pay any part of the cost of
an AM-operated FM outlet in his pur-
chasc of time. he could be forgiven
for raising the point.

I'AL is o wselul and profitable serv-
e in many areas. I3t is 1o survive
and expand. it will need all the assis-
tance the FCC gave it in the past.

ul Cuba. personable 38-vear-old Goar
i= a dynamo in the most enterprising
Yankee tradition,

Stales
journeyed to Havana at the mvitation
af Goar Mestre to attend the dedica-
tion of CMOQ-TY. What they saw and
liow they saw it will linger long.

Our suggestion 1o national adver-
lisers: but vou
won't see everything you should unless
vou visit Goar Mestre and CM(Q).

Some 25 guests from the

You'll enjoy Havana

SPONSOR
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WCPO — TV, AM, FM

effiliated with the
Cincinneti Pout
Repreiented by

THE BRANHAM CO.

WCPO-TY carries 9 out of top 10 programs

seen in Cincinnati
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0f Audience

In a four week period of January, 11,301 eniries were
received in a contest to name a beagle hound pup,
staged by Guenther, Brown and Berne, Inc., a Cin-
cinnati advertising agency, for its client, Royal Furniture
Company.

The program, Big Jim Stacy's Mid-Day-Merry-Go-
Round, drew contest entries from 70 counties of Ohio,
Indiana and Kentucky, with many coming from towns
90 to 100 miles away, showing a WCPO-TY BONUS
audience far in excess of even secondary coverage
figures.

Here's proof of WCPO-TY's leadership. WCPO-TV has
been Ist in every Pulse Survey for every month since
it first went on the air, July 1949, WCPO-TV dominates
day-time television listening in Cincinnati and the Rich
Ohio Valley.

SHARE OF THE TELEVISION AUDIENCE,
MONDAY TO FRIDAY

STATION 7 AM to 12 noon 12 noon to 6 PM
WCPO-TV 59% 45%
STATION “B" 31% 36%
STATION “C" 10% 19%

Channel 7

CINCINNATI, OHIO

=T

. . February Pulse



“My show's
doing fine
where it is...
why switch
to CBS ?”

“Most shows
do better

on. = . CBS.”
o
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Programs on CBS average 700,000 more listening
families than those of the second-place network.

Programs on CBS reach a thousand families at an
average cost 97¢ under the next best network buy.

Data are full day NRI averages for all available months of 1950,
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for Audio Visual Conservation
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Recorded Sound Reference Center
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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.



