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THOMAS _ J 'FFERSON first srehiteatiof Virginia

Thomas Jefferson was more than the architect
of freedom; this man of many great talents
designed and supervised the building of some
of Richmond’s (and Virginia's) most famous
structures, Richmond'’s impressive capitel,
the classic University of Virginia, Monticello
all were examples of his handiwork.
Present day Richmond is the home of WTVR,
the South’s first television station,
which is three years old this month. WTVR,
WMBG and WCOD, the First Stations of Virginiaq,

dedicate their services to the people of a great city and state.

JEFFERSON'S HOME — MONTICELLO

WTKR =
WMBG ~» WCOD FM”ﬁf,i.f:{?.}. =2

- qi
.,.;t k)]
thé'$HTThs first television station

Havens & Martin Stations are the only

complete broadcasting institution in Richmond.

Pioneer NBC outlets for Virginia's first market,

Represented nationally by John Blair & Company FIRST STATIONS OF VIRGINIA




had announced cut in network rates, but it was foregone conclusion NBC, ABC would

follow. What many advertisers and radio industry veterans were thinking, but what
CBS didn't say, was that radio had helped bring situation on itself. "Advertisers
might not have clamored for cut,” said one radio industry top-ranker, "if radio
had spent money to get basic facts on listening to prove its case—instead of dis-
sipating funds on inter-station-network rivalry."

WHY CBS MADE FIRST RATE-CUTTING MOVE—With pressure mounting following ANA
report on time values and months of sales resistance on part of best prospects for

network radio, top brass at networks came to reluctant conclusion cut was inevit-
able. NBC was stymied in taking action by previous refusal of affiliates to 0. K.
reduction. CBS had no previous resistance to buck, cleared way for cut by other
nets following its move. But action was taken without inter-network agreement.

NEW SLEEP-INDUCING DRUG TO LAUNCH $125,000 RADIO/TV CAMPAIGN—Nu-Pax,
gigep—inducing drug.aghafactured ﬁy Somnyl Pharmacal Corp., New York, will launch
$125,000 radio/TV campaign this May. First participations are on Martin Block
and Rayburn & Finch d.j. shows, WNEW, New York, with announcements to follow
through rest of U. S. Account executive Charles Rothschild at Emil Mogul says
radio/TV expenditure is half product's ad budget.

SIGNS OF NEWSPRINT PINCH POINT UP _RECENT NBC PITCH ON AM WAR STRENGTH—
Recent NBC network radio presentation cited radio's strengths as communication-

advertising medium in crisis times. Since then, signs of newsprint shortage have
multiplied, helping to prove network's point. (1) Member of Canadian House of
Commons, Jack Gibson, suggested that Dominion cut its annual newsprint supply to
U. S. publishers by 50%. (2) Grey market is continuing, with paper going to Some
publishers at $200 per ton. (Market price is about $112 a ton today, compared to
pre-war price of $40 per ton.)

BREWERY AIR ADVERTISING ON INCREASE—With trend to purchase of beer across
grocery counter like any other commodity has come increased use of radio and TV
advertising by breweries. Research Company of America survey shows radio got
only 4.3% share of beer advertising in 1941. But by 1949 beer firms were putting
22,4% of effort into radio. Indications are trend is continuing through 1951.
(See "Beer on the Air," page 30.) Three-quarters of beer is now sold in package
form for home use. That makes air media, with their record of effectiveness in
influencing housewives, doubly valuable to brewers.
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L PLOYMENT AGENCY FOR VIP'S—Sponsor: seeking Very Important celebrities to

c.dorse procduects tor radio and TV comme: 2ials are flocking to testimonial depart-
wnt o' V.1 P, S:rvice, Inc., 7-year-olc Manhattan firm. Dick P. Porter, Jr.,
vice p esid nt, provides the big names free (as long as publicity credit is given)
or s: ot 250 minimum fee. V.I.P.'s accounts have included Motorola (TV an-
nowmcements , Huyler Candy Co. (radio anaouncements). Stable of celebrities in-
cludes Laroine Day, Benny Goodman, Cornelius Vanderbilt, Elsa Maxwell, Bert Lahr,
Imogene .., Dale Carnegie.

PETER PALL, LONG-TIME NEWS SPONSOR, EXPERIMENTING WITH SATURAT_ION APPROACH
—Peter Faul, Inc., veteran news sponsor, is experimenting over WOR, New York,
with othor kinds of programing. Intensive saturation campaign began early in April
for Mounds ; takes in day and night shows every day in week. Objective is to test
radio saturation to see "if it will stimulate candy hunger," explains Spokesman
for Peter Paul agency, Maxon, Inc., New York. Another objective may be to cramp
style of new coconut candy bar called Mr. Jones. This direct rival, manufactured
by James 0. Welch Co., Boston, is currently being advertised heavily (via Ben-
nett, Walther & Menadier, Inc., Boston) over WOR, WNBC, WQXR and WJZ, New York
as well as stations in 30 cities on Eastern Seaboard.

SUMMER SELLING PROMOTION BY STATIONS IN FULL SWING—U. S. radio stations are
busy convincing advertisers of merits of summer advertising. Hard-hitting pro-
motion launched by KSL, 50 kw CBS affiliate in Salt Lake City, is typical of many
by stations in resort areas; emphasizes rich possibilities of eutlet's summertime
market : Utah tourist business of $73,000,000 is fifth largest industry in state;
retail sales for June, July, August totaled $254,553,000 or about 29% of year's
total, including food sales of $50,035,000.

140 ADVERTISERS USING NETWORK T_V_THE Awl:—'fotal of 140 advertisers are spon-
soring 204 programs on network TV this April, Weed Television News reports. Week-
ly Weed & Co. bulletin lists number of shows on for each format type. Variety
leads with 43 shows; kids' shows, 38; drama, 37; quiz and audience participation,
17 ; music programs, 15; forums, 12; news, 1ll. Bulletin also shows upswing of TV
business this year. NBC, CBS, ABC did total volume this January, February of
$15,921,656, compared to '50 figure of $3,668,786. Totals for February alone

show NBC leading with %3,949,360; CBS second with %2,600,339; ABC, $%1,254,851.

BEAUTY PREPARATION DISCOVERS POWER OF RADIO AND TV—Liguinet Corp., manu-
facturers of hair-styling preparation, spending 70% of.}.:(.;$200,000 appropriation in
radio and television. Harold Meyer, president, told SPONSOR he's planning to open
up West Coast in May and is confident that he can "force enough sales to stores on
strength of going on TV (before program even starts) to pay for full cost of TV."

TV FREEZE LIFT WILL ADD DOZENS OF STATIONS WITHIN YEAR—Fear that defense

effort will put crimp into building of new television stations when freeze is

lifted is discounted in many quarters. Curbs on vital materials may delay or
(Please turn to page 48)
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Mo 22 OF A SERIB

“"Whirlaway”
In The Derby

WHEC
In Rochester

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 E F
MORNING 46.2 16.5 9.0 66 160 | 3.8

8:00-12:00 Noon
Mondoy through Fri.

AFTERNOON 40.0 30.0 10.8 10.5 49 | 3.0

12:00-6:00 P.M.

Mondoy through Fri, Stotion
road costs

EVENING 8.0 275 8.6 13.1 10.7 %..g:m..,

B s DECEMBER 1950—JANUARY 1951 |

LATEST BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: -

Representatives: EVERETT-McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco,
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Point-of-sale is the pay-off
Radio advertising sffectiveness is immeasurably increased when coupled
with in-stere merchandising, experiences of three merchandising plans prove

Is mail order a menace?

Riding along on the success of legitimate mail-order operators, many firms
are threatening radio's integrity with dishonest practices

Beer on the air

Breweries are putting greater stress on radio/TV advertising as brand sell-
ing becomes more competitive

How RKO stops box office sag

RKO and fellow movie companies are increasing use of broadcast advertis-
ing. RKO uses spot radio to tune of $800,000 yearly

Shall a station have national. local rate cards?

Unique forum by Southern California Broadcasters Association moots prob-
lem of stations which have both national and local rate cards

Today’'s top commercials: spot TV

SPONSOR queried agency execs, TV copywriters, film producers, directors,
fimebuyers to single out most highly praised spot TV commercials

COMING

The verbal cariain

Admen have had difficulty understanding specialized jargon of science-
minded researchers, seek suggestions for more effective communication

How many weeks should TV commercial ran?

TV sponsors can glean valuable tips as to how long the same video com-
mercial should be used from experiences of leading advertisers

Spanish language broadeasting

Why :ponsors are missing s good bet by neglecting the millions that
comprise the Spanish-speaking markel in the United States

i
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DEPARTMENTS

MEN, MONEY & MOTIVES 6
NEW AND RENEW 9
MR. SPONSOR: JOHN J. TAYLOR 12
510 MADISON 16
P. 'S, 21
TV RESULTS 42
MR. SPONSOR ASKS 46
ROUNDUP 50
SPOMNSOR SPEAKS 84

COVER: Louis N. Brockway was named chair-
man of AA.AA, Board of Directors at the
33rd Annual Meeting, just concluded at White
Sulphur Springs, W. Va. His elevation to the
new post comes at time when the Four A's is
gearing up to meet special responsibilities of
advertising in a mobilized economy. Former-
ly Four A's vice chairman, Brockway is Young
& Rubicam executive vice president, also a
director, vice chairman of Advertising Council.
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'(Gw THE ONLY STATION

'HICH GIVES THE ADVERTISER

BROADCAST MEASUREMENT
BUREAU SURVEYS
PROVE KGW'’s LEADERSHIP

No other Portland radio station, regardless of power,
reaches as many radio families or provides a greater
coverage area. KGW's efficient 620 frequency is beamed
to cover Oregon's Willamette Valley and Southwest-
ern Washington. BMB surveys prove KGW is doing
just that!

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

DAYTIME

> KGW 350,030
Station B 337,330
Station C 295,470
Station D 192,630

|
ltll

.

......

|

lbany, in the heart of the rich Willamette Valley, is one of the
nportant markets delivered to KGW advertisers by KGW's COM- - NIGHTTIME
REHENSIVE COVERAGE On a recent Tour Test to Albany, ‘ KGW 367.370

Station B 350,820
Station C 307,970
Station D 205.440

ynducted in cooperation with the Oregon State Motor Association,
Ibert M. Epperley, Secretary-Salesmanager of R. Veal & Son, shows
liss KGW how birch, Oregon alder and maple are made into fine Early
merican and Modern furniture by his firm. A large zirconium plant is
recent addition to Albany's fast-growing industry.

This chart. co rr-;:l.r' from off
cial, half-mili nlour ma |
hll'unl‘lhr HC m Wash
n, D C, or from h d intensity
e surveys, tells the story i KUW 'y
LU'\‘IIHLIIE?\\I\I COVER
AGE of the fast Erowing mat
kel an the nation

PORTLAND, OREGON

ON THE EFFICIENT 620 FREQUENCY

REPRESENTED NATIONALLY BY EDWARD PETRY & CO.




BETWEEN
COMMERCIALS

KAY
MULVIHILL

The Dol Courtney Show, recently
voted the Bay Area’s leading mati-
nee in TV Preview's popularity paoll,
now holds the longest and most suc-
cessful record of television hours in
Northern California.

.i\'!"ll[ on KI’I-\\', aver a year
er !\.'[ll‘]‘.\]l" ]’\'!I\i\\'[l h-l|1d5
man has chalked
up 850 hours be-
fore the TV cam
eras—hours which
l].l\.'(’ proven Lo I‘l’
not eonly highly
entertaining  for
KPIX viewers,
but highly profit-
able for KPIX's
sales - seeking
sponsors, as well,

Del CDurfney

Special  features on  Courtney's
five-day.-week  program  have in-
cluded: the weekly talent search;
numerous public interest campaigns,
and most recenty "TV Sets for
Vets"; and “Salute to the Cities".

KSFO AIRS NEW SHOW

To complement its nightume music
programming, which has met with such
overwhelming  success  throughour the
years, KSFO has inaugurated a new two
hour afternoon musical series—"Parade
of Melody"— fearuring a cavaleade of
the musical favorites of yesterday and
lt'r.‘i.n'

SEEN AND HEARD

Laura Scudder Food Products are
now sponsoring a bi-weekly film fea-
ture on KPIX—"Bluchird Theatre™
seenn on Saturdays ar 7:00 PM . . .
Baseball season is underway on
KSFO, with Don Klein handling the
mike for the San Francisco Seals,

CHANNEL

5

Represented by The Katz Agency, Inc.

360
KC

Represenied by Wm. G. Rambsav Co.

SAN FRANCISCO

N, Woney |,
i Motves

Whoever sueceeds Wayne Coy as chairman of the Federal Com-
munications Commission. be he he or be he she. will be in for a

hard tine indeed. on present indieations,  Cause-why No. 1. of
course, is the whole business of the TV “thaw.” The glacial pack
melts away revealing a terrain picturesquely  but erazily guited,
broken, eut off. very highs from ultra highs. In the almost certain
confusion, anger and disgust of almost everybody. who, save mavbe
Zenith with it built-in provision for the ultra-highs. is likely 1o be
pleased ?

# #* *

As for color TV. nobody knows what the Supreme Court will
decide, or what will follow the decision. But an unholy mess is the
aptimum.  That's Cause-why No. 2 for FCC griel.

* * *

Fyven now the commercial broadeasters and their allies are muster-
ing Congressional support to fight. on straight free enterprise tacties,
the [act and the theory of “educational reservation.” Edueators, who
have won a first hattle. and who will themselves muster Congression-
al help will be strained to the utinost to make their channel vietory
stick. All of which puts the FCC in the middle under bombardment
from politicians and business-interests alike. Cause-why No. 3 for
uur n||!'l!il|;.' rl"IH-'II'l\.

Finally, Cause-why No. L. The FCC may have made another
whopper blunder, one among many these last vears. in ordering
the Hollywood film producing companies. by arbitrary fiat, without
hearings. to make movies and stars available 10 TV or forfeit their
IHollywood's) hope of securing TV station licenses. A trifle high-
handed  that, and if the FCC doesn’t have to back up from this
sweeping pronunciamento, then vou don’t have to back up to get out
of @ Times Square garage,

3 * sk

Browdeasters of late have been cheered 1o learn that not all adver-
tis=rs want to foree a reduction of radio time rates, Seme adver-
tisers very definitely agree that radio is sensibly priced, especially
stnce. out of fear of TV, radio has not promulgated down-the-line
rate boosts the way newspapers and magazines have. When they
are in expansive conversational mood, glass in hand. nobody quot-
me them by name, these advertisers have confided o broadeasters
that vadio i= at the hotton. not the wop. of their circulation questions
list. Instead they swing a searching hght woward other back yards.
such as;

I Magazine pressure crews, eternally working their way through

college, laree-dranghting cireulation to support high ad rates.

2. Dailies, especially the morning papers, which won’t allow deal-

ers to cut down orders. and won't allow full returns.

(Please turn to page 73)
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Whiats Lowioville (it
BESIDE

Reidicky Gounbon?!?

The 3-coumty Louisville Metropolitan Area

ranks 28th in Retail Sales* — ahead of

Metropolitan Memphis, Miamni or Omaha.

WAVE’s Daytime BMB Area contains only
. g . e :

31.49% as many families as the Kentueky
total—yet produces Food and Drug Sales

- i
%3.3 %0 as great as the whole State!

WAVE-TY, now in its third year. is Lonis-
ville’s first television station. It is NBC.
ABC., Dummont — Channel 5. It is by far

the most popular TV station in this area,

Get all the facts about WAVE — AM and
TV. Write direct., or ask Iree & Peters!

*¥Sales Management Survey of Buying Power. May 1. 1950

WA

WAVE® has a Dayiime BMB Audience
of 238, 1% families in heniucky and
Southern Indiana. This area has an
Effective Busi Income of S1.67
billivn, as again«a £2.51 bi
the entire State. The Effective Hus-
ing Income within WAVE's Dastime
BMEB counties i= 1531% of the In-
rome in those hentucky rounties in
which WAVE doe« NOT have a BV
audience

INDIANA

*The WAVE-TV Coverage Area
ronlains 256,100 families,

FREE & PETERS, INC.

Exclusive Mational Representatives

23 APRIL 1951




) ' R/

50,000 WATTS
630 KC.

the BOSTON OUTLET of the AMERICAN BROADCASTING COMPANY*

announces the

appointment, May 1st, 1951, of

\ & {'-..3 L= I.'i;:-!

NEW YORK * BOSTON - CHICAGO * DETROIT - ATLANTA + SAN FRANCISCO -+ HOLLYWOOD

as national advertising representatives

*effective June 15, 1951

SPONSOR




I. New on Television Networks

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, starf, duration
Bymart Ine Ceell & Prechires AUCSTY a2z somrersel Mangham  Velevision Theatee; alt M
' O A0030 pmi 2 Aprs 31 whe
Carter Produets lue == CPS.TV Unnamedy alt Th o001 pos 19 Apr; 52
whe
Direst aMont s DuMont Rayal Mashewses Th io00 pmg 12
Apr; 26 whs
[LEAR14) BuMant o Rocky King, Dotedtive; Sun 9200800 pmy 18
Mary 52 whks
Lever Brothers Co N. W, Aver ABC-TV 1B Mawkins Fallsg M, W, I 5333053 pmis 2 Apr:
A% whs
Malden Form Brassicre William Weintranh ABRC.TYV I Cover Times Squaret olt 5o 12:30-1 pm: 12
Co May: 32 wks
MeKessonn & Robbins Ine J. D, Torchery ARCTY 56 Pate With Judvy Sat 1130 amel2 noon: 2

Juney 52 whks
Day Shows Sut 1105 pmg 5 May; 52

Ellingto

Northam Warren Corp J. M. Mathes ABC-TY 29 lL.a

2. Renewed on Television Networks

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM time, start, duration
;L_-a.. Standard il Cao i \i.u:.halb and l'r-..u 1|1.\.1\ \ll_alu.. Young '~1.u-, Th 9930 pm: 5 \|u..
Ford Motor Co J. Walter Thomgp-on NBC-TY 2 !\n;;‘.ia,‘ll";su & Ollies W 727130 pmy 1 Apri
Ford VMotor Co (Ford J. Walter Thompeun MRE-TV 8 r..:-? l"‘r‘l;i-nl. Th 210 pmi 5 Aprt 39 wk-
Rl::::)fnrrurnlion of J. Walter Thompson SBE-TY 56 Rokla, Fran & Ollie; ¥ TT:30 pm: 2 Apr;
America 13 whs

3. Station Representation Changes

STATION AFFILIATION NEW NATlONAL REPRESENTAUVE
CROM, Saskatoon, Sashkatchewan Independent . N, =tovin K ln I-.r..mu
CREM, Regina, Saskotchewan cue Radin Hepresomatives Lud, Toronlo
KBOL, Boulder, Colo, Independent H-B Representatives Toe, N, Y,
Kine, Midlund, Tex, Independent Nowles & Co, Vi, Warth
KLKC, Parsons, han, Indlependent Bowles & Co. Fr, Waorth
WAGE, Syracuse Al 0, L. Tavlor Ca, N, Y, (¢, 1 Mas b
WREL, Beloit, Wis, Independent The Walker Co. N, Y,
wi M-FM, Heckley, W, Va, Independent Notlonal Time Sales, N, Y,
WD, Dayton cns The Holling Co, N, Y.
WHLL, Wheeling, W. Ya. Independent 11l F. Rest, Detenit
WI0D, Miami SBe The Wolling Co, N, Y,
WIVLE, S1. Croix, Viegin Ldands e, Canadian Pan American Broadessting Co, N, Y.

Hil. Sys. Caribbean
Bd. Net.,, French Bd.

Sys
WELAW, Lawrence, Mass, ARC Berdl & Ca. Y. Y. Irﬂ' I My )
WTAQD, Hoston Independent Taidie Sales loc, N,

4. New and Renewed Spot Television

SPONSOR AGENCY NET OR STATION PROGRAM, time, start, duration
American Chicle Co “ull:rr and Browning & “l.\l-i\‘ Phila. 20-sec annemns 13 Apri 24 wks (n)
craey
Amcrican Cigareite &

Cigar Co SsCn RTSL, 1lywd. partic Apr; 13 whka (n)
Beech-Nut Packing Co Renvon & FEekhardy WOCAL.TY, Phila. ann Apr; 39 wks (n)
Bristol-Myers Co Doherty, Clifford & RTSL. s wd. Fanne 5 Apri: 52 whe (n)

Shenfield
Bristol-Myers Co Daherty, Clifford & WRIV, Charlotte Temin anne Apr: 52 wks (n)
Shenfiveld
Brown & Williamson To- Ted Bates WAFM-TY, Birm. Besre gnnenny 29 Apry 532 wks (r) Numbers after names

bacco Corp iz
refer to category in

New and Renew:

Harry A. Berk (5]
- Howard Calkins (5)
@® In next issue: New and Renewed on Networks, New National Spot Radio Business, National 5 Chipperfield (5)

Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments gi":ﬁ; E‘?"D";‘;:Zi E:]}




New and renew 23 April 1951

i. New and Renewed Spot Tolevision (continned)

SPONSOR AGENCY NET OR STATION PROGRAM, time, start, duration

rown & Williswmson lo. Fed Bates WTOP-Tv, Wa-h Z20-2cc annemt; # Apri 13 whs (r)
o Lurp
Magazines loe Mot ann-Ericrksun

1-min annemt: 10 Apri; 9 whks (n)

Dunaway Corp Yo Y. Muthes I oAp 39 whks in)
F & Co WL Aver T-min particy 13 Apr; 3 whs (n)
Arthor Meserhall L-min annemt: 4 Apr: 52 whks (n)
Pidiretrial Tape Carp henvon X Evkhard L-min annemt; 16 Apr; B wks (n)
Lever Brothers Co T St break: 8 Apri 13 whks (r)
(Johy 1, Jelke Lo ddiv)
Liquinet Corp Ao Martin Rathlbards WEBSTV, N, Y, l-min partic; 3 Apr: 26 wks (n)
Dealers Canphell-Fwald WEBS.TY, N, Y., l-min, 20-s0¢ annemty 15 Apr: 13 whks (r)
Weive & Goeller WEOPTY, Wash, 2lsee annemts T Apri 3% whks (n)
Philip Morris & Ca Miow WEALTY. Phila. T-miin partie, 20.-c¢ annemts 31 Mar: 532 whs
ir)

Procter & Camble G Waneer-) itgzerald- Wi BSTY, N, Y. 20500 annemt: 23 Apr:y 32 wks (r)

Richardean & Robbins Co oy WERSTY. MY l-miin ann 19 Apr; 13 whs (n)

3. Advertis

ng Agency Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION
heuneth 2, Awderson Walsh Adsertizing, Wind-or, Inl, mgr Samie, Caee s
Rabert Bailes Simamons Co, N Yoo retadl aly mar Christiansen Ads ertising, Chi. acet exee
Harev A, Rerk Foute, Cone & Beldivg loternational Carp, Warwirk & Legler, N Yo, avp, dir
NooY pres
Julia Hrown Compton. S Y., timebuyer Same, dir media research
W, Calkine Albert Frank-Guenther Law, N Yo, dir v Same, hoard chairman

. Chipperfiell Koy S, Duest N, Yoo mwedia ddir Hewitt, Ogilvy, Benson & Mather, No Y., wedia die
<inl Shaw-Shon. N Y. acet eaee Rattistone, Hruee & Downizer, N Y., oeel exee
James 6. o LeValley Tue, Chio ap NSeedham, Louis aml Brorhy loe, Chin wp
Pally 1,10 r Merrill Reemer e, Memphi=. aret exer C. N, snead Adverticing., Roanoke, assoe,
Georer E Wal-lh Adverticing, Toronte, ol e Same. v
David Fo Monrae Greenthal Coo N Y, 1 exer Same, eopy chief
Vineent A, diFoanzo Pittshursh  Posteleaserte, Pittsb., ady  rop Jame= A, wart Cwo, Pittsh., media slir
Arthur 1L Doncan Capital Recoride, Lo AL ads mer Masers Co Iue, Lo AL, ereative alir
Dun Ellis Vibvertising, Widgewood, N0 L, ropy 0, 5 Tvson, N, Y., acet exce
Milton Fizen American Wine Co. Beverly 11, ads mge Ted 1. Ball & Co. L. A, acct eaee
T feililis Warwick & Lezler. N Y., vp Same. L. A, ereative supervicor
Charles ). Hoawkins Rarnes Chase Co, L. Al olfice mer Lee Ringer Advertising, A., acelt exee
Rovdd 1 Ruthrauff & Ryan. Chi. acet exee Fmil Reinhaedtt Adsertizing, Oakland, acet exee
fnih Je Benton & Bowles, N Yo, Tide wedia saper- Same, a==t dir of media for PG
visor
Dan Layman Young & Ruobicam, Hlywd, acet exee Foote, Cone & Belding, L. A, aeel eaee
V. b Li Gregory & llouse, Cleve,, oxee GeateasBourgcois, Clese.., dir radio-n
Preeott T Lee Ringer, Lo AL MetCann-Erickson, 5, F., acct ever
Tt M Foote, Cone & Belding, >0 F., exer Guild, Baseom & Bonfigli, 5. F,, media dir
I"aml E. Martin Compton, N 1, Philip 1. Ross Co. N Yo, acel exec
Miles €, Mehearnes Foster & Davies, Cleve,, acel exee Same, vp
Aberta Maellers le Ine, Buffalo, ads mer William A, Meleod, HBuffalo. +p
Herman Resnick Department Stares Toes S 3., ads Creemwaml, No Y, partner
James Saks WHEY, Mupls, arer exer Yaffee Advertising, Mupls, radio dir, acel exec
William V. Selwartinge Albhert Frank enther Law., N Y. ap Same, lir
Jell Seldon wld Coban Carp, Y., vupy ehief Same. radic-tv dir
Woallace 1. Sheparidson Jamwes Thowmas Chirnrg Co,. Boston. avel mgr Same, vp. gen mer Boston offiee
Howard  Sheimpron Walsh Adbvertising, §eronto, acet eves Same, lir of aseoey
S, Neward Foote, Cone & Relding, Miywid., radie-ty alir Walter MeCreery hue, Beverly Hills, radiosay dir
. E. Stamd Warwirk & Leglere N Yo, wvp Same. Lo AL headl of West Coast uffice (8th Strect
& Parkview )
Abert G, Wade 11 Wadle Advertising. Chi., radio dir Geoffrey Wade Advertising, Chi. pres (new ageney
ar 20 North Wacker Drive)

John S, Williams Fleteher DL Richards. ™ Y. vopy i Same, vp
Borothy Mallinson Wims BRBO, N, Y, Ceninton. 8. Voo Sriprrsiatr, radieis. copyldeps

6. Station Power Increases

STATION FORMER WATTAGE NEW WATTAGE FREQUENCY

Bl k., Wilkes-Barre 250 (1150 ke) 5000 (day )z B0 ke
Ly (nizht)

Mumbers after names
refer to category in el o=
New and Renew: 7. New Network Affiliations

Vincent diFonze (5)

Albort G. Wade [51 STATION FORMER AFFILIATION NEW AFFILIATION

S Spdinger 18] wiur, hacten we ndependent. (o8 13 Jun)

; WLAW, Lawrenes A ARBC (Bostou) (eff 15 Jun)
Dorothy M. Winn (5) WRLS, Raaneke, V. (ViTH NBC (e 1 Apr)




”&Zm: FIVE POINT SYSTEM OF PROGRAMMING EVALUATION=—

IN tTowa, WHO 1s THE
PREFERRED Sports Station

One of the significant trends in P'rogram Popularity in
lowa is the inereasing interest in Sports. Sinee 1946, lowa
women have raised their preference rankings for Sports

from eleventh place to seventh: in 1950, 72.7¢, stated that
they “usually listen™ to Sports. By the same token, Towa
men have raised their ranking of Sports from fourth place

in 1946 1o third in 1950, with 80.09; “usually listening”.

) 29.9%

WHO
AT ] 09
L 5.6
oo 4.1
Vieg o R
s 35
v 33
OIG" "
I STATIONS
o [N 22
"y :] 2.1 PREFERRED
*k" [ 2.1
R e FOR
M [ 18
o 1.8
vor [Tf 17 SPORTSCASTS
e [Xis
"o [ 15
R []13
"SI
i 1.l

4 u "UII |.I
e ] 141
n 43 others | I
In lowa, Sports are one of the important elements in any

+f0r lowa pLus + station’s ability to build and hold an audience — and far
Des Moines . . . 50,000 Watts more lowa people prefer WHO for Sports than prefer any

Col. B. J. Palmer, President other station.
P. A. Loyet. Resident Manager This i1s Point Two in the Five-Point System of Program-

ming Evaluation, which helps explain WIHOs outstanding

position as a publie facility and as an advertising medium,
FREE & PETERS., INC. im fowa Plus. We suggest vour consideration of this amd
the other four points as vital factors in time-buying.

National Representatives
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Mr. Sponsor -

ow Much
ot your
Product
can be sold
in a market
of More than

12 MILLION
PEOPLE
with More than

1 BILLION §§

to spend ? f

TlME WILLTELL...

/ it's Time on

WGTM

5,000 WATTS * CBS Affiliated
WILSON, NORTH CAROLINA

The World’s Greatest Tobacco Market

Write, Phone or Wire
ALLEN WANNAMAKER

GENERAL MAMNAGER, for your copy of
“Time Buyer’'s Market and Coverage”’ file.

John J. Taylor

Advertising Manager
Jacob Ruppert Brewery, New York

a “native”

Thirty-sevenavear-old John Taylor is that rare being
New Yorker—Dborn in the eity. educated there, living there. And,
even today, his campaign on behall of Ruppert’s new “Knick-
ethocker”™ brand has a big cily theme. (Father Diedrich Knicker-
hocker is the legendary author of the tales of old New York really
writlen by Washington Irving,)

Taylor's link with the Ruppert Brewery goes hack to 1936, only
three vears after Prohibition’s repeal and the reopening of the Rup-
pert Brewery. Alter some business experience combined with studies
at St, John's Prep and N.Y.UL, Taylor started in Ruppeit’s advertis-
ing department. At the time the finm was only experimenting with
radio. but thereafter use of the medium steadily increased.

And. while Ruppert was climbing back into popular favor in the
toughly-competitive post-prohibition vears. Taylor was also moving
along.  He reached his present post some two and one-half years ago.

Now. as far as Taylor and Ruppert’s ageney. the Biow Company,
are coneerned, radio and TV are well past the experimental status.
[o keep beer fans Ruppert-conscious, some 32,000,000 is marked
for 1951 expenditure with a major portion of the budget allotted
1o broadeast advertising.

With distribution in New York. New England, New Jersey and
the northeastern third of Pennsylvania, spot radio and TV do
the heavy selling work.  And Taylor. an ex semi-pro basketball
}Il-l\t losses h]“ announcements {]lli)lll"] “’hL‘rl' |I'|.(f‘\'.” (Ill lIl(! most
good. (See “Beer on the air” this issue, p. 301,

“Our one-month “Knickerbocker” campaign on radio and TV
proved so successful” savs Taylor. “we've extended it for another
month. To round out our radio picture we cover distribution areas
with announcements on stations scattered throughout Vermont and
New Hampshire in addition 1o stations in Pennsy Ivania, upstate New
York and Massachusetts.”

When he's not husy directing Ruppert’s ad strategy. Taylor turns
to goll for relaxation. “Bul.” savs Tavlor modestly, “my golf score
i= somethig awful.”

But. if Taylor’s well-directed ad drives are any criterion, it doesn’t
<eem likely his caddy has too diffienlt a time on the links,

SPONSOR




MR. SPONSOR:
WIBK-TV—FIRST IN DETROIT!

9 out of top 11 in March;
first 6 nights out of 7
in March (Pulse)

~ First S out of 7

nights (Hooper)

6 out of top 10 in Detroit
on WIBL-TV (Videodex)

WJBKE'E%“DETRUIT

The Stcnon with a Million F

AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA

Represented Nationally by THE KATZ AGENCY, INC.
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hat éamg Ouw Tu
ALBUQUERQUE

OI‘IC of the reasons we do not cnvy you IlgEl'lCiCS and 'J.dVCI'[iSCI'S 1S your

necessity of keeping abreast of several hundred markets in this nation.

To help you in that big job, F&P offers you an extra radio department of ac-

knowledged specialists who know all the markets at the right as you know your

own hometown. Their knowledge can obviously help you find opportunties
your competition is missing, avoid pitfalls of inadequate “intelligence”, and gez
more value for your radso dollars, That's the basis on which we first earned our

place in rhis industry, and the basis on which we will continue to grow with you.

REE & pETERS, INC.

Pionecer Radio and Television Slalion Represenlalives
Stnee 1932
NEW YORK CHICAGO
VILANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO




EAUMONT ... or COLUMBIA.

EAST, SOUTHEAST

WBZ-WBZA Boston-Springfield NBC 50,000
WGR Buffalo CBS 5,000
WMCA New York IND. 5,000
KYW Philadelphia NBC 50,000
KDKA Pittsburgh NBC 50,000
WFBL Syracuse CBS 5,000
WCSC Charleston, S. C. CBS 5,000
WIS Columbia, S. C. NBC 5,000
WGH 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
WOwWO 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 ~  ABC 5,000
KRIS Corpus Christi NBC 1,000
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
KGMB-KHBC Honolulu-Hilo CBS 5,000
KEX Portland, Ore. ABC 50,000

KIRO Seattle CBS 50,000



r {"A Commercial

I"ail Response

JP 94.8 %
Over 1949

750 Pail Total Jumps
Nearly Va-Million!

years Lime:Duyer .'tlt‘ll.‘lh‘n
MA is one nail-pull
tlions in thi t just t.lL‘.{'
look ar the 195 ord:

In 1950, KMA pulled
04.85% more <ommer-
cial mail than n 1949,
That's an increase 0[
nearly a quarter million
pieces of commercial

n'l'.‘l.l I

This outstand:r

case means 1950
was one of the best mail response
years m KMA history. [t proves
that durmng this highly competitve
period KMA is even a better buy
than ever before!

Who Sent Mail . . and Money?
KMA listeners in rural lowa, Ne-
braska, Missouri and Kansas bought
the KMA-Advertised products as
they have been doing for more than
25 years.

Be sure they're hearing
about and buying vour
products.  You'll be
SALES AHEAD with
KMA.

1OWA

it Momis .

- AHimARDOAN

AESRASIA MISSOURI

s W aBiien

KANSAS

SHENANDOAH, IOWA

Represented by
Avery-Knodel, Inc.

Under Management of
MAY BROADCASTING CO.

Shenandeoah, lewa

cdison

BREWERS ON RAD J-TV

Having [ailed to
spovson under locl

it my copies ol
nd key. | find
that some of then e miszsing. Ol
cours=e. they would the ones which
would very

is the article

contain articles which |
much like to have. U
on farm radio or was 1) a series? |
remember that it was veny 4.'n|npl'c'h|'t|-
sive. Would it be possible to get a re-
print?

I would also appreciate any infor-
malion that yon can give me as lo
when the article “Beer on the air” will
appear. It was announced for the 26
March issue, but was not in it

Radio and Television Director
WaLtace H. Laxcroxn
Jlackson & Co.

Vew York

. A detailind amd up
roumdup appears in thi

CARNATION'S PHILOSOPHER

Your Carnation Milk story in the
26 March issue had special interest for
e sinee particular re ference was made
to this compam s sponsorship of The
Jewish Philosopher,

As C. Irsael Lutsky will tell you, |
was the buver at Erwin, Wasey who
discovered Mr. Lutsky and |lcr.-um|t:|]
Carnation to sponsor I,

I believe this 12-vear time and tal-
ent “buy” is the longest distance pur-
chase for a national advertiser in ex-
istence. Does anyone know of a long-
er one?

Tos Carsox

Radio Timebuyer
Foote, Cone & Belding
New York

CROSBY'S "DEADLY SINS"

Your open letter to John Crosby was
very interesting.

But, if vou want to catch on 1o a
liot subject for debate with Croshy and
his elan, vou'll start taking him to 1ask
for writing abomt network radio while
using the broad term radio.

For exanmple. if you'll cheek hack to.
or think baek to. Johm Crosby s “Seven
Deadly Sins™ article. you'll notice right
away most of the sins of which he com-
network  sms o al

plains  are purely

though o distinetion between network
and non-network was made or implied.
Murray CARPENTER
Co-owner
W ABI
Bangor. Me.

NEWSPAPER PLUGS RADIO

Bopgret Bada Boms bobadais be Barrel

CUNNINGHAM'S NEWS ACE R
s CUNNINGHAM'S
N

rortor (Cim)
WIBK-TV

Morday Mew Frday

[ i T

wi Jrevi

roR Javi, CU"HIHGHAM‘S LU L L L

Drug store chain uses news ad to plug show

In Detroit and Michigan. the “zoom”
of an airplane has become a trademark
for our chent, Cunningham’s Drug
Stores, to identify Cunningham’s Neiws
Aee broadeasts,

To celebrate the 11th anniversary of
Cunningham’s News Ace, we prepared
the attached full page advertisement
for Cunningham’s which appeared in
the Detroit Thimes. Sunday, 25 March.

We believe that the use of a full
page in one medium to publicize an-
other medium, i= really newsworthy.

Lawgexce J. Micnersox
Vice President

.qllf”ﬂl'lS‘.lif‘('fl l'.'fl\'ﬂ" CU”'PH”“'
Detroit

SPONSOR'S FARM FACTS

I noticed an article, “Reply to a
farm inquiry.” in the 12 March issue.
This article memioned a Farm Facts
Handbook. as well as valuable farm
data contained in vour 9 October issue
in an adicle titled, “The farm diree-
tor: what a salesman!™
At your first opportunity. we would
appreciale your forwarding to us this
material. as we have a client radio
station interested in the farm market.
Jaew WiknsER
Ruthrauff & Ryan. Ine.
St Louis

SPONSOR




SELL L e

THE
JOHN BLAIR
WAY

win | wiaxl

19 5] marks the Eighteenth Anniversary
of John Blair & Company, and the fourteenth WDBO ‘

‘ WFLA

year of our exclusive national representation
of these Florida stations—major outlets that

blanket and sell the entire state.

Our long-time association with these stations
means this to you: Blair men not only know
Florida, they're specialists in the radio and
merchandising techniques that move goods in

woan |

this rapidly expanding market.



. a4
. WTAL

WiAX

THESE BLAIR-REPRESENTED STATIONS DOMINATE 1
TOGETHER THEY BLANKET AMERICA'S FASTEST- GROV

]

; WDBg
WFLA



STATION FREQUENCY - POWER - AFFILIATION

NN MA“KE‘S .t 930 - 5000 -  NBC

WJAX delivers greafer coverage than any other Jacksonville station (215,230 radio
"E homes, daytime, B.M.B. March 1949), and has substantially augmented its rural
[h coverage by recently increasing its antenna height. Owned by the City of Jacksonville,
WIAX blankets the distribution key to the State—a location so strategic that its

buying power has quadrupled in the last ten years.

WQAM is first in coverage in the Miomi radio picture (208,010 radio homes, daytime,
B.M.B. March 1949) with 91% penetration in Dade County and full power coverage
throughout South Florida. The oldest station in Miami, it is associated in ownership
with the Miami Herald. The responsiveness of its audience can be traced in part to ifs
excellent facilities for national and foreign news service, and to its close attention
to local programming. (This stress on local personalities has created o most resultful
identification for advertisers.) Miami’s phenomenal growth has made it one of
America’s major markets, with 27 incorporated communities within Greater Miami
and a 77% increase in population over 1940.

WFLA-,, 1o AP

Owned by the Tampa Tribune, WFLA includes 135,317 radio homes in its coverage
area ('/2 mv. measurement). This important NBC offiliate is located in the heart of
Florida’s most heavily populated trade area, in the biggest city on the West Coast of
Florida. Neighboring St. Petersburg is equally vital to advertisers, having just scored
its biggest year with new construction and bank deposits ot all time highs.

WDBO0 - Orlando 0 - S0 - s

Established in 1924, WDBO is Orlando’s oldest station and foremost network station.
It leads in coverage (141,000 radio homes, daytime, B.M.B. March 1949), and in
Orlando proper has 46.5% of the listeners—the three other stations sharing the
remaining 53.5% (Hooper, Fall 1949). The influence of this market stems from its
position as the distribution gateway to all Central Florida, encompassing the wealthy
titrus area where population has soared 75% since 1940.

WTAI._Ta“ahassee 1270 - 5000 -« CBS-MBS

With coverage of 52,510 radio homes (daytime, B.M.B. March 1949), WTAL is the
leading network station and the oldest station in Tallahassee. It is the primary
source of CBS service for the entire Tollohassee area which, as o mojor entrance to
Florida, has become an increasingly important industrial center for a diversity of
industries. The population of the city has almost doubled in ten years, and retail
sales have quadrupled. These increases are doubly significant in a State Capital which
traditionally enjoys a highly stable economy.

City Owned Headquarters WIAX




These are the men who produce the results

X .

JOIIN T, 1HOPKINS, 1T, Moanager, WJAX OWEN F. URIDGE, General Manager,
Jack-omville, One of Plorida's best known WOAM Miami, Ilis aidveot in radio with
broadeasters, “Jack™ Hopkos huilt WJAX WAFD Detroit in 1926, and his subses
20 veurs ago, has sinee tat thone atanaged quent assoctation with WJR Detroit for
the hroadtisitie dlaere of ihe Uie of more than twenty years, hrings Mr, Uridge
Jucksonville, and recently  divected sl to Inis twenty-Ofth ansiversary in radio.
stantial improsvements in the Tacilities of He has been General Manager of WQAM
this station. stnee 1048,

W, 0o Me BRIDE, Director of Sales, WIHRO
Orlando. A veteran in the Florida broad-
casting picture, Mr. Meliride started his
career as an announcer at WDBO in 1930,
He was made Program Director and Na-
tional Sales Manager in 1930, andd director
of all sales as of January 1951, He is also
a past Secretary and President of the
Florida Association of Broadeasters.

CHARLES G, BASKERVILLE, General
Manager, WFLA Tampa. Mr, Baskerville
i= a veteran of twenty-three years in news.
paper and radio advertising. Since 1936
he has heen with the Tampa Tribune Com.
pany, owners and operators of WFLA.
During World War I, he was a Licuten-
ant Commander in the United States Navy,

L. H. GRAVES, General Manager WTAL,
Tallahassee, After serving as a bomber
pilot in the European theatre in World
War I, Mr. Graves was associated with
the DuPont Industries, In 1947 he joined
the John H. Phipps Radie Stations in the
post of General Manager.

... In Florida, one of America’s fastest growing markets

No market in all America offers a greater sales potential to advertisers
than the State of Florida. Every statistic establishes Florida as a year-round
sales target of steadily expanding proportions. Its population has in-
creased more than 33% in the past ten years, and its buying power, esti-
mated at close to three billion dollars, jumped 191 million dollars in ‘49
over ‘48. Florida topped the entire nation in farm income in ‘49 with a
gain of 19%...and in the same year ranked seventh in the incorpora-
tion of new businesses. This amazing industrial and agricultural growth
has, of course, produced a permanent as well as an unusually prosperous
population. These are the people that Blair’s five Florida stations reach
and sell ... at surprisingly low cost.

CHICAGO 520 North Michigan Avenue, Chicago 11, lllinois
Superior 7-8659

NEW YORK 22 East 401h Street, New Yark 16, New York
Murray Hill 9-6084

ST. LOUIS 1148 Paul Brown Building, St. Louis 1, Missouri
Chestnut 5688

DETROIT 1114 Back Building, Detroit 26, Michigan

Woodward 5-3230

SAN FRANCISCO 608 Russ Building, San Francisca 4, Califarnia
Douglas 2-3188

LOS ANGELES 6331 Hollywoad Blvd., Los Angeles 28, California
Granite 6103
DALLAS Ria Grande National Building

Randalph 7955

John Blair & Company
specializes in radio
representation exclusively.
Since we are entirely
removed from any other
operation or function, we
are able to give the stations
we represent our full time
and our full efforts . . .

as specialists in selling
via spot radio.

BLAIR

& COMPANY

ING LEADING RADIO




New developments on SPONSOR stories

Cuban survey results are shown to U. S, press and radio visitors by CMQ's Mestre

See: “Is there o way oul of 1he rating
i % muddle 7
Fssue: 12 Mareh 1951, p. 32

0 0 hlllljl‘(“: Industry commiitee offers advertisers

hope for researeh standardization

U. S, radio advertisers rely on numerous research organizations
and their four basic techuiques to keep thenr up to date on listening
tastes. And these four methods—meter. phone coincidental. diary.
or atded recall interview—all have their adherents.

In Cuba. since 1944, a group of advertisers have taken rescarch
into their own hands. This group. the Association of Advertisers of
Cuba. checks radio station audiences by means of a mass coineidental
home interview technique. Telephone distribution in Cuba is nol
nearly as extensive as in the United States, so that the coincidental
home interview technique on a grand scale is a necessity. At the
same time it provides a type of data usually unavailable in the United
States and which many agency research directors would like to have.

Cuban homes are classified as A" “B.” “C7 and D™ and one
out of every three homes in cach classification is polled. In some
years. the poll is monthly: in others as few as three annual checks
have been made. A national survey made last November inchuded
35 cities. with 160.000 visits to homes over a period of three weeks
during the hours of 9:00 a.m. 1o 10:30 p.an.

A recent Havana survey covered 47378 homes. (At 11.076 homes
no one was at home.) Interviewers asked: s yvour radio on? What
station are you listening to? What program? Who sponsors it?

Other association data includes: homes with radios: homes with-
oul radios: listening: family racial types (white. Negro. or mulatto).

Some basie faults include. savs A, M, Martinez, vice president of
the Melchor Guzman Company (which operates station CMQ) : fail-
ure of interviewers to define what actually constitutes an “A.”" “B.”
“C7oor “DT tvpe home: number or percentage of homes in this
category : and the custom of interviewers to poll people only on the
main floor of each building.

Despite these defects. the association helps advertisers glean valu-
able data about the lsland market. Martinez points out that. oddly
ulml!;_'h. association research shows all Cuban broadeasts el more
women thaii men listeners day or night. That includes hasehall play-
by-plays, children’s shows, and other fare which usuoally attracts a
majority of male listeners in the United States,
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WKRG

with
® 59.59, Net Listenership
gain
» Top CBS Shows
® Forceful Local program-
ming

I AM A BELLE OF OLD MOBILE,

THEY SAY THAT |'M OLD FASHIONED,

UNLIKE YOUR LORELEIS,
DIAMONDS IN THEIR EYES,

I'M BUSY TILLING SOUTHERN FIELDS |

WHERE SPOT CAMPAIGNS BRING
GREATER YIELDS.

225,000 population
in Metropolitan Mo«
bile

—And Still Grow-

Representative,

Adam J. Young, Jr.‘

“F. E. Bushy,
ngneral Manager
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1950 (day or night) when Mutual landed a larger share

of the total U.S. radio audience than it had in 1949.
Niclsen eredits our Mister Izaak W. PLUS with 23 out
of a possible 24—far more than anybody else brought
home—but one did get away.+
As for total gains in actual listening during 1950, our
creel is full 1o the brim. Day and night, all year round,
Mutual alone has built larger audiences, 's0 over '49.
In fact, this gain amounts to 397,485,000 more family-
hours of listening to Mutual in 1950 than in 1949.
And 1950 was the year of television’s greatest growth.

Care to use our tackle?




| PiSCATORIAL PIN-UP

Out of 24 !'am.tn'rlr

5 - gains i share of

IHBTEI'ICB IS MUTUAL! audrence durir:_a\' Tg50
- immm— (by day and by mght

E for each month),

Mutual landed 23,

Network X: Ifr._

Y. 4 L:0 E

+he difference is —

+ Daytime, October, 1s the one that !
got away. Tune-n to the World e

Series, MBS exclustve, was less for
the y-day Yankee-Phils in’s0 than = o
for the s-day Yankee-Dodgersin 49 M u?& f E I
[
Br ‘ h

1440 BROADWAY, NEW YORK 18, N.Y




The King's whole array feared the sword of Goliath,
When up spoke young David, "The bum or I dieth!”

He passed up a sword for his favorite appliance.

“Slones, schmones,” cried the men.
“Now with siones we fight giants?”

But were their faces red? Like the old story said.

Goliath lost out because Dave used his head.

To Get Ahead in Dayton*
Saleswise

THE SHOW MUST GO ON
WHIO-TV

*What a market to get ahead in! 720,000 head
of viewers, complete with normal wants and
extra buying power—concentrated on 180,000
TV receivers as of today! And those receivers,
you should remember, are nicely tuned to
Channel 13 —late morning, afternoon and
night.* That's us! Get data and information
today from National Representative George P.
Hollingbery Company.

4' CHANNEL 13

MORAL: Knock over your Dayton sales #* Pulse February report
with the sales tool built for -AM shows that § out of 10
the Dayton market—WHIO-TV, o — -FM top televised shows were
first and still champion! aired via WHIO-TV

DAYTON, OHIO
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PROGRAM TALENT, LIKE MARJORIE MILLS ABOVE, OFTEN MAKES STORE APPEARANCES AS PART OF MERCHANDISING SUPPORT

/'"H“\ The batter steps up o home-

®
Q% |.|:t1¢- and swings ml;zhli]_\_
- - L There's a sharp crack as he
comieets, But what happens? Maybe

the ball hops a few feet: mavhbe it sails
over the fence,

What makes the difference between
2

@
a dribbling grounder and a home run
“Follow-through.” according to base-
! ball pros—continuing the swing all the
way,

A manufacturer may let fly an ad-
vertising campaign that has all the ap-
pearances of a home-run. yet turn= oul

Advertising is just part of successful to be a “bunt.” Copy is arresting.
media carefully ehosen. markel condi-
selling: merchandising “follow=through® in Lions are in tune with the campaign
bt the pav-ofl at the cash register fails
re‘_l.il stores converts it i“'(’ cash ﬁ:ll(‘!‘i to live up o l'\[’l“i.’ililr“.‘\. Reason: the

“[n“ll\\-I|Il'-'llg|i.' was nissing,

- Merchandising, the art of converting
advertising impressions into buying at
point-of-sale, is the indispensable fol-
low-through to advertising. And the
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3 sl be ung aware of its impor-
E 1a ; 2 You need skilled crews to
har e-to-store work that
: oods: (3
} raesl-lo-Cras« \ ‘.:Z.I.l s { \l---t
= T [ 1any
5 k a1 E 8 3s
L ra r I s

] !.:nl]T by
siz of the techniques used

< whicl E-'-l' l}:"

= | - lour sta-
L=, Chicazo. KYW. Philadel-
3 sha, and WHO., Des

W Ls more

- € i Fives -I’u n-
] ."l'--1
~ 4 lus mey

Wartha and Helen are the two con-

Herchandising pachkage™ plans start with programing congenial to women . . .




genial homemakers who chat over the
air from WLS for a half-hour. six davs
a week. Anything that interests women
is grist for their broadecasts—hairdo’s,
selecting a dogz. overcoming fire haz-
ards. making corn meal wafles. whip-
ping up a tasty cherry angel pie. inter-
views with people like Mrs, Edward G.
Robinson or foreign
Helen Kirkpatrick.
Woven into their entertaining talks
are sincere sales pitches for the prod-

correspondent

ucts of participating sponsors.  Bul
this is actually just the beginning of a
Feature Foods promotion,

From experience, the Chicago divi-
sion of Feature Foods has discovered
that 12 to 15 demands for an item
(about 2127 of a store’s enstomers)
will eanse the grocer to stock it De-
mand from 37
encourage a grocer to push a product
and amvthing over 157 18 terrifie.
This distribution-getting  demand s
one thing the Wartha and Helen pro-
aram seeks to stimnlate for newly in-
troduced |1rmlucl:=.

With the air promotion underway
for a given participating sponsor, Fea-

of the customers will

ture Foods™ stafl of merchandising ex-
perts gets to work in the stores. Five
women under director Mae Watkins

of rudio show

Broadea-t

Storeeast Corp. of  America. New

annonnectments sia FM o stores

Where services deseribed in arrticle operarte

Feainre Radio. Ine.. Chicago outfit, sells
plns merchandi-ing

Philadelphia: WOW., Omaha: WHO. Des Moines.

Advertising, lue., Boston,
for participants on Marjorie Vills, Yankee Ritehen programs earried

over two New Enghimd regional radio neis,
Yurk.

amd

Jersey . Philadelphin, Chieago, Pitshorgh.

“Featnre Food” packages
stafl on WIES, Chiengo: RYW,
provides merchandising  =emvice

beams mnsiv. news. prodoet

homes in New Eughlind, New

call on some 1250 metropolitan Chis
cagso iltnlrpvmlrnt d!l\{ 1‘11.‘]1“ _:_‘,1'l'l1‘1i:"-
Phese ave the things they do for each
pavhicipating sponsor:

1. Persnade srocers to stock the
produet, if not stocked abready.
2. Get advantageons shell locations

3. Report on sales of the produa
and its competitors,

Lo Arrange display material,
5, Discover trade reactions to the
product and its distributors.

ACME STORECAST

)
et d

o PPN RS NI

<STORECHST.

In addittion to these daily  etforts.

special promotions are arvanged with
]".1-':'.:‘.'_ '.il.l‘lil:‘-. ll'l"i'."'.l‘i\l.‘_ \~'i|]’i-
tany chains, and sopermarkets.  Pro-
mehwns set g bld-np over the ai.

while the stores reciprocate by {eatur-
mg the participating produocts in their

regular advertising,  Special displanys,

wee iy i!’l‘ booklets evers prosen

heighten  nterest  and

].'ru"-l siales s =i,

technigne  to

Masen Tirr 3 Ly
(Mease turn (o page 811

« « « follow through with store visits by trained crews, in-store promotions

(1) Koen & Carolyn's Yankee Kitchen typifies homemaker-typo show, puts sales pressure bohind products. Part of Broadcast Adsertising package

(2) Product displays, store postors, shelf strips are regular part of merchandising service that comes with infegrated plans like Feature Foods

[3) Contosts, like this Storecast tie-in with Acme Markets in New Joisey, are a preven traffic builder, also boost participating spensors’ products



CHOOSING RIGHT PRODUCT IN RADIO MAIL ORDER TAKES SKILL. MARFREE'S FRIEDENBERG (CENTER), STAFF SHOW BEST SELLERS

Is mal order a menace?

Marvirvee and Hoge make legitimate
operations pay. but many nunsavory

outfits cluteh for quick profits

28

2 I= mail - order advertjsing
_ .--\' F I't‘: UI]IiIl;}. lhl' \n, I !‘Ll’ll‘ll)n
i broadeasting’s closet?

Reputable mail-order agencies  are
still shuddering from numerous shod-
dy deals sharp operators pul over last
Christmas.  Radio and TV listeners
who were duped flooded stations and
Better Business Bureau  offices  with
angry complaints,  Now the Federal
Communications Commission is asking
Congress 1o tighten  eriminal  laws
against swindlers who advertise on the
air, Many stations have already taken
action by laving down rigid restric-
tions (see mail-order policies deserip-
tron al righti to saleguard their repu-
tations — and 1o keep  from  being

SPONSOR




gypped themselves by fly-by-nighters.

Despite the attention that the un-
savory operators have attracted, the
mail-order business does have a legiti-
mate place in broadeasting when prop-
erly handled. A spoxsor survey [ound
that such firms as Huber Hoge & Sons.
Marfree Advertising Corporation. and
Thwing & Altman (Fook specialists),
among others, have established good
records in the field. There is no men-
ace to radio here. The Better Business
Bureau has no fat files of complaints
on activities of these firms as it does
for some other organizations. These
advertising agencies have found that
legitimate mail order can bring con-
sistent, high-profit sales volume. At
this date all indications are that the
shady operators will be more and more
restricted  while the reputable firins
go ahead to one of their biggest years
in the radio mail order bhusiness. ('TV.
on the other hand. is currently declin-
ing as a mail-order medium.)

Here, then, is a close-up of how

Marfree. a Dbusiness-like. established
mail-order agency. works., Marfree's

president, Harry Friedenberg, can cite
such worthwhile achievements in mail
order as building D-Con rat extermi-
nator to a 100,000 weekly volume
through radio (sronsor. 1 January
19511 ; sale of 120,000 plastic food
bags with deodorizers per week:
14,000 sets per week of six popular
records; 0,000 to 10,000 monthly in-
quiries for the White Cross Hospital-
ization Plan,

This is the step-by-step technique
that Marfree uses 1o make mail order
pull such responses. Mail order is a
tricky operation. You can lose your
shirt easily—and quickly. The key to
Marfree's success is careful analysis
before taking on a new product. Items
are checked for:

1. Profit potential.

2. Value of the merchandise.

3. Need for the product.

4. Finances and credit of the firm
making the article.

5. Actual test sales performance on
about a dozen proven mail order sta-
tions, including WCKY and WLW,
both Cincinanti; WWVA, Wheeling;
WIBW, Tapeka: WIBC, Indianapolis:
KMOX. S5t. Louis; KFGO, Fargo,
N. D.: KTHT. Houston: WVNJ. New-
ark; WPAT. Paterson. N. J.

The tests run two weeks, with a [re-
quency of one to three times daily on
10 or 15-minute shows. If the mail

(Please turn to page 77)

Marfree’s list of some of top mail order stations

WCKY. Cincinnati
WIBW, Topeka, Kan.
KFGO, Fargo, N. D
WEAT, Paterson, N. J.
WOGN, Chicago

WOAL san Antonio
WBAL, Bahimore
WEEL, Boston

KYOO, Tulsa, Okla,
WMC, Memphis
KWKIL Shreveport, La.

WIBC,
KTHT,
WTAM. Cleveland
WCFL, Chicagzo

KOB, Albnguergne,
N. M.

WA,

Indianapolis

Houstou

Baltimore

WCHS, Charleston, S.C.

WOWO, Fort Wayne,
L.
KBYE, Oklahoma City

WWVYA,
W. ¥a.
KMOX, St Louis
WVNI Newark
WGAR, Cleveland
WLS, Chicago
KGNC,
\\‘BZ, Boston
WET. Charlotte, N, C.
WOw,
WOR. New York
KTRIL Houston

W |I|‘|‘|il'l{.!,

Amarillo, Tex.

Omahia

KXXX, Colby, Kau,
KOA,
KFIL, Los Augeles
WNOX, Knoxville, Tenn,
WEW. Cincinnati

Denver

KNX, Los

KITMO, Haunibal, Mo.
WIHKC, Colnmbns, O,
WIR, Derroir

KWBLU, Corpns Christi,
Tex.

CKLW, Detroit

KCOH. Honston

Angeles

IHOW INDUSTRY IS POLECING MAIL ORDER

Let's pass a law.

That's the refrain which always fol-
lows a scandal where many are vie-
timized. Theusands of radio and TV
mail - order  customers  encountered
pitchmen on the air last Christmas who
lived up to their street-corner reputa-
tions. That's why stations are working
to sift out the chiselers [rom the legiti-
male outfits described in the article at
the left.

But it’s going to take a lot more than
the writing of regulations. “You can

pass all the laws and codes vou want.”

e = ;
Tl s i

i

“hut
il the agencies and stations do not en-

one veleran |r}'n.‘|i|l'{l:-ll'!" n'm;lrk.-.

force those rules. the menace of the
fly-by-night operators will continue. In
no time at all, they can wipe out all
reputable  mail-order
offers. From that point, it is not far
from jeopardizing faith in all radio
advertising.”

Here is a rundown on the drive to

confidence in

clean up mail order.
Even Congress is being brought into
the picture. The national lawmakers

( Please turn to page 79)

Typical complaint letter sent to stations

o



REGIONAL BREWERIES ARE TURNING TO AIR TO SPUR SALES. MINNEAPOLIS BREWING SAW DEMAND FOR GRAIN BELT BEER SHOOT WAY

A SPONSOR roundup

T T ——

to radio/TV rose from 4.3%, on average to 22,149

m “What'll you have? . . .
Pabst Blue Ribbon , . 7

Millions of boxing fans have come
1o recognize this compelling Pabst slo-

gan a~ part of the colorful ring atmo-
sphere coming to them every Wednes-

day night over radio and TV, It's a
slogan that boosts the take of the Pabst
Sales Corporation throughom  the
conntry. AL the same time the ques-
tion, “What'll you hmve?™ poims up

30

- - . A

an upheaval going on throughout the
brewing industry,

Brand selling is taking over in the
heer business as it has in the cigarette
field. No smoker steps up 1o the tobae-
co counter  and savs  Yelgaretles,
please.”™ He alwayvs specifies a brand.
The beer market is fast reaching this
point. That means the big fellows who
have the resources 1o conduct slrong,
well-planned advertising campaigns ave

in cight vears

expanding while the smaller firms are
dropping out. At the end of |aru]lilliA
tion there were some 750 breweries in
the U. 5. This year the number has
shrunk to about 400,

You can’t slacken promotion in this
field —ome of the most competitive in
American business, In every city, lo-
cal. regional and/or national produe-
ers are battling for a bigger share of
the market. Despite a recent sales de-

SPONSOR
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ANKTON, 5. D., REGION AFTER USING RADIO

cline of about 297, brewers increased
advertising per barrel from $1.07 in
1949 10 $1.00 in 1950, a Modern Brew-
ery Age survey reported, The 277 de-
cline. many in the industry believe.
would probably have been considera-
bly greater without the influence of
heavy air advertising and other beer
promotion — considering the factors
tending 1o force heer sales down,
Many firms are hoosting budgels
even higher in 1951, Beer advertisers
are not only adding to their artillery.
but they are putting more stress on ra-
dio and TV as potent weapons 1o ac-
quire new customers.  They have to
keep up with a significant shift in beer
drinking.
heer consumed is now sold in package
form for home use. The corner tavern
no longer holds the importance it had

For |Ill'l'l'-1;llilrll‘l'$ of the

before prohibition when you could buy
a pail of foaming brew for a dime,
The way this industry has been
flocking into radio and TV has heen
clocked II_\' ”Il.' Research (..tllli|l;ln_\' nf

America. It Tound that in 1941 only
1.3% ol beer advertising wenl into
I'-il]ill. H\ 194 ll]l.' |II'u|n|IliU!I _L'-!ill'_'
mto radio and TV had grown 1o
22.4%. Thus. air advertising in [91)
was sovond aly o outdoor media
which took 23.09% of the total pro-

motion expenditure. lu the eight-vear-
iit'fill(l. l!l"-.\-!ullrl‘l'.- }l.’lll [.l“"ll |-IUI|l
28.5% of the budget to 19.57¢.

As recently as August. 1917, a srox-
sOR survey of beer advertising on the
air noted that Pabst was the only bhréw-
lllt' |".li1|it‘
was their star. having succeeded the
{”I] \I&Il"*-lin. ”l'll “l'l'llil'_ l\llu |I:I|| -ulil
IHue Ribbon Malt.

A few firms tried network radio in
the early Thirties, with the return of
legal beer. but they didn’t stay long.
Fven Pabst. which has heen the most

cry on networks, Cantor

conspicuons user of the networks. took
a long hiatus after sponsoring Ben Ber-
nie for five years.

This season you can scarcely turn a
dial (radio or TV) without humping
into a beer sponsor. large or small.

Here's a quick rundown on some of
the major network air eflorts this sea-
son. [Pabst s Iu!; r-i)l'l]l‘.il'r with the
Life of Riley on radio and the Blue
Ribbon Matches on both AM and TV,
Joseph  Schlitz
sponsors the standout lalls of vy on
Playhouse 'S

Brewing  Company

radio:  Pulitzer on

Miller  Brewing  Company  features
Willer High Life Revae on radio.

Hovse race broadeasts every Saturday
afternoon over MBS are sponsored hy
the Brewing Corporation of America
for its Carling’s Red Cap Ale. Fal-
: |

staffl  Brewing Corporalion is using
about 150 stations over the Liberty
Droadecasting System for baseball. An-
heuser-Busch. lne., the ex-
pensive Ken Murray Show on TV.
flatz Brewing Company has the Roller
Derby on video and will he bringing

=ille

sponsors

Admos "n” Andy 10 the new medinm in
June.

The late evening TV show on Broad-
way Open House which brought fame
to comedian Jerry Lester and the cur-
vaceous Dagmar is co-sponsored by the
Anchor-Hocking Glass Corporation and
seven beer firms. including such major
producers as Blatz Brewing Company.
the Jacob Ruppert Brewery. Pleiffer
Brewing Company. Red Top Brewing
Company. and Gunther Brewing Com.
pany.

Turning now to trends, these are the
lighlights of present beer activity on
the air.

i Text continued top of next page|

For chart showing how 40 beer sponsors use air, turn page

Schlitz stays at top with "Pulitzer Playhouse" on TV and
“Hoalls of lvy," AM. Prestige shows use stars like H. Hayes

Pabst, long-time web sponsor, balances bozing fare on
radio and TV with domestic comedy of Wm. Bendix' antics

Both TV and AM announcements used to plug annual Miss
Rheingold contcst. Video helps customers choose winner

co-op show, enables regional
beer firms to tie in with Anchor-Hocking in own markets

"Broadway Open House,”



Expanded eflorts on radio and

1N, Ihe largest firm= la<l vear, ac-
me o Wodern Brewery .-fg('

p their TV allotments [rom

1 L & barrel in 1949 to 12 cents
VMore emphasis on davtime radio

ch hiousewives who !'II_\ beer in
steres— the  most }lllpurlallll

utlet.

sport= broadeast- continue strong.

with Hrany -um!mu:i! = —irn]lsnrill'rl base-

Fall during the peak warm weather
sales period. Sports are usually tuned
in at hars. restaurants. and grocery
stores, This means o point-of-sale im-
pact that few uther advertisers can en-
joy  with auy other twpe of show.

4. TIn schedt g
many frms pr
jacencies to el

announcements.
ports or news ad-
ale audiences.

5. The strates ift by one major
firm. Falstaff Brevo g a heavy user
of the air media,  alstafl is shilting
1 evening shows
aminant stations
1530 smaller sta-
Liberty
They  sponsor

rom an emphasis
over lai;:]i-|:u~.n-:m|.
Lo a hookup of aly
tions. mostly  part of  the
Broadeasting  Svstem
the outstanding mujor league game of
the llu} and the rezular games ol the
=t. Louis Browns. The Browns are
carried on a separate recional network.
The St. Louis brewery is testing the
effectivencess of this nelwork designed
to match distribution right down to

the smallest communities,

6. Sales problems are not the only
headache in this business, Beer adver-
tising 1s hampered by legal restrietions
in a number of areas. The powerful
KGW station in Portland, for exam-
ple. can only handle a limited amount
A state
law forbids the mention ol heer or
wine before 8 pom.

of heer advertising. it reports.

The dominant role of sports in the
Leer activity. although the Mrs, does
the buying, leads vou right into an old
family argument “Who's hoss?™ The
answer. say some experts, is that it’s
papa who :‘-li[lu[{llt'.“- the choiee of
beers. But brewers are no male chau-

vinists, They point to the growing fe-

ADVERTISER AGENCY PROGRAMS (data on announcements included where available)
ACME, Foote, Cone & Belding "Ben Alexander," KNBC d.j. show; "Watch and Win," KPIX (TV):
San Francisco Heavy radio campaign during April. Over 400 announcements

- _ per week used. : il . il

AMER'CAN, Walker-Saussy "Road to Yesterday," WWL, New Orleans. Ziv's "Bold Venture"
Niw: Orldans in five cities. Strong radic schedules for special drives.
ALTES, " Austen Croom-Johnson (AM) Ne programs, Extensive AM and TV announcement schedules,
Detroit McCann-Erickson [TV)
ANHEUSER-BUSCH, D'Arcy Advertising "“Ken Murray Show," CBS.TV.
St. Louis By e = PR B
P. BALLANTINE, J. Walter Thompson N. Y. Yankees, Boston Braves, Philadelphia Phillies and Athletics
New York games carried on radio and TV, mostly on co-sponsership basis

] with other firms. . _ i
BLATZ, William Weintraub “"Roller Derby," ABC-TV; "Amos 'n’ Andy," CBZ-TV, starting in
Milwaukee June; half-hour musicals Fridays on WTMUJ-TY, Milwaukee.

BREW. CORP. OF AMER., Benton & Bowles

" Haisa races, Mutual, Saturdays.

Cleveland [Red Cap Ale)
Lang, Fisher & Stashower Five, 10, I5-minute news, sport, and musical shows in 13 cities.
[Carling's Black Label Beer_} Announcement schedules on _54 AM stations a{ud 0 T\f_sfalions_.
BURGER, Midland Cincinnati Reds games over WCPO, Cincinnati.
Cleveland

ADOLPH COORS,
Golden, Colo.

W. W. MacGruder Minor Ieaéue baseball in Denver and Colorade Springs.

iALSTAFF, Dancer-Fitzgerald-Sample Liberty Bro_adc;sﬁn:;_ System major Iéa_gu? ball aarn_es. over 150

St. Louis stations, St. Louis Browns over KWK, St. Louis, partial sponsor-
sh_ip on Brown network of 30 stations. iy

FALLS CITY, Prater Advertising Agency "Magic Music,' d.j. show nightly over WIRE, Indianapolis.

Louisville

FESENMEIER, Robert Porter King "Sports Almanac,” WSAZ-TV: Jack B:ddiey sport ;n:nahﬂ;,

Huntington, W. Va, WSAZ (AM]): "Korn Kobblers,” WCHS, Charleston, WWNR,

T v Ty Becllef. WMON, Montgomery. |

FORT PlTT, BBDO Ziv's "Bold Venture" over KDKA, Pittsburgh: TV show being

iﬂrpsburg. Pa: planned.

FRANKENMUTH, Ruthrauff & Ryan 15-minute music shows, three times weekly over WWJ-TV._Delroii,

Frankenmuth, Mich. and outlets in three other cities. Ten stations used fo carry 98

_ ~ radio announcements per week, 4 Pl

GENESEE, Rogers & Porter "Broadway Open House" [TV) on WHAM-TV, Rochester, WNBF-

Rochester, N. Y. TV, Binghamton, and WSYR-TV, Syracuse. Ziv's "Bold Yenture"
in nine cities; baseball and basketball broadcasts over WRNY,

. ] Ro__c_hesier._
GLOBE, Joseph Katz Ziv's "Bold Venture," five cities; Bill Dyer, sports show, WWIN,
Baltimore Baltimore.
GLUEK, Vance Pidgeon & Assoc, "Le_i's_Ge_f—Tcgﬁher,_" quiz show WCCO nightly; programs over
Minneapolis five stations.
EOEBEL, Brooke, Smith, French & Dorrance Detroit Tigers, _WJBK and 45 AM siaﬁon_s, pius WWJ-TV,
etroit
Russell, Harris & Wood “Jerry Colonna Show,” KGO-TY, San Francisco, and KECA-TV,
e 3 y ; Los Angeles. A
GRIESEDIECK, Ruthrauff & Ryan St. Louis Cardinal games over WIL and 39 station network,
St. Louis




miale audience they are attracting with
athletic contests as a real market too.

At the other extreme is the beliel
that women should he an important
target for heer promotion. Aud here’s
where you get into davtime radio for
brewers. One man on the firing line,
Harold F. Walker of WDIA. Memphis,
puts it this way:

*The most significant thing that has
developed out of the last two vears
is the complete change in attitude of
breweries toward davtime hours for
radio advertising.  Prior to two years
ago, morning. noon. and afternoon
time couldn’t be given away Lo a brew-
ery. Today breweries and their agen-
cies are buying davtime radio adver-

tising without the shightest hesitation.
The factor responsible is the rather
sudden  realization that it is Mrs.
Housewife who is the real volume huy-
er of beer. as with any other grocery
commodity.”

Walker gets support in this daytime
thinking from one survey showing thal
57% of all women said they hought
a specifie brand because they preferred
it themselyes.

Although  the
picture is dominated in almost every
area by such brewers as I'. Ballantine
& Sons, I'&M. Schaefer Brewing Comn-
pany, the
ing Company, Goebel Brewing Com-

( Please turn to page T1)

sports  broadeasting

Griesedicck  Bros. DBrew-

3 Big Time JAX Radio = =

—they'ra all saying
"Hello. mellow JAX. P

you're the beer for me!”

o millions every weok | e

Give Your

TASTE a /

{ CARLING'S 7
change of.,_l.“H“ _,/.,H/ f‘f‘ |
PACE with\_ /" ALE

. ; it
as aovernisen over starion WOLF

“SPORTS SPECIAL" 7.00 p. m. pany

A\

"
~ ' dernie - an

Most beer advertisers merchandise programs at point-of-sale

ADVERTISER |

THEO. HAMM,
St. Paul

AGENCY

Campbell-Mithun

r PROGRAMS (data on announcements included where available)

Ziv's "Bold VYenture," in nine cities; Edward R, Murrow newscast

over 34 stations; games in six minor league cities over radio, and

PETER HAND, - BBDO
Chicago

CHRISTIAN HEURICH, @ Henry J. Kaufman

Washington
KRUEGER,
Hewark®
LEISY,
Clavlendtr -
LOS ANGELES BREW.,

Los Angeles

LIEBMANN,

New York

LUCKY LAGER,

San Francisco

Geyer, Nawell & Ganger
“McCann-Erickson
Lockwood-Shackelford
Foote, Cone & Belding

McCann-Erickson

MILLER,

Milwaukee

Mathisson and Associates

telecasts of games in Minneapolis.

"Pantomime Quiz,"" WENR-TV,

Washington Senators ball g.a;nes over WWDC and WTTG (TV).

Mutual co-op "Full-foﬁ L.cwi.s";.lo-cal. news_s'l'-lows-. Laraine Day in

pre-Giant-game series over WPIX (TV).

KFI-TV,

[ “East Side Theater,” ﬁighily film show, five times weekly over

175 announcements per week on seven radic stations and TV an-

nouncements nightly on N. Y. stations. Air campaign stepped up
during Miss Rheingold contest. Tex & Jinx, WNBC, twice a week.

"Dance Time," seven nights per week, KGO, San Francisco.

_;'Hi:;h Life Ftta\rue.T ABC: Milwsukee Brewer baseball, WEMP;

Green Bay Packer games over 35 to 40 stations; N. Y. Giant foot-
ball over WMGM, N. Y., and 35 stations; musical-variety show
Sunday nights, WTMJ-TV, Milwaukee.

NATIONAL, = '

Baltimore

Owen & Chappell

NARRAGANSETT,

Providence

PABST,

Chicale,
PFEIFFER,

Dot s "o e
PIEL BROS.,

New York -

REGAL AMBER,

San Francisco

Maxon

JACOB RUPPERT, I Gaw
New York
SCHAEFER, 8BDO
MNew York

Standish

Warwick & Legler

Kenyon & Eckhardit

Abbot & Kimball

Bailey Goss' "MNational Sports Parade,’ WBAL; wrestling over
WTOP-TV, Washington,
match film carried in four other cities.

and WMAR-TY, Baltimore;

wrestling

six cities,

Boston Red Sox games over WHDH and a network of stations.

San Francisco Seals ball games_a\rer KSFO.

~ "MLife o_f_Ri_l-e?,'T ﬁBC: boxing maiche?CBS and CBS-TV m:el-ly.
Ziv's "Bold Venture" in 32 ciﬁe_s:."ﬁro;crr—a} Open House" (TV)

Announcements on radio carried in__Z;}‘_-E;iern markets runnin;
from six to 38 times a week. TV schedule also used.

'____"'._Broadwav Open House" (TV) three cities, "Zeke Manners,”

WJZ-TV, and "Kitchen Kapers," WJZ-TV; 150 announcements per

week on 10 radio stations. i i
Brooklyn Dodger games on WMGM and WOR-TY; sports shows

over: WRGB, Schenectady; WSYR, Syracuse; WNHC.TV, New

ADAM SCHEIDT,

Morristown, Pa.

T Ward Whaalock

Haven; WB_Z-TV. Boston.

"Cafe Prior," WFIL-TV, Philadelphi_a: nightly d.j. program over

WEIL; wresiling, WFIL-TV, weekly; George Walsh, sports, WFIL-

TV: weeki!_&q;in_g‘_ WITTG, Washington.

SCHLITZ, _f;:ung & Rubicam "Halls of Ivy," NBC, and "'Pulitzer Prize Playhouse," ABC-TV.
Milwaukee e s
STANDARD, Hart-Conway Cleveland Indian games over WERE, plus local network,
Scranton s L

STEGCMAIER, Crolly Advertising I Ziv's "Bold Venture," 25 cifies. -

Wilkes-Barre, Pa.




RKO chooses mnajor centers of
population likc those shown below

WCBS, New York
WCFL, Chicago
KNX, Chicago
WIBK, Detroit
KNBC, San Francisco
WBZ, Boston
WHIO, Dayton
WGCAR, Cleveland

WEFBR, Baltimore
WRNL, Richmond
WBT, Charlotte
WGST, Atlanta

WWDC, Washington,

How RKO stops hox-office sae

S600.000 spot radio c¢o-op budget of RKO and loeal
theatres drives fans back to movie palaces

At first blush, the idea of a
movie company  advertising
: its films on radio and TV
sceunds like a bizarre twist on the dog
Licking the hand that bites it. Yet the
rotion isn'l as strange as il seeins.

True. the motion picture industry
has always regarded radio coolly as a
rival entertainment medium. and. more
recently, TV as a threat to ils very ex-
istence.  But Hollvwood 1= first and
foremost a business institution. It has
not allowed its competitive resentment
to blind its recognition of broadeasting
us a potent advertising medium,

Consequently, while radio and TV
programs are keeping their enstomers
i the home. Hollvwood™s top movie
companics will spend inereased cash
this vear on spot radio/TV commer-
cials 1o draw those same customers ont

of the honte.  An ironical sitnation.

perhaps: but certainly an intrigning

Action scenes snipped from RKO movie trailers serve a5 TY commercials e,
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 are typical outlets
in first-run cities

VZ, New Haven

K, St. Louis

AM, Rochester

YR, Syracuse

L, Philadelphia

AG, Worcester, Mass
CO, Minneapolis

N, Portland, Ore.

0, Des Moines

W, Omaha

PA, Spartanburg, S. C

/, Pittsburgh
"L, Houston
L, Denver

Spot radio commercials place
stress on adjectives, horror, sex

MAN: (VOICE LIKE WALTER WINCHELL)
It's Raw Meat ! Edge of Doom is Raw Meat !

1ST ANNOUNCER :

Yes, that's what Walter Winchell says about the
new Samuel Goldwyn motion picture, Edge of Doom

—which opens at the Astor Theatre August 3rd!

2ND ANNOUNCER:

You will be shaken, stirred, shocked,
stunned, staggered, startled by
+++ (ECHO MIKE)...Edge of Doom!

1ST ANNOUNCER:

No wonder Walter Winchell says:

2ND ANNOUNCER:

Edge of Doom is Raw Meat !

1ST ANNOUNCER :

And Tex and Jinx—radio's most
famous husband-and-wife team—say:
Samuel Goldwyn deserves cheers
for showing the naked truth...

| LA

As a case history, let us consider
RKO Radio Pictures. Ine. It is a me-
diunysized movie company, ranking
about fifth in the multi-million-dollar
movie hierarchy. (It is superseded in
size by Metro-Goldwyn-Mayer. Para-
mount, 20th-Century Fox, and Warner
Drothers.] This year. RKO will coop-
erate with first-run movie houses in
spending about $600.000 for announce-
ments and participations in over 50
cities—about 95% of the budget de-
voted to radio, 55 to TV. Quite apart
from this sum, which is nsed to hally-
hoo premieres in the well known Hol-
Iywood razzamatazz style, some 500
exhibitors of RKO pictures will use
radio and TV exploitation at their own
evpense, without participation by the
releasing company. This individual atl-
vertising would probably bring the to-
tal broadeast expenditure to about
S800,000,

RKO’s broadecast advertising com-
pares handsomely with that being nsed
currently by other film companies.
Here's the line-up on a random hand-
iul of its competitors:

MGM (via Donahue & Coe. Ine.)
will spend an estimated $800.000 for
a 52-week schedule of radio announce-
ments over 100 stations in 50 cities.
The use of spot TV will be “spasmo-
dic,” Unlike other movie companies.
MCM .foots the entire bill and also
maintains the broadeast advertising on
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a regular, vear “round basis. Exhibi-
tors. however. also advertise on their
own, and currently are promoting over
the air Royal Wedding, Father's Lit-
tle Dividend. and Go For Brole.

Paramount (via Buchanan & Com-
pany | will cooperate with its exhibi-
tors in spending over 5200.000 for ra-
dio announcements in 30 cities over
50 stations. The exhibitors themselves
only use TV, and currently they arc
trumpeting on radio and TV the filins
Mating Season. The Lemon Drop Kid,
and At War With the Army.

United Artiste  (via J. Walter
Thompson. Buchanan & Company )
will  cooperate  with exhibitors in
:‘-]urmliﬂg over S000,000 to promote
some 30 films over 100 stations. large-
ly on radio announcements. United
Artists believes in broadeast tie-ins:
its Queen For A Day was hooplaed
over the Mutual show by the same
name, and it credits Kirk Dounglas™ per-
sonal appearances over TV programs
with being responsible for his initial
success in Champion. Currently. it is
promoting Cyrano De Bergerac over
the air.

Columbia (via Weiss & Geller. Tue.)
will  cooperate  with exhibitors  in
spending an estimated  $400.000  for
announcements in about 50 cities. the
lulk of it on radio. Exhibitors. too.
will promote films on their own ex-
pense. and the current films advertised

are Born Yesterday and | alentine.

The reason major film companies
are wsing broadeast advertising heav-
ily these l]ﬂ_\“ is fdil"}' obwious, They
hope their messages over the air will
stimulate  sagging  box-oflice  returns,
According to the Department of Com-
meree, the American movie induostry’s
aross  of  81.3860.000.000  in 1948
dropped to 31.342.000.000 i 1949,
The 1950 figures are not yel avail-
able; but with the infiltration of TV
and the rocketing of consumer prices.
there is no doubt that the Hollywood
tycoons have every right recently to
moan the box-office hlues. More than
that (as we shall see later), [[u*_\' are
l:;kiug urgmlizc{] sleps Lo pry Ameri-
cans out of the parlor and drive them
back into movie houses,

Unlike other film companies, RKO
has long recognized the value of radio
advertising as a magnetizer of the mov-
ic audience. In fact. as its name, RKO
Radio Pictures, suggests, it was the
first movie company to use radio as
an advertising mediun. Its broadcast
story dates back to 1929, when the Ra-
dio Corporation of America houghl
control of the Film Booking Office of
Amertea, Ine.—a film company thal
had gol its start by shipping movies
to mining camps and plantations
Africa. RCA then merged this film
production firm with the huge Keith-

( Please turn to page 52)
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cithern California Broadcasters Association

irranged oo oo

~Shall a station have both natio

weration with SPONSOR)

Unique Southern California

Broadeasters forum debates question. agrees

single station rate is best for all concerned

SPONSOR commends the Southern Cal-
ifornia Broadcasters Association, Inc.,
and its alert managing director, Rob-
ert J. McAndrews (above) for initiat-
ing forums on timely radio/TV problems.
It is hoped that other regional asso-
ciations within the industry will adopt
SPON-
SOR would like to hear from such

similar reund-table discussions.

service-minded groups and expects to

reprint those discussions that are of

interest  te  broadcast  advertisers.
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m Why should radio stations
= offer local advertisers lower
rates than those demanded of national

advertisers?

Is mot the double-rate-card system

equivalent to slashing prices, and there-

fore a bargain-basement practice harm-
ful to the broadeast industry at large?

These questions have been raised fre-
quently in the past i-_\' national adver-
tisers. But only recently, with talk of
lll'i('l‘ wars between the networks and
their adopttion of reduced rates. has
the controversy taken on fresh signifi-
cance,

In ;_-vnt-ml. the illlhlhll‘_\ has n|1im_-:'d
the double rate standard. The Sales
Managers Committee of the National
Assoctation of Radio and Television
Broadeasters has filed a resolution con-
demming the use of special rates for lo-
cal advertisers, And the same stand
hias been taken by Frederic R Gamble,
president of the American Association
of Advertising Agencies. In a recent
speech before British admen in Lon-
don. Gamble likened the station oper-
ator who offers a cheap, non-comniis-
stonable rate to local advertisers with

Moderator Kevin Sweene

Ray Gage, Ad Agency

the automobile manufacturer who sells
4 consumer a ear at a wholesale price
minus the retail dealer’s profit. Such
a system, charged Gamble. is harmful
to the whole broadeast structure.

The entire matter of national-versus-
local station rates was threshed out re-
cently in a unique round-table forum
conducted by the alert. active South-
ern California Broadcasters Associa-
tion. Inc. The Association, which has
55 radio and TV station members in
the region. held its panel discussion at
one of its regular luncheons,

In the words of Robert J. McAn-

drews, the Association’s managing di-

tector: “Executives visiting our meet-
ings have said time and agam that they
wish there were more such groups—
meeting in a friendly social atmosphere
to discuss the many problems which
are always in the lap of the industry.”

sponsok  adds “amen” to MeAn-
drews’ suggestion, and hopes that oth- '
er broadeast associations will dupheate

SPONSOR




arl Tester, Ad Agency Head

Graham Moore, KCBQ Manager

i local rate cards’

ihn Vrba, KTTV Promotion Man

o

Southern California’s forums.

Moreover. sPoNsOR feels that the As-
sociation’s panel on the national-local
rate question is so timely and pertinent
to broadcast advertisers, that the
group’s discussion is herewith repro-
duced.

Acting as Kevin
Sweeney, general sales manager of
KFI and KFI-TV. Los Angeles. Other
participants in the discussion includ-
ed advertising agency executives, radio
and TV station operators, station sales
representatives, and a legal counselor.

Sweeney: “I know it's always a
temptation for a station to institule a
lower local rate. The station operator
thus hopes to woo local retailers who
have been accustomed to that discount
through long-established
practice. Yet it isn’t as simple as it
sounds. A recent mail survey of tyvpi-
cal two-rate stations indicates that Il!l‘)'

moderator was

newspaper

have even more complex problems af-
ter installing the two-rate systen, Now,
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Robert Myers, Legal Counsel

ict’s first hear from an ad agency man,
Mr. Tester—"

Carl K. Tester. president. Philip J.
Meany Agency. and vice chairman, Pa-
cific Council of the 4A’s: “As vou
know, local station rates are generally

non-commissionable  to
agencies,

advertising
As a result. this practice
tends to undermine the whole agency
structure which. over many years, has
been built to give all media not only
more advertising. but better advertis-
ing. at no creative effort to themselves,
“I firmly believe that stations should
offer all advertisers one rate. Why? If
for no other reason than to preserve
advertising agencies. who, after all.
function as station salesmen. It's for
this identical reason that an autome-
bile manufacturer charges one rate.
even to a factory purchaser, in order
to preserve his dealer system.”
Sweeney: “I'm pleased to say that
my own station. KFL. like all Los An-
geles Metropolitan Area radio stations.

Harry Butcher, President KIST

But let's hear from
a station that has adopted the two-rate
system. Mr. Moore, why did vour sta-
tion enter the two-rate field?”
Graham Moore, comumercial mana-
ger. KCBQ. San Diego: “Actually,
KCBQ believes in one rate and started
life that way in 1946. But two vears
later, we had to give it up. because of
competitive pressure from all other

has but one rate.

stattons i town, who used two rates.”

.'5!1'(‘('!1(‘_\': “Mr. _\'{-\\'kirk. 1[11 You
think
most stations to go on the double-rate
standard?”

Fan Newkirk. co-owner. KRNO, San
Most two-rate
stations are in competitive markets.
KVOE and KCM]J are the only non-
Los Angeles members of our Associa-
tion that rate.  And
tlu-l\‘l'l- both in non-competitive con-

competitive pressure compels

Bernardino: ~“Yes. I do.
report a single
munities.”
Sweeney: “Thank vou. Mr. Newkirk.
{ Please turn to page 60)
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COMEDIANS MARTIN & LEWIS TRADED BENRUS COMMERCIALS TALENT FEE FOR FREE PLUG OF MOVIE "AT WAR WITH THE ARMY"

Todav’s top commercals: spot TV

Technigues range from use of live endorsements to

PART FOUR

animated strip=teasing™ cigars. singing bhears OF A FOUR.PART SERIES

Television is ll'-]mn-ihh- for
Tv one of the most pronnsing

partierships ever formed in
the history of <alesmanship  that of
the film expert and  the :h|\l‘l'l:.-i|1}.'
man.

Some of the vesulis are already ap-
parent inenthustastic viewer aceepl-
anee and risine sales enpves, So onuch
o that few wational spot TV advyer-
tigers who can afford ot fail 1o put their

38

sales miessages on film. Besides having
the advantage of permanence, a filin
commercial can use every carefully
learned device of movie technicians
for selling impact rather than enter
tainment alone,

o this last artiele of a four-part se.
vies, spossor reveals the resulis of s
mflormal survey to discover spot TV«
onlstanding commercials,  The selee-
tions of it panel are a tribnte equally

to the sales savvy of advertising men
and the movie know-how of film pro-
ducers. Each is an indispensable hall
of the partuership in produecing com-
mereials which have entertainment ap-
peal as well as all-important sale ini-
Jrct.

A randomly-seleeted panel of agency
account executives, TV eopywrilers,
agency film producers. TV directors,

(Please turn to page 6h)
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Birds Eye Frosted Foods Young & Rubicam

Series of 15 film commercials were made by Audio Productions. under Young §
Rubicam supervision, for General Foods.  Engaging trio of animated moppets
are trademark for Birds Eye in 10 markets, also spark hillboard. magazine. news.
paper promotions. Window shade gimmick has been changed in a new series
made by Ted Nemeth Studios, released 1 March. Series also appears as a hitch-
hike on network TV's The Goldberg’s. “Better Buy Birds Eye.” is key refrain.

Ballantine Beer & Ale J, Walter Thompson

J. Walter Thompson's copywriters delve into history and legend for their clever
jingles around which a dozen animated commercials are built. Yankee Doadle
Old King Cole. Robinson Crusoe, Cleopatra, and others romp across TV screen
between innings at baschall games and at wrestling matches. Ballantine spousors
New York Yankee games daytime and some night games of the Boston
Braves. and half the Phillies and Athletics games. Car cards use same theme,

Oldsmohile Cars D. P. Brother

The Jerry Fairbanks organization turned out most of the 26 commerciale sched-
uled on spot TV for Oldsmobile by their ageney, D. P, Brother & Co, in Detroit.
Oldsimobile’s ambitious 38-station spot lineup was dropped to a modest 10, after
their network show with Sam Levenson goi rolling.  Key ingredients in the
Olds 50-sccond spot commercials are the famous “Merrie Oldsmobile™ tune and
rocket gimmick. With dropping of Levenson, spot TV may get big use again.

Muriel Cigars Lennen & Mitchell

Agency Lennen & Mitchell and film studio Shamus Culhane collaborated on a
pair of animated commercials for this I'. Lorillard Co. product. Expensive (the
first cost over £5.000), they were made by photographing photostats in the firsi
film. still pictures in the second. Over 800 photostats had to be cut up and
matched for the first. 1.800 for the second. Ray VirDen, Lennen & Mitchell
president. supplied the strip-tease idea. Clever lyvries help complete effeet

Tender Leaf Tea Compton

Entertaining polar hears do a wasteful, yet strong-selling job for Tender Leal Tea.
Shamus Culhane Studios made film for Compton Advertising for only 51,600,
A 20-second commercial. it's especially designed to promote iced tea. Notable
for the leisurely pace of its dialogue, the film manages to get in all i< sales
points.  Appetite-appeal ending shows ierd tea glass and Tender Leaf package

surronnded by icicles. Humor is heigliened (right) by trav-bearing  fi=h




AP newscasts sold out consistertly.”

t few years we've repeated anded our
chedule to make room for sers who

n for nothing but newscasts. We leel [hat every
n use AP news to make its cash register jingle.

P service has always been a gold mine

FRANK C. McINTYRE, General Manager
KLIX, Twin Falls, Idaho

kb

AP NE

always a gola

“Sponsors depend on AP newscasts
to keep their sales volume up.”

Changes seem to be coming a mile a minute these days,
but there’s one thing we here at WRAK have learned to
count on, There is no question of any change in the sales
picture as far as AP news is concerned. For sure-fire sales
and constant audience retention, you have to hand it
o AP news!”

GEORGE E. JOY, General Manager
WRAK, Williamsport, Pa.

'_edsofthecountry’sﬁneststationsannouncewithpride... “THIS STATION IS A MEMBER 0



Associated Press...constantly on the job with

e 3 news report of 1,000,000 words every 24
hours!

of 350000 miles in U.S.

e |eased news wir

alone!
e exclusive state-by-state news circuits!
e 100 news bureaus in the U.S.!
e offices throughout the world!

o staff of 7200 augmented by member stations
and newspapers...more than 100,000 men
and women contributing daily!

Yes! AP news means “pay-off-prospecting”
for Broadcasters . .. Sponsors . .. Adver-
tising Agencies. The largest service of its
kind, AP builds peak listenership for you
through dependable, speedy coverage of
the news. Faithful audiences rely on AP. ..
BUY the products linked with its stamp
of repute.

Station Managers...for more case
histories and information on how you can
join The Associated Press, WRITE

RADIO DIVISION

THE ASSOCIATED PRESS

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




PACKAGED NLOWERS

E—

WOMEN'S SHOES |

“PONSOR: Berthold Grie<liv. In AGENCY : Direct
CAPSL] Ty JI=TORY | “-'l'(! ."‘IIII'L\'. U
proximite O0. sncrke sale florist’s first
Tl 1 esult husiness 1 ong
andl | pr wons. On St 1al-

firm pacl d 2000 boxes of
or alds. thanks to
\ ru:fr‘af r‘HHt‘ \p!J'Il:"

ubnd ) were available.

R AN The Bob Reed Show

AGENCY: Lane ‘

CAPSULE CASE HISTORY : These New York shoe shops
offered a pair of bedroom slippers in exchange for a sales u
slip from one of their stores. The offer was made twice
on the Jack Figen Show, Ansonia's 15-minute gossip.
guest. and d.j. program. The show. costing about S800).
brought in 793 individval requests. 157 of them in a
single day. The returns represented retail sales of ap-
proximately S10.000. or about 312 for each sale.

SPONSOR: Ansonia Deluxe Shops. Ine.

WABD, New York PROGRAM: Jack Figen Show

CIGARETTES

SPONSOR: Taylor Drug Stores AGENCY : Direct

CAPSULE CASE NISTORY : As a test. Taylor Drug
Stores made a premium offer tiwice on their ee Wee
KNing Show. The offer: a “Willie and Millie” Kool pen-
guin salt and pepper shaker for 25¢ and two Kool wrap-
pers. The two mentions on the Thursday night half-hour
show (S160) browght 2.533 requests. The sponsor and
Brown N Williamson were delighted. The casual offer
pulled 5000 wrappers [rom viewers and S633.25,

WAVETY, Louisville PROGRAM: Pee Wee King Show

PLASTIC HARMONICAS

CLEANING SERVICE

SPONSOR: Radio Offer Co, \GENCY: Huber Hoge

CAPSULE CASE MISTORY : The lay Turner (.\umpmi_l
started  selling  hurmonicas on the Suwnday edition of
Junior Frolics, Live announcements for a 31,00 plastie
harmonica complete with an instruction book were alter-
nated on the Frolies and the WATI Alternoon Western
Feature.  Within four weeks, after an expenditure of
S1.080. the Jay Turner Company received 9800 orders
_,‘.ur a sales Kross ”."‘ SU800,

AGENCY: Direct

SPONSOR: Arrow Cleaners, Inc,

CAPSULE CASE MISTORY:  This advertiser. offering a
dry cleaning service. advertises only on TV, using WTV]
in Miami. The president of the concern says: “Our fond-
est hope upon entering TV was to fill our plant to near
capacity within a vear.” Using participations on an af-
ternoon and evening show, Arrow has filled their plant
to overflowing capacity in less than four months at a
cost of slightly over $100 weekly,

WTN I, Miami PROGRAM: Alee Gibson Show:

WATY, Newark PROGRAM: Junior Frolies: : JEER !
Afternoon Western Feature Shopper’s Guide
DRIED MILK PRODUCT HELP WANTED |

SPONSOR: Jarrell’s AGENCY : Diveet

CAPSLLE CASE THSTORY - Before TV . the \Irmnmf'\
.u-lxr-‘.f'rfh'f'-'n":_' dry milk Imrlrfmf r-:r_lr'rnrn" _::um}' distribution
andd whealthy volume of husiness tn North Georeia, Noww.
larrell's pacticipates. Vonday to Feiday, on a eooling

hare awith their produet wsed in the preparation of vad-
IS reetp Woithin the past momh. on an approvunale

ttivn, sales hare been .’h'!fl'lf!l{'nllf'.'f 1O trmmes

SPONSOR: Cadillae Tank Plant AGENCY : Direct

CAPSULE CASE HISTORY: Cleveland Cadillac  Tank
Plant sponsors a news and help-wanted program three
times weekly at 3180 per show. Cadillac felt the show
wonld sevve as an fmportant ad junct to their plant’s ex-
jrw.'i\!'ufr Jprregrmn, '.J',J“. (hnf r'."r'!H'-HI'.{l.\ ~)'lllh‘ i’r'.w!f.-'r'r! i
OU ealls from job candidates within a half hour after the
telecast. and suceceding programs have had similar re-
silts. Due to the pur;_fr-:.'n'a SUCCeSS 1 attracting the kind

o Jrer sonnel ne eded. set eral _h!.m.~ ot have stnitlar shows.

WAEL. Clevelaml PROGRANM: Babh Rowley with the News

|

{



Channel 4 2 //

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 1295, 1950 compared
with 1940. (U. S. Census figures) IV B C

Show your product, tell your sales story in a BUYING MARKET., TV-Affiliare
Let WGAL-TV put climb in your sales curve.

A Steinman Station

Cloir R. McCollough, Pres.

Represented by

ROBERT MEEKER ASSOCIATES . Chicago + San Francisco + New York + Los Angeles
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THE BIGGEST NEWS OF ALL IS THIS: THESAURUS i= vour key to time
charges plus talent fees! You will profit from this library service innovation,
newly developed by the "new era™ in THESAURUS.

SELL TO SPONSORS with

... YOUR big-name show

..« YOUR hard-hitting. .-i|m||.-'nr-r-l°“i|1;_‘_ hrochnre

... YOUR complete audience-building promotion kit

<« . YOUR eonvineing sales-clinching andition dise

SELL FOR SPONSORS
- YOUR SPONSOR gets product identification at beginning and end of every

program: voice tracks open and close cach show and introduce featured artisis,
.+« YOUR SPONSOR’s three full-length conmmereials are more effective heeanse
featired artists introduee the local announcer on cach broadeast.

<o YOUR SPONSOR™s show and product are promoted with pre-hroadeast and

“onethe-air™ station hreaks by the stars of T Hot e or Cuarw,

@) recorded program services

HADBIO COHRPMORATION OF AMERICA Wy Vet mvisms
G0 Fiftle Avenne, Nesw York 200 5N Y, I dson 225011
Chicago Flodly wood Vlanita Dallas




) time charges
plus talent fees...

=~

A time-tested half-hour prestige show! Among the many sales-producing,
money-making “New Era” THESAURUS shows:

That’s right . . . one of America’s top-notch

radio shows is now available for inmnediate The Wayne King Serenade
sponsorship. Another big-name feature of Musie By Roth

the audience-building. money-making “new Fran Warren Sings

era” in THESAURUS. Tue Houvr or The Tex Beneke Show
CuarM 15 an all-time musical favorite. be- The Singing Amerieans
cause its brand of entertainment appeals to Here's June Christy

every member of the family. You and vour
sponsors can each eash in on this sales-

woduee proeram today!
I g prog )




The

picked panel
answers

Vir. Rosenfield

The tremd o buy-
ing radio by re-
gional spot is
radio’s rvellection
of the trend to
local and region-
al merchandising
by the manufac-
turers or packag-
ers. In times of
stress. the seller
and

Mr. Venard

of goods,
therefore, the advertising department,
st look to the ||rn|'i|:|]|l|' regions for
a concentration of selling efforts,

Spot and regional network, which is
concentration of effort, helps solve the
problem.  Large national advertisers
for vears have built their sales organi-
zations regionally. Today these region-
al and district sales managers report
1o the home ofice what radio they
wunt—and when they are producers,
the national oflice sees that the request
is granted. America has grown too hig
for push button  aperation witness
the mereasing numiber of regional of-
fice= in all national corporations. These
regional sales managers, with loeal he-
liefs and local roots, exert great au-
thority, and influence on advertising
selections. 11 they are pleased, they
pass the enthusiasi on to the men in
their regional jurisdiction.

Thus the Lop level of the client’s
liome ollice has hecome “regional” and
The intensified at-
tention by the client to n»;_'iun:a and

“local™ eonseions,

certain markets divects the advertising

llr'.l.1 wav.

46

e S pomsor agks...

What influcnces are ereating the tendency to buy

radio regularly?

A. B. Rosenfield

National networks themselves stress
such as the West Coast, Don
the Yankee network, or the
Texas Lone Star chain, or New Eng-

regrons

I.('I" 0

land regional network, merely compete
with sections of larger Zroups. How-
ever, because in many instances the
regional network combines afiliates of
ALL the major networks they have dis-
tinet advantages,

Regional and spot radio users have
localized  merchandising  support in
markel used.  Sixteen stations
will deliver sixteen local merchandising

eVEery

strengths, A national program cannol
deliver this important local prop—and
lacks local authority.

Few national advertisers market all
their products in all sections, Regional
spot enables them to support one brand
in one arca, others in other territory—
with no weakness in any sections,

National networks, in selling against
cach other. frequently point out that
there are weak spols in the competitive
network coverage. Regional and spot
placements correet these weaknesses,

National advertisers pay in-
creasing atlention Lo regional and spot
placements beecause of the dominance
of local brands built that way, Re-
gional sales managers keenly feel this
competition—and demand  sales 1ools

EI]M:

equally as convincing.  Anyone who
has heard a stoical food chain store
buyer ask a general magazive mer-
chandising man, “But how many =ub-
seribers do you have in MY town?”
knows this. The local merchandise out-
lets know that local radio sells.

All consumer selling is local in the
final analysis. and AM radio is the low-
esl cost regional or local medinm. A
I5aminute dayviime program on 16 o
more outlets costs much less than a
500-hine display advertisement in 16

Advertising director
The Welch Grape Juice Company
New York

newspapers.

Many other factors stress regional
spot radio buvs. Not the least of these
is the growth of TV, with its concen-
tration in relatively few markets and
scetions. Radio is used to supplement
TV in the great non-TV areas. This is
particularly true of advertisers who
leave print for the first time.

To summarize. the buving of spot
radio regionally follows a trend of to-
day’s competitive merchandising struc-
ture: spot radio enables any advertis-
e1 to meel special problems in special
arcas: and where other media either
cannol reach the consumer. or do
reach the consumer but at higher cost,
provides local “sell”™ profitably.

Lrovp GEORGE VENARD
Iice President
The O. L, Taylor Company

New York

There can be two
explanations  for
this. One, com-
panies with na-
tional  distribu-
lion are using
radio to fll in
where they can-
not  buy televi-
sion coverage for
their  products,
With TV cover-
ing only 63 markets with 107 stations
there are big gaps in air coverage that
must be flled by other media includ-
ing radio.

The sccond possibility. in my opin-

Mr. Case

ion, may be that radio timebuyers are
beginniug to feel TV has cut into radio
time values =0 heavily that readjusi-
ments in radio time rates arve called
for, This vegional buying may be test-
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ill;_f Lo iIM‘t'l'lil}ll \\Il(‘t]ll‘l or not rado SPON SORS GET

ts still pulling in areas covered by TV, W

The new study by the Association of \
National Advertisers  purporting to “PROMOTION pzay”
show that television has cul evening

radio time values up to 607 in some
cities would tend 1o confirm this latter

VIew.

WinsLow H. Case

Nentor Viee President
Campbell-Ewald Company
New York

Advertisers  now
with  five post-
war years hehind
them have had
{lln{l]t’ npporlu-
nily to carefully

analyze their

* Announcements Scheduled
distribution  and ]
sales, Many prod- On A Regular Basis To
ucts which seem- Promote Your Program

Mr. DePierro '”f“_'l-‘ ARjCRE k0
enjoy  complete-
Iy national distribution. often pos-

sess individual distribution amd sales
patterns. These distribution and sales
problems, together with varying con-
ditions  existing  between  markels.
strong loeal competition  often  evi-
dent in one region but lacking in
another, sometinies make it diflicult
to preseribe a national radio formula
which can meet all the varying market
situations in all regions successfully,
Radio advertisers have also found that
listener program preferences vary re-
gionally.

The progress of television. with its
prime emphasis on major markels, is
also, in my estimation, causing adver-
tisers to take a new viewpoint on nel-
work radio. With 55.2% of the homes
in New York; 50.3% in Chicago:
54.3% in Los Angeles: 4627 in De-

troit: 58.7% in Philadelphia, ete.. pos- ® During every broadcast day, WDSU schedules promo-
sessing TV sets. and with evening ra- tion announcements to increase the audience of its
dio listenership in TV homes reporled sponsored programs. Many spots fall within the hours

to be dropping as much as 557 . it is | when WDSU’s listening audience is greatest. Another
understandable why advertisers are | powerful Promotion “Plus” for our sponsors!
prompted to take a fresh look al na-
tional network radio.

The present TV station pattern. with | NO OTHER NEW ORLEANS STATION OFFERS
its strong concentration along the At- | sSo MUCH PROMOTION "PLUS" TO SPONSORS!
lantic seaboard and East North Cen- .

tral states, and its limited coverage in
some primary and secondary markets
of the East South Central. West North
Central, West South Central. and |
Mountain states can also prompt a T\

e Write, Wire
or Phone Your
JOHN BLAIR Man!

advertiser and his agency to seek re-

gional radio assistance today.
(Please turn to page 73
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Martin Beck of the NY Katz
office proudiy points to the
newest Hooper that again gives
WGBS undisputed leadership
in the Miami market, day and
night. ""And WGBS has gained
more audience than any other
major station,” says Martin.

b From the desk

of MARTIN BECK:
Don Butler, WGBS morning man,
helds the all-time record as top
personality in Miami, radio.
heard him and he can sell any-
thing. Don's popularity is another
reason why WGBS leads all the

MIAMI

FLORIDA

RECORT TO SPONSORS for 23 April 1951
(Cou” inued from page 2)

postrone mushrooming of hundreds of stations,
but w111 still make it possible for several dozen
stat_-ons to take to air within year following
FCC decisiomn.

UNION BIG LOSER IN FM DEBACLE—International
Ladies Garme:-;t Workers leioxl';ntry into radio
is about to suffer another severe jolt with
closing of KFMV, Hollywood. WVUN, Chattanooga,
folded last month, leaving only WFDR, New York,
to carry on. Total losses are said to add up to
$1,000,000.

MOVIES WILL UP RADIO/TV ADVERTIS!NQ—Despite
FCC's recent slap at Hollywood moguls (urging
them to give TV their films and stars, or else)
major movie makers are turning the other cheek,
in effect. You can expect increases in radio/TIV
advertising by Hollywood this year. RKO, MGM,
United Artists are among firms which will hpyo
TV advertising before 1951 is over. (See story
page 34.) FCC Chairman Wayne Coy made an about-
face apology recently when he told Theatre Own-
ers of America FCC would not discriminate against
Hollywoodites applying for TV stations.

THAT DEPT. STORE TREND TO RADIO—J. L. Hudson
Co., leading Detroit department store, added
second program on WWJ, Detroit, last week, only
short time after NRDGA's Howard Abrahams stressed
value of radio for retail selling in two widely
quoted speeches. But Hudson's is no Johnny-
come-lately to radio. Firm has sponsored "Min-
ute Parade," 6-day musical clock, for 18 years.
It is oldest department store show in radio,
WWJ staff believes.

AD COUNCIL EFFORTS HITTING WWH_P;E——With
rising tempo of mobiiiza-;.i_on have come guick
succession of requests for help from Advertising
Council. Breaking currently via Sponsored pro-
grams and network announcements is campaign to
alert citizens on how to meet dangers of atemic
attack. Council, under chairmanship of Fairfax
M. Cone, chairman of board of Foote, Cone &
Belding, is preparing other campaigns to fight
inflation; recruit nurses; build huge blood bank
for nation} stimulate first aid programs.

SPONSOR




Hoo per
S}.larc

[

WHIM
Over at 240
|

NET. B
Out at—20.8

#
- ==--=18
S NET.C

Out a

_________

y r
| ‘
=5 i :H:MA ’ & NET.D
L = [ :-5 i i\ Out at — 4.5 |-
$ dﬂh
“HOOPER"*
February-March 1951 £ ) S
WHIM — 24.0
NET, Sta. A—33.8 IND. Sta. E—34
NET. Sta. B—20.8 IND. Sta. F—03
NET, Sta. C—12.9 IND. Sta. G—0.3
NET. Sta. b— 45 ; N\
“Share of Audience ‘ \ i
WellM
HEADLEY-REEP COMPANY ” I

NATIONAL REPRESENTATIVE




INE LOW
COMBINATION
RATE

KWFT

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
representalives.

Nationaol Representotives

JOHN BLAIR & CO.

This SPONSOR de;
broadcast advertisi
menfs of the ind "

nent features capsuled reports of
significance culled from all seg-
Contributions are weleomed.

Washington Stete radiomen spur airing of legal notices

A new hill <iencd oo law recenthy
by Washington's Governor Arthur B,
Langlic proves how well aware govern-
ment ollierals are of radio’s effective-
Hess,

.""'|-u||--ulrll by the W |-hiil'r'lnll Slate

L=sociation ol

Broadeasters, the law
permits local and state ollicials 1o use
raadio 1o bring legal notices before the
Previously.

attention ol the  pubili

KGY's Olsen (r] sees Gov. Langlie sign bill

only publication of such natices in
newspapers and nagazines was per-
mitted. However. the measure contains

a restriction that no official may men-
tion his name on such announcements
when he is a candidate for public of-
fice.  Announcements may be made
only by “duly employved personnel of
the station from which such broadeast

emanates,”

The bill also provides that announce-
et = ““l'll il“]_\ l'llnl;‘i.n l]l(‘ lilnl'_
place. and nature of the notice, elimi-
vating the necessity for reading the
\nd. under terms

of the measure. announcements will be

entire !1'}_’;!] nolice,

retained in station files for a period
of six months so that interested parties
may see both the announcement and
the full legal notice,

Spearhrading the Washington State
\=sociation of Broadeasters legislative
cffort to introduce this legislation were
Tom Olsen. owner-manager of KGY.
Olympra: Fred F. Chitty. KVAN, Van-
couver: Roger Jones. KVOS, Belling-
hamm: Elroy MeCaw, KELA, Centralia:
I J. Quilliam. KTBI, Tacoma: and
Bruce Bartlev, KBRO. Bremerton, *%*

Advertisers sponsor Indiana basketball on 18 stations

Indiana is a hothed of basketball
enthusiasm,  Knowing this, some 57

advertisers participated  recently 1o
bring the finals of the Indiana High
School Baskethall Tournament to thou-
With only 15.000

seats available, Indiana ||.m-|r.l"u|- de-

r-;.'!!llr- lli “un.-if'l',-.

pend upon radio 1o give them the play-
by-play making the games an ideal
sales vehicle for advertisers.

A total of 32 stations originated the
broadeast from Butler Fieldhouse. In-
dianapolis. with an additional 16 feed
stations. Wavne Cov. FCC chairman,
who witnessed preparation for the ra-
remarked  tha

knowledge 11 was the Targest and nios

t];ll COVEeTaQe, lo Ili‘

complete <aturation by radio of any
ey et ol i Li||||_ | LII-I\\ ol no --I|l|1
state that has a single event which s
overcd by anvwhiere near 32 stations

originating to say nothing of a cover-
age like 48 stations in the state.”

The 32 originating stations (in In-
diana unless otherwise specified) were
WCBC and WHBU (Anderson);
WBIW (Bedford) ;: WTOM and WTTS

(Bloomington) : WCSI (Columbus) ;

WTRC (Elkhart): WEOA. WGBFE.
and WJPS (Evansville)r: WKJG and
WOWO (Fr. Waynel: WWCA (Ga-

ry): WIND (Chicago, HL): WJOB
Hammond) : WFBM. WXLW, WIBC,
WIRE and WISIT  (Indianapolis) ;
““Jl IKIII\UIHHI: “\"\I\ :Il1l| “ BAA
(Lafavette); WSAL

| I.n;_‘;l!l.-pnlt JiE

WLBC (Muncie): WKBY  (Rich-
wond): WHOT and WSBT  (Souh
Bend): WBOW and WTHI (Terre
Hauter: WGRC  (Louisville, Ky.ig

* w K

and WCETW (New Castle).

SPONSOR




KWJJ interview-d.j. show
uses sponsor’s equipment

Ivery other Friday aflternoon crowds
jam up in front of and inside a Port-
land, Ore., phonograph and record
store to watch a remote broadeast. The
program, with its d.j.-interview format,
is not unusual but it does have a novel
selling idea. Sponsored by Webster-
Chicago Corporation. phonograph and
recorder equipment  firm, by their
Portland distributor. and by local deal-

In-store shows help sell for Webster-Chicago

ers, the show features Webster-Chicago
equipment in actual use on the air,

Before each three-and-a-half hour
show banners and large signs in the
store window plus advance advertising
and sandwich board promotion attract
the audience.

The remote, staffed and transmitted
by KWJJ. 10.000-watt Portland inde-
pendent. features d.j. Frank Cooley.
Format includes interviews with spec-
tators and store personnel. While Coo-
ley plays his records on Webster-Chi-
cago equipment, he casually points out
the merits of the sponsor’s equipment.
Singing comercials add to sales pitch.

Despite the success of the show.
Webster-Chicago and United Radio
Supply. the Portland distributor, are
reluctant to air the show more than
once every two weeks. United sales
manager Pat Reid says: “The eflec-
tiveness of the show is based on its
curiosity value which a weekly presen-
tation would kill.”

Dealers who have already partici-
pated are eager to participate again.
but the waiting list is long. * kX

Insurance announcements
on WPTR are (oo successful!

Roland Van Loan is an agent [or the
Federal Life and Casualty Company
of Troy, N. Y., who decided to put
some money out of his own pocket in-
to broadeast advertising.

23 APRIL 1951

cffort 1o insurance
leads, Van Loan bought two announce-
ments daily on the Dave Denney Bay
Voue Corral over WI'FR. Albany. And
the 10:00 a.m. to 12 noon show has
brought quick results.

In the past two mouths, Van Loan
has averaged 35 leads daily and he

In an secure

currently has more business than he
can handle,
air time to advertise for the job appli-
cants who can help him handle his in-
k ok h

Van Loan now uses his

creased business volume,

Brielly . . .

The 100.000th member of Kathn Nor-

ris’ viewing audience (WNDT's KNathi

Norris Show) recently placed an ordes

for a non-sponsored product through
Miss Norris. This pllllli:' service [ea-

NBC's Gaines, Kathi Norris, N.Y. mayor's wife

ture of the program is conducted at the
TV star’s expense.  James M. Gaines,
NBC vp. and Mrs. Vincent Impelliter
are shown congratulating Kathi.

* - -

WELAW. Lawrence, Mass., will be
represented by Weed & Company el-
fective 1 May. And. this 50,000 watt
ABC aflliate will also serve as that
network’s outlet in Boston effective 15
June replacing WCOP in Boston which
will becone an independent station,

WLAW's Pres. Rogers signs as Weed looks on

Effective NEW WAY to buy
Daytime Radio

WASHINGTON, D.C.
METROPOLITAN
NETWORE

Coverage:

For the first time in the history
of radio advertising, five stations
within one market offer their com-
bined audience—the second larg-
est in Metropolitan Washington—

as a unit buy . ..
Per Listener™

Met Net Advantages:

I. Complete dayvtime
and suburban areas,

At Lowest Cost

coverage of eentral
?. second }_lll,l_‘,fh‘-l‘ average tavtime audience
in Metropolitan Washinglon.

3. .“-ilrljl““:'rl }1!!_\?11:_:—.—:-5I.']liun coverare
with one order, one transeription, one in-
"l?i[.l'.

4 Spots may be Lought for the same time

i on each =tation, or staggered,

5. Low rates: Yo.min. or lime siznals,
$18.24; I-min., £22.80; 5-min. S36.18 (26
time). Complete card on request,

WARL
WBCC
WFAX

AM & FM. Arlington, Ya.
780 KC, 1000 W.

AM & FM. Bethesda, Md.
1120 KC, 250 W,

Falls Church, Ya.
1220 KC, 250 W,

Silver Spring, Md.
1050 KC, 1000 W,

WoAY
WPIK Alexandria, Ya.
730 KC, 1000 W.

Far proof, or complete detoails, write or phone
faek Koste, Indie Sales, Ine,, national reps
60 K. 42nd Nt., NY¥( M rrap MAll 2-4813; or
I. Dovwglas Fr cial Manager, Mun-
vey Bld ! . Washington, 1«
—STerling 1772

an, Comimer

o SR Y | |
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TADIO PLUGS MOVIES

nedy used 1 the radio audience

cheenly

fello! Hello

jro e

he RKO!

Orpheu ville house Is greeting this morning
Fhe resul lend—with To let the world knou
alking technique From Maine to alijornia and up to
I Hadio Keith Wontreal
Lorpor Down to dear New Orleans . . .
ite tl sientons lason, Wetll hear this an call-
lon  pictu I radio, RKO Hello! Hello! « RKO!
ol the 7 cennedy Show., a Although  thi- perimental  radio
hour prog NBC Oldtim-  <kow  promoted RRO's early talking
- at RKO still I the show’s theme  pictures, like Streer Cirl (starring Bet-
which n well have been one  tv Compton). Nio Hua, and others,
w first singing commercials: Ken-  its chief function was to serve as an

ef 1l

It's

"TELEWAYS™

for

SUCCESSFKFUL
Transeribed

Shows

Transcribed and ready to broadcast:
RIDERS OF THE PURFPLE SAGE

156 15-minute top western musical programs

THE FRANK PARKER SHOW
132 delightful 15-minute musical programs with the Modern-
aires, Bea Wain, Kay Lorraine, Dolores Gray, and Andre
Baruch as M .C,

TOM, DICK & HARRY

156 15-minute programs of music and chatter

MOON DREAMS

158 15-minute romantic musical programs

CHUCKWAGON JAMBOREE

131 15-minute programs of good western music

STRANGE WILLS

26 half-hour dramatic programs

DANGER, DOCTOR DANFIELD

26 half-hour exciting mysteries

BARNYARD JAMBOREE
52 half-hours of good hill-billy music

STRANGE ADVENTURE

260 S-minute stories of interesting adventure
OoR

Custom=built Transeribed Shows.
Spoet Announcements and Singing Jingles

For Free Auditions and Prices Write

TELEWAYS rosicr

PRODUCTIONS,
INC.
8949 Sunset Boulevard, Hollywood 46, Calif.
CRestview 67238 . BRadshaw 21447

I e e -

i=titutional advertisement of the name
RKO. The program was soon dropped
and it was only in 1940 that RKO be-
gan using radio extensively once more,
In that vear, sayvs S. Barret McCor-
mick. RKO’s national advertising di-
rector, who has been with the com-
pany 19 vears. “we recognized radio
a= a widely penetrating ballyhoo me-
dinm.”

The occasion for this 1910 radio

renaissance  was the exploitation of
RKO's film. Hitder's Children. The
movie was based on the book, *Educa-
tion for Death.” by Gregor Zeimer,
W hl' was a news L‘U:llllll'lllil!t)l’ on
WLW. Cincinnati. So. naturally, RKO
premiered the film in Cincinnati and
more than 30 cities in the WLW listen-
ing area. They bought day-and-night
announcements on WLW. with Zeimer
himsell delivering the sales messages.
The results. according to McCormick.
were so terrifically successful.” thal
RKO used the same formula through-
out the country. A saturation radio
commercial eampaign was emploved
over the Yankee Network in New Eng.
Land. over a regional network in Texas,
the Don Lee Pacifie Coast Network and
vther nets and powerful stations. Al-
together, the radio campaign lasted
three months, and the film did record
business at the box offices.

Just as Hitler's Children was a docu-
mentary against Naziism., so RKO's
itehind The Rising Sun was a docu-
mentary against Japanese tyranny.
Consequently, RKO used the same
broadeast ballyhoo technique to pro-
mote it. James Young. the Tokyo cor-
vespondent who had written the origi-
nal book, conducted a 15-week tour,

| and both he and the film were extolled
on radio over the various regional net-
works.

Since then, RKO has used spot ra-
dio l‘llllﬁi:‘tf'llll‘\'. and. as MecCormick
savs, “other film companies also took
up area promotion over radio follow-
ing our success.”  Radio, says,
helped holster the box-office sales of
such RKO filns as Mighty Joe Young,
the gorilla picture. and Snow White,
which RKO distributed for Walt Dis-

i ney,
T 1916, as an experiment. reminis-
cenl of its Tom Kennedy Show, RKO
sponsored a 15-minute. five-day-a-week
daytime program, Hollywood  Star
Time, on ABC. The show originated
from RKOs commissary in Holly-
wood, complete with an orchestra. m.c..

he

and singers. and the stars were inter-

SPONSOR




leads by 35%*

over Houston’s

second station

e ~ ‘.1‘\‘
h e ™

E———

FIRST in Mornings
FIRST in Afternoons

FIRST in Evenings

* In Total Rated Periods
Hooper Radio Index

Januvary-February, 1951

: ' 950 KILOCYCLES - 5000 WATTS
NBC and TQN on the Gulf Coast
' JACK HARRIS, General Manager
Represented Nationally by

HOUSTON EDWARD PETRY & CO.

A-2-51
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WINS and WMGAIL
5 7 3. Time availability—since an RKO
premiere is heralded in a city by con-

» p
1 tinuous announcements seven davs be-
t’:zed | fore the opening. he must work well
ar ! m advance to gel the time ay ;li|:l]ii|iliv-
i'este " demanded.  “Actually,” Holt says,
A
proved

“we're selling a perishable produel,
I'rue. the second-and-third-run houses
sel advantage of the pre-premiere ra-
dio advertising. But the first-run ex-
Libitor. who wusually pays his 5077
costs. wanls to draw the crowds dur-
ing that important first or second
week.”

How RKO’s timebuying formula op-

erates is reflected in this listing of sta-

tions used during a three-day period
i : last January for the premiere of I'en-
23 years of service and smart programming have made and detta. in four different tegions:
In Denver. Colo., five announce-
ments, KFEL: three. KLZ: nine,
KMYR: three. KOA: nine, KTLN: six.
KVOD: in New Haven. Conn.. seven
on WAVZ: six. WELI: 18. WNHC: in
Washington, D, C.. four on WMAL:
10, WOL: fivee. WRC: five. WTOP:
nine. WWDC: and in Houston, Texas.
five on KATL: five. KLEF.: three.
KPPRC: five. KTHT: four. KNZY.
e l\-lrlllti“\ I’Kl' 'l'h--;lln»- \\i“ use
i elongated schedule, as in the case

kept WMMN in number 1 position in the rich north-cen-

tral West Virginia area.

WMMN is the only station programmed and powered to
serve both day and night the 18 counties that comprise a healthy

portion of the state of West Virginia.

'f its current 13-week illlr-llil'{l.\l sched-
ule over WANBC and WXBT. New
Y ork. on behalf of the local RKO thea-
tre chain. Tt is using the Skireh Hen-
derson Show on WNBC five days a

week, plus extra radio announcements

a power
ou Saturday: in TV, it participates on

Date in Manhattan two days a week,
PdCéed . on the Kate Smith Show five days a
week, plus additional TV announce-
ments Saturday and Sunday when Kate

Smith is not on the air.
Previsely what radio and TV adver-

producer
of sales

tising accomplishes for RKO in terms
of box-oflice results cannot be deter-
niined. MeCormick ]Hrill!*- oul, “since
we use so many media, we can’t tell
which exactly is responsible for ticket
sales. The idea is to use as much pro-

molion as ]mr‘»_-ii‘il', and broadeast ad-

vertising is used as part of our general

promolion campaign.”

Like most other movie companies,

RKO i approaching TV warily and
somewhal unsurely. “I's a diflicult
medium for us to use.” says MeCor-
mick. “Being movie people, we're not

sure if we've found the proper formula
5000 watts Represented by KATZ lo exploit it best. We're also aware

that it's {||Iil|' f'\fil‘ll.‘*i\l‘.“
As of now, RRKO's TV one-minute

A FORT INDUSTRY STATION
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Mailing Address, Fairmont, W. Va. lcommercials are mostly composed of
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Come
Summer. ..

go
where
the
money
goes

This summer, check in at 50,000-watt KSL. Discover for yourself
the four-state summer wonderland KSL puts at your feet.
There’s money everywhere. It’s in the billion-dollar
Intermountain industrial empire that's booming all year long . . .
in Wasatch National Forest (most-visited in the U. S.),
the Rockies and all the natural wonders that attrace
Intermountain America’s horde of free-spending

summer vacationists.

And every year is bigger than the last.

In 1950, far more visitors than in '49 spent 129 more
dollars June through August — helped ring up a soaring
$254,553,000 in retail sales!

At KSL, you're in for a wonderful time. Because KSL last
summer registered 419 more listeners than the second station
during the day . . . 389 more at night! And because KSL
this summer will be out for an even greater share of audience
with an unprecedented promotion campaign. (Tie-in displays,

billboards, stunts, newspapers and on-the-air ads—the works!)

Make your reservations now. Call KSL or Radio Sales today!

KSL

50,000 WATTS
CBS IN SALT LAKE CITY
Represented by Radio Sales

All sources on request
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I up=led] Dy | curtent straws 1 the V\oency, Detroit, who handles the deal.
ot wind.. Hen ATe: expects to duplieate the expermment
ES 1. RKO = fompelitors are now with mwovie exhibitors elsewhere. de-
hwool  sending trail a group of 17 third- pending on how suecessfully the De-
run theat e < Detront, who e Lroit project draws crowds into thea-
RKO s ety lave | d tozether to spon-  lres.
= a4 Cros=- =00 Jriﬂl';i.'. My vues an W \\I/I\ _’ l:l\{}_ IiLr t]ll' llllll'[' mn\i:- o=
Thus,  To conforin wi he Petrille ban on panies, was al first reluctant to allow
\inerican  televising soun K onmsic. the trailer s films to be used on the Phonevision
~ince TV's  seundtracks ha n climinated. and  experiment in Chicago. (Zenith Radio,
BRNO will in- & conmentany recorded musie is  operators of the system, charge viewers
1951 15 used as a sul=ninl \ singing com- 81 each time they call the phone com-
merctal, titled “Let = See a Movie To- pany to have a Phonevision show [ed
'V Iy RKO as  might.” serves as =ales message. Har-  jnto their set. ) By now, though. in its
npanies is sue-  oll Sandelman, of Ahed Advertising  13th week. Phonevision has displayed

— —— =uch major studio produects as Samuel
Goldwyn's Pride of the Yankees, Wall
Disney’s Bambi. and MGM's [t Hap-

| pened in Brooklyn, The FCC and the
film companies are now examining re-
sults of the system, to see whether the
technique should be developed on an

vircINiA's Jéaseer RADIO STATION

extended. commereial basis.

3. On the theory that. *if vou ean’t
fight “em. jine ‘en.” an increasing
number of movie tyeoons are trving to
acquire TV power. Paramount (which
already  owns KTLA in Los An-
seles and an interest in DuMont Tele-
viston Network) has applied for a TV
station in San Franeisco, The Schine
Fheatres (which own WIPTR in Al
bany) has applied also for a TV sta-

HECEMBER tion in Albany. Too. the Chicago thea-

. EMBER. 13 Sy ,
M D lNDEX, JANUARY. tre-owing firm. Balaban & Katz (own-
UD[ENCE VIRGINIA ers of WBKB. Chicago, and WBIK-

M. Chicago) is reported to be seck-

RADIO A

OADCAST AUP

. RO:\NOKk'

1ENCE

+HOOPER
SHARE OF Br | ili;_' .'5|||nlit-;llinn,-i for TV stations.

1. On the opposing theory that “you
sot to fight “em with all the ammuni-
tion vou got,” RKO and all the other
major movie companies have recently
joined the Council of Motion Picture
Organizations. Inc., with the idea of
\\1'!11!i|!:_’ audiences out of the ]Iullu'.

into movie houses. Banding together
gunday thrv Friday with bowling allevs. hotels, restaurants
600 PM - 800 i and other lllir’-illl:rr-i.':?. COMPO is try-
i!l:,‘. to lure citizens downtown with
such advertising slogans as “Don’t

*C. E. “0()‘)['“’ Inc. “n]u' in the House—Go to lhl‘ Movies

Get the entire story from FREE & PETERS and Enjoy Yoursell.” and “Come
Downtown Tonight—There’s Plenty to

See. Do, and Enjoy,” Candy manu-

facturers (whose products are sold in
movie lobbies) are encouraged to plug
the movies on their radio/TV shows,

CBS « 5000 WATTS + 960 KC Typical i_.- Nestle's 'l:llm'.nlxlt’r Company.
* I[Il'._ \\Illt'll |'\l]ll7'[l‘|| l\lllllll'?— Lo &0 Lo
Owned and Operated by the @ I ; r. I, Magi .
TIMES-WORLD CORPORATION [lll' ll;u\:v:- on Mr. [. Magmation on
AT \op” CPBS-TV.
ROANOK E.;' VA. (f What effeet the recent FCC blast al

FREE & PETERS, INC., National Representatives _ Hollywood will have on the movie in-
’ dustry’s TV advertising is hard to de-
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HELP WANTED

Busy industrial Cleveland is on the job! A
new high in employment was reached re-
cently with 606,500 on Greater Cleveland’s
industrial pay roll. With industry at work,
more help is needed and WGAR serves by
recruiting employees. More people at work
means more dollars put to work buying
your products and services. When it's help
wanted . . . personnel or sales-wise . . . let
WGAR do a job for you!

CIVIC ADVISORY COUNCIL

WGAR has formed a Civic Advisory Council consisting of
citizens from the fields of business, labor, govcrnment, reli-
gion and education. This group meets regularly with WGAR
department heads to exchange views on how WGAR can best
serve the broadcasting needs of its arca. This enables WGAR
to better support worthy projects with its time and talents.

AWARD WINNER
Americans who make out-
standing contributions to a
better understanding of {ree-
dom by whart they write, do
or say, receive the Annual
Freedom Foundation's
awards., Ralph Worden
(right), an award winner for
his “Hometown, Ohio”’
series, interviews Mr, E, T.
Broderick (left), editor of
the Lake CountyNews Herald
of Willoughby, Ohio.
“Hometown, Ohio” high-
lights unusual features and
interesting personalities of
communities in Northern
Ohio. It is available for
sponsorship.

A WGAR ADVERTISER
Northern Ohio’s largest appli-
ance dealer, Strong, Carlisle &
Hammond Co., advertises on
Northern Ohio's Most Listened To
Station! General Manager of the
Philco Division, Mr. Homer G. Frank
(center), has been with the firm for
20 years. Mr. Paul W.Buchholz (right)
is advertising manager. Mr, Samuel
Abrams (left) is president of Ohio
Advertising Agency, Inc.

e R
WGAR Cleveland [+ )
50,000 WATTS ... CBS ‘%.

2 & %} % Represented Nationally by
- ¥ 22 -
ﬁ RADIO. .. AMERICA’S GREATEST ADVERTISING MEDIUM - %,. Edward Petry & Company
u...n‘! fi q

oA
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termine at this stage. The FCC, it will

) YOI WANT T TALK . ..

ant 1o (0 people with SPEND * BLE INCOME! [ | @ broadeast license will hinge on

whether the particular studio makes

}n' rl"';llll'li, :-l’l'\n‘ll IIllIig'f' |}I.I| II!l‘ I‘Ii_'_'i-
Lility of a motion picture company for

n do that >u talk to them in the Tulso M rket Arco ond over v 2 k ;
Oklahom ytest Station which blankets tF  richest Oklohoma available its filins, stars. and stories 1o
t plus s in Kansas, Missouri, and Arkar as. TV, The immediate effect is that the
you count h . with phones you count homes w spendable income. inotion picture illllll.—il_\ i= more fear-
L : Conr'ob Famiblles ful than ever that video is trying to
_(p::j:“'g‘“m“ swallow it up. Hotly irate and buyn-
T 86 ing with anguish, most movie compa-
t:’ IV (DL 21, nies agree with the New York Times
K TR, 79¢ recent editorial that “the FCC evident-
Little Rock 587 Iv aspires to be the Pooh-Bah of the
g Yorth ;? electronic age™ and that it doesn’t care
Houston 747 whether "“n”) wood goes broke in
shreveport . _ 667 strving as the involuntary sugar daddy

Markets 4 With Spendable Income In Oklahoma, The Mo 1 Market Is Blanketed of television.

ith Bonus County Coverage In Kansas, Missouri, And Arkansas, “l\“ |1.‘i.-- reason Lo rl't'l ilm] wWaorry

abont the encroachment of TV on its
I.|l‘_~t‘]\'t'~_ ‘lhln'- |r|:r\'ie' ('H]Ilp;ll}_'...- 1'”"

;
‘ Call, wire or write KYOO today, or contact your ncarcst Edward Petry &

Company Office for latest KVYOO availabilitics.

annual statement (the most recent one
issued ) showed a vearly net profit of
1,710,000, Yet its picture company
operations also revealed a loss of 85.
208.750 in 1948 and a loss of 83.721.-
H5 in 1919, (RKO’s movie produc-
tion and theatre chain distribution are
separate operations.) Ned . Depinel.
“h”-:- Ilrl“-lilt‘llt. r--|m|lml IIHII.IItlfII”_\
in June. 1950: “The continued decline
ur ||uk-n[[|lt' Il'“t'i}ll- .illll llll' III'I].’II

Oklahoma's Greatest Station

50,000 WATTS 1170 KC NBC AFFILIATE

famine abroad. with the resulting mon-
elary restrictions. had a serious effect

\r. George A. Hormel . £
Ligstin, Menn uporn the earnmngs of the company.
Yet MeCormick adds: “Still. 60.000.-

| 000 or more pi'llph' a week |=ll_\ tickets

Diear George:

I heerd by k' grapevine  thet

WS Wirn T GIRLS will be
in Charleston,
West  Virginuy,
next mant, Waol,
I shore am _.’_‘f'rl'rlJ
ter hear ity an
th' hovs here at
WCHS I do
crer thin in their
power ler mahe
th visit a glad
one. Incidental.
tv, CGeorge, did-
va  knou thet
WCHS has 434
percent we '
lissening audi-
Lo X AR tn ;!‘.
(harleston  area
cren the' they's
free  radio  sta-

tions in  town?

]1'\\.“{_ ur‘r'
weHns is defie
nitely Wesy 1ir-
ginny s Numbier
One Station, an’

VESK WHTH T GIRLS 1s in tl?

liesr SfnuM Ter do a job fer ”-Hrn:'f.’

Yrs,

1y

WCHS
Charleston, W. Va.
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IN 9NLY 8 WEEKS

*> A 15c Item In
43 Retail Outlets

For the complete story

Contact any

BRANHAM COMPANY

« OFFICE -

OR
WABB

MORBILE, ALARAMA

at some 15.000 movie box-oflices so we
are a livelier corpse than a lot of peo-
ple think.”

At this date, the future of RKO and
other film companies as mass enter-
tainment media can certainly not he
forecast by any ervstal ball analyst.
But one thing remains clear and sure;
RKO and its other businessmen in cel-
luloid will use every device within rea-
son to woo the time and the dollars of
what Gilbert Seldes calls “the great
American audience.” * Kk *

NATIONAL, LOCAL RATES

(Continued [rom page 37)

Now. Mr. Moore, can you tell us of
some of the [lrlllllt'l]l."- that crop up
when a station uses local rates?
Moore: “Here are two examples of
the dangers of the two-rate method.
First of all. let’s say an auto manufac-
turer buys time on a San Diego station
throngh an agency at the national rate.
charging a pro-rata cost to the local

SPONSOR




Salesmaker to the Central South _
3 e /
Wath anly ons WSM progrem 2 week;: s

period increased dealership in the Central
South by 829%.

RADIO STATIONS EVERYWHERE. ..
BUT ONLY ONE

WM

NASHVYILLE

... With a talent staff of 200 top
name entertainers .. . production
facilities that originate 17 network
shows each week . . . a loyal audience
of millions that sets its dial at 650

— and leaves it there!

Clear Channel @ 50,000 Watts

Edward Petry & Co., Mational Repretentatives.

etz
Ve ;?

B APPLY
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7
\/ ~

FOR DEALZR HIP =H

4

23 APRIL 1951

61



National Representatives
RADIO REPRESENTATIVES
INC.

*Arecent test pulled 225 replies
from only 1 spots. We'd Tike o
give you the details. Call our
nat’l rep or write divect for Lacts
about the vich, responsive KVLLC

audience.
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dealer, Wh
“Other =ta
the dea
the dealer ref
Furthermore, th

appens?
ns immediately solicit
local rate. As a result.
es the original deal.
manufacturer and his
off’ radio. and arc
i to other media.
“Or. take the case of a Buyers” Co-
n}u'i.‘lti\!‘ that bought 13 weeks on a
slation at the national rate, heard about
the local rate and demanded it. When
it was refused. the Co-op cancelled its

er at a

agency are ‘sol

tempted to swil

hroadeast order.”

Sweenev: “Did the two-rate system
:1if----| h(.[;("-- costs al all?”
Moore: “Probably contrary to the

usual trend. our =ales costs went down
instituted two rates,”

“What aliout the ad agen-
¢y commission? Do yon pay it on lo-

alter we

Seeney

cal accounts?”

Moore: “Yes, we will pay an ageney
on local hnsiness —but only il it earns
its commission,”

Sweenev: “Thank you. Now. Mr.
sutcher, how does your station handle
You are a
two-rate station. aren’t vou?”’

Harry C. Buteher, president, KIST.
Santa We have two
rates but don’t like it. We pay com-
mission on local business. il the one

the commission problemn?

Barhara: “Yes.

ageney in town actually handles it—in
which case. we add 1577 to the local
rate, On co-op. at the local rate, we
do all the writing for Philco. But on
the Canada Dry account. we have com-
plete copy service out of the D'Arey
Ageney in New York. althongh we pay
them no commission, . . .7

Ray Gage. president. Southern Cali-
fornia Advertising Agency Association,
and of the Clarence B. Junean Agen-
_ “That’s probably regarded by
D'Arey as legitimate servicing of a siz-
able account.”

Butcher: “Yes. Incidentally, KIST
and KDB are swimming against the
tide by raixing their rates currently.
My objective is 1o incrcase the local

i e

rate graduoally, until it reaches the na-
tional rate. The difference now is sim-
ply the 157 agency and 159 sales
rep commissions. But the national bus-
iness is less |"xp:'l1:-i\.'|' [ui' s to |1i11|l“l‘
than are our local sales. . , .7
Sweeney: “Why is that?”
Butcher: “Well, in a market of this
size without advertising agencies, we
have to maintain a staff that performs
the copy-writing and servicing func-
tions of the ageney, In some cascs. we
even plan campaigns for the advertis-

Crs, ['.{’I'lilillll\, we II:I\'U. to (ll‘\'l‘lllll

ideas for them in order to sell our
time.”

Sweeney: “Thank you. Mr. Butcher,
Now perhaps Mr. Gage can tell us of
some of the problems that the two-rate
svstem provides to agency timebuyers.
Mr, Gage?”

Gage: “First of all, Iet me say that
the SCAAA, representing 75 members
in Southern California, heartily recom-
mends one rate card. It makes life
casier on the timebuyer. Hence. he can
channel more business into broadeast-
ing because of ease of operation. Time-
|l|l)t!1‘.~ on a lwo-rate-card system must
spend more time and trouble in lining
up a budget that includes one-rate and
two-rate stations — especially  since
Standard Rate and Data does not list
double rates.”

Sweeney: “Can yvou give us an ex-
ample?”

Gage: “Centainly. Take the case ol
one certain large national retail chain,
In their Southern Division, they take
cne rate in Los Angeles County. But
they take the local rate in San Diego.

“One rate card pays off for the sta-
tions, because then, the agency does
the creative and mechanical work
which otherwise would require a larger
station stafl. In the Los Angeles area
—Dhecause of its great growth and the
large area served—a typical newspaper
which has one or two rates needs 26
salesmen to service all their retail ac-
counts, But they require only four in
their  navional  department, because
their national department men are con-
tacling agencies,

“In a eity that has two stations— one
with one rate and the other with a two-
rate-card structure—ad agencies, all

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

FOTABLIFHED 1930

HIGHLY RATED

52.8
AVERAGE WINTER 1831

ABC STATION

WBTM

HOLLINGBERY
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The Federal Communications Commission

Has Announced Plans for

1807 NEW TV STATIONS

-The Majority in the new
Ultra-High Frequency Channels

Zenith-and Zenith alone guarantees that every TV
Set it has ever built and sold to the public has built-in
provision to receive these new stations without

the use of any converter or adapter.

You can demonstrate and sell
Zenith TV with confidence—
and you'll build customer

good-will along with extra

sales and profits. Tell and

Sell the Zenith story—use
 eNiTH RADIO CORPO -
sl Madsl e e Chicoge, llline

this guarantee certificate.

pmn PN e

o ‘;
S — i ';
NN : { *].807 Stations in Continental U.S, Plus 51 Stations
e - AW RN 3 5 in U.S Territories as announced by the FCC
77 OO e &,
i s aiddis
4 {"
Zonlth Redio Corparation, Chicogo 39, Illinois « Over 30 Yeors of ~"Know-How"*
* )
in Rodionics® Exclusively » Also Malkers ol Fine Heoring Aids [”lr” L 1 I/
s g

ZENITH RADIO CORPORATION wie s RADIO R

and TELEVISION (PP

6001 West Dickens Avenue ® Chicago 39, lllineis
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uld prefer to o
ar that has the

= leing piual, A
es= with the statn
e 1,1!-[ (r-l..;_<i~-;rl_|‘llll\"’_

v Can vou tell us a hitle

liistory of the 15° ageney com-

Mi. Gage?

strueturi
.||_I_.‘.,j Ly
' ol

el
s earh

acvarding 1o research
R.

\merican

Frederi Gamble,
I
A 1880 were allowing
\nd
develop as an im-
medinm in o the
10200, the vustom of :'I“n\\i'l!:.' 15y
was woell e=talili=hed with the thensma-
newspapers and magazines,

Hnewspui-
commi=<ion 0wl agencies,
when radio hegon 1

portant  adverti=ing

jor meddia

L AKE

MICHIGAN

‘ CHICAGO

ii SBT FOR A BILLION DOLLAR BONUS

he fir=t netw orks decided 1o allow the
customary 10 . Individual  stations
andl ullll'r neiy I'k:- =0 [u"uh |‘(| snil.
antil today, a0 onding to Mr. Gamble.
all the network- and more than 98
of the independon stations allow 157
I agencies, TV, being
ded by many of the
={me l.'lll!l[l:ltrit'- 1= l'lllli’i'l :!Il(l Ilt'\\'.'ipil'
Jers. has= _f_u‘lll'l.l]]- illl{llll!‘ll 1557 com-

comiission o ;

owned and 0o

wrission to agencies from the start,
“MeGraw-Hill the business papers:
Foster and Kleiser: and Barvon Col-
lier, the outdoor advertising magnate,
are typical examples of media wha
triedl svstems of avoiding ad agene

I O W

O H

® INDIANAPOLIS

b

|
v

=
z
——— — —— — ——— D —— — —— —— — —

to reachg the South Bend-Nishawaka vrading area noth-

g cquals WSET. Tlas station is a great bay on any
sehiedule, delivering a lall-billion dollar ncker all by isell
BEYOND THHS, WSIT 18 the outstanding ston throngh-
ot ity primary aven, addig another billion dollars 1o the

WSIT marken, Clhieek at for yomsell

went figares wd Hooperranngs. (Every

WSIET engoys o higher Hlovper i the network average,)

Fora teemendons boons bus, oy WSET,

Irom Sales Manage-

CBS slhiow on

PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE

commission.  They dealt direaly with
the advertiser. but eventually institut-
cd the comniission systemn. Many for-
cign countries— like Britain and Aus-
tralia—have not uniformly established
the 1577 system. It varies, depending
upon the media desive for the husi
ness.”

Sweeney: “And vou certainly feel.
of course. that stations ought to pay
agencies 15 on all accounts trans-
acled?”

Gage: “1 feel that many agencies
comtribute a great deal to radio sta-
tions. They carry aueh of the burden
that a station would have on its hands.
il it were to hire enough salesinen 1o
comact all of the elients that ave han-
dled by agencies. plus the additional
staff it would need for preparing copy

L and/or transeriptions. In any case, |

icel the whole trend in media today is
toward simplification — particularly in
Los Angeles™

Sweeney: “Suppose we hear now the
viewpoinl of a station rvepresentative.
Mi, Hasbrook?™

Dicl: Hasbrook, president, Los An-
zeles Association of Radio Represen-
tatives, and Los Angeles manager, Ayv-
ery-Knadel. Ine.: “One rate is uleal
from everyone's standpoint—agency.
station. and representative. Most sta-
tion managers will well you they would
institute a single rate, if it weren't for
the heavy competition in their market.
\zenvies like one rate because it sim-
plifies their problem in making up es-
timates for clients, and. oo, as we've
lieard. stations usually do not pay
ageney commissions on local rates,

“As {or the representatives, they nat-
urally would favor one rate card, since
so0 many times accounts which should
be on the national card are channeled
te the retail eard bhecause of competi-
tion. Possibly the biggest abuse is in
cooperative advertising.”

Sweenev: “Since the double-rate sys-
tem ereates so many - problems, Mr.
Hasbrook, what do you think was re-
sponsible for its growth in the first
place?™

Hasbrook: “The two-rate situation
was not a planned procedure, but just
crtew. 1t probably stems from the early
days of radio, when there weren’t a
ereal number of stations on the air.
and vetailers protested that they should
ot be penalized for regional coverage
outside their own trading area.

“Certainly. 250-watt stations which
can’t claim to offer big outside cireu-
lation. unnsable o retailers. have no

SPONSOR
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WGY Gives Daminont Coverage of
Thess 31 Moyor Trading Contary
T VERMONT
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information
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this

the ynbeatod!® media-buying

Published by Stondard Rate & Dala Service, Inc - . |

333 Maith Muhigan Avenue, Chieage 1, Ilinsi -
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MHew York -
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Plus 36 additional counties in the WGY area

WGY Gives Domimant Coveroge of
34 Addihanal Counlres

arlivers Gal Resulty

W .

A CERERAL ELECTRIC STATION

But not when it's at their fingertips in RARD"*

izeney time boyer says, “The markets 1o be developed by radio

An important
ulvertising are selected pointly by agency and clien

inil the --ul:. information we have 1=

there personally and tall with the station

fo 2o up
20 nj

are good and which are not good for us

=uch hrst-hand held survesvs take time and cost money, Only a few

trme hnd it [nr»-=||l|r- to work that way

WGY, make the
and television publications and in
Vinldience

tations, like informa

W ll' n

D=

o it's 2 boun to buvers everywhers

need available in the

MARKETS.

Prosram information

tion they
CONSUMER

tnlormation.

Market information, Coverage information.

When you're eomparing stations and their markets, it pavs to check the Servies
Vs as well a< the listings in RADIO ADVERTISING BATES & DATAL® in
FELEVISION ADVERTISING RATES & DATA and i CONSUMER MAR-
KETS. They may save vou much further searching for the information you wanl.
Advertising Itates & Imia formerly the Radio Sect =D
merly e Televisi St ( JH b

-

.

Note to Broadcasters: In the 64-page
SPOT RADIO PROMOTION HAND-
BOOK buyers of time tell what they

\
\

want to know about stations. Here's
a wealth of time-selling and promo-

$1.00

tion ideas,

lLos Angeles
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A TROU

BUT ...
YOU NEED THE

aAnp KENT COUNTY

o
(9,

YOU MIGHT CAST
[ FLY 183 FEET —

FETZER STATIONS ﬁi.-_::-;/ |

Whether you use radio or  television—or  bhoth—
here's proof that the Fetzer stations are Western Michi-
oan's best advertising valne.

WKRZOW JEF are a topnoteh CBS eombination. Month
alter month. each gets top Hoopers in its home eity.
and BMB figures prove ontstanding coverage of adja-
vent rural aveas. (WRKZO-WJEF's unduplieated BMB
Audience is up 16,77 over 1916 in the dayvtime—up
S2.89% wtnight!) Yer WKZO-W JEF cost 200 less than
the next-best heo-station  choice in Kalmnazoo  and
Grand Rapids!

WKZOTYV is Channel 3. oflicial Basie CBS Ontlet for
KNalamazoo-Grand  Rapids.  The WKZOTV  picture
comes in bright and clear on more than 100000 re-
ceivers within the .1 MV line.  This mnltipic-nrarket
arca inecludes fire Western Michigan and Northern In.
diaua cities, representing a buying ineowme of wore than
one and « half billion dollars!

Write direet or ask Avery-Knodel for all the facts!

“hick Miller of Huatington Beach, California, holds this world’s
ree rl.rtf.

wiEr | WKZO-TV [ wkzo

fopA ™ GRAND RAPIDS ToP4 m WESTERN MICHIGAN w m KALAMAIOO

AND NORTHERN INDIANA
cas) (CBS)
ALL THREE OWNED AND QPERATED BY

FETZER BROADCASTING COMPANY
Avery-Knodel, Inc., Exclusive National Representatives

AND GREATER

WESTERN MICHIGAN

| reasols lo operale on two-ratle cards,”

Sweeney: “As a TV station man,
what is your attitude on this matter,
Mr. Viba?”

John FVrba. promotion manager,
KTTV, Los Angeles: 1 feel that,
liluu;h some TV stations have local
and national rates — for example,
KTLA—the real rate problem in tele-
vision is the disparity between station
and network rates.”

Sweeney: “Please give us some ex-
amples of what vou mean.”

Frba: *KTTV charges $1,000, class
\: but if bought on CBS net. the
tharge for it is $1.600. Stations in
cne-station  towns — like  KPHO-TYV,
Phoenix. and KING-TV, Seattle—are
on several networks. each of which
charges a different rate for the station.

“The consequent trend is to drive
national advertisers into national spot.
Skippy Peanut Butter. for example,
just bought Kinescopes of a KTTV
show for 22 markets. IU's true that
newspapers have varying rates for dif-
ferenl classes of advertisers and differ-

ent pages of the paper: bul so has ra-
dio varving rates for different times
of the dav and different types of tal-
ent.”

Sweeney: “Finally. let’s hear the le-
cal viewpoint on the local-national rate
problem. Mr. Myers, please?”

Robert Vyers. counsel for ABC and
the Southern California DBroadeasters
\ssociation: “While an educational
discussion of this kind is highly in-
structive. stations should remember to
take all rate actions strictly on their
own. They should refrain from any
agreements rf-]:lling Lo Ilt'ii'l'r’! or rate
structures, which might possibly  be
construed as price-fixing under the an-
ti-trust law.”

Sweeney: “Thank you all very much.
sentlemen. This discussion has indeed
proved highly informative.” % * *

SPOT TV COMMERCIALS

(Continved [rom page 30)

timebuyvers, and television station rep-
resentatives singled out these film com-
mercials  for  their highest  praise:
Birds Eye Frosted Foods (General
Foods Corporation. ageney Young &
Rubicam) : Ballantine Beer (1. Ballan-
tine & Sons, agency J. Walter Thomp-
<on): Oldsmobile (General Motors
Corporation. ageney 1. P, Brother. De-
troit) 1 Muriel Cigars (1. Lorillard

Company. agency Lennen & Mitchell) ;
Tender Leaf Tea (Standard Brands,

SPONSOR




Inc.. agency Compton Advertising) ;
Benrus Watches (Benrus Watch Com-
pany. Ine., agency J. D. Tarcher).

Commercials of three other products
were [requently mentioned; in fact,
they came at or near the top of spox-
SOR's p(l”. However, since all follow
lines similar to radio commercials for
the [lrm]u('ls which were deseribed in
previous issues SPONSOR's description
of them will be brief. They are: Lucky
Strike Cigarettes (American Tobacco
Company, agency BBDO) : Pall Mall
Cigarettes (American Cigarette & Cig-
ar Company, agency Sullivan, Stauffer,
Colwell & Bayles); Tide (Procter &
Gamble Company. agency Benton &
Bowles).

Mentioned less frequently, but also
considered deserving of praise were
the following: Mott’s Apple luice
(Duffy-Mott  Company. Inc., ageney
Young & Rubicam): Chevrolet Cars
(General Motors Corporation, agency
Campbell-Ewald ) ; Philip Morris Cig-
arettes  (Philip Morris & Company,
Ltd., agency The Biow Company) :
Ford Cars (Ford Motor Company.
agency J. Walter Thompson): Crisco
Shortening (Procter & Gamble Com-
pany, agency Complon Advertising;
Kleenex Tissues (International Cellu-
colton  Products  Company, agency
Foote, Cone & Belding).

This is the question sroxsor asked
the members of its mformal panel:
“Which national spot TV commercials
do you consider most effective at the
present time?” In making their selec-
tions, SPONSOR's respondents indicated
a variety of reasons for their choices,
One commercial was described simply
as “just darling” by a woman copy-
writer. while an account executive re-
marked of another that “the produc-
tion on this was terrific.” Often spe-
cific commercials in a series were sin-
gled out, where not all the filins were
considered deserving.

Before detailing the six top commer-
cials, it's worthy of note that four are
animated. In a recent Chicago survey
of 136 families, John Meck Industries.
the TV set manufacturer, found ani-
mated “cartoon” commercials least dis-
liked. Turned around the other way.
that means they were the most liked of
various Lypes of pitches used on televi-
sion. (See “The inside story of an ani-
mated commercial” sponsor 9 Octo-
ber 1950 for production techniques
and costs of animated Alm commer-
cials).
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To 4 guys

around a conference table
with a fifth in the background

© Gentlemen, relax a moment and refuel.
As \YZ Company’s Aceount Execcutive, you, sir, are
concerned about a sales slump.  Perhaps s only
scasonal, In lowa, seasons do not slump. hecause the
state’s 84 billion income is produced by agricalture
and industry. While one business slackens, another
speeds up; or rich harvests su ell the farmers’ income.

® ) ou. Mr. Rescarch Dircetor. may utilize
unemployment figures to analyze markets,  Vore than
350 new industries have located in lowa since Waorld
War 11, creating 23.000 new jobs. lowa ranks among
the lowest trio of states in insured wnemploymenl—
27 aguainst 5 to 7% for the nation—a statistic where
it's a pleasure to come in last.

® And what about radio, Mr. Radio
Director? You've been saying all along that you don’t
have o spend a million dollars,  Especially in lowa,
where tl-v-s-n is just a poltergeist on the horizon, and
radio starts its information-and-entertainment job at
sunrise.

® Which brings us to you. Mr. Time-
buyer. When you study coverage maps. please notice
WMTland —the heart of the richest agricultural-and-
industrial region in the nation. It's a market worth
reaching-—19.100 square miles (within the WMT 2.5
mv line) and over LI million people, A one-minuie
Class A commercial (52-time rate) budgets at $27.00,
which should be mighty interesting 1o both you and
the fifth in the background—ihe sponsor.

@ The Katz Agency man will provide full

data upon request.
600 KC
5000 WATTS

DAY & NIGHT

BASIC COLUMBIA NETWORK
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HITCH YOUR
R0DUCT TO A

ANCH STAR

”’W\Fr

<>,
-

e

TOMMY CUTRER
“K-NUZ Corral”,
11:00 a.m. to 1:00 p.m.
National and Regional Company

you keep on K-NUZ Corral:

Alogo Syrup

Arrow Drugs

B. C. Heodache Powder
Blue Ribbon Rice
Dentyne

Griffin Shoe Polish
Ipana

Ivory Snow

Kam Dog Food

Kools

Ladies Home Journal
Lite Magozine
Nabisco

0.J. Beauty Lotion
Pepsi-Cola
Pepto-Bismol

Robert Hall Clothes
Shampoo-Curl

(Plus a choice list of local advertisers)

For information call
FORJOE

National Representative

or DAVE MORRIS

Ceneral Manager

at KEystone 2581

“RADIO RANCH" 4
P. 0. BOX 2135
TWX HO 414
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I. RBirds I'ye Frosted Foods |
Birds Eu
mated hall-pi

ngaging trio of ani- |
]t.!'- |'|'1'n||1|- d |Ii||||'-
Billboards.

mark in theis verlising,

Mmasazines, ne apers—and  especial-
e made them almost

he kid next door.

v teley ision

as well known

Ihe original s of 15 Alm com-
mercials  took air last October.
have only  rec been yeplaced In
anew =et on | Muar || "’--Il_ I;il'l*‘- |'\|'.

moision. uses 10 ma-
I\, also runs the
[l commercials a hiteh-hike on
The Goldbergs. Audio Productions in
New York did the sel ol filins \\]Iit|l
I:IIIil.- |'\|‘ Lil]“

and theiy window <hade,

a General Foods o
jor markets on spol

won mueh praise- L

v\ typical connnercial opens with
the three small-fr
One kind attract= viewer allen-
<hrill

|.',1||||'{| oo Wit
I!I'\\.
tion  with a hingers-in-mouth
whistle, Then each in tiin sounds off
with “Better buy 0™ they finish together
with “Birds Fae!™  Announcer Dan
sevmour reads the sales pitch as it is
writlen on the window =hade over the
kids™ heads: “Bie sale on Birds Fyve
doubde cheeked Ton
tenderness. Way up i flavor ... way
down in price! For the BIG BUY

better buy Birds Fye

s Voung peas

vou just cant
beat Birds Eve qualing !
2. Ballantine Beer

It was the chiel copywriler al a ine-
dium-sized agenev who said of the
Ballantine commeraials, “They're just |
darling: . Wal-

ler r|||n1l|[r-u|l_ agency  {or the beer

the ]'u'—l I've seen.”

company. has assembled a formidable :
colleetion of historieal characters, hoth
real and legendary, to drive home the
Ballantine  jingle, Engaging anima-
tions of Yankee Doodle. Old King
Cole. Robinson Ciusoe, Jesse James.
Daniel Boone, Aladdin, \li Baba. Cle-

opatra. Annie Oakley and a few others

allernate in 45-second commercials, i

Summer s, of course. a big beer

season. And since summer, baseball,
.|I1r| III'!'I-l}I}liL"I" =i 1o II.’I\" an .'If-
linity for one another. Ballantine socks
a healthy  portion of its advertising
money mlo telecasts of major leagoe
Fall. They sponsor all davtime games
of the New York Yankees, all davtime
and some might games of the Boston
Braves, and split the day time games of
Philadelphia Phillies and Athletics 50-
S0 with anather advertiser,

Wiestling from Columbia ark is al-
=) l'.‘l}li"ll. avil \n'\« ‘Illll\.‘- “ \l:[]

atd a small TV announcement eane

ﬂm&M&!

Rhymaline Time,featuring emcee
David Andrews, pianist Harry
Jeaks and KMBC-KFRM’'s cele-
brated Tune Chasers, is one of
the Heart of America's favorite

morning broadcasts. Heard each
weekday morning from 7:30 to
8:15, Rhymaline Time is a musi-
cal-comedy program thac pulls
more mail than any other current
"Team" feature.

Satisfied sponsors have includ-
ed, among others, Katz Drug
Company, Land-Sharp Motors,
Jones Store, and Continenral
Pharmaceutical Corp.

Contact us,or any Free & Peters
"Colonel” for availabilities!

KMBC

of Kansas City

for Rural Kansas

SIMPLE ARITHMETIC
IN
MUSIC LICENSING

BMI LICENSEES
Networks 24
AM 2192
M 362
TV 101
Short-Wave 4
Canada 150

TOTAL BMI
LICENSEES . .2833*

You are assured of
complete coverage
when you program
BMI-licensed music
sds of April 13, 1951

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEW Y_CI’IK * CMICAGO * HOLLYWOOD

SPONSOR




paign 15 run with a short 20-second
scries of film commercials, These also
contain the jingles, but in abbreviated
form.

Ballantine’s commereials, which ook
the air in 1949 with the Yankee base-
ball telecasts, are animated and also
use some stop-motion. Their produc-
tion cost is estimated at between S1.750
and SL000 each. It was the success
of these jingles on TV that led to their
use on car cards and in newspapers.

A group of four different commer-
cials is shown during cach baschall
game; one alter the second inning, an-
other after the fifth, another after the
cighth, and a final one at the game's
end. A variety of product endings arc
spliced onto each animated jingle. In
Boston, Ballantine Ale i< |l]|r"f'u|
while New Yorkers see the “Steinie
and Ale endings. and Philadelphians
view the Ale and “Tall Export™ prod-
uct tags, Each product ending. done
in stop motion, runs for 7 of the 45
seconds.

3. Oldsmobile Cars

Until Oldsmobile picked up the Sam
Levenson Show recently. it had an am-
bitious spot TV schedule running as
high as 38 Stations, That figure has
now dropped to 10, but the Oldsmobile
commercials remain consistently enter-
taining and eflective. D, I. Brother &
Company. Oldsmobhile’s  Detroit  ad
agency, has worked with several film
outfits in the course of turning out 26
different commercials. Jerry Fairbanks
filmed the majority of them, with
Wilding Picture Productions, Ine.. and
Archer Productions (both in New
York) shooting the balance.

Key ingredients of all 50-sccond
commercials (10 seconds is left open
at the end for the local dealer) are the
Merry Oldsmobile tune and a scene
showing two people “shooting through
space on a belching rocket.”

One of the 14 films made by the
Jerry Fairbanks organization, and still
appearing on spot TV, opens with a
shot of movie star Eddie Bracken. He's
trotting along the road in a baseball
outfit, Two [riends overtake him in an
Oldsmobile convertible, offer him a
lift. While they drive along, some
sales points are made conversationally.

This particular group of commer-
cials cost between S1.500 and $4.500,

4. Muriel Cigars

An agencey film producer praised the
Muriet Cigar commercial for “its ef-
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KEEPIN’ MEMPHIS
EF2  MARKET

To know your marker, it's
necessary to know the

E“h“f:fdthl"'m‘i’goﬂ,“'ln‘: people who make up that

WMC-WMCF since Sep- =

wember 1950, 11:30 market.

12:00 Nonn, Moaday - :

,hw Friday. Eddie Hill is a sample of the
type shows that WMC is
constantly programming to

the more than 500,000 radio

homes in the Memphis mar-
ket area. Today, Eddie Hill
15 a tnple-threar star, who
has proved his ability to move
merchandise in the Memphis
market area.

I . and here's what
MCWMCE for Ty it the sponsor thinks
Taingih- of Eddie

“*We think Eddie Hill is one
of the truly great personali-
ties to be developed on
WMC-WMCF in the past
twenty years, We see tangi-
ble results of his endorsement
for Philco products in the
form of increased sales, We
like him,”?

(signed) Cy Shobe
Shobe, Inc.
Memphis, Tennessee

WAW/AVA\C WATTS -790

M EMPH
w M(F 260 KW Simultaneously Duplicating AM Schedule

w Mc T First TV Station in Memphis and the Mid-South

Natianal .
?ff';:::;:': _es Owned and Operated by The Commercial Appeal
Company
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Less ' roday iew Muriel . . . mellow

Liod ed  the and Fipi
neanin itive.” Youre gonnu like me, friend ... F'm
I VMuriel st Your pe!
h reads f.i"-f-l!-'rr--. ro they seem 1o hike
I [ inimal- ey Jiulr.r
d vigar. Firm and trig and handsome . . . so
i, ) ~he casy 1o fa
1 hox of I toelay s ne Wuriel. only a dime,
W rapper, Why don’t vou pick me up and
o httle song. smoke mi yrretime,
tions, goes: Vwriel, I'm Muriel Cigar!
i irtel. the fine cig- \ group from Lennen & Mitehell
Pete Keveson Loaps chief). Clark Ag-
Il sive is really bet-  new (TV art divector), and Ray Vir-
. Den president of the agency )—ham-
INTTRT uriel. only a dime,  mered out these Ivrics around a piano
I ek me up and al New York's |'|.l\<'!.— (:|I|I1 one .'cf-
rlune! ternoon. It was Ray VirDen's idea o

f Joes my awrapper, really  uvse a strip tease. Clark Agnew drew
up the story hoard, and a receptionist

f \ aht and it’s pleasant  in the radio department sang the jin-
sle Tor an ageney recording.

Sonrkpr "

e R

iwEe Y
« HaNTOR

.““l.ul'u:!‘

e,

Hars

From agency after agency come the most complimentary
statements about
WESTINGHOUSE

WBZ-TV Boston

CHANNEL 4
R EPRESENTIED B Y N B C S PO X SALES

The sccond Muriel set (a one-minute
and a 20-second version were made for
cach set) is more involved. In this
one, aired for the first time this March,
Muriel has a male friend who does a
maodified “buck and wing™ dance rou-
tine with her while they sing the jin-
cle. A third set is in production,

Technically. the Muriel cigar com-
mercial is unusual because of the
method. Shamus Culhane, boss of the
film outfit which bears his name. ex-
plains how it was made: “1 call this
the “animated still' method. We made
about 800 ]':ht)l(lhi'.llﬁ of the box and
the cigar from 18 different views, Then
we cul them up and matched them for
cach sequence: the artist inked each
one over for the final picture,”

This first commercial, which Cul-
hane label “cducational.” cost well
over 35,000 (and at that did not give
him a profiti. The fact that lip-svn-
chronization is extensively used and
that this “animated still” lvrhlliqllt_‘ re-
quires a tremendous amount of labor
accounts for the high price. Muriel’s
second commercial. also made by Sha.
mus Culhane Studios, required 1,800
actual photographs. Quality and light
characteristics of the photostats was
not considered quite gzood enough to bhe
repeated a second time,

The two cigar commereials alternate
as hitchhikes on I, Lorillard’s Ama-
teur lowr (NBC-TV) and are seen in
21 markets an averaze of five times a
week, On spol. adjacencies 1o men's
sports programs. news. or other high-
rated shows are preferred.

Discussing the highlv-successful Muy-
riel Cigar campaign (entirely a TV
promotion’  Lennen & Michell vice
president  Jackson Taylor explained:
“The commercial has enough  enter-
tainment value to warrant using it for
quite a while. It will be hard to run
it into the ground; that's why we felt
justified in spending so much on it
Though Muriel is not one of the hig
sellers it las improved its position
sales are ahead of the industry aver-
age.”

a. Tender Leaf Tea

A TV director had this to say about
oue of Tender Leal Tea’s commercials:
“Who would ever have thought of us-
ing two polar bears for a tea commer-
cial? But it works.”™ It is the ]m].‘:r
bear film that won praise from spox.
sor's respondents. though there are
two others in the present series,

Shamus Culhane Studios made this

SPONSOR




[J;II'lil'ill;ll 2)-second commercial about
a year ago for Compton Advertising.
[:l;&-l was low unl_\ S1.600 or so. Fven
<0 it manages considerable lip-synchro-
pization with its three characters (two
polar bears and a fish of vague an-
cestry ).

The fln opens on two wilted }Illl.'ll
bears slumped back to back on an ice-
herg. In unhurried. slightly British
\'llil}"- one sayvs, “l Il.-n“l\tlil.'llpll\' Ilut“:
to which his friend replies, “Yeah, I'm
shot,” At this point a fish swims up.
a tray with two ice tea glasses halanced
on his nose. Says the fish. “Here's ve-
ief! lced Tender Leaf!™ Stopping in
front of the bears. the fish continues:
“Teed tea with zip! In every sip.”” The
two lbears perk up their ears and reach
Tor their glasses of iced tea as one says,
“Ah. Tender Leaf Brand!™ and the oth-
er adds. “It's simply grand! ... You've
zot the ice. have you got the Tender
Leaf?”

As a clincher, the commercial ends
with a shot of a glass of iced tea, a
dice of lemon hanging on the lip.
[cicles on top and hottom of the scene
add more taste appeal,

Tender Leaf Tea's TV spot cam-
paigu. running in about 10 markels.
is only a small part of their over-all
advertising campaign. What makes the
polar bear commercial so memorable
te those who commend it 15 not the
frequency with which they've seen it,
hut its leisurely pace. Despite its 20-
second length, one TV film man re-
marked: “It's a leisurely spot. It just
kind of idles along, as against the Kind
that come on and hammer the hell out
lrf _\'(Ill."

The polar bear commercial is decep-
tive, however. Despile ils easy manner
it has strong “sell” in it. What makes
it seem easy-going is ils simplicity.
As the Compton Advertising TV com-
mercial producer explains: “We 1try
for hard-selling commercials-—but not
by crowding the soundtrack with words
or u\'t*rlu;l{lillg the film with too much
action. Simplicity is the key. We'd
much rather put one important thought
over clearly and completely than try to
baudle a bunch of sales points in the
limited space of a 20-second commer-
cial. We don’t claim infalibility, but

te us simplicity and sincerity are the

important qualities for a commercial
to have: that and high quality produe-
ton.”

Tender Leaf Tea is about ready for
another film 1o sll|-|r||'1|u-nl the three

now in use—agency practice is to have |

ONE OF THE

FASTEST GROWING

TV MARKETS

in the United States

VERY DAY
An Average of 150 FAMILIES

Is Added to the
WOW-TV AUDIENCE

FOR AVAILABILITIES CALL ANY BLAIR-TY OFFICE OR WEBSTER 3400

OMAHA, NEBRASKA
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Benrus Watehes

commercial in a =e-
it by those polled as
was the Dean Mar-
wis commercial. A

\zain, a sing
ries was singled
culstanding. Tl
tm and Jerry

one-minule version appears in rotation

with other testimonial commereials on
the Benrus participation in Saturday
Vight Revur (NBC-TV). For spol

purposes an abbreviated 20-second ver-
<ion i‘- ll:-l"l.

The with the
title: “Benrus presents Dean Martin &
It War With the

a elose-up of

spol  version  opens
lerry Lewis, stars of
-Iilll‘l} fu”sr'\\-

Martin showing Lewis a wateh on his

Army.

wrist., The dialozue goes:
Wartin: What's this Jerry?
Lewis: A waich,
Wartin: Naah , . . it's a calendar!
Lewis: Okay. it's a calendar!
Wartin: I'm serious: It's a Benrus
Calendar Watch. It tells the time. the
day. and the date ., . .
Lewis: 1 won’t give you more than
S200 for it
Martin: Bul 1l costs lllll}' 239.75!
\nd Benrus makes the only quality

automatically,

calendar wateh that sells {or anywhere
near that price.

The success of this commercial, as
everyone queried pointed out. hinges
on the personalitics of Martin and
Lewis, Apparently a sizable aroup of
people. ad ageney execulives among
them. think everything the young com-
ics do is hilarious.

\ctually the commercials (the one-
minute network and 20-second spot TV
version!
|It’:ll II_\
Tarcher.

were the result of a clever
the Benrus agencv. J. D.
Noticing that Martin and
Lewis were sel lo open in a new ]ii(‘-
ture. At War With the Army. the agen-
ey oflered the young comics a free
plug for their picture for a free plue
on Benrus watches, The trade was ac-
cepted and J. D. Tarcher’s copy chief
flew oul to Hollywood where the com-
mercials were filmed by Video Varie-
ties. Foolage was then processed in
New \'m'k.

Aceount executive Len Tarcher ex-
pects to run this particular commercial
up to Septeber.  Ilis explanation of
s popularity : “In addition to being a
zood selling commereial, it has humor
there's a real enterlainment fac-
tor invohed.”

in il

Prool of the film's effectiveness was ‘

turned up by the Daniel Starch organi-
zation when it made research tests. Re-
=ults were so favorable that when rival
Bulova Wateh got wind of them they
switched to a testimonial approach too.

Some of the other Benrus testimo-
nials involve Bert Parks. Kathi Norris.
Petty Ann Grove. Paul Lukas and Bud
Collver. Each built
around their job of the moment—Paul
Lukas acting in Call Me Madam, for
example. Cost runs around $3.500 for

commercial  is

each “sel.” consisting of a one-minute
and 20-sceond commercials,

Lucky Strike’s one-minute commer-
cial, used on TV spot in about 30 mar-
kets. rated as tops in SPONSOR’s survey.,

[t was variously described as “tre-
wendously (':lli’h) ".-ill}wrll.” and
“skillfully  produced.”™  The Lucky

Strike slogan. Be Happy Go Lucky.
and jinglr.- written around it ||}' BEDO
play the most important parl here.

Tide. Procter & Gamble’s front-run-
ning detegent, is another example of
a jingle skillfully exploited in a new
medium. The Tide commereial which
advertising people had in mind when
they voted il outstanding. was an ani-
mated film in which bedsheets “sing™
as thev hang on a clothesline. Benton
& Bowles writes the copy for Tide.

Pall Mall created a stir because of
its straightforward approach. *I like
its sincerity.” explained one agency-
man. A produet of American Ciga-
rette & Cigar Company (an American
Tobacco Company subsidiary), Pall
Mall continues to make rapid strides
in sales under the impetus of clever
radio and TV promotion by Sullivan.
Stauffer, Colwell & Bayles.

An examination of the commereials
selected by spoxsor’s panel seems to
Lear out the remarks of John S. Meek,
whose companmy made the survey of TV
commercials in Chicago. Says Meck:
“It is notable that the most unpopular
commercials are the ones that insult
the intelligence of the audience. They
try to paint glowing pictures of bene-
fits from using the product, they shout.
or they annoy the viewer with repeti-
tiousness or imperative tone. The sensi-
ble and imaginative commercial. on the
olher hand, gets few complaints,” *%¥

A COMPLETE v film studio.

In Hollywood (28) since 1938...
TELEFILM Inc. Live & cartoon.

SPONSOR




DAYTIME

327

SETS IN USE!

Full Coverage of
SOUTH FLORIDA

Includes

S. Palm Beach County
Ft. Lauderdale
Hollywood

and Greater Miami

WTw

CH ANNEI. MIAMI

BY A
FULL TIME

TELEVISION
STATION

9 A.M.'TIL 1A.M.

CHANN EI. MIAMI

WTV

REPRESENTED BY
FREE & PETERS
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| MEN, MONEY & MOTIVES

(Continued from page 6)

3. The paradox of little newsstands,

without anyhody 1o speak  for
them. salv: L..II]_ |l|~~(- on unsold
unreturnable  papers  via  the

scrap market at a time when

newsprint is costly and scaree,
Thiz sort of comment, now that it's

Leginning to reach broadeasters™ ears,

| convinees them that the wsual bad joh

of radio "|rllll]}l relations” has again
been ]u']f--!'nrmL else the curremt cam-
rates could

paign to foree down radio

never have gotten headway.
- &k E

New York advertising circles were
rooling 1'i'i'z'llll} for Thelma Ritter 1o
cmulate another radio character ac-
tress, Mercedes MeCambridg
film Oscar for
ing actress of the year.” In private life
Miss Ritter is the wife of .Iuw']-}l \.
Mloran. a

e. by win

Il;l;; the “hest support-

Young & Rubicam veep.
Henee the special interest in her carcer,
Not, truth to tell, that Ad Row ever
did much for that career when Miss
Ritter hopefully presented hersel in
the N. Y. This fact. of

course, in no way impedes the free flow

F(lllill :h‘ll(h(i_-,

of sentiment now that she’s helped her-
sell to
\ctually the presenl suceess ol Miss

clory in Hollywood.

Ritter is heart-w arming,
l!lll l a ]Ul]
mostly down. Long ag:

co lzlln‘ at the
up and down history,
. her hushand
Joe gave up his own acting. This ob-
server once reviewed Joe when he was
a wavy-haired romantic juvenile in a
Chicago play called *Sisters of the
1'|1ulll-" \\'}lif‘ll we JI:I” l!"‘-i'lilil‘, \\il]l.
as a turkey. It was
il that’s the word. for a
_-u:llin_:: with a door llli\l

—i|u|||-'
memaorable,

accuracy.

I'l'lll'llnlll
opened. full view, on a privy. It was
part of the ||}|-1 back in the davs of
imnocent lnlnl.-. Then came the ulv[m-‘--
sion, Joe developed a flair [or winning
cash prizes in advertising contests and
by this method he passed, through an-

other back door, into agency work.
* * *

MR. SPONSOR ASKS
(Continued from page 47)

In reviewing TV coverage for two
advertisers we found that in one case
TV could reach 407 of the fn|1n~1|['|u|
homes, in the other case 0607, '”11“
non-TV homes which represented 6077

II[ ﬂu' Prosped I= [u| .Iilh']!i-l'l' = \ .l]l:l

WTw

CHANNEI. MIAMI

Full Coverage of
SOUTH FLORIDA

Includes

S. Palm Beach County
Ft. Lauderdale

Hollywood
and Greater Miami

W1V

CHANNEL Miamli

BY A
FULL TIME

TELEVISION
STATION

9 A.M.TILT1A.M.

CHANNEL 4 MIAMI

W1V

REPRESENTED BY
FREE & PETERS
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NORT

AROLINAIS

wrth Car Rates More Firsts
In Sales M ment Survey Than
Any Other ern State.
More Nor irolinians Listen to
WPTF Th » Any Other Station.

& NORTH CAROLINA'’S
No.l SALESMAN IS...

50,000 watTs

N B 680 xc.

AFFILIATE for RALEIGH-DURHAM
and Eastern North Carolina

National Rep. FREE & PETERS, Inc.

THE{ROLLER COASTER PARADE

up down
up down

You're np, vou're down
Peace 15 neay Stalin’s going o town
Shontaees toddan "\III!-]I!N Lo row
Prospery certian 'anic o follow
Finergeney, emergeniy Caonvermm’es
corrupt

Push, yank, pull, graft, honor, indeceney

Cimming cralt ordler comfusion

Gl WA g hshm™ o Dad vangh
couniry

Sunshone moninns Lonesi streans
fll-lll

There's no confusion if you schedule on

The nt MHosly Statiows

00 Watts 230 Watts

Night & Day Night & Day

MISSOULA ANACONDA
BUTTE

MONTANA

FNE TREASt RE STATE 0OF THE a8

the Greater

Wheeling (W.Va.)

Metropolitan
Market

you need...

WTRF

AM-FM

High Hoopers (Avg. 24. 5)
Low Cost
The ECONOMICAL way to
SELL
The Wheeling Market
Check
THE WALKER (O,

St.

1G°% for advertiser "B” are equally as
important as the TV homes. To reach
these important non-TV homes through
an audio medium directs new empha-
<is on regional radio buying.

In another instance. an advertiser
with distribution in approximately 20
states could never seem to latch on to
a }lliun' time }n'l'iml in regional net-
work radio because of the demand for
full national network., Present condi-
tions in the radio field are opening
new regional radio possibilities to this
advertiser and others like him,

I don’t want to appear to he selling
radio short. Installed in 957 of the
L' S, homes and 1977 of our automo-
biles, this medium has proven conclu-
sively that it can efleetively keep an
advertiser’s product before the Ameri-
can public and sell merchandise,

AxtHony C. DEP1ERRO

Vice President

Gever. Newell & Ganger, Ine,
New York

BEER ON THE AIR

i Continued from page 33)

[ pany. and the Christian Heurich Brew-
ing Company. (Washington. D, C.},
manv sports-minded advertisers try
ior halance.

Miller., which sponsors the Green
Bay Packers and New York Giants pro
foothall broadeasts, as well as the Mil-
watkee Brewers hasehall, believes tha
this diet must he offset by general fam-
ily entertainment, Consequently, Miller
sponsors High Life Revue over ABC
and a variety half-hour program Sun-
days over WTMJ-TV,

Another brewer who uses the same

strategy is Pabst which has both box-
l ing and a domestic comedy show.
The Frederie W. Ziv Company is
pleasauntly impressed with brewers” in-
| terest in non-sports slhiows these l]-'ll\f‘.
| Beer advertisers have Iml{;_'hl the Bold
Penture transcription series on 150
stations, making them the heaviest pur-
chasers of this Humphrey Bogart se-
rics. Ziv's Boston Blackie is carvied
by brewers in 101 markets, while the
Guy Lombardo program, also  Ziv.
i used in 113 markets for this kind
of }Illlllllllillll‘

Does radio pay off for the brewers?

Specific examples of what can he
achieved can be found in any city, For
[ example. Sicks” Brewing and Malting
Company of Seattle,

In November of 1918, alter being
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off the air for eight years, Sicks
turned to radio as the quickest means
of making the public aware of their
new extra-pale Rainier Beer. Through
the cooperation of their agency ( West-
ern Agency) and KJR. Seattle, a sing-
ing conmmercial was prepared. Time
was selected on 19 stations throughout
the state for a saturation campaign,
The series continued  through the
spring and summer months.  Sales
boomed: radio was made a fixture of
the budget. No other media receives
more emphasis in Sicks ad plauning
lu|l.1):

In the South. the American Brewing
Company devotes most of its hudget to
radio while selling Regal Beer in
Louisiana, Mississippi. Alabama. and
Florida, Why? “Regal Beer.”" says the
client, “has always found the medium
of radio one of the most efficient for
reaching the masses of people which
is the market for our product.”

Move north to Minnesota where the
Minneapolis Brewing Company’s Grain
Belt Beer ranks first in the Twin Cities,
Minneapolis Brewing. which devotes a
third of its ad budget 1o radio
(through Batten. Barton. Durstine &
(Oshorn) uses a recorded music fea-
ture, Friendly Time. 36 hours a week
over 12 stations in a five-state area.
Fach station has a well known local
personality as m.c. WCCO is the Twin
City outlet. The agency reports. “The
client feels that the format of the show
and its terrific audience acceplance has
heen a big factor in developing the
popularity of Grain Belt.”

Minneapolis Brewing saw sales in
1949 jump 065% over 1948 in the
Yankton. S. D). area after promotion
was launched on WNAX. Yankton.

Few surveys have provided more
dramatic evidence of TV's selling pow-
er than the WOR-TV. New York, study
of brands of beer bought for home
consumption. The station. which car-
ries the Schaefer telecasts of the Brook-
l}n |)m[;:t‘r contests, wanted lo learn
what effect the games were hi\\'in;_' on
the sponsor’s sales. They found that
31.1% of the Dodger viewers were
buying Schaefer: 22.0°7 Ballantine,
the next hizhest brand: 179 Rhein-
gold. These figures were contrasied
with the preferences of non-viewers
which went this way: only 17% [or
Schaefer; 21.6°% Ballantine: 219
Rheingold.  Schaefer also radio-spon-
sored the Dodgers over WMGM, New
York.

In Detroit. the Goebel Brewing Com-
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He Has the Magic Touch
which Turns Listeners into Customers

And he has plenty of listeners.  His vast and loyal national
audience gets “the top of the news from Washington™ and
his co-op advertisers gel results,

As Mr. Glenn R. Whittle. distributor of Atlantic Beer &

Ale. wrole to “IN\. both of Fort Pierce. I'vllll‘illéll
“This entire letter can be summed up to say that ‘Fulton
Lewis, Jr. can sell BEER." Since we started sponsoring
this fine program. (Dec. 1949) the response, saleswise,
has been most gratify When people of this area
think of Fulton Lewis they automatically think of
Atlantic Beer, His topflight news comments command
a large radio audience, and we know that the well-
delivered commercials, coupled with the Lewis audience,
are responsible for our sales gain,

as

“We are proud of the Lewis sponsorship. and are
entirely convineed that the program lends prestige to
the product.”

The Fulton Lewis, Jr. program. currently sponsored
on 342 stations, offers local advertisers a readv-made
andience at local time cost.  Since there are more than
500 MBS stations, there may be an opening in your
locality. Check your Mutual outlet—or the Co-operative
Program Departinent. Mutual Broadcasting System,
L1H10 Broadway, NYC 18 (or Tribune Tower, Chicago 11).
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Vi-iN-D
TOPS
CHICAGO’S
OUT-OF-HOME
AUDIENCE

ST MONDAY-FRIDAY

6A.M-6P.M

WITH 21.7% OF
TOTAL AUDIENCE

ST SATURDAY

6 A.M.-6P.M

WITH 20.6% OF
TOTAL AUDIENCE

ST SUNDAY

6 AM.-6P.M

WITH 18.2% OF
TOTAL AUDIENCE

*Pulse of Chicogo,
Out-of-Home Study,
Jonuory-February, 1951.

“The Most Homes Per
Dollar Station”

560 Kc « 5000 Watts

CHICAGO, ILLINOIS
24 HOURS A DAY

KATZ AGENCY, Representative

U=i*= \\

cional netwy

IN and a 45-station re-
to broadeast the
ball games, Edwin J.

president. says, *The

1'iill_\

troilt Tiger |
"-[llif‘l"!.'l.l. LT
Goebel Beer in each
to the network have
doubt that this por-
ing budget has had
ith the rising popn-

increased sales
new market ad
proven hevond
tion of our adyve
i greal deal Lo d
barily of vur be
Radio '\
schilitz Brewing G

anid .--'i||mi the _[n-|-||l|
npany Lo hold the
1950 for the
car. The ||rm]'ll-'|'||-
and-sold ficure wa= 5.000.810 barrels.

With both Schilitz

for prestizce atmosphere programing.,

beer sales leadership in

fourth conserutive
air media. 1= oul
Through Young & Rubicam, it spon-
sors the Pulitzer Playhouse, a superior
ABC-

hourlong dramatic <how over

I'V every Friday night. Production
costs Tun high, about  $30.000 per
week,  Audiences have been good;

American Research Bureau for Febru-
ary showed a 33.7. Butl. at last reports
there was a possibility the show might
be shifted 1o NBCTV. On radio,

:"-‘l'llhlf ll-;l:- |l][' l‘fl‘i”_h o) ;f'i‘ an excep-

| tonally  well-written, humorous adult

dramatic series with Ronald Coleman.
The hall-hour show on NBC Wednes-
day nights had even sharp-tongued
John Croshy dusting off his compli-
mentary adjectives, Manv consider s

' Nielsen .7 rating prool that radio

does not have to be written for a 12-
vear-old’s intelligenee, The production
budget is about $9.000 weekly,

Beer ﬂl]\l'l’li»ill;_- on the air is nol
i terms ol
bounght but also in the way these firms

only a standoul

tie in shows with other media. Brew-
erics alwayvs do a standout merchandis-
ing job. They don’t neglect any phase
of promotion —even packaging is care-
fully designed for maximum eve ap-
|,1-':l].

DBreweries are active on the air not
only Lo improve their competitive posi-

De- |

time |

tion but lo increase the total market |

Although beer is one of
America’s [avorite heverages. the aver-

as well,
age constmption of the praduct is de-
clining. Research Company of Amer-
ica figures showed that the average
consumer downed 2] the
suds in 1911, recenl the
hizhest consumplion }rt'linut| was 1015,
with 187 zallons, In 1950, sales were
down to 17.1 gallons, The big com-
plaint of the brewers is taxes, Before
Prohibition there were nol stale taxes

callons of

Ill VESirs,

and the Federal tax was only a dollar
per barrel. Todav the Federal ax is

44% o- MEMPHIS!

can be yours
with one station

City: Memphis, Tenn. Months:

Time Sets WDIA B C ] E

ONE Memphis Station, WDIA, admittedly

covers the 447% Negro population of
Memphis® total 394,000 population, The
other five Memphis stations cover the
balance of Memphis' population.

The inexpensive and adequate coverage of
WDIA in Memphis and WDIA BMB
counties (489,000 Negro population) is
securing really sensationally good results
for many leading advertisers of QUALITY
products such as Old Judge Coffee, Pet
Milk, Treet Blades, Super Suds, Red Cross
Macaroni and Sealtest Products, Write
for case siudies.

voris WD T B vine

Harold Walker, Com. Manager
John E. Pearson Co., Rep.

lan.-Feb, 1951

T

“WMRY sEuLs
NEW ORLEANS’ GREAT
NEGRO MARKET

With specialized programming® to
more than % million Colored peo-
ple throughout Southern Louisiana,
Mississippi, Alabama and North-
west Florida, WMRY is effec-
tively directing the buying habits
of this vast, faithful audience.

*100% Negro Programming Personnel
600KC "THE SEPIA STATION

WMRY

NEW ORLEANS, LA,
JOHN E. PEARSON CO.

Nat'l. Representative

THE ONE DIRECT APPROACH TO NEW
ORLEANS' LARGEST MAJOR MARKET

SPONSOR




88, while state taxes last year averaged
§2.16 per barrel. That means a drink
which any working man could pur-
chase without much hesitation has now
become a semi-luxury. Families that
have to watch their pennies cannol
afford to buy as much beer as they
used to drink.

To broaden their market among
those who can purchase the beverage,
the industry is relying more and more

on the air media, * Kk k

MAIL ORDER A MENACE?

(Continued from page 29)

response is satisfactory, a campaign is
worked out for the entire country on
other good mail-order stations. Mar-
free uses about 400 stations for its
Ilillitill\\illl' i‘”lll'lh (see box for \l:il'
free’s list of 15 outstanding mail-order
stations).

Before any product is accepted, it
first has to be approved at Marfree's
N. Y. headquarters and at the Chicago
office which is under the supervision
of Alvin Eicoff, vice ill’l'.‘-illi'n[. *The
first question we settle,”” explains big
and hearty Harry Friedenberg, “is
this: will the product give us a suffi-
cienl return at a price lower than that
which retailers are charging for the
product? Then we make certain the
quality is good. Whether the public
will express a demand can never be
predicted with certainty.” But the three
years that the Marfree }ll"l.'.-iil]t‘lll. an
ex-radio  representative, has  been
studying radio listeners’ reactions has
given him a feel for what should go.

You can go wrong about nine times
out of 10 in choosing |n'm]ut‘l:~. Frie-
denberg likes products with a novelty
appeal. Some of the typical Marfree
items or “deals,” as they are called in
the trade, include quilt patterns, a rub-
ber wading pool for children, a rub-
ber hl'lr:-?l'. pnpul;lr song records, |li;l.~-
tic ln’\':i. ]Ilil.‘-li" l'n\\llll_\ suils, ”At‘.nn
roach powder, and Fli-Pel. (Fli-Pel is
an insecticide that had a sale of 36,000
cans at 81.98 in a single month when
introduced at the end of last summer,
This year's campaign over 400 sta-
tions starts 15 May.)

Not all agencies follow this |n-|it'_\'
on products. The Huger Hoge shop is
concentrating on books and gcarden
items this scason. Other outfits have
found that correspondence courses are
good. steady accounts. The products
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and services which can be sold via mail  launched D-Con, shifted to retail ont-
order are inereasing all the time, Frie-  lets because marketing costs over the
denberg finds. particularly in less pop-  long haul are less than with mail
ulated areas where histeners do not  der. Another benefit of retail marketi
have rasy access lo slores, But his 1= th w;l]m:l-.mir‘. for cooperative

ATeNCy dloes not seatter it ellort. “We vertising with stores.,

concentrate on ecight or 10 deals that \oother important  phase in  the
assure maximum sales and profits. We  screening is checking the cliemt for
gel calls from all over the country 1o financing and stability. Marfree wants
handle items, but we only aceept about 1o be <ure that the elient will Le able
one per cent of the deals,” Frieden- Lo live up Lo the clavse in all its con
berg says. tracts stipulating that, no matter what

One significant result was Marfree’s  the customer’s complaint. all requests

mail-order campaign was building the  for refunds will be granted. Lack of
wide acceptance for D-Con which led  finaneing brought many abuses in TV
to national retail distribution in about  mail arder. Many a pitchian got into
22,000 stores. Lee Ramer, who TV mail order as if he were sctting up

mos? erreclve
Satesman

“WENS knows how to mix salesmanship with

showmanship. That's why it has the ear of

187,980 fomilies in central Ohio . . . Yes,

187,980 WBNS families with income of
$1,387,469,000. _

~ The “know how" of WBNS hos made it the

lop station in the area and naturally the first

choice of advertisers who want to do a better

TR AN 3 selling job ot lower cost.

ASK JOHN BLAIR
NATIONAL REPRESENTATIVES

POWER WBNS 5,000 + WELD 53,000 « CBS * COLUMBUS, OHIO
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TERLL
Friday

Fridday

thru
thrn

BMB:
D-37 \;‘un'll_‘ >
D56 countics

50 plusTe
.25 plusTo

o 50 pluste
P oE . S
MN-29 ¢ yuntic 35 Phl\r-"

N.49 t._ml'\'\il-" . :
. 10 111U?~r {

422 countics

MAIL:

12 month reports

124,945
99,957
33,217
74,963
91,627
41,539
83,422
24,904

. 48,978

.. 841,759
33,421

.. 24,924
. 24,839

34,472

Tenn.

832,273

I'hese smart hgures . . . for smart
buyers . . . plus great CBS pro-
grams, and our own fine array of
live talent shows . . . will make

Our 25th Year

BIGGER. .. still BETTER!

WLAC

50,000 WATTS = NASHVILLE

Represented by —Poul H. Raymer Co.

18

a =tand m

street corner. Lntrepe-
neurs boueh few items for demon-
~lrativn jur es. ordered lime on a
station. and ted for the orders to

come . Ol the orders flooded in

at such a pace that many had to be
left unflilled: he surprised <ponsor
was forced 1 stitute items, All of

which created siderable headaches

for stations= and avencies which had 1o
hear the brun

\[ll'i'
III"‘;I' J"I.|'III".Z!"_ | N
of Huzer Hoge

amplaints,
through
il Hoge. president

suflerine many ol

sivs he vesigned all

I]Illil"'lf-llll l'll"”“ ==~ la=l I]l'|'l'”||'l'i' ex-
cept for established original sources.
reputable catalor  houses.  or  retail

~lopes,

O vital importance is the prepara-
tion of copy. This is handled by Mar-
free’s Chi avo ullice, “Mail-order com-
mercials must have more punch than
the usual radio copy. We have to make
the listener act immediately,” Frieden-
bere =avs.,  On the other hand. vou
can’t oversell. Listeners can be lI‘I.‘-illl-
pointed when the dehivered articles fall
helow l]ll'il'
mitdls as they listened to the commer-

cial.

the  picture created i
This means returns and added
costs, Copy is a big point at Hoge, too,
“Once the copy has been set and starts
to pull, don’t change 1. Hoge warns,

.\llni‘ llf

\\'t)[‘lh

these  preparations  are

much unless the stations are

good mail order pullers. In consider-
ing stations for mail order, Frieden-
berg savs. “Any station can become a
good mail outlet by carefully  follow-
ing the hstening lastes i ils coverage
arca.” For example. many of the sta-
tions that he uses know how to pro-
gram  hillbilly music to hold an au-
When Marfree hnes up sta-
tions, it stays away from I'l deals as

dience,

much as possible—P'l runs about 577
of billings which Friedenberg puts al
53.000.000 vearly,

“In our experience the most expen-
sive way o sell merchandise is through
PE” he Says. He cites the cost of 867
inquiries one of his clients received on
one quarter honr over a I'l station on
2 March. the regular time charge for
that period tlate eveningl was 840,
But a charge of 85 cents per inquiry
]lt'nll;_'lll the cost to his client up 1o
S745.45.

Mail-order people have found that
almost any hour will pull. The prob-
lem is the tvpe of audience it attracts
and the cost. Friedenberg prefers early
morning honrs for farm markets. This
illl||1ll'1(llll D-Con o

was in .-ﬂ'llil!;.'.

farmers.  He lines up women’s pro-
grams for household ilems and toys,
sells children’s items by appealing to
mothers,  But most mail-order selling
is done in the late l'\'i’lli[l:_' hours on
news and recorded music shows when
time costs are al their lowest. Another
smart  bhit  of  programing
comes from Cecil Hoge.

advice
“Stay with
proven  personahities and  programs.”
lie stresses,

underway.
Maifree watches the mail count care-

Unee II]I' "iiTll]l{li?_Il i?-

fully. Orders are sent by listeners to
the stations, tlurn send them

on Lo the ageney’s clients, Stations also

who in

send a daily mail count to the agency
in New York which keeps a careful
:\]ilil-llr(il‘[
advertisers, like department stores. ex-
pect vesults in terms of davs, When a
product is not pulling on a proven mail
order station. the copy is changed in
a hurry. If that doesnt work. the
]lr(u!Ili'I i! (ll'up’ll'd. l\lul\\ill;_' h".l‘ll Lo

walch on the sales pulse.

eliminale an item that is :-Ill\\ill:_' down
lielps in staying solvent. The stakes
are big.

Some 907% of Marfree's air time is
on radio. “We use TV sparingly be-
cause the rates are high, TV mail or-

p—

Think
FIRST
of

“CANADA’S
FIRST
STATION” /" \

in the big Montreal arca—
onc of the bsst markets in
Canada — CFCF gives you '
maximum coverage ond the
friendly listenership of in- ’
crcasing numbers who prefer

“the Station of the Stars”, '

Many distinguished advertis-
ers agree "'It's easier to sell
through CFCF".

U, S. Represontative: Weed & Co. i

1

MONTREAL {b




der in general is falling off consider-
ably,” Friedenberg says.

This trend was noted by other mail
order experts. Harold Kaye of Mail
Order Network said that last sum-
mer 907 of his billing was on TV,
This summer it will be 50-50 with
radio. The reasons are (1) high TV
rates. (2) difheulty in buying time,
(3) short span hefore which TV com-
mercials are worn oul. (4) radio covers
four times the area of video,

TV made a substantial dent in ra-
dio’s long-standing strength i the
mail-order field last year. Many ad-
verlisers swarmed into the new me-
dium, mostly during the late evening
hours when rates were lowest. Movies
were used as the most inexpensive kind
of programing. The visual possibili-
ties of video were exploited to sell
goods that could be demonstrated or
collections of eye-apealing articles like
chinaware or silverware sets. Now the
tide is back toward radio. This year.
particularly during the heavy mail-
order season in the latter part of the
vear. there should be much profit for
advertisers. agencies. and stalions —
providing rigid standards are main-
tained. * k %

POLICING MAIL ORDER
(Continued from page 29) I

are being asked by the FCC to make it
a crime in ilself to use broadeasting
for fraudulent operations. The FCC
bill also aims at placing more legal re-
sponsibility on  broadcasters.  They
would become liable if they “know-
ingly”™ accepted fraudulent advertising.
That provision has drawn some oppo-
sition from the NARTB.

Justin Miller. the association’s presi-
dent, who bhecomes chairman of the
board in June. sees stations in the mid-
dle if they are forbidden by one sel
of FCC regulations from changing or
censoring broadeast material while al
the same time they are forced lo guard
against fraudulent copy. Broadecasters
should not e subject to proseculion
for accepting such copy. any more
than newspaper or magazines, Miller
argues, Like anyone concerned with
radio’s future. Miller supports the gen-
eral purpose of the hill.

A big factor in getting the wheels
turning at both governmental and sta-
tion levels were two cases thal involved

Harold Cowan and Ralph Whitmore. a
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More Homes

Check WREN'’S Hooper with WEED & Co. -I

WEED & CO. NATIONAL REPRESENTATIVES

ABC

5000 WATTS
TOPEKA

TYLER. TEX
Represented by
e O. L. TAYLOR co.

now MUTUAL

All the best of Mutual PLUS all
of WWDC's famous, effective
local shows. THE best buy in the
Nation’s Capital. Just ask your
Forjoe man for the details.
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UDIENCE
TIME SALES

nd Our Low Rate (Ul'd
emains Unchanged

5000

WATTS

—

IN ROCHESTER, N. Y

resented MNationally by

THE BOLLING COMPANY

offers you

COMPLETE COVERAGE

and

CONSTANT LISTENERSHIP
to sell

ENGLISH SPEAKING
QUEBEC

imuch publi | coast-to-coast team ol
mail-order ators and the 1-I1li]’1.'|_\
separale cisi the Midland Advertis-
ing  Ageney w York (not te he

confused with the Midland Ageney of
Cincinnati).

Cowan and W hitmore were indicted

for mail [raud March in Los An-
cieles, The action. invelving 17 charges,
wis hased on their offer of “sensa-

tional. glowing Christmas tree orna-

ments,” \1r|11'..\1|:|.|ln'|} 270,000 listen-

°rs= l'--r'r‘j\ﬂ] RN A} -||l‘l'l- n{ Illill fl;llrl.‘i'
cutouls printed in red. green. or blue
with a thin line luminous paint
arowrd  the ontside  of each  figure.
(The New York Better Business Bu-
reau recalls another incident involv-

ing this firm. A recent bulletin says,
“In 1949 a major source of complaints
Petter

reaus was the Cowan & Whitmore offer

to this and other Business DBu-

ol *Circus Animals® which consisted
actually of 17 small balloons which the
purchaser had to blow up and twist
in the shape of animals.™)

The latest Cowan & Whitmore deal
i= an offer of 100 gladiola bulbs and
LOO bulblets Tor a dollar. Stations are

not rushing (o accept the new offer.

| One big rep firm is telling clients that
| it will mot quote their rates to the in-

dicted agency.

L. 5. postal oflicials are still study-
ing the Midland
operation.  This e it was announce-
for a offer.  The agency
closed its doors, leaving manv a broad-
caster with unpaid time hills.  They
also leflt stations with piles of letters

\dvertising Agency

menls Loy

containing complaints from  dissatis-
fied purchasers.

\ large part of the campaign to keep
the air clear ol such abuses is n the
hands of the station representatives,
Robert - Meeker explains
“We do not aceept any 'l orders and

Associates

|-I;u‘|- ull|_\ ]t'gilinlull' mail-order ae-
that established  credi
rating= and a good acceplance on mail-

Counts have

order stations.” Even aller an ageney
is recognized as reputable. reps are
still 1aking a good look at each offer.
Jim Szabo of
Says, “We always check the ||1‘(1||l11| Lo

\dam Jj. Young. Ine.

see il the customer will receive good
value, Onee inoa while we'll differ with
legitimate outhts on the value of their
product.” Another rep. The Branham
Company. requires that the product
and all capy be carelully chieeked.
Probably the mast thorough policy
memorandumn on the entive subject was

;:rr-ln;lh-r{ Iy The Katz Ageney for the |

stations  they  represent. I':\l'i‘lrl for
small maodifications by a few stations,
the code has been approved by all the
Katz stations. It includes protections
that are now or soon will be put into
effect by manv broadeasters,

The Katz
‘li_‘_’,"_'l"-lt‘l{ IJI"IH"‘({!H'L‘.":

L. No 'L deals accepted.
2. The quality of all products must

memorandum  lists these

be

agency

guaranteed by advertiser  and
with complete and  uncondi-
tional money-back guarantees for pur-
chase price and any and all postage
and C.0.D. charges. The advertiser
and agency guarantee to reimburse sta-
ton Tor any and all refunds.

3. Advertiser agrees to pay postage
on merchandise sent o replace goods
damaged in transit or otherwise defec-
live,

4. Advertiser prompt
delivery to customer of product adyer-
Station assurances
that a sullicient quantity of the product
advertised is available to fill the de-
mand.

cuarantees

tised. musl have

LANG-WORTH
FEATURE PROGRAMS. Iue.
113 W. 57th ST.. NEW YORK 19.N. Y.

Network Calibre Programs al Local Statiow Cost

SPONSOR




5. Sample of pru:lurl must be sub-
mitted to station at the time request
for availabilities is made. This is to
enable station to satisfy itself as to
the quality of the merchandise and the
claims made for it by the advertiser.

0. Advertiser and agency both guar-
antee that the sample submitted and
the article advertised on AM and TV
are identical with product delivered to
purchasers,

7. When offer is made on a C.O.D.
basis, it must be emphasized and fully
exlained that C.O.1).
charges are in addition to the price of
the article,

Elements of most of these regula-
tions are in the requirements of many
stations. WPIN, New Yok, prohibits
statements  which claimi to undersell
competitors.  Advertiser must have a
retail outlet or showreom in the vicin-

and  postage

ity of this video station, or must de-
posit a minmum of 3100 or a greater

sum if WPIN Dbelieves the circum-
stances warranl 1L
WFIL-TV. Philadelphia. requires

every product for mail order be backed
by a certificate ol approval from a
recognized testing laboratory.

KXOL

leading
independent
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A number of stations are working
with the DBetter
keep their facilities out of the hands

Business Bureaus to
of the sharp operators, 1t all adds up
to more work for the stations, Broad-
caslers are learning that like any foree
with a powerful impact, radio and tele-
vision must take all precautions 1o

saleguard the public, *k Kk %

POINT-OF-SALE PAY-OFF

(Continued from page 27)

Both the Martha and [elen radio
show (11:30 to 12:00 am. Monday
thru l“i'i(l&l‘\' and the ('ll|I1|l|l'|.t‘ 1ner-
chandising service comes in a single
package. Over WLS the Feature Foods
plan costs $368.55 per week for five
participation=.  This is the 13-week
rate. For a 26-weck schedule cost is
S318.08: for 52 weeks. $327.00,

Simlar are  available
through Feature Foods in Philadelphia.
In Philadelphia. the air-promation on
KYW consists of Aune Lee’s Noteboolk.
Heard from 1:00 to 1:30 p.n. Monday
thru Friday and 9:30-10:00 a.m. Sat.
Jack

Pyvle discuss babies. hobbies, recipes.

packages

urdayv. Anne Lee and partner

children’s l’lli.ll:_‘!-'—"illlll t‘.-[iﬁ'i.l.”\ food,

Their merchandising associates, five

|wll|l!l‘ under _\Inl'_\ I)ll}'il“‘ direction.
[ cover between 800 and 900 Philadel-

phia grocerics. Cost of two participa-
| tions a week comes to 8150 at the min-
| imum 13-week contract rate,

Lyman L. Weld, president of Fea-
ture Radio. Inc.. explains his com-
pany’s Feature Foods plan as follows:
“This is a joint venture by which each
radio station produces a radio pro-

| gram-—=so far, a half-hour a day. six
days a week. All of the programs thus
far are of the homemaker type, though
this is up to the stations. 'rimarily,
what we need is a homemaker audience
| and a program which can be the me-
| dium for coordinating the merchandis-
| ing plan with advertising.”

Feature Radio hires,
supervises the merchandising staff. I

| also sets up contacts with chain stores,

trains, and

cooperatives, and independent grocers,
Contracts with leading independents
ensure the stocking of all products
which join the plan. as well as keep-
ing track of sales and furnishing tie-
in material. Some of the chains which
have cooperated are National Tea and

| Jewel Food Stores in Chicago, Balti-

| more Markets and Food Fair in Phila-
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delphia, 1 Dinky in Omaha, Coun-
cil Oak =i in Sioux City, Jack &
Il Stores | istings ( Nebraska i,
Conerete iples of the suecess ex-
pertenced I eature Foods partici-
pants are nunie ous. For example, the
district  =ales anager of Standard

Brands in On v reported  that six

months™ = Feature Foods on
WOW had halt steady =ales decline
for one of then products: now sales
are on the upgrad

Often distrihntion mmproves imme-
diately, A participanl on Inne Lee's
Votehook (KYW 1 had only 37°¢ dis-

tribution in the 205 independent and

51 chain stores covered by Feature
Foods™  Philadelphia  merchandising
<tafl. Mfter only a -in;_’lt' round of

calls, coordinator Mary Doyle I'l']llll'l('tl
a rise i distribution to 5174
\lthoneh

sales organization.

not a
i frequently takes
additional  distribu-
Martha
zot a direct
tuking of 220
orders by Feature Foods manager Mae
Watkin< The orders
funneled through 20 different
whaolesalers. A ank
alditionally later
sponsor to discover

Feature Foods is

orders o ensure
tion. A WLS
and Helen, for

<ales hoost throush the

advertizer on

merchanilizers,
were
Custo-
Fnl'

||I'(llh|

survey of
mers was made
the same
preferences,
Broadeast
Boston has been operating a similar
package New Eng-
land market a decade.
top-rated women’s programs are used
tool to create de-
with hoth serviced by

Advertising. Inc. of
arrangement in the
fl:l’ oA eT !I\\'l!
as an advertising
mand. a com-
mon merchandising organization,

”ru'juu'r’ Mills  Howr s

Monday  through

hroadeast

Friday from 12:30

to 1:00 p.m. over the New England
Regional Network of NBC statious.
These include WBZ, Boston; WBZA.
springfield: WCSH. Portland: WLBZ.
Bangor:  WJAR. Providence:
WTIC, Hartford. National sales repre-
sentatives for .Uar,u;ru Mills is Weed
L\ ‘:ll.

Yankee Kitchen., Monday
through Friday. is heard from 1:00 to
1:30 pm. on WHDIL Boston.
hroadeast from 4:30 to 5:00 pan. over

‘ll!d

also

It's re-

the New England  Major Markets
Group: WGAN. Portland: WGUY,
Bangor: WTAG, Worcester: WPRO.

WDRC.

l AAWTENCe.

Providence; Hartford: and
WLAW, Paul H.
handles national sales for Yankee
Kitchen.

Formats of both programs are much
alike.
ing gets primary attention, along with
cooking

Raymer

Co.
Advice on economical food buv-
and garnishing food 1o make

it altractive. DBrief
books. happenings in the theatre. and

reports of new
events of interest to women add vari-
l'l) .

Merchandising experts from Broad-
cast Advertising make regular calls on
the buvers. advertising managers, and
owners of New
voluntary  groups.
pendent markets. In this way every
major grocery outlet is reminded about
products being pushed on the Marjorie
ills and Yankee Kitchen shows. If a
|.airln'11|;|r item is :|Ir(’;ld_\ stocked, then
the outlets are

England food chains.

and leading inde-

asked to maintam an
adequate supply and improve its dis-
play If the product isn’t in
stock. the Merchandising Representa-

position.

tive points out the power of the two
radio programs promoting it. tries to

sign up an initial order. Sponsor,

"TOP-DOG”
ON THE COAST

acifre

antamahile

ot arisl o Hhie

Coast foves me

vadins shows 1'm

Elliott Haynes'
ror noa.”

survey uf
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agency, .t|u| broker (or |¢-|||e’~|-rll;tli\l'|
each ;_'l'l n'llllll.'- on the results of these
conlacls,

Tie-in promotions with chains, vol-
witary groups. amd independents are
a weekly occurrence. Marjorie Mills,

Ken and Carolyn of Yankee Kitch-
en, urge their listeners to make a par-

ticular store for chain) their “shop-
coning
feature
participating products in their news.
stock up on the

items and put up display

ping headquarters™ for  the

week. In return, the stores

paper advertising,
material.,
Newspaper  ads  mention “Marjorie
Mills™ :-'|||'<'iilla-.

Having carefully  cultivated  the
cood will of chain store executives and
\ \dvertising's

managers,  Broadeast

merchandising experts can ask indi-

vidual stores to colleet “special™ infor-
mation on how they and rival brands
Similarly, the

sor's sales executives find it easier 1o

are making out, Spot-

comtact chain store brass and whole-
salers Broadeast
introduction.

with a \dvertising

All these services are a regular func-
tion of the company’s merchandising
stafl. In addition. special events are
usually the signal for Marjorie Mills
and/or Ken and Carolyn to make a
personal appearance. markel
r]l:nil_\

Super

openings. store anniversaries,
drives, and
them a chance to meet loyal radio lis-
teners and promote sponsored prod-
ucts.

Proof of the plan’s success is the
have

civie celebrations give

long roster of advertisers who

renewed regularly for from six to 14
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years. They include sponsors like All-
Macaroni

Fetley Tea. Van Camp’s Beans, Sweel

sweel \l‘trj.'itlfm'_ I..i “n\.'l

heart Soap - altozether 14 |-lmhil I=
I'here’s  seldom  an  availability on
Yankee Kitchen or the Marjorie Mills
Hour.

Storecast Corporation of Amer-
ica permits a manufacturer to  do
something he's dreamed of for years
lt= in-store broadeasts enable an adver
tiser o figuratively lean over a house-
wile's shoulder as she .-l]uil.- amd
her to put his product into her shop-
ping carl.
I-ninl-nf-.-;ll:'

ran gel.

Storecasting is as close 1o
as an advertising medium
Specially-planned “music to buy hy”
is beamed by FAL vadio straight to par-
ticipating stores. as well as to private
INUSI

homes,  Interspersed  with the

are weathes reporls, news, homemak

ing hints. and “buy it now™ produc

announcenients.  Storecast provides a
[rl: a=sanl., .1!||1---|rlu'|r‘ for
Lralhe,
keeps shoppers in the store longer,
Tied 1o the FM broadeasts is a com-

If!'hl'l.“-i\f‘
|

relaxing

shoppers.  ncreases  cuslomes

merchandising  program
which -;1|;il:||i?l'.- to the ntmost on a
-Iruu-ul'v amouncements,”
First. is the

tional set-up of the Storecast svsten.

"Inllllllll
li{-\\l'\t'r. I]l'I'l' HI_:_'.il}i!.]-
licaded by broadeastwise Stanley Josel-
ofl. It presently covers five metropoli-
tan areas with over 3.500.000 chain
(weekly)
tional FM home listeners as an audi-
First National Stores and south-
ern New England FM homes are served

via  WMMW-FM.  Meriden.

\l'l]’l.l' .";[IIJ&’I' \liill\'l":‘- .Hlll Illl' llnlflll‘lll

store  cuslomers and addi-

enee.
Conn,

New  Jersey - metropolitan New York
area  are WGHF, New
York. and FM lis-
teners in and around Philadelphia gel
their broadecasts from WIBG-FM.
Philadelphia. and the Na-
tional Tea Company supermarkets hear
WEMF, Pittsburgh's
Giant ]':Ll;:ll" and Sparkle stores are
reached by KQV-FM. Pittsburgh,

Each of Storecasts™ 250 clients zels

covered l'_\

American Stores

Chicago

.ill!l Thorofare,

the valuable merchandising help which
Here.

in outline, are the principal merchan.

converts advertising into sales,
dising services provided:

1. Visits IJ_\ Storecast .‘aIu-r'I;I|'I~I.~ 1o
every afliliated store at least once
every two weeks,

2. Proper placement of the product

according to individual store lay-
out and customer buying habits,

Periodie checks of shell and bac
rOoNn '“H'l‘ of each _'_|.=H]:J|I

L. A “Suggested Order Form™ lefi
vitlt the store manz opy senl
to chain store sales manazer

v Product 'Ii-}l|;u~ bevond the usual
shell placement,
Cons=tant *riding herd™ on pe-
wl  offers r“-]l:.l\ PICCes. A
coupons o ]|1t'\1'nl their |\|'-|I|-_'

steil

Ll ;.|||\

in a trash baskel.

'Ir‘-i;;lll'll -vi_'.'-.- :I<'i|".'.:l.‘

ecasl |rllrl|1lllr- on shelves,

. special seasonal and topical di-
jrlay |ll-‘|L|l-l}lrllh.

9. Contests  and

|Il‘|.‘-lIIJiI| .l|-|:|.-.

A= ;-unllu-!lll_z both store and
products
| S ling |.|lu"| anmi sends sam-

fu]‘ « nl Spunsors [Jl'mltlf'l.- o Lthe

homes ol store l]lllllli.\t'u_-l

Both advertisers und stores are de-
lighted at the results of Storecasts’ in-
tegrated  promotion scheme,  Val S,
Banman, =ales manager of National
I'ea Company, savs: “We know that
our Sorecast advertising |r|.lillllff'- an
imerease i product sales of from 257

150% .7

“1 res a Iy iri‘ al cuase ||I'-Tn|_\ .

Warchouse shipments of a table salt.
Sloriecast

during its participation,

<howed a 38.4¢ increase for the first
10-month |n'|'"|ml of 1930 over a simi-
lar period in 1949,

In the face of resulis like these,

Storecast renewals run well over 70

for its 250 sponsors. And plans are
underway to expand the Storecasting
markets.

An advertiser’s bill is determined by

svstem to nmore

the nunber of announcements he uses
Storecast FM station.  An-
nouncement costs vary by market: for

over l]]('

I'\.‘llll'llt'. the one to 50 announcemenl
rate for southern New England is
£6.80; for Philadelphia $3.65; [
Chicago $9.35: for Pitsburgh 89.35:
for metropolitan New York plus vorth-
ern New Jersev 56.80.

.";t'l\i('l'- Itk‘

sponsors experl |In-r-'|1;|!|||i.-iul-_' fullow-

those described .'-—'i\ e

through at a minimum cost. By split-

ting the expense many different ways,
than he
Without any

even a small pro-

ecach  advertiser more
could afford individually.

sules stafl of his own,

ets

ducer can get big-league treatent,
But whether the sponsor ties up with
a point-of-sale set-up or not, he can
improve his own sales by remembering
that what happens in the store is the
pay-off ! * kK
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Can radio editorialize?

Fhe 19500 dul*omt Award for distin-
guished commupnity serviee. one of the
ceal plums tn the air awards speetrnm,
went tooan upstart LO00-wat dayiimer
which began operation in July 1949,
WAVZ New Have
liome commmunity as *The Newspaper of
the Air™
news=paper men with a simple coneepl,
Thes

competitive news reporting and editor-

. reflerred 10 in f1s

i~ the dream child of 1wo ex-

believed that radio could restore

izlizing 1o a community that now has
monopoly-owner=hip newspapers,
SPONSOR was the

accomplishments of Vietor W. Knauth

faseinated  with
and Daniel W, Kops. owners of the ~1a-
tion than dared 1o establish a patern of
aggressive editorinlizing. We asked Mr.

Kops, viee president and general man.

BBDO on leisure time

With its factnal study, “What's hap-
pening 1o leisure time in television
homes?" BBDO has dug right into the
core of today’s most perplexing adver-
tising media problem,

What is happening to radio hstening
as T\

magazine readership: 1o movie attend-

emerges: 1o newspaper  and
ance? What i« happening to TV view-
ing it=elf? Everybody has an opinion,
but the facts have been few.

BEDO, with it November 1950 sur-
vy ol 5057 nrhan members of the
BEDO National Panel of Consumer
Opinion, hus thrown light on the in-

84

Applause

ager, 1o give mibvertisers amd agencies a

bird scene vivw of editorializing on the
air. His repls will help many 1o see the
po==ibilitie= o/ capitalizing on radio’s

unigue ability 1o mold epinion.

w are interested in our
1l ',\t'\\'-lt.‘qu-] of the
We think it is an im-
You

i a radio slation go

I am glad
editortalizing
\ir operation
portant fickd ol
asked how fu

service for radio.

with impunity. on an editorializing
basis. | would =av that it can go just

as far as the better newspapers of the
country have gone

“In the past we had a great many
newspapers in the country with cour-
age and greal concern for their com-
munities. and many of them expressed
this concern with forthright editorials.
In recent vears, the tendeney of news.
papers has been to publish less conse-
The

strongest stands 1o a greal many news-

quential and colorful editorials,

papers are laken by the syndicated col-
unimnists,

“Radio has itz equivalent of svndi-
cated colummists in the commentators
who do their iu‘:'.-un.'l“/t'i] editorializ-
ing, often taking extremely strong po-
sitions. If broadeasters wish to do so.
they can reverse the history of news-
papers by shifting their editorializing
from emphasis on the views of com-
mentators to that of the editorial posi-
tion of the station as a whole—wha
the station stands for in the commu-
nity.

“The only limits that 1 can suggest
affecting a station in its editorializing

fluence of television on ecity  living
habits.  Ns findings have the added
value of impartiality,

The BBDO findings will surprise
many who have reasoned that radio
goes oul of a home when television
comes in. Says BBDO: “IT this stndy
nothing else. it demonstrates
again the amazing capacity of the
\merican public to take a new medium
in stride without any other single ac-
tivity taking the full brunt.”

Here are a few of the findings: (1)
829 of the total zample lsten to ra-
dio ar home during an average day,
In non-TV homes the average listener
is glued to the radio three hours and

||nl‘s

are those of good taste, threat of libel,
accuracy, and fair play. These same
standards. of course, apply to newspa-
per editorializing. and | see no occa-
sion for different standards.

“The FCC. in permitting editorializ-
ing by broadeasters. has done so in a
qualified  way. the  only
qualification which might add 1o what
I have mentioned in the above para-
graph. is that broadcasters must make
positive efforts 1o obtain conflicting
points of view when editorializing on
controversial Actually, this
principle  has always guided good
newspapers anyway. and should in no
way lemper the strength of an edi-
torial stand. 1 don’t helieve that this
is intended to suggest an editorial fol-
low a pattern of ‘we think this, bt
there is much that can be said on both
sides and someane else thinks such and
such.’

“Our approach is one of taking a
stand in a forthright manner and then
seeking out opposing points of view

However,

1851es,

for presentation on other broadcasis at
similar times on the air. as well as in
forums and newscasts,

“1 also threat 1o stations
which editorialize in loss of commer-
cial business.

SOC 1o

It has alwavs been dem-
onstrated that controversy attracts lis-
teners, and advertisers follow the lis-
teners. An editorial stand on a con-
troversial issue might offend a par-
ticular adverliser and cause him to
withdraw his business. bul the chances
are it would attract two other potential
advertisers in his place.”

33 minutes (3:33): in TV homes.
2:10. (2) 25% of the sample listens
to radio out-of-home daily—1:23 in
non-TV lomes: 1:20 in TV homes.
(3) Of 559 of the sample reading the
morning newspaper, the average read-
er spends 10 in non-TV homes: :37
in TV homes, (4} Of 78% reading
the evening newspaper, 48 was allot-
ted by the non-TV home reader: :43
by the TV home reader.

BBDO promises to do more of this
sort of thing. Whether it does or not.
“Leisure Time™ fulfills a vital funetion
at a vital time. Tt serves as a model
which agencies and advertiser /agency
associations can emulate with profit,

SPONSOR
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This is probably the commonest remark made
in America, Millions of people say it every day.
You yourself are always saying it without thinking.

You heard it on the radio, so you act on it.

Actually the radio says no such thing. It simply

“ b rid j ‘eports what the Weather Man says.
The radio says i e Ve e
We wish people would think more carefully about

it’s going

radio. But the fact is nobody really does. Any
tO } ’C(/ ?:/}_2/” more than he thinks about which foot to put
in front of the other, or how to blow his nose.
You can quote all the statistics you want about
radio’s amazing penetration and sales impact to

prove what a great medium it is, how much

better than any other medium. The

statistics are true and available. But
somehow they seem relatively pointless
beside the essential fact that people

believe what “the radio says.”

This is the real secret of radio’s power.
This is why it is listened to more than
any other voice in the land. This is why it
is such an accepted* voice... such a useful** voice

...such a friendly and familiar voice.
Radio doesn’t know whether it’s going to rain.

Radio is only a voice. It can be anyone’s voice.

" Most necepled . Lhe valen
of CBS, reaching: 250% It COuId even be yours. "
more peapde than that of
nny other network
' Most uscd, too, by U8, . .
B et Columbia Broadcasting System
mare on CBS than an any
uther netwaork.
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Please help in the preservation of old time radio by supporting legitimate
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