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REPORT TO SPONSORS for 21 May 1951

"Show Goes (On.," with Robert Q. Lewis as m.c. Interestingly, both Pepsi-Cola and
razor firm tend to give their stars wide merchandising. Fayve Emerson appears in
Pepsi-Cola color ads in national magazines; Robert Q. Lewis is used in ads, point-

of-sale placards, and personal appearances.

AFRA-INDUSTRY GROUP WORKS OUT PROCEDURE FOR HANDLING LOYALTY PROBLEMS—
After months of discussion, sub-committee representing AFRA, AAAA, NARTB, ANA, and
major networks has developed procedure for handling subversive charges. Plan is
designed to protect radio/TV talent and their employvers from irresponsible accu-
sations. Under new set-up, when employer learns of disloyalty charge, he requests
statement from individual inveolved. This goes to AFRA, without identification of
employer, allows talent opportunity to reply directly to charge without publicity
spotlight. 5o far no case has come up under new arrangement.

WILL COAST-TO-COAST TV COME IN TIME FOR WORLD SERIES?—Rumors that coast-to-
coast TV is proceeding so rapidly that World Series may get nationwide hookup ap-
pear unfounded. Last link in cross-nation connection, the micro-wave relay
facilities from Omaha to Coast, will be completed for carrying telephone calls
by this August. That may be source of rumor. But necessary equipment for carry-
ing TV signals from Omaha to Coast won't be installed till late in fall.

NEW EDITION OF BEN DUFFY BOOK ON MEDIA AND MARKETS OUT THIS MONTH—
Second edition of "Profitable Advertising in Today's Media and Markets," by BBDO
president Ben Duffy, was published by Prentice-Hall this month. Brought up to date
11 vears after first appearance, book covers scientific buying of radio, TV, print-
ed media, outdoor. Media savant Duffy rose through agency ranks, was successively
media buyer, media department head before becoming agency president in 1946. 1In
this issue of SPONSOR, Duffy takes look at future of network radio, points out that
appearance of new media in past has not automatically sounded death knell of ex-
isting media (see page 27).

ADVERTEST SURVEY MEASURES POPULARITY OF WESTERNS ON TV—April issue of
"Television Audience of Today," published by Advertest, reports that 51.4% of all
homes contacted said Western program was viewed during preceding week by at least
one family member. Among families with children age 5 to 14, 66.3% report viewing
of Westerns; only 39.2% of homes without children report such viewing. Interest-
ingly, over 63.1% of viewers admit watching Western pictures for second time.
That point is of particular importance to advertisers using Westerns who feel
hampered by lack of new films for TV. Apparently viewers love old Westerns even
second time around.

HOW TV AIDS SPORTS PROMOTERS—New WPIX, New York, survey, reported exclu-
sively in this issue of SPONSOR (see page 30), indicates that sports attendance
can be helped by television. Sample included only sports fans; despite this, 81%
saw some sport for first time on TV. Of these, 30% later bought tickets to sport
and 34% say they want to buy tickets. Statement to SPONSOR by Ned Irish, Madison

(Please turn to page 52)
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In Rochester Radio
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WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC’s leadership morning, afternoon, evening:
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What is the Future of network radio?

Jpinions range from darkest gloom to hope for continued prosperity e
through changes in network operation -p
How Hinso and Spry made an about-face

A return te hard.selling spot and daytime radic boosted sales for Lever >
Brothers' Rinse and Spry 28
Does TV hurt Madison Square Garden's b.o.?

MNew survey indicates TV can increase sports attendance; should help con- .
vince promofers that they can continue to allow televising of athletics 30
Hillman-Minx goes far on a small budget

Skilliul selection of personality d.j. shows with large local following hypes -
sales of British-made car in U. S. 32
Yow you can see what you're buying

Radio salesmen have transcriptions to use as samples. What can TV's reps J
sse? Free & Peters' answer is new desk-top film-strip selling technique 31
Kate Smith's first 20 years

Human quality has piled up $29,000,000 in billings for singer. But one mis- ®
take was allowing Kate to sell cigarettes, mar. Ted Collins told SPONSOR 36

Stop sugar-coating your advertising

Using too many superlative adjectives woven into glib testimonials about ;
your product may make your buying public "wary and weary" 38

COMING

Y Dictionary/Handbook for Sponsors

New lexicon of trade terms includes over 1,000 words, valuable data. To be
published in installments, then appear as a SPONSOR supplement 4 June

Kindergarien for sponsors

Contacts with the show world are fraught with pitfalls for the sponsor
who lets the razzle-dazle go to his head I June

Spanish language broadeasting

Why sponsors are missing a good bet by neglecting the millions that
comprise the Spanish.speaking market in the United States A June
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COVER: Much of Kate Smith's success is due
to human qualities viewers find in her pro-
grams. Typical of her 20 years of homey
showmanship was recent TV show in which
she helped Brig. Gen. David Sarnoff get Red
Cross drive off to start, RCA Board Chair-
man Sarnoff is Red Cross campaign keystone.
Miss Smith, currently on NBC-TV with day-
time show, may also bring daytime radio
show "Kate Smith Speaks’ (Mutual) to
NBC. For Kate Smith stery, see page 36,
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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)

L ——

DAYTIME

KGW 350,030
Station B 337,330
Station C 295,470

Tiss KGW, on recent Tour Test to Corvallis, made in co- Station D 192,630

|

peration with Oregon Motor Association, visits Chapman ——" NIGHTTIME
Tanufacturing Company, where Robert Wheeler, Plant —

ngineer shows operation of hydraulic press. Wood waste — e in' KGW 367,370
rom Oregon'’s basic resource are utilized in making product — LAY /o Station B 350,820
ith a variety of uses. KGW's Comprehensive Coverage was e L f Station C 307,970
roved effective in Corvallis by this Tour Test, Second pic- e Y[ . Station D 205,440
are shows Tour Test car in front of big, new Gill Basketball reol st/ o,

oliseum on Oregon State College Campus. e _fi"_‘---?

This chart, compiled from off.
= . cial, hali-milivolt contour maps
filed with the FCC in Washing
ton, D.C., or [rom held intensity
surveys, tells the story of KGW's
COMPREHENSIVE COVER.
AGE of the fastest-growing mar-
ket in the nation,

W

(
|

Ty

PORTLAND, OREGON

ON THE EFFICIENT 620 FREQUENCY

REPRESENTED NATIONALLY BY EDWARD PETRY & CO.




Sull the wmost discussed topie in

local television ciecles is the Mac-
Arthur telecast. The West Coast’s
combined operation, which included
the pouled facilities of the 11 Cali-
lornia TV stations, brought five
million viewers on-the-spot coverage
of the historical event via the San
Franciwwo-Los  Angeles microwave.
An  estimated 45 mullion  eastern
viewers  witnessed  the  telecast b)

kinescope.

KSFO aired the event for AM audi-
ences with Wally King, Bob Tut, Bob
Hanson, Bill Hillman and Bill Hayward

}'I II\IHHT:' announcang « flt\Tl‘ﬂ

In S.F., KPIX exclusively screened
MacArthur's address to Congress 9
hours later. Kinescoped in Chicago,
via the Baloban-Katz process, the
kine was flown to Los Angeles and
fed to KPIX on th microwave.

ADD KSFO AIRINGS

KSFO's recently inaugurated "Voice
of California Agnculture” features well
known bureau man, Bert Buzzini. Orig-
mnatng n the KSFO :-ludlus. the 15
minute farm show s fed to four addi-
tronal California radio stations, Mondays
thry® Fridays av 6:30 AM,

STATISTICS . . . Bay Arca TV
set sales have now reached the
180,000 mark , . . acvording to Tele-
Quie, 90 4% of these sets were tuned
to the West Coast’s telecast of Mace-

Arthur's arrival,

CHANNEL
5

Repressnied by The Ketz Agency, Inc,

360
KC

Represented by Wm. G, !m_wbuv Co.

SAN FRANCISCO
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“Here,” =aid the doctor, “trey this couch on for size.”
“1 don’t like 17" complained the patient. “1 feel laid out,”
M said the doctor, seribbling on his pad. “very significant.

Roliert 1. Landry

By |.
y

Y ou see vourself as a 1'::”!.-1'?”

“Thats right,” the patient muttered, “very time I read the trade
press | have nightmares in which T am attending my own funeral, |
am entirely surrounded by smirking characters who are glad 'm

dead.”

“Free assoctate.” encouraged the doctor, “can you identify any of
the smirking characters i your nightmare funeral?”

“You mean like television editors?™

*Or other strange figments,”

The patient reached back into his dream. I see zombies with big
bellies.”

“Big bellies,” the doctor rubbed his hands. elatedly, “what do they
remind you of?”

“Undigested inventory.” said the patient. “and they're pale govern-
ment-green around the gills. They keep spitting money and beating
their chests and hragging.”

U iE "l T

“Good, good.” said the doctor. “can Vou make oul what l}lt'}' are
saving?”

“They keep sayving something about waiting. just waiting. They
say just wait until October.”

“October?” pressed the doctor. *a revolution in October, new
days to shake the world?™

"Yes, yes,” the patient responded. “in October the coaxial cable
reaches Hollvwood.”

“Free associate.” commanded the doctor.

“IUs the wrade press. | know about the coaxial cable from the
trade press. 1t's then that 'm a goner. 1t's then they'll lay me out.”

“But.” said the doctor. doesn’t it depend on what trade press you
read 2 Others say vou'll be dead when the [reeze ends.”

“When Milton Berle reaches Denver, that's when. that’s when,”
the patient groaned at the prospeet.

“There is something morbid about this dream of vours™ said the
doctor. “Milton Berle has Il';ll‘]ll'l] Denver befove and ]lrm'lira"\
nothing happened. Your pressure is normal. your arteries are young.
only a few months ago in 1950 you had vour best vear in your entire
life. Why do you suddenly feel convinead you are not long for this
W If}l-/"

"

C1 feel strangely inferior.” replied the patient. “lnomy dreams |
keep falling by the neek.”

CSAbela” sand the doctor, “the plunging neekline complex. Very

( Please turn 1o page 71)

SPONSOR

D




Whit oLouioville st
BESIDE

2aidiul Women?!?

Lonisville’s 3-county Metropolitan Area ranks

ahead of Metropolitan Memphis, Miami or
Omaha in both Retail Sales and Effective
Buying Income.™

Louisville’s WAVE gets a Daytimme BMB Audi-
ence of 238,190 families. Tts BMB Area con-
tains less than a third as wany people as
Kentueky’s total, but accounts for 66.29; as
much Food Sales as the entire State.
WAVE-TV pioneered in Kentueky . . . is now
far and away Louisville’s favorite television
station. It is Channel 5 — NBC., ABC and
Dumont. There are 86.782 TV receivers in
and around Lonisville.

Make WAVE and WAVE-TV your Kentucky

choices. Free & Peters can give you all the faets.

*Sales Management Survey of Buying Power, May 10. 1950

WAVER

WAVE® bhas o Daytime BMB Audienceo

of 238, 190 f.( vilies in Kentucky and
This area bhas an
ome of S1.6T
billion, as = £2.51 billion for
the entire State. 1o Effective Buy-
ing Income within WAVE's Daytime 3
BMB countles is 1519 of the In- =
come in those Renturky counties in
which WAVE does NOT bave a BVMB

audience !

INDIANA

“The WAVESTY Coverage Area
contains 250,100 familics,

FREE & PETERS, INC.

Exclusive National Representatives

21 MAY 1951
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the difference is . ..

i.
|

J,t:vr the fifth consecutive year, Mister PLUS
stands alone at the peak of the mountain

called Sunday Afternoon.

Other networks get up into the foothills,
but the view from the top is

reserved strictly for Mutual clients.

:-bh

And what a view!

More than twice as many actual listen
tuned to the Mutual Broadcasting Syst

as to any other network ..




elivered by any other network ...

Les, on Sunday afternoons, Mutual clients
re getting the largest audiences in all network

idio—at the lowest costs of all.

.nd there's room at the top for you!

the close up:

AVERAGE RATINGS

MBS 7.3
MNETWORK X 30
NETWORK Y A5
NETWORK Z i
Source: Miglien Rod

far rotings, Oct

dollor doto. Averoge

groms [evcepl re

AVERAGE HOMES/S

MBS 319
METWORK X 143
NETWORK ¥ 122
NETWORK Z 121

, Index—Oct. “50-Feb. *51

51 for ho per




WILS

NORTH CAROLINA

IS THE

ORLD’S

TOBACCO
MARKET

WGTM

5,000 WATTS * CBS AFF.

Sells the 1,250,000
people in the largest

tobacco producing area |

in the whole wide world!

Let us send you up-to-the-minute
facts, figures and availabhilities!

Write, ‘phone or wire
ALLEN WANAMAKER
Cen. Mgr., WGTM, Wilson, N. C.

[ T ——

|

George Miller

Merchandising Manager
e — ! Richfield Oil Corp., Los Angeles

Born four months before the turn of the century, jolly George
Miller has spent the largest part of the time since then selling petro-
leum products. He has been with Riehfield for 12 vears: in his pres-
ent position the last 10 of them. Before that George spent 17 years
with Sinclair. leaving as resident manager in Philadelphia to come
1o Richfield.

An avid sports enthusiast. George lists too many spectator and
participating sports as special interests to mention them all. At the
top of the list are voll, baseball. foothall. \

George gets a kick, too. out of spending over a million doliars a
vear for Richfield’s advertising.  About a third of this is spent on
the Richfield Reporter which has grown in its 20 years on the air to
the status of an institution. This 15-minute newseast is broadeast
daily over the complete NBC Pacific Coast and Arizona Group net-
works with the addition of ABC stations in Washington and Oregon,
(An identically titled show is aired on the East Coast by Richfield
Oil Corporation of New York. This New York organization. which
was originally set up to market Richfield products on the East Coast,
i= now a wholly owned subsidiary of the Sinclair Oil Corporation, has
no connection with the West Coast firm.)

Newspaper and outdoor advertising come next with hetween 20
and 259 of the budget going to each of them.

TV is an up and coming voungster, with additional money being
appropriated for this medium as it becomes profitable 1o do so. TV
ammouncements have been used in all markets with good results. The
ouly program used on TV at present is Suceess Story. an hour-long
institutional presentation of the workings of Los Angeles industry.
This telecasts weekly over KTTV. with a different industry reported
cach week. George is proud of the fact that the ratings show this
educational feature outpulls wrestling telecasts. He hopes to use this
<ame program format in the San Francisco area.

George thinks that TV will continue to grow in importance for
Richfield for quite some time and that its budget will he added to
vear by vear. Radio’s place will depend to some extent on TV’s effect
on its ratings and rates. The Richfield Reporter's large loyal audi-
enee outside of major population centers, he feels, makes it a good
bet to withstand TV for a long. long time,

SPONSOR
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MR. SPONSOR:

S 6 Weeks on WBK-TV. .. |
D, 25% SALES (/(ckfasf."

=
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way L
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You, too, can get real results the easy way. Let W]BK’s tremendous
listener-response give your sales the boost that pays off in higher sales
results. Smart advertisers know that sales success in booming Detroit

WIBK = DET

The Station with a Million Friends

NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO

Represented Nationally by THE KATZ AGENCY, INC.

21 MAY 1951
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ON THE SPOT SELLING IS
IMPORTANT ON PACIFIC COAST
NETWORK RADIO, TOO!

i’:lt'illil' ( 't:.t.\[ ”I.{t Cilll ]t']('.t\l _\lJlJl ‘\\I.II 5 1NUssase On-
money (21154251000 of it)

The Pacific Coast is big, sprawling and virtnally

vround conductivity and you have a situation that e

markets for good consistent reception, the kind that really makes complete coverage. Don Lee has 45 sta-

tions in 15 important Pacific Coast markets —Don L

Duoes this on-the-spot local coverage really work? You bet it docs. Don Lee regularly broadceasts more
regional progriums on the Pacific Coast for both regional and national advertisers than any other network.

( um}:h'lv.-m-ﬁu'-.spur coverage when vou want it

WILLET H. BROWN

1315 NG

D(l\' LEE 18 THE ONLY RADIO NETWORK on the

the-spot . . . where the people live and spend their

- I3 . [
covered with very high mountain ranges. Add low |
‘mands many stations, each broadeasting within the

his the only network station in 24 of those markets.

. Extreme flexibility when you need it. Buy what you |

Prestdent « WwARD D. INGRIM, Vice-President in Charge of Sales I

JRTH VINE STREET, HOLLYWOOD 25, CALIFORNIA

ONLY 10
have stations
ol all 4
networks

Of 45 Major Pacific Coast Cities

3 8 24
have Don Lee have Don Lee have Don Lee |
‘ and 2 other and 1 other and NO other !
network stations network station network station
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want to fit your distribution—no waste. Aun exclusive Don Lee feature and at a lower cost per sales im-
pression than any other advertising media.

Point-of-purchase selling is mighty powertul selling. Put your sales message on Don Lee and sell
them where they live and BUY,

Don Lee Stations on Parade: KUIN-GRANTS PASS, OREGON

Loeated just a few miles from the boundary between Josephine and Jackson counties, Don Lee Station KUIN
has served this prosperous market sinee 1939. 1950 Sales Management Survey of Buying Power credits the two
eounties with a eombined population of nearly 100,000 and an effeetive buying income of $85.164,000. Pul your
Coast advertising on Don Lee and get the on-the-spot sales influenee of KUIN and 44 other stations that put yon
in LOCAL eontaet with your eonsumaers—where they live and spend their money.

[ /e Nation’s Grealest R(’g‘z'(m(zl Network

/2 Z2A

BROADCASTING SYSTEM

A

WLy 8y JOHN BLAIR & €

OMPANY
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People come
from

distant points

BOSTON
50,000 WATTS

KDKA + WOWO -+ KEX

National Representatives, I'ree & Peters, except
I

tangible, telling

results!

Reaches

teen-agers

Sold full day’s
quota of coffee
before 9 AM

The Carl de Suze Show.. favorite radio
fare for thousands of New Englanders
each morning from 8:00 to 8:30.. keeps
moving merchandise for a growing list
of participating sponsors! As this letter
shows, the Smith House is one of them..
an important example, because this adver-
tiser sells both service and merchandise.
Important, too, are Carl de Suze's frequent
public appearances.. not only in Boston
but in five New England states. For
details, check WBZ or Free & Peters.

WESTINGHOUSE RADIO STATIONS Inc

KYW .

WBZA - WBZ-TV

for WBZ-TV; for WBZ-TV, NBC Spot Sales

Radio—America’s Great Advertising Medium

SPONSOR




I. New on Television Vetworks

SPONSOR AGENCY NO. OF NET STATIONS
Anthracite Institute J. Walter Thompson ABC.TV iz
Bauer & Hlack Leo Hurnenn ARBC-TY a9
Blatz Hrewing Co Willlawn 11, Weintrauk CHS TV
Hohn Aluminum & Hrass Zimmor-Keller NBC-TV "

Corp
Eversharp Ine Hiow NBC-TY 29
Goodall Falbiriesa Ine Huthraulf & Hyan CHRSSTY
Chrls Nansen's Laboratory MeCann-Frlckson CHS.TV

Ine (Junket HBran

Food div)
Nush-Kelvinator Corp Gever, Newell & GCanger ABC-TY a3
Northam-Warren Corp J. M. Mathes ARC.TY 29
Pabst Sales Co Warwick & Legler CHS-TV

1Y
21 MAY | 1 SNl

PROGRAM, time, start, duration

Uetter Wome Show i Sat 60007 pouy 5 May s 32
whs
Super Cirens; Sun S:30:6 pmg 10 Jun; 5 wkas

Amos & Andy: Th H:30.9 pwmg 19 Jung 32 whe

American Fornme of the Areg Son 10302 pmg
29 Aprg M wha

Jock Carter Showi Sat H:I5:40 pmi 5 May;
52 wks

Round Nobin Touwrnament; Sun 36 pmg 10
Jun only

Gearry Moore Showi Th 130205 pomg 7 Jung 532
wha

Paul Whiteman TV Teen Clubi Sar B9 pmg
9 Juni 52 wha

Laralue Day Show: Sat 10313 pm; 3 May; 52
whs

Charles-Maxim Fight; W 1011 pm; 30 May
wnly

2. Renewed on Television Netwworks

SPONSOR AGENCY
American Tobaecco (T K _Ilhllll == = AHC-TY 30
}'ira\-\luﬂr Tire & Rubber Sweeney & James NBC.TV a7
,\n:i:rh Jergens Co Robert W, Orr NAC.TY a8
Mohawk Carpet Mills Ine George R, Nel-on NBC.TVY 50
Revere Copper & Hrass St Georges & Keyes NBC.-TV 42

Ine

"NO. OF NET STATIONS _ PROGRAM, time, stert, duration

Kobert Montgomery Presentny ali M 9:30-
10:30 pmg 7T May: 26 whs

M B39 pmi 21 Mays

Kate Smith Show; W, F, 4:15-45 pm; 20 Apr:
9 wks

Mohawh Showrsom: M, W, F 7:30-45 pm; 30
Apri 532 whks

Meet the Press; Sun 4-6:30 pmi 8 Aprg 123
whs

3. Station Representation Changes

NEW NATIONAL REPRESENTATIVE

STATION AFFILIATION
KOB, Alhugquerque i
KOR-TY, Albugquerque ABC, GRS, ARG,
DuMont
KWFC, lot Springs, Ark. MBS
WAAA, WinstonSalem, N, (. Indepondent

WOEBM, Baltimoere MBS
WCCEC, Martford

WEMS, Washington
BWIAY, New Hritaln, Conn.
WHEE, Hoecoen

WIiOD, Miami NBiC
WPCF, Panama City, Fla. ABC

Independent
Independent
Independeut

Independent

The HBranham Co, N.Y,
The Branham Co, N.Y,

Adam ). Young Jr Ine, N},
Forjor & Co, NY,

0. L. Tayler Co, N.Y,

Indie Sales Ine, N.Y,
Natlonal Time Sales, MY,
Adam J. Young Jr Ine, N.X,
Forjae & Co., N.Y.

The Bolling Ca, N.Y,
National Time Sales, NV,

4. New and Renewed Spot Television

NET OR STATION

PROGRAM, time, start, duration

SPONCZOR AGENCY

Hest Foods Ine Henton & Howles K5L-TV, Salt Lake

Beeat Foods Ine Benton & Howles WAFM.TY, Birm.

Be«t Foods Ine Nenton & NHowles WCAU-TV, Phila.

Borden Co Doherty, Clilford & WOCHS-TV, N.Y.

Shenfield
Canada Dry Ginger Ale J. M, Mathes RWCALTY, Phila.
ne

, - WCAL-TY, Phila.,

Esversharp Ine Hiow ALY ..,h..i.l-n_",.h

General Foods Corp Young & Hubieam KIsL, Mwyd., and
9 other sins

Kreuger Brewing Co Charles Dallas Reach WNBT, NY., and 1

wther sins

Mehesson & Robbing Ine Fllington WNHT, N.Y.

smin annemi: 2 Mav; 20 wke (n)
Lemin particy 2 May: 26 wks (n)
lemiin annemty 10 May; 26 wks (n)
2lser annemt: 17 May: 36 wks (n)

lemiin partic; 2 Vas it 15 wks (u)
Lemilon anncon, particy B Mavi 532 whks ir)

2050 annecmty T May] 32 wke (n)

Numbers after names
refer to category in
New and Renew:

Besee anwemty § May: 26 wke (n)

Temin ann

iy 3 Mayy 1T wks (r)

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

H. W. Betteridge (5)
Allen G. Bishop (5)
W. H. Case (5)
T. K. Carpenter (5)
Wm. Chalmers (5)




Numbors after names
refer to category in
New and Renew:

Ken R. Dyke (5)
Robert Gillham (5)
Alfred Hanser (5]
Harry Harding (5)
Temn Wright (5)

Vew and Renew 21 May 1951

I. New and Renewed Spot Television (continued)

* SPONSOR

Mes. Panl™s Ritele
Pan Vmerican World Ale

wavs

Provier & Gamble €n
Prouiter & Gamble Cu

Provter & GCambile €0
sweets Ua of America

AGENCY NET OR STATION

Nitkinh st WONIETL N

J. Walier The LN L R b
Wemtan o . WAFMETY, Wiram.
Tha i 5 WA, Phila,
Nemtan & Howele WIrZE, Phila.
Maselle & Hicen WHTY, Charlette,

PROGRAM, time, start, duration

1l wk= An)
32 wke (n)

Lomio anmemt: |
1-min parties 11

Ztesec annemis | Mas s 52 whe (n)
lognin partic: T May: 32 wks (n)

2

2ecer annemts T Mayg whs (n)
Hheewr annernt: | May: 52 whke (nd

and 25 wiher sins

3. Advertising Agency Pervsounel Changes

NAME

Srmstrnng
Hares W, Hetteridee

Aen fe. Bishop
Carles
a- k. Carpester Je

Vo Corsan
Winddow 1. Uasr

Woilliam AL € lalmers
Wirltard B, onsin-
William Prager

Juhw T. Dunfard
hen I, Ihke
Williawm Fisler
Rohert S, Gientey

Gearge W frililin
W, Hicharl Guersey

Alired Hanser
Harrs Narding
Jampes 0 Jungles
Leonmand S, Kanzer

il henneildy
henneth MeRenzie Jr

Thamas . Rluwndes

Ceril Rivhards
Frl L. Rayner
Harnard L. Sackent

William 11, Saunl
Wilsn A, Shelton
Herbert 1 Stan

Arthur E. Tasler
Max Tenidrich
Willism Tyler

Frank W. Town<hend
Henry ¥ Waeds ¢

Fom W oright

FORMER AFFILIATION

Panvers) itpgaralils Sample. Chi, aer olip
Penman & Hetteriddes, T T

MatliraniT & Myan, Ul aeer oxee

Cor'l & Prechiran. %Yo vp

& Feklvamlt, %Y head of radiosty
o "

Beliling. N.V.. spreeial radin

henson

Alelismalel, NV ae g, dir

hewrvmin & FErkhaedt, SNYo radding 1y ap

W Canm-Frivk=an. %Y. aert e
Foller & Smith & oo, W30 marketing re-
~earvh

Marschalh and Pratt. MY e mgr
e & Wubdeamw, MY, pale rel vp
Makicamw, Chi. 1y predoeer
raltle, pre-
ahilemample, research  mer
R
. NY L eepy s bor

Vilars, Waltimore, wifice

mer
). Walter Thowmpean, Uhn, arel exer

Younz & Bubicaw, NYo, vp

Younge Departoent Sture, Vlton, 11, ads
display dir

Hosenblichl, Bosion, mer

BRI, Ny, dhe

Seale, AL, vopy

Yomue & Babicaw, Ny, raee

PlattForehes, NY. v alie

DanevesFitagecalil-=umple, %Y. aeet eser

Batheanf & Ryan, MY 0 bl timelins er

Yonng & Habbeww, S0 ralie publicin
et migr

Willups Petenlewm arp, Sew Oeleans,  ads
mgr

WEMS, Washo <1 amger

Panerr-Fizgeealil=Sumple, MY,

Barmwarsd 1. Saekent HadionsTV  Produetions,
1"l

e NV pres
Fitagerald Sample. Y5, wp
Carl =, Hrawn tu, MY, die poblication

J. R, Pershall, (hi. arel ewee

Wories & Geller, MY e
Daneer-FltegeralidSample, Ui copy  chiel
i sl Een mgr
ool el publieity

Yonng &
dept wgr
RUIMY, N.V.. ta sdept hue wer

NEW AFFILIATION

Les Burnett, Chio s

He ridge & Co. Detroit, pres (uew  ageney  dn
Wuhl Building )

Warwick & Lezler. MY aretl ever

Cunningham & Walsh, MY eaee

samr, s[i. copy dir

Benton & Bowles. %Y., die cadioaay timebuying s

same, also head creative, 1y staffs for all Camp-
hell-Fwald oifices

Lrees, NY, ap

Fuoote, C & Belding, MY, acel ener

henvan & Fekhardi. N aeet eesvarch dlie

. #set midia dir

« alse asst 1o pres

Gardoer, 5t. L. radis-tv olie

Viek homizht, LA radio-ay Jdie

Cone & Beldins, N research die
ham & Walsh, Y., evee

r P

VanSant. Dugdale & Co. Balte., acet exee

Fuote

Biow, M. acet sapersisor  (Esershacp. Ansen,
Whitehall)

Same, also head of contact dept and member of
eaer commities

Richard B, Ingles, 51, L., partner

Same, v

Tedd Bates. N3, timehnyer

Martin R, Klitten Ine. LoAs mewmber of plans. vopy
stafl

Same. s

Fedd 1L Vacror, LA v dlie

Williom Fats, NY,, arel exer

Pedlar & Ryun, %Y. head timebiyer

same, vp ool Bureau of Ddnstrial Serviee

Herbeet 5 Benjamin Assariates, Baton Rouge, acet
e

(nslow amd Browsm, Wash., acvr exee

same, research mgre

Nat M. halker. Phila, assoe, member, dir radio-ty
dept

Wdss & Geller, MY acel eaee

William Esy, VY., ap

same, media ddie

Samwe, v

~ame, slicr of media

Lew Buroetr, Chio wvp

Same. MY allice mer

Same, vp of Bureau of Indn-trial Servlee

Dundes & Frank, M3 vp

6. Station Power Inereases

STATION

WAEIRFM, Syraense

FORMER WATTAGE

NEW WATTAGE

FREQUENCY

L. Yest hasis

7. New Yenwvork Affiliations

STATION

WAL Atlaotie iy
WG, Atlantic Uit

FORMER AFFILIATION

=
Al

NEW AFFILIATION

O the aicr (o 20 Ap=)
Chs (eff 29 Apr)




I zﬂii FIVE POINT SYSTEM OF PROGRAMMING EVALUATION— |

7d/Mt Pw/zm

IN 1owA, WHO 1s tuE
PREFERRED FARM STATION

WO

+ for lowa PLUS +
Des Moines . . . 50,000 Watts

Col. 3. J. Palmer, President

P. A. Loyet, Resident Manager

FREE & PETERS, INC.

National Representatives

21 MAY 1951

Business in lowa is divided approximately 50-50 between
industry and agriculture, but ahmost everybody in the State
is interested in farming. The 1949 lowa Radio Audicncee
Survey proves that 23.29% of all lowa women (including
even urban women) and 25.3% of all lowa men (including
even urban men) “osoally listen™ to WHO’s Farm News
and Market Reports,

STATIONS. PREFERRED FOR FARM NEWS AND MARKETS
(An l'o_wLRadlo Audi

Best Farm ch;; '__cgd Markets :ljl;
WHO, 38 0 R e

ln lowa, Specific Farm Programs are highly and widely
popular, and more people prefer WHO farm programs than
prefer those of any other station. For three successive years,
when asked to name the sources of their favorite farm
programs, all Towa farm-program listeners responded as

follows:
First Year Second Year  Third Year
WHO — 1.4.0% 533.9% 535.09
Station B — 24L.5% 13.8% 10.2%

This is Point Three in the Five Point Systen of Pro-
gramming Evaluation, which helps explain WHOs out-
standing position as a public facility and as an advertising
medinm. in Towa Plus. We suggest your consideration of this
amd the other four points as vital factors in time-buying.

17




wmiake the wneat curree

all talile models!

36 MILES
of TV Sets in
KMTV-OMAHA

® M som pmt the maha area’s
T ML plus TV sete side by side,
they'st estend from  the HBrona 1o
Norwalk, Conne o o 0. wr from Akron
to Cleseland !

Lot's

mirans sour teles
dollar gues a Jong way on
in Omaha . . . . reavhing
than 770400 telesicdon

Saleewise.  this
sislon
KM
inte  more
hoimes,

fhimaha i~ o llve, growing market
where the televislonsfamily audivore
ls  dmervasing by hundeeds  every
week . ., where KMTV  (eatures
direct CBS. AR, DuMaont, snd loeal
for this rapidly ex-
pandlug  sudienee,

Var sules sesults in thls rich
. ka-lowa wmarket, include
Dnahs wn your  basic  tele.

et All the Facts From
Yonr KATZ Man

National Representatives

KMTV

TELEVISION CENTER
2615 Fornam Street
Omaoha 2, Necbraska

CBS e ABC e DuMont

, Mo'.l Respans®
o o

That's 3

wartel
of nearly 3 ‘:"[ 1]

Under Mun-ngemzm of
MAY BROADCASTING CO.

Shenandeah, lowa

T
Tadison
1)

RKO'S RADIO THEME

Your story. “How RKO stops hox-
in the 25 April sPOxsOR

)

office sag.”
veminded me | havent heard that one
fur 15 vears or more. Didn't vour old
thners al RRO leave
words?  Didn’t the song go more like
this?

Hello. hello, the RKOQ

vou this

out some of the

Is sending message Vi
.'m."'in,
From Maine to California
And up to Montreal
tnd down 1o dear old New Orleans
You'll hear this friendly call.
Al the brightest stars
From here to Mars
Ire here to greel you with a f;i,‘.!
“hello.”
Ind in case you like the show.
Be sure and tell your neighbor so—
The voice of the RKO.
Jist Brows
Manager. Radio-T1" Promotion
& Publicity
BBDO
York
® Header Brawn s gifted with a remarkable
wory. RRO trotted vut its oldest employee to

wing the theme to SPONSOR,
did others) that the words were hard to cecall.

Vew

SUMMER SELLING ISSUE

Congratulations an your outstanding
Suminer Selling issue. There has been
a very favorable reaction among our
salesmen and among Los Angeles agen-
cies because of down-to-earth zlppru&u'h
and more comprehensive research by
vour staff.

Give my congratulations to Norm

| Klli;_:hl and all your ]lr-upll' who worked
¢o hard on the summer story. 1 sin
cerely believe your efforts will sell the
idea of summer radio. Who is the girl
| on the front cover?
‘ Toxy Mok

Sales Promotion Director
' KNY

Los Angeles

OLDSMOBILE COMMERCIALS

At this agenev, we all gave special
attention to vour issue of 23 ‘\|nri|.
Lecause of the article on top TV com-
Naturally. we
[ mueh llh'.l:-'-'ll to see that our spols for

| mercials, WOre VT

Oldsmobile made the first five in your
survey.

Moreover. I'd like to say that we
find spoxsor consistently interesting
ind informative. Any survey taken in
this office would certainly rate your
magazine at the top of its field.

We have had the [llrasurv of talking
with your editors from time to time.
All the material we have passed on to
them has been handled with <kill and
fine judgment. Please call on us if we
can he of serviee to vou in the future.

Kexsern G. MANUEL
Television-Radio Director
D. P. Brother

Detrort

OPEN LETTER TO CROSBY

Congratulations on your “Open Let-
ter to John Croshy™
Strange to say. | havent run into
any defeatism anent radio versus TV,
but if 1 do. yvour editorial has afforded
additional ammunition.
Jonx CLECHORN
General Manager
FHB(Q
Memphis

I just wanted to let you know how
delighted T was to read vour open let-
ter to John Croshy.

My compliments for carrying the
torch so completely and intelligently.

ErNesT LEE JAHNCKE JR.
Vice President
ABC

New York

STATION'S REBUTTAL TO ANA

We observe that. because *. . . in-

dividual stations affected by TV com-
petition (show declines in) radio time
values . . .7, the suggestion is made
that WLAC's rates be reduced by 157,
The following figures prove the utter
fallacy of any such reasoning.

While there has been no rate in-
crease al WLAC since our power was
raised to 50.000 watts in 1942, the
number of radio homes served by this
“ation over the past 5-vear period has
substantially inereased:

Radia homes in - (KOC: or

more rounties M 1849— 173,110
1944 114 461
A zain of 55,649

What has been the extent of the au-

i Please turn to page 81

SPONSOR

=l




A word to time buyers:

WCUM puts Cumberland

to bed...not to sleep!

And the good people of Cumberland were wide awake on the day
that the City Furniture Company advertised some mattfesses for sale!
From one show—just one—they completely sold out the item! Just
read this letter from the advertiser:

**This is to verify the fact that radio advertising on WCUM pays. I
sponsor a program on WCUM in Cumberland Monday through Saturday
at 9:45 A.M. One Tuesday we advertised mattresses and before the
day was over we sold out completely the 50 mattresses we put on sale.
It was through radio advertising on WCUNM that we moved this item and

many others.”’
(signed) Robert E. Friedland
City Furniture Company

That’s the kind of sudden results WCUM is used to producing—for
both local merchants and national accounts.

Cumberland’s mountain-locked geographical location makes it a
uniquely rich spot for radio selling. There’s gold, plenty of it, in these
hills. And WCUM blankets the market—produces phenomenal sales
again and again and again.

If you're not getting your share of this lush market—investigate. You'll
be surprised what WCUM has to offer. See your Meeker man for the
whole WCUM story.

CUMBERLAND, MD.
1490 on your dial

FM 102.9 MC

A KARL F. STEINMANN ENTERPRISE, Tower Realty Compony (Owners ond aperofors of WCUM) () The Joreph Kotz Co.




e minute
she makes up
her mind...

This is the minute the TV demonstration

makes a woman a customer.

Actually. the sale began when an advertiser
.'|"H|rrr'rf [:.'hlau f"‘;l}l’-‘ r-ll;_';jr’:-lil'i! for
using TV in Salt Lake City: participations

on KSLTV's live kitchen program.

It worked. So well that, after 26 weeks,
the sponsor concentrated all his Salt Lake
City advertising on KSL-TV and renewed
for another 39 weeks...using even more

time on each program.

Radio Sales has been in television since
its early days...has kept a elose watch on
television development. Out of elose study
and experience has come the “know-how™
which makes for most effective television
advertising. For the sponsor we've just

told you about...and for vou.

Radio Sales

Radio and Television Stations
n"\,!FJF'I’.N'\"HI’-‘.H”‘F-" L aliBS

Representing WOBS TV, New York; WCALLTY, Philadelplia;
KTSL. Los Angeles; WTOPTV, Washington; WRBTY, Charlotte;
KRSLEY, Salt Lake City; WAFM- TV, Birmingham; CPN and
the leading (the CB3) radio station in 13 major markets,







GPERC
Nm JUBILE
KR G
with
® Every Top CBS Show
ey Lo

. Asfomshnng 59.5%, listen-
ership gain

IAM A BELLE OF OLD MOBILE,
THEY SAY THAT I'A OLD FASHIONED.
WHILE BROADWAY DOLLS
MAY SIP AND PLAY
WITH HANDSOME GUYS

IN A SMALL CAFE,
HONEY, AWM BUSY AS CAN BE
MAKING MONEY FOR
YOU AND ME.

*$322,949,000.00
Total Buying Income
$4,763.00 Average
buying Income per
family

National
Representative,

Adam J. Young, Ir.

i F. E. Busby,
General Manager

22
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Telamension device provides illusion of scenery surrounding actor in all dimensions

See: “Getting the most out of your camera
amd props?"
Issue: 12 February, 1951, p. 32
0 0 huhjvvl: Ilusions ereated by special efMeets eut
rosls

New equipment and procedures developed by the Telemension
svindicate of America 1550 Fifth Avenue. New York) are designed
to cut TV production costs 1o one-tenth the current figure. according
to the company.  The method: specially processed motion picture
footage is precizion-blended with hive studio action going on simul-
tancously.  The process is intended to eliminate or decrease the ne-
cessity for construction and storage of scenery.

Other devices the Telemension system makes available include: a
suspended fmage system whereby an average TV studio can be mag-
nified or expanded optically to create an illusion of distance. height.
and depth without actually altering the staging area dimensions:
three dimensional scenerv—on the specially processed films, scenery
will appear around live performers in such a way as to appear 1o
he three dimensional,

[ addition tu other time and money saving factors. the Telemen-
<ion svstem is ideal for local station |'f-=|uir¢'mm|l.-' hecause of its com-
pactness.  The entire unit housing is not more than 24 inches in
length and width.

See: “How to =ell on Saturdasy nite™
Issue: 31 July 1950, p. 19
Y 0 Sllhj(?l’lz Advertisers love radio™ barn dance

for it <ales punch

Vdvertisers who want to keep abreast of rural listening tastes can
slean come helpful information from a recent KYAK. Yakima,
Wash., survey.

Richard J. Passage. farm serviee director of this Don Lee-MBS
afiliate, sent out LOOO questionnaives asking farmers for their pro-
gram preferences —exclusive of farm shows.  News proved 10 be
best liked. with populay music second. comedy shows third: audience-
participation programs and western music shows were [ourth and
fifth respeetively. Among the least-liked program Lypes were soap
operi, classical musie, and aperi,

SPONSOR




Poor Ab O’Ridginy, so she’d repine no more,
Promised his helpmate to knock off a dinosaur.

This. on reflection, seemed good for no yaks—

No one yet, you must know, had invented the axe.

So Ab did—and whanging the big lizard's gizzard,
Proved that the right weapon makes you a wizard!

¢.

MORAL: You don’t have te invent it! Your
best sales weapon for Dayton
is ready and waiting—Dayton's
first and faverite WHIO-TV,

For Sales Prowess
in Dayton”

THE SHOW MUST GO ON
WHIO-TV

% How's to get your share of sales from Dayton's
800,000 viewers and their 200,000 TV receiv-
ers? Via WHIO-TV! How else? Pulse says
that they really keep their eyes on us, morning,
afternoon, and evening.* And don't forget,
those figures prove that aur rich Miami Valley
audience is 5490 televised. Ask for the full
story from National Representative George
P. Hollingbery Company.

CHANNEL 12

* Pulse March figures

-AM show 8 out of top [0
| (
-FM televised shows were

WHIO-TV programs.

DAYTON, OHIO




In Northern California
MORE PEOPLE LISTEN — more often—to KNBC

than to any other radio station

RNBCs 30000 watt Nou-Directional tran=mitter
reaches all the markers of Northern Californma, .,

..« KNBC has the biggest. most loval andience in
the San Franeiseo-Oakland Metropolitan Market — the

seventl largest, fastest-growing wmajor mackel in Ameriea, PLUS-Market Case History

Son Jose-Santa Claro

simad He <. KNBC penetrates the rieh, fast-growing markets
Vil as a0 pluse KNBC penetrates the riel srowing marks o Panuliiibes 285 938 o Tntiest ur A4

throwghont Novthern Califormia. envs sarkers ke Stockton- from 1940-1950

Maodesto. U kiah-Mendocino, Napa-Santa Rosa. Santa Crnz-Monterey, ) A

) y . v . " ® Effective Buying Income* — $415,3464,000
Sacramento. ~an Jose-Sauta Claras and Eoreka-llanmboldr Conuty., op 166.4%

* Retoil Soles” — $302,470,000, on increase
of 206.2%

® KMBC Audience —Week after week, olmost
nine:fenths (89%) of the radio fomilies
listen regularly to KNBC

ONEY RABC can veach all these markets —iu one. big
ceonomical package. KNBC sales veps will show von how...

KANBC delivers MORE PEOPLE (in one pack-
age!l)—at LESS COST per thonsand —than any

s s s . + v gt .
ol lll‘l' i I yvert l!‘-l“"_" l:l(‘ll e an N"l’l ll!'l' n { .:l'l ltll‘ll k. *Soles Monogement's 1951 Survey of Buying Power

Northern California's NO. 1 Advertising Medium

__J 50,000 Watls — 680 K. C. San Francisca Represented by NBC Spot Saoles

e SPONSOR
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NETS MUST SPECIALIZE IN LOW.COST SHOWS, MAKING ABOUT-FACE FROM HIGH-PRICED ERA WHICH MAJOR BOWES OPENED

Does network radio
have a future”

Everyone has an opinion. but most believe

that with strnetural ehanges and expert

21 MAY 1951

aggressive salesmanship nets ean thrive

e 1)oe= network radio have a

d future?

The rate cuts, the economy moyves at
\BC, and the |u---i|':|l' sale of ABC
have spread confusion through all seg-
ments of network radio. ( Although ne-
sotiations to sell ABC are temporarily
al a halt. the network is still L | ceted
to 2o on the blod k. And the same par-
ties may later be mvolved.  sroxson
learned that, contrary 1o pnblished re-
ports. CBS was in the meetings ull the
final minute.) For the advertiser try-
ing to plan ahead. the atmosphere s
cloudy,

Will network radio continue to be
the vital force it has been?  Answers
on that key problem are manmy and
sharply divided.

25




np which ar-
1wt because of ol :hocosl of
network TV and 1= ale cover-
ar unpors

There is a sizeable o

are network radio

tant tool for adve [y manm
Vedrs too come, Nt o =upporters
[rr-iill Lo b= oty ;.-\'I'.Iliun for
advertisers and agin il = abil-
iy 1o deliver higha lity shows at
low ol er-thou=al Une nelwork

ianacer ol gen-
[. dul’ont
e Nemonyrs and ( ampany <ays, “Un a

spon=or. 1. L. Dewey

advertisine, E

eral compan

cost basis, which i~ the gutde for anmy
no nedium to

advertiser. there 1= ye
ipproach radio for reaching the mass
audience.” A show like CBS Ui=pon-
sered Line-Upovost= 90 vents per ML

Vet billings
Ist quarier "539 vs. °51
CBS NBC  ABC MBS

1950 $17.8 $17.0 3101 £4.4
1951 $19.7 $15.0 $8.6 445
Chanae 41097 — 10470 — 14,67 4+-2.8°
Biqures fie-millions of dellars
ublishers 1 hon Burea

Network spokesmen feel that their

setups will continue strong  hecanse
they ave the only arganizations that
can produee top-nateh shows at a low
cosl-per=station,

Not all networks have declined in
One s at an alltime high, CBS

has achieved a 10,07

<iles,
increase in bill-
ings lor the st quarter in 1951
MBS had a 2.8 inerease {or the same
Ouly NBC and ABC have the

‘Ilitrll lll"'l't’{l.‘!"‘-. =

ll[']'ii}ll.

But wetwork pesshmists are legion.®
Sonie sy that the 4];1_\‘- ol the national
”l}\ was |1rn|>-
ably put most blumtly by Merlin 1,
L Deket Awleswaorth in a Look article
fwo sears ago, \vlesworth, first presi-
dent of NBC, sabd, =1 predict that with-
i three years the hroadeast of =ound.

webs are numbered.

or car radio, over gianl networks will
Powerful netwark tele-
vision will take it ]Ilili'("” Now. he-
cause of the TV Treeze and delays in
"])|'l\('”

\ylesworth i< extending the date when

o \\'iill'll ol

laving  the  co-axial  cable.
'V networks will supplant the radio
webs by oanother two veurs, “The dif-
ferenee between two amld three yedrs js
oy s detail of progress, however™ e

(Please turn to prerge 72

Cositrilmting to the gloom nre rocont ecan
eollutings,  meluding  Lopgines (0115 Haulesgh
1 Moves of sueh  advestisers  dre por
wntlitnny  wWhen  you  eomsader gt

metwank  spapsars  gnmbers loss  than

WHAT AD MEN, RADIO EXECUTY

J. M. Allen. vop.. Bristol-Myers:
“radio fading away ™

bt min=t he Torescen by now thar the
swhat like Gen-

lutare of radio is» so
ceral MacArthur's old soldier who never
dies but just fades away,

At the '[I(':il\ ol radio COVeTage, 93
of the 30 niillion families in the United

Suates had radio sets. Today television

et ownership is around 14 million and

-

lizis =ome distanee 10 go belore there are

television  families as< radio

It <eems, however. that with-

fs o many
fanrilies.
in the foresecable fomre television sets
will reach that saturation poinl, Surveys
~how that the radio zets very hnle ar-
tention onee a television set is installed.

(O conrse. while this is going on there
are large important areas where televi-
~ston i~ nol avai e, Wi
is available there are periods of the day

re television

when no pelevision programs are being
presented. Many advertisers are now us-

ing these areas and these periods lor
radio advertising 1o reach their audi-
ences—and will continue 1o do =0 as
leng as sueh audicnces represent an ap-
preciable proportion of the total na-
tional market,

I am convineed that TV will eventual-
ver the U Sooamd that present TV

Iy
stations will he on 18 honrs a day.

J. I, MeConnell, pres.. NBC:

“radio’s fntnre healt

¥

I believe radio has a healthy and con-
tinning  foture as a great advertising
medinnr,

The problem as 1 osee it is not a ques-

tion of whether television will swallow
up radio. but whether we broadeasters
will have the ingenuity to shape both
these great serviees =o that cach will do
the most effeetive job. Each has a par-
ticular job for whieh it's best equipped ;
cach ecan do a tremendously effeelive
jol, Used together they can accomplish
more than any other mediam,

Radio™s job is to establish its basie
advertising
the values of ether media. sueh as mag-
nzines. newspapers. ear eards, billbo:
and so forth. It is inheremt th
tion and imagination dominate in the
carly development of any medium. This
was trne with the advent of radio broad-

values in comparison with

ds,

1 emo-

casting. Many  advertisers  withdrew
from magazines to go into radio, but
with the arrival of a re titude,

*dia were reapprised as 10 their
medium  re-
turned 10 it proper sphere. Radio and
tclevision together give an
full coverage, full impacer, and full econ-
omy, Radio will no
from the Ameriean seene than did news-
papers  and  magazines when radio
Liroadeasting entered the picture. Ra

all u
proper values and  each

advertiser

ore dizappear

i
will. of course. undergo some major
changes, but that is part of 1= very his-
tory. The ability 10 change and adapt
i=ell 1o change made radio the great
medinm that it s, and <o it will be in
the future. The advent of television
merely spurs radio broadeasters 1o new
leats of ingenuily.,

Don Nathanson. ad chief, T
Seconomy netd radic hope™

In my opinion, there is a definite fu-
ture for wetwork radio . . . il . . . the
networks  make the necessary adjusi-
menis.

"' not alking only of price adjusi-
st but of programing adjustments,

1 sales ad-

operational adjustiments

justments.  The industry will have to
zear itsell 10 a smaller andienece. both
davtime and nighnime. Yet, it will still
be a big and powerfnl andience in rela-
tion to other media.
The great hope of radio lies in its
ceonomy of operation, No other vehicle
of adyvertising ean reach so muny peo-
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ABOUT FUTURE OF NETWORKS

However, in the
flush of tremendous profins, the indus-
iry has added expense afler expense o

ple so inexpensively,

its cost of doing business, These *tex-

tras” will have 10 go in radio’s (uture.
With fewer listeners. radio rates will
tumble, too (as they alreads are doing).
I is not enough for a station 1w defend
itx high rate on the promise that radio
still reaches more listeners per dollar
than TV. We are familiar with this par-
allel example: Yon pay more for a 1-
color spread in a magazine than you do
for the same two pages in black and
white. The cost differential is justified
by the added impact of d-colors,
Don't let the radio indnsiry kid itself,
TY has more than radio
vun, therefore, justifiably charge more

impaet and
for each potential customer it reaches,

What is this ratio of added impaet
that television delivers—iwao 1o one, five
to one, or 10 10 one¢? That gquestion i
«till 10 be answered. Advertisers, televi-
sion, and radio men should attempt 10
determine the ratio. Onee they do this,
adjustments in radio rates can he made
on a fair and equitable basis.

Program adjustments  will
Le made in radio’s future. Already. pro-
Big budger
shows are becoming mnsenm relies. Bui,

cerlainly
gram costs are going down.

lowering costs is only part of the pro-
gram story. A research study of the ra-
dio audience should be undertaken by
the

For example, a regular TV listener
still drives a
radio in this car.
goes down, car li
ative importance,

tworks.

rary he still listens 1o his

As home lister

LF

ening goes up in rel-
What wypes of pro-
That

kind of gquestion will become more jm-

grams do car listeners prefer?
portant as time goes on.

And, so the story goes, The key word
i= adjustment. Ra
ture, if all of us in the industry don’t
et blind looking at TV,

io has a bright fu-

M. S. Jones. gen. mgr.. KN
sregional uet prospects bright™

The prospeets for regional network
vadio on 1 I’ ie
advertisers are inereasingly aware of the
West's vast sales potential.

st are hright as
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Columbia-Pacifie is substantially

ahead in i1s foreeast for summer and

tall business. Oupr foreeast shows June,
July, and Avgn=t to be higher than Jan-
nary, February, and March of 1951, A-
o resnlt of the new 109% rate reduction
we do not anticipate any drop in som-
mer and Fall wightitime billing.

Our Columbia-1*acifie San Franeiseo
ullice is showing a great billing stride.
We believe this indicates recognition by
minte on-thesscene regional advertisers
of the great Pacifie Coast population
inerease of 50% within the last 10
vears,

Currently our billings from Eastern
advertising centers is on the inercase,
reflecting recognition by business gen-
crally thar the great migration 1o the
PPacific Coast is being felt in terms of
preater West Coast sales and that re-
sional radio is the most ¢ffective means

ol reaching the arca,

J. V. Outler. gen. mgr.. BSI:
snetwork programing may be on
verge of a renaissance™

ad  in

Any prognosis of what's al
network radio must inclnde several per-
tinent angles. One of these is the futnre
attitde  of the afliliates
how dependent they may be on the net-

network and
work= for programs and revenne. Then,
there is the presnmptive atitnde of the
networks toward their afliliared stations
-—cither
And both these angles are strungz on the
thin thread of the comtinned privilege
the

program-wise or  profit-wise,

of the audience 1o freely choose
souree of entertainment or information,

That futnre for
broadeasting is presently beyvond debate.
But unless the independent network af-
filian
hoth  wil
with
e to he

there is a radio

es return 1o first principles and are
I able 1o their

own

SeTve

ng a

Hreas their resonrees,  thes

will con vassal 1o and depen-

awork con-

dent on the sagaries of a

Irarcl.

If radio tune-in has dropped ofl in
recent months, it is not so much bhe-
cau=e of the adsent of television, per

=e, as perhaps the fact thar radio pro-
ers

S l Vs

s—mnctwork and loeal—have them-
provided the the

incentive for

pudienee to seck enmtertainment  vlse-
where,

It i= no beyond good reasoning tha
network radio is on the verge of a4 rene
aissanec, and that today’'s cirenmstaness
muay precipitate better programs. better
program ideas, a better serviece to Amer-
ivan lsteners, than has been the case in
the past, The future of petwork radio
is, to a large extent, in the hands of the
network afliliates. Toleration of medi-
ocrily can produce more of the ~ame,

Contentment or lassitude means a
continmanee of present conditions. The
quality of programs and future progress

of network radio depends on the de-

mands made by the mubtiplied outlers.

)

Ben Duffy. pres.. BRDO:
is conld canse shift back
e

If we are to determine the future of
network radio. we must necessarily look
Fack a bit

In 1914, 1the wial expenditnres for
amonnted 1o less
Today. some ad-

national advertising
than £1.000.000.000.
vertising  agencies have billings which
caceed this figure,

It was in the late "20s that radio be-
zan o show its importance as an adver-
tising medinm, At that time sor
1 that

tually  purl newspapers, magazines, ont-
- ~

ple anti radio would even-
door, and other media out of business.
Let us look at the recard:
Newspapers—National billing in 1929
£260.000.000, This

wr year for newspapers. o no

amounted 10 wils

a b
previous year did the national volume
1950. however,
national newspaper advertising volume
5119.000.000. 1 is

that the pereentage of newspaper adver-

execed this amount. In

amonnted 10 Irme

tising as against total advertising solume
49% in 1929 10 31%
Nevertheless, the fact remain-

deercased from
in 1950,
that the overall national advertising ex-
penditnres inereased from 8532.000.000
in 1929 10 SLAGGO00.000 in 19350.
Therefore, with a smaller pereentage of
total solume, the total national newspa-
than

per advertising dollar has more

I Please turn to page )
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Howard

EBloomguist

Howard Bloomquist, advertising manager for
Rinse and Spry at Lever Brothers, has shot
up fast in the advertising world. He's only
12. Born in Minneapolis, he graduated from
University of Minnesota, became assistant
ad monager for Pillsbury Mills and Toni, He
joined Lever December 1950, to handle Lux,
recently shifted to Spry, Rinse. He has
home in Greenwich, Conn,, where he spends

are fime gardening, listening to AM, TV.
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STEVE AND LORELEI
BREAK BIC

RINSO AND SPRY SHARE CBS-TY "BIG TOWN'" (WITH RADIO COU ITERPART ON NBC) TO ATTRACT NIGHTTIME FEMALE AUDIENCE

T s [ﬁi’

TOWN STOR

How Rinso and Spry
made an about-lace

Sales are up for both now that Lever ha
dropped glamour approach. returned
to hard-selling daytime spot radio

SPONSOR
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m Not  sinee  the dynamic
Charles Luckman left the
presidency of Lever Brothers Conpany
in January. 1950, has there been so
much ad excitement for Rinso and
Spry. This year, the mammoth soap-
and-shortening company is spending
an estimated $3.500.000 1o S1.000.000
to advertise those two products on ra-
dio and TV. No ringside tickets are
[u!il‘lg sold. But trade spectalors can
enjoy viewing a ding-dong battle roval
as Rinso and Spry try to recoup the
zales gains of their two doughty com-
petitors—Procter & Gamble’s Oxydol
and Crisco.

The current Ml([:--iiml-hlllll'lt'nill_'..' TH
broglio reflects a new revamp in adver-
tising strategy for Lever Brothers.
Only recently is it recovering from the
decline it suffered during the post-war
vears. When Luckman took on his
3300.000-a-year presidency in 194G,
the 36G-year-old executive jus<t aboul
altered the company’s advertising pol-
icy from stem to stern.  Luckinan
was altracted to glamour show per-
sonalities: he spent much of Lever's
some S20.000.000 annual ad budeet
on big-time radio celebrity programs.
like The Bob Hope Show. In contrast,
Luckman decreased Rinso-Spry’s spot
radio ammunition. And he dropped
veteran daytime radio shows, like Big
Sister, a soap opera that had been sell-
ing Rinso for 10 years. (1t was picked
up the next morning hy I' § G.)

By the end of his four-year tenure
Luckman could boast of having the top
six radio shows on the Hooper roster.
ranging [rom the Lux Radio Theatre
to Amos ‘n” Andy. Bul in the mean-
time. P & G had doubled its earnings.
and Lever Brothers had tumbled for a
multimithon-dollar loss. the first time
in memory it had ever lost money. A
study made by Fortune Magazine in
1950 reveals this interesting conpari-
son of figures:

Kulex ond Profits Apter Tnventory Adjustments

{ Millions of dollars)

Lever Brothers Procter & tinmble
Yenr Kelew FProfits Nules Profits
1946 150 =0 4 23.0
1947 220 140 NE 1

19048 260 6.4 724
1940 200 7.0 (deficit) 07

Since 1950, Luckman has retired 10
pasture in Los Angeles, as partner in
the architeet firm of Perrera & Luck-
man. Lever's new president. Jervis ],
Babh. an astute and experienced busi-
ness figure, recognizes the virtues of
hard-selling, if outwardly unspectacu-
lar, spot radio and daytime radio pro-
graming. This return 1o the tried-and-
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true verities is seen in Lever's current
broadcast advertising for Rinso and
Spry. Here's the line-up:

For Rinso. Lever Brothers has heen
using a stepped-up schedule of radio
announcements and partieipations over
210 stations in 70 major eities [t< Rin-
son network artillery includes:  the
10:15 to 10:30 aam, portion of the
CBS Arthur Godfrey Show on his daily
O0-minute marathou. Mondays through
Fridays: one-third of the NBC radio
Big Town show. shared with Lifebuoy
Soap Tuesday wights: and one-half of
the CBS-TY Big Town. shared with
spry Thursday nights,

For Spry. Lever Brothers has been
using an equally impressive spot ra-
dio barrage. directed to 180 stations i
75 major cities.  Its Spry  network
seliedule includes the daily use of the
lunt Jenny soap vpera, 12:15 to 12:30
ot on CBS radio: one-hall of TV Big
Town shared with Rinso. When Lever
hegan using the Arthur Godfrey Shou
on radio im October, 1950, Spry was
promoted for the first 13 weeks, But
after that. Rinso got the play from the
indefatizable Godfrev.

Because Lever Brothers releases no
figures for i1s 30 main products (in-
cluding such varied lines as Rayve
Creme  Shampoo. Harriel Hubbard
\\l'l' :'ll:-tn{'{il'.\ ;l]l(! |’l'i1?-n|]<'ul Illulll
paste and brushes). it’s hard to deter-
mine the specific status of Rinsa and
Spry. But trade insiders have no
doubts that these two brands have
upped sales considerably since Lever's
shakeup.

\evording to Frank J. Reilly. editor
of Seap and Sanitary Chemicals mag-
azine, consumers |mu;_:hl O0LO00.000
cases of packaged soaps and detergents
i 1950, (24 packages to a case) as
{ mupairml to 60.000.000 cases i 1949,
In the so-called svnthetic detergent
field. alone. P & G's Tide i tops. easily
dwarfing Lever’s no-rinse Surf, which
oot a late start in promotion during
the Luckman regime. But in the
sranulated soap race, Rinso has spurt-
ed ahead. handsomely. In January,
1050, Rinso’s sales were neck and
neck with Oxydol, but today Rinso is
selling 109 more than Oxydol, and
i’s also ahead of I’ & G's Duz. trade
msiders believe.

Rinso has done more than increase
its sales at the expense of granulated
t'mll!ll‘liln]’r‘. It has also boosted sales
despite the current vogue for deter-
gents,

( Please turn to page 58)

Fresent Rinso, Spry AM shows

I. NBC's "Big Town" gives Rinsa family following

e
-

« "Aunt Jenny," CBS, sells Spry to women at
3. Godfrey morning pitch on CBS sells

In past, Rinso, Spry tended to big shows
like "Amos ‘n' Andy" which was dropped

29
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What Ned Erish 1old
SPONSOR abont TY

vo Madison Square Garden had o full
progeam of television doring the 1950.
Sl season, and we still feel the effeers
an onr hos ollice are not partienlarly

damanging.

The New York Rangers were relevised
from the start of the season. bt had a
poer sear compe S ely, s that the de-
cline in attendanee cannot be attribnted
solels 1o television. A~ a matter of faer.
when the team improsed in the second
half of the season. the attendanee and
gale reevipis rehonnded very nicels,

The basketball season was marred by
conditions ontside of television, ~o that
we cannol gel a tene picinre of it The
Horse Show, held in the first week of
Neoventher, 1950, hiad its best seiason ever
tli‘.\'!ill' Il'lt'\i-iug v ery p('rfnrﬂl:llll'l'.
The Rodeo was not telesised for the first
twe weeks, and televised the last iwo
weeks withont any appreciable  differ-
cnee i gate reecipts. Boxing receipts
were off. bhut the atiractions were not up
v par.

AllL in alle ownr conclusions were that
the actnal elevising of the evens was
not nearly as damaging ns the great im-
provement in the overall guality of tele-
vision  entertainment this past winter.
We still feel that reaching the tremend-
oux television andience will result in
the eventunl inerease in the number of
sports funs who will bhecome spectator
fans as well as welevision sviewers,**

ANED IRISIL executive vop.
Vadisun Squere Garden Corp.

75 of people who bounght tickets
1o sporis seen first on TV

he 1eled .'I‘liil_f_' of .'-]Inl'l:-
T one of TV s mosl ||ur\\|-1f|1|

attractions hangs by a
thread.

Some of the choicest events have al-
ready been hauned from video: many
of thiz vear’s college football games.
for example. A dearth of televiewers,
lack of well-heeled sponsors. technical
|IIla}'lt'llI.‘-',' Naot at all,

IU's <imply thal sports promoters.
who own the precious television rights.
are gelling nervous about the empty-
A\ |-|-fL1'If||| of l\

il it doesn’t mean box-

seal  siluation,
money is fine
oflice starvation.
Since an advertiser can’t telecast a
sports evenl without huving or arrang-
ing the rights 10 it
nervousness is catching, Many a spoun-

sor's ad campaign depends not on the
traditional problem of enough budget.
but on a |u|1|it'111:l|‘ promoter’s attitude
[u'.\':lrll |\

Despite the doleful complaims of the
maore I!l‘.‘".‘-illli."lil' promaoters, there's
evidence 1o show that televising sports
does not invariably - knock boxollice
sales in the head.  To the contrary, il
often bolsters them in the long run—
particularly for lesser Known sparts,

Does IV hurt Madison Squ;

New survey indicates answer is “‘no™: shtmltlb“

Latest straw in the wind is an in-
tensive survey of 1116 WPIN. New
York, viewers who tuned in on New
York's famed Madison Square Garden
during the past season. Results of the
survey. conducted for WPIN by the re-
search department of Hewitt, Ogilvy,
Benson & Mather, are reported here ex-
clusively for the first time by sroxsor,

What makes the survey particularly
interesting and important is the unique
standing of Madison Square Garden
as a sports arena of top national prom-
Millions know it as the mecca
for college and pro basketball. hockey.
track, boxing. Other millions of fans
remember the Garden for its presenta-
tions of the rodeo, horse show and dog

nence,

show. tennis. What happens here in
TV s supposed joust with the box office
may  well serve as a bellwether for
other decisions,

More pertinent to the sponsors of
last season’s 120 televised events s
the :iur\'t'_\':i effect on next season.
since first-refusal rights are invelved.
The Local Chevrolet Dealers Associa-
tion signed for half the 8500.000 pack-
age. with Webster Cigars and Instant
Chase & Sanborn Coffee (Standard
Brands) splitting the remaining half

“Would y»ou rather attend
or watch sport on TV?™

S [ S ) -
v [ — [ o
e s 1 — —
i, [ - [ o
rennis | N ke | - | | tennis
wrestling _ [ | - | | wrestling

BOUGHT
TICKETS

WANT TO NOT
BUY TICKETS  INTERESTED

RATHER
ATTEND

RATHER NOT
WATCH TV INTERESTED



wden's h.o.”

s of promoters

evenly. When Chevrolet pulled out in
Illil.lu ason hl't":'lll.-i:" nf lll‘fl' s ]rllull:ll'-
tion's impact on auto-making. Thom
McAn (Melville Shoe Corporation re-
tail chain) signed up for most of the
remaining unsponsored evenls,

Despite the subdued approval of
I'V's part in Garden operations ex-
pressed by its executive vice president,
Ned Irish (see statement at left), next
season’s approval of Garden telecast-
ing is still unknown.

Even before the WPIN survey i
February 1931, there were encourag-
ing signs that TV was a help rather
than a headache in filling the Garden’s
17.000 seats. Take the Horse Show.
for example. Ned Irish says it “had
ils best season ever despite lt'li.'\i*-ill_L'
every performance.” What happened
is that following the “social”™ opening
on the first night. which drew a fair
crowd, the second night gate dropped
off.  Both performances  were tele
vised. however, and on the third night
business picked up. On the remain-
ing three nights the Garden was
packed!

Analyzing this  box-office  trend.
many observers might be inclined to
reword the Ned Irish statement above
to read: it had its best season ever
beeause of televising everv perform.
ance.

Contrast the horse show situation
with what happened when pro tennis
came to Madison Square Garden. Net
star and promoter Bobby Rigas firmly
squelched the idea of TV coverage,
He apparently subscribed to the idea
that it would kill attendance, Came
the big night and a mere 3.500 people
walked leisurely into the Garden, pick-
ing their way through the 17,000 seats.
Tennis at the Garden had laid an egg.

The WPIX survev. like the Jerry
._It"l'lli'lll .-|mrl.- survey nf a year ago.

( Please turn to page 76

ndal hurt 1951 Garden basketball, but TV aided it ’
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[lillman-}imy
00es far

on a small
hudoet

d.j.’s

Coloriul overcome

prejundice  of Americans

against cars from Britain

\odisk jockey onoa West
) Coast =tation recently wonnd
7 up his commercial on Hill-
man-Miny cars with the off-hand  re-

miarh ;
“If vou're too lazy 1o oo 1o the

howroom and see the Hillman-Mins.
sendd me a cheek and N buy one for
vou” N few minutes aflter the pro-
sram wis ofl the air the dj. received
a phone call from a listener who said:
“Save bve never seen this British car.
I~ it really as zond as yon said it was?"

The radio vourteously

| crsunalin
assured live caller thot every word of
Lis praise for the amtomobile was sin-
T

“Well. okav. 'm

ches this mornine.”

senehing vou a
the man on the
other end ol the stavtled i The
check arvives) as promised, and the ra-
i personaling Tulilled his part of the
deal by dreiving a Hillmen-Mins direet-

32

WCOP's Bragg [right) and Armstrong (left] work closely with Hillman-Minx Boston dealer Hamm =

l.\ 1o the door ol his devoled listener.,

This incident. probably the ultimate
in selling via a radio personality is re-
lated by a pleasantly amazed ageney
man. Victor Sevdel, radio and TV di-
rector. Anderson & Cairns, New York,
tHillman-NMinx is one of the acvounts
that \nderson, Davis & Platte contrib-
utedd in the recemt merger with John
\. Cairns. Inc.i Though things like
this do not happen every dav, Seydel
cxplains that the imcident does poin
up a hey factor in the Hillman-Miny
l<ll|i|| Slefterss
lected
Britain's Hillman is now one of the top

the wee of carefully se-
personality - programs,  Great
~cllers amone foreien cars in the U, S,

To :l[||||'|-|'i;'lt' the British advertis-
er's shrewd radio strategy . vou have 1o
v back several vears azo when the
Rootes Grouo of Great Britain intro-
duced s ThHllman on the
markel,

\merican
“Rootes had tremendous re-

sources as one of England’s leading

automotive  producers.” savs Donald

MaeVieker. the ageney’s account exec-

ulive on the Rootes account. *But it
could not bring large funds into this
country for a strong advertising cam-
paign because of the restrictions on the
transfer of funds out of England.
Rootes had 10 finance advertising di-
rl"u'!l} from car sales here. Promotion
resources had to be husbanded care-
fully.
with the maximum of advertising efhi-
vieney. and that is why spot radio was

Fvery dollar had 1o be spent

tricd 1wo years ago.

We decided that the most potent
way 1o use spol radio was by purchas
ing early morming time on disk jockev
shows  featuring  personalities  with
large followings n their communities.
Tests om the Jack Sterling  show.
WEBS., New York, confirmed this the-

arv. and we began 1o expand slowly,

SPONSOR




Hillman dotes on the ‘personality boys® Firm's strategy is to use d.j.'s whose
strong local following can melt iciness to foreign cars. D.i's use their own copy fo sell

1. Jack Sterling is WCBS, New York d.i.
2. "Morning in Maryland," WFBR, Baltimore
3. "Six O'Clock News'" [pm), WGBS, Miami

1. Bill Layden, KFWB, L.A., exec. Tim Rootes
5. "Morning Watch” crew, WCOP, Bostan

3. Skitch Hendersen, WNBC, N. Y., and wife

'{.ha‘ lfxl}ﬂ]l!ii“n hi]-‘-‘ l\_\ o means come
to a stop.” Sevdel points out. Eleven
markets are now covered by radio
through the national office, Routes Mo-
tors, Inc., plus a large number of pro-
grams and anuouncements put on by
the dealers.

The personality approach was de
signed to overcome two handicaps that
imported cars face. First, \mericans
are nol accustomed 1o these cars. See-
cnd, many foreign car makers have
come and gone in this country. leaving
owners of the cars with a big headache
when parts were needed. The strategy
worked out by the agency was aimeil
at building confidence in the name
Hillman. Personal
such figures as Sterling in New York
or Nelson Brage. WCOI'. Boston. is
stressed, all with the object of per-
sonalizing the unfamiliar  Hillman
vame for Amerieans. To stir enthusi-
asm for the product among the talent,
dealers make the car available 1o them
Onee

indorsenient by

for weekends or special trips.
they have driven the smooth-riding car
themselves. the d.j.’s o on the air with
a natural, convincing pitch that begins
with such typical phrases as, “A huneh
of us went for a ride in the Hillman-
Minx Sunday and I wan to tell you...”

One large dealer. John N. Hamm.
British Motor Car Company. Boston.
told spoxsor how the personality ap-
proach works in his market. where Nel-
son Bragg. WCOP, d.j.. pushes the car.

“I think that the Hillman-Minx is a
product that demands personality sell-
ing and in my opinion the value oi
Nelson Bragg's commercial is Nelson.
period. [ think he's tops in Boston ra-
dio for personality selling. His com-
mercials are conversational. When he
talks of manecuverability of the car he
speaks of ‘sneaking in and out of traf-
fic.” It's also a malter of faith with
listeners. Nelson has something he be-
lieves in, and the people believe him.”

This is the way skilled exploitation
of radio’s unique personal hold on its
audience has paid off. “I ficure thal
at least 16% of total sales,” savs
Hamm. “are directly attributed to
Lim. For automobile selling that’s ter-
rifie.”

“Inoview ol my past pessiniism as 1o
the value of rvadio advertising in me:-
chandising the Hillman-Minx | feel in
tairness 1o you.” he wrote to WCO[
recently. =1 should offer niy apoloss
al this time and acknowledge my ei-
rouneous  thinkimg. have
spread the word through Nelson Bragg.
we have had a very definite response
in sales volume direetly attributable to
station WCOP.”

On the Coast KEFWB. Los Angeles,
tells of typical results on its Bill La -
den Show. One dealer. Bolh Rabert-
in Hollywood. phoned Layden recent-

Since  yon

[v with the enthusiastic message thal
Layden’s Saturday morning commer:
vinl was directly respousible fov selling
seven cars over the weekend—a sizably
simount for foreign cars. In Baltimore
the Bintorl-Coburn Motors, Ine. i-
finding that the WIEFBR.
morning announcements are hringing
heavy trallic into their showroom.
Radio’s contribution in the national
picture was praised with earnesiness by
Robert A, Wimbush. Rootes Motors
sales manager. Wimbush. whose speech

Baltimore,

i= as British as his name. savs. “Radio
has been extremely effective for us.”
He found it dificult 10 assess the me-
diun’s exaet contribution 1o the large
boost in sales since magazines and
newspapers play a big part in the Hill-
man promotion. Newspapers, maga-
zines and radio share in the natioual
budget estimated at about 2200.000 in
foreign car circles,

The poteney of advertising is sharp-
Iy evident in the registration figures
lor foreign ears. These figures, aceord-
ing to the Automotive News. show
5279 Hillman cars registered in 1950
as contrasted with 575 in 1919, Regis-
tration ﬁ,i_'ur('s run behind actual sales
by a number of weeks. Aund foreign
car people usually add about 1.000 to
the registration figure 10 gel a more
cecurate sales picture: that would make
Hillman sales for 1950 about 4.279.
Austin - Molors Hillman’s
mosl important competitor. had a reg-
istration fizure of 5.452 units in 1950
against 3.642 the preceding year. Aus-
tin, not a consistenl air user. is thns

( Please turn to page 066)
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MNew Telestrip desk-top film unit is Leing studied (above) by Free & Feters salesmen. They'll use it «

to clients. Typical film strip [left) viewed by admen shows Texas markofyie

visual presentation

OW VoIl (an see
vt vou're buyine

Use of desk=top films. color slides, is

boon to buyers of AM/TV shows

co with the filn ||!‘:--|-u|;|liull that it
zshed F & 1" to repeat the performance

'!,.*.'. = Nol lone aeo, \uto

L; ] ¥
L Parts Company ivia Bald-

win. Bowers & Strachan. Bullalo) de-  as a merchandising device before the

.il’l'-l £ .I.li'l W\ I'I\l\ \l'\\ \"Ib\, Loy
is spul TV hist of 15 video stations.

spring sales meeting of the company’s
New York

The new visual technique that F & P
has adopted to sell TV markets and

wholesale dealers.
The realization that TV was right {on

them in New York was the result of

canse it fell fow autos were used ther
Put Free & Peters.
portable film unit placed directhy on

Ine. by using 2
the advertiser’s desk. revealed visuath
that areas urrounding WPIN ineluded
one of the nation’s best auto part re-

placement markets, So elated was Tri-

AJId YT33Aa2

voamigue film presentation the Teles  programs may be used profitably by
=trip. sponsors  themselves o merchandise
Trieo had shumned New York be-  their advertising to their sales stafls,

I'he  broadeast industry. which has
trailed other industries in using film
presentations. could also do well in du-
phicating this visual aid. Recently. pio-
neers like the Associated and
the Broadeast Advertising Bureau have

I'ress

found presentations via shdes of enor



alter Thompson: (l. to r.|] Admen Laem-
-ethauer, Rorke, with F&P Demonstrator Kieling

mous dollar-and-cents value. Here are
typical comments from advertisers:

Said Patrick Gorman, advertising
manager for Philip Morris. Ltd., New
‘l_ork: "’nll' Tl’li‘?-lli'i }'- ane II[ tl'l.l' |-|'_-I
sales tools | have ever seen for getting
the complete and concise facts from
seller to buyer. | may use it mysell.”

Said Don Elliott, executive vice pres-
ident, Purity Bakeries. Chicago: *This
is one of the finest TV presentation
techniques T have seen.”

Most dramatic is the r|'l'|l‘.'-l|'i||_ de-
veloped by Free § Peters and Burt
Kleerup. engineering vice president of
the Society for Visual Education. It
consists simply of a folding screen, a

small projector. and a strip of film.
“We've finally licked the problem of

selling TV ‘blind’,” sayvs F & P’s na-

tional TV sales manager. I. E. Shower-

/4
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Purity Bakeries: F&P Demonstrator Tynan with
Purity execs Brown, Ellioti, Nieman observing (. to r.)

man. “Radio has its recordings: print-
ed media have their easel presenta-
tions. Now TV. which was stymied by
llu' Irltlh}laili\ e o=t Ul. Lilll'_‘\l'hlfﬂ‘ Hiuijl-
ment. has its visual tool for selling pro-
sraming al the local station level.”

Not only is the Telestrip cheap (hoth
|I!I|i!'t'|ll1' and screen cost less than
S1001 = its visual impact works remark-
ably, The salesman, facing the pros-
pect across his desk, can pace his pie-
tures and sales story according to the
expression on the client’s face,

\ variation of '|‘r-||-:~lri||. used sue-
l'l')‘:‘l’l]”_\ IT\ the AP. consists of a porl-
able sereen and a 25-minute color slide
presentation. “Your News and Its Rey-
enue Potential.” Oliver Gramling, as-
sistant general manager of the AP, un-
reels this compact unit before local sta-

AP'S COLOR SLIDES GIVE SPONSORS INSIGHT INTO OPERATIO!N OF NEWSROOMS, PROOFS (ABOVE) OF RADIO NEWS VALUE

tion owners. While the color slides are
shown. Gramling sells the broadeasters
on the dollars-and-cents values of ra-
dio news,  The device is so stnple
he merely pushes a button to change
sliddes—that Gramling expects 1o give
similar demonstrations to admen.
The slides feature a cartoon charac-
ter. nicknamed Archy. who represents
a station time salesman (conceived by
Joe Cunningham. AI” cartoonist. and
\rt Miltenberger. commercial artist).
Archy is seen selling a local auto deal-
er on H:00 a.n. newscasts (when 759
of men listen) : a feed store dealer on
noon market news programs | when
05.3% of feed customers listenl: a
coal dealer on weather reports in Au-
gust (for which 90% of all listeners

tune . * & ok
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PPhilip Morris: F&P veepee Griffin gives
sales pitch to Ad Manager Gorman across the




OVERCOMING HANDICAPS, KATE SMITH BROUGHT HOMEY TOUCH TO RADIO, UPPED SALES FOR SPONSORS LIKE GRAPE-NUTS
‘ [ , & G She has done 7.612
B “" S " S - yeﬂrs S

$29.000.000 thus fa)

"”l'un, f’\l‘l\’lnl]_\.
With
known singer named Kate Smith intro-
duced her first broadeast, a 15-minute
She elosed  the
=50

those words an un-

musical  sustainer.

show  -for which she received
with a heartfelt “Thanks for hstening.”
The date was 1 May 1931,

Two moenths later she went commer-
cial, and has been sponsored contin-
uously ever since,

In the 20 years that have elapsed.
she has done 7.612 radio programs.
for which advertisers ]i:li(l S20.0010).-
000, not including time costs,

Last fall she made her debut in tele-
vision with a five-times-a-week, Von-

dav through Friday, hour-long show
INBCTY, 1:00 1o 5:00 pani. To-

Ted Collins

masterminded Kole's rise to lop

day. every minute of it is sponsored—
to the tune of over £6.500.000 in an-
nual billings: and its average rating
on 63 outlets is a husky 25.0 (A.R.B.),
which, according to NBC. adds up to
more than 10.000.000 viewers a week

approximately twice as many as any
other program.

Yet it hasnl milk
honey. Except for the emergence of
TV. and the remarkable business acu-
men of Ted Collins, Kate might today
he on the toboggan,

lll"l'll H“ illll'

Like Amos 'n” Andy some vears be-
fore. Kate began to lose out in the
rating struggle.  But along came day-
TV. And Collins. pioneering
again, arranged an afternoon show on
I'V. It had lide competition: gained

time

SPONSOR




193 1-radio: Kate worked on NBC, went to CBS for LaPalina

astronomic ratings | for davtime). So
the shadow of the toboggan is current-
ly forgotien as sponsors wait for avail-
abilities on a show that’s sold out,

On the basis of dollars-and-cents re-
sults, Kate Smith continues as a top
sales personality. Her phenomenal suc-
cess poses a series of kev questions
whose answers ade up 1o a composite
of what makes Kate Smith tick,

1. What keynotes her audience ap-
peal?

The late President Franklin D,
Roosevelt gave his answer when he in-
troduced Kate to the King and Queen
of England. The words of one of his-
Inr}'s greates| |JIlr;|.-e¢' makers were:
“This is Kate Smith-— this is America.”
“Kate has what it takes.” is the way
Ted Collins. her close friend and man-
ager, sums up her audience appeal.
“She has the common touch,” is the

21 MAY 1951

RATE SMITH ENGAGES IN CONTINUOUS PUBLIC

laconic comment of a spon=or wailing
for an availability on her T\ show.
The dominant. tangible factors of hes
1nss |m;-ll|aril_\' are her naturahess
and sincerity. These are reflected in
the sentimental, folksy quality of her
singing. and by her practice of going
to almost any length to bring what she
calls “a little sunzhine” into the lives
of ailing people. Her patriotic appeals
and activities in the field of human re-
lations (described later in this article).
have substantially increased her per-
sonal stature and her value to spon-
S0Ors.

2. How has her commercial tech-
nique evolved over the years?

Sales managers agree that a “nat-
ural salesman™ relies, for the most
part, on an instinctive, simple ap-
proach. Top saleswoman Kate has not

changed her sales personality over the

"

195 1-TV: Ten advertisers fill schedula of five hourly shows a weck

vears.  Her selling i always marked
by the same qualities which are part of
her singing stvle.  An example of the
Smith-Collins l‘m[r!l.i-i:— on sincerily
prompted him to tell sroxsor that I
made one hig mistake in my 20 years
d= i |r|n:|l1l' el i!l'---f.li = ~|N-:I'I.-HI'— are
concerned.  Much against my better
jl|1|_-_'|1|t':ll. | allowed myself 1o be talked
into acceplting a cigaretle account for
a vear. Since Kate doesn’t smoke. she
had no participation in the commer-
cials, The! efféect was so distasteful, |
refused 1o allow the compary to take
up the option,”

3. What innovations were made in
the format of her radioprogram?

Just as a steadfast policy governed
commercials, there was an equally
steadfast policy on program format.
Always 1rv the new is the Collins-

( Please turn to page 80)

SERVICE EFFORT THAT BEGAN WITH BENEFITS FOR SOLDI|ERS IN WORLD WAR |
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0 108 Coating
Lour adverfisme”

Says advertising counselor George H,. MceCormick

I« the appeal in advertising
being overworked Intlil} h}

the vse of oo many superlative adjee-
tives, and those siened, sealed, and de-

livered (at <o much per delivery tes-

tanomals that are :|rif|ir1:_' into our

cverviday reading and listening?

Today's fixed pattern as cast in the
mold of common advertising usage
seems Lo indicate that it is—especially
those luxury itemi announcements that
crash into the elimax of a program al
the most interesting point, and testimo-
nials previously prepared for outstand-

A langunage of their own: Amusing repartéo below appeared in Space &
Time, billed as "dialog between two S & T subscribers, by Fairfax Downey”
(frae lance writer and author]. It aptly illustrates Mr. McCormick's complaint

1 was drinking a glas< of 1omato juice the other day. In respouse 10
my beamtifie smile the hitle woman remarked: “That's the Insertname

Brand., Its soothingly-extracted super-savor cannot be excelled!

“Most imteresting.  But what is that sweet, sonorous, super-heterodyne

steain of mosie 1 hear?”

“That's my combined, angmented, supersymphonic Insertname Radio.”

“Did you know that the Joneses are due in Patagonia today? Let's
telephone them,  The rates all over the world are so low now it's

ridiculons,

Ler’s put through an Insertname System eall.”

“Soon as I've had another delicious cup of this 97.348% calcine-free

Inscetname Coflee™

“I'N bet yonr wife, who knows how to please the man in her life with a
man’s brew, is smart enough 1o use Insertname Brand tooihpaste,™

She flashed a pearly smile, “It's the hydrogen in it she said.

“My wife” he boasied, “has a snow-white laundry, super-flowing
drains, rose-red nails.  Her whole tlav is a mass of big values,™

“Da von hmm my doctor wanted nie 1o ent out sinoking *™

“Ineredible!”

“1 said does Medical Scienee offer proof positive | shonld and when he

replicd he 1u-| thought I'd feel better I said thm wax not proof posi-

tive, it wasn't esen positive proof.”

“Bally boy!™

“The eonble with you, doe,”™ | said, “is yon don’t know n}uml Insert-

wame Breo
Far less ievitating 1w Xerays,™

He stroked his chin scientifieally,

baeeo smoke cures people.’”

“That dectar didu’t know that 1o-

Jd cigarettes which has 0009 Iesh Jricotine and ix naturally

“He mmhlnl Zive you an uninr-vmvul” Pass him by, Don’t coum 5

him, He'd throw vonr cops off.”

-
- -1

9

George H. McCormick, of Houston, wrote ar-
ticle below out of pique at ad excesses. For
views of other adv. professionals, see p. 44.
"Mack had own adency in '20's, was publicity
director of KTRH: is now advertising counselor

ing personages, who are paraded in the
newspapers and magazines—ad libi-
tum. In the latter class. we have per-
sons who have a reputation for being
ultra exclusive—because of their pop-
ularity, social strata and/or financial
ﬁlm-.

It may sound a little oafish and un-
tutored to inquire. and without any
piquancy. “What have they get that |
kaven’t zot when it comes Lo appraising
quality 77 But when Johnnie and Susie
Shopper do a big percentage of the
annual mass buying. isn’t the idea of
relving too much on the elite for opin-
ion and testimony just a little erass?

Just for the moment let us dial your
radio station and hear vour favorite
progrant. But as vou push the button
and connection has been made, meticu-
lous Mercedes Seenario, star of radio,
screen and stage, informs you in duleet
tones fwe omit the studio or produe-
er's plug), “1'm faithful to the luxuri-
ous charm afforded my delicately tex-
tured  skin by Blah-Blahs  Oatmeal
Soap. | use it because chapping would
end my career, and Blah-Blah’s Oat-
meal Soap with its velvety, creamy,
feathery, sudsy suds keeps my skin so
clear, smooth, soft and radiant.”

Thus little  Mercedes  speaks  her
Ili!‘{'f‘. and as she :*]Jl.'ill\.\' —her monolo-
gistic effort is accompanied by music
written originally for “You made me
what T am today, | hope vou're satis.
fied.”

Then pick up a copy of s Fireside.
and on page 68 we find Mortimer
Jodhpurs leaning against the fireplace
in his country estate home. Yes, there
is Mort carelessly flicking the ash from

( Please turn to page (9)
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Alee you ron pliased abod@ o MATUS

If so, UTP has 33 fine BRITISH FEATURES (22 have been made
since 1948) edited to speed up action and for censorship.

No epics 