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Virginia: state of presidents

What does leadership spring from? It's hard to say—
yel it's safe to link that unique quality to alertness,
ingenvity, practical idealism, and a pioneering spirit.
Virginia is aptly termed the State of Presidents.
Among the nation’s leaders, Washington, Jefferson,
Madison, Tyler, Taylor, Monroe, William Harrison,
and Wilson all called the Old Dominion home.
Is it coincidence that the State of Presidents
led the way when the revolutionary air duo,
radio and television, first dawned on the horizon?
Is it coincidence that WMBG, WCOD (FM) and WTVR,
First Stations of Virginia, lead sponsors
right into the hearts of their vast audiences?

Mounl Yernon—Home of Washinglon

WMBG -~ WCOD ™~

- .

D it T s
s first television statio

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




Jones agency
dissidents may
lose some of
accounts before
they start

Novel test will
pit AM against
TV on sales basis

Replacement TV
stanzas losing far
more audience
than year-
rounders

Crawford clothes
launches record-
breaking air
promotion

New mail-order
tempest stirring?

Though most reports put it down as accomplished fact that Duane Jones
Agency staffers are setting up new shop with several big accounts as-
sured, SPONSOR has learned "Jones boys" may be over optimistic. One
of supposedly in-the-bag accounts, heavy radio/TV spender, is receiv-
ing pitches from half dozen agencies, hadn't made decision at press-
time. Meanwhile, Jones is suing dissident staffers. Agency's trou-
bles have been brewing for months, with loss of Babbitt account to
Weintraub early this year one major symptom. (For commentary by Bob
Landry, see Men, Money, Motives, page 6.)

=S

In secret, major account is preparing to test sales scored by televi-
sion against its radio results. Network of 9 radio stations has

been lined up to compete against 2 TV stations within one state of ac-
count's sales territory. Firm gets announcements on its 9 AM stations
for same amount it now spends on 2 TV stations involved. By checking
sales figures carefully, it's hoped test will show whether TV's impact
is really greater — dollar-for-dollar — than radio's.

SR

Advertest study conducted 3-11 August found that 3 TV programs on
year-round lost only 10% of audience; but average audience loss of 3
replacement shows was 42%. Average TV set in 767 New York-area homes
checked was in use 15% less during summer than winter, with average
individual in TV home spending 2% hours daily watching TV in summer.

— P

Crawford clothing chain in New York City has launched what may be
record=breaking air campaign for clothing retailer in one market.
Crawford will spend major share of budget (estimated at million) on
television via Al Paul Lefton Company. Lineup includes "Public Prose-
cutor,"” and "They Stand Accused" dramas on WABD, and International
Boxing Club bouts on WOR-TV. Considerable slice of budget will also
go to radio, with news, d.j. shows, announcements on WINS, WMGM, WQXR,
WLIB. Unique aspect of campaign is that in buying TV heavily Crawford
is also expanding its radio budget. Firm had reduced air activity in
recent years after headline-making saturation campaign 4 years ago.

—SR—

In recent column, radio/TV critic John Crosby pierced TV mail-order
pitchman Charles D. Kasher with his usual sabre. Aside from amusement
furnished, Crosby's comments may be first round in new public protests
against mail-order on both radio and TV. Kasher's filmed half-hour
pitch was called equivalent of 30-minute commercial by viewers who
wrote to Crosby. (It consists of harangue on nutrition summing up
with specific pitch for mail-order vitamin product.) Equivalent mail-
order pitch is now making rounds on radio, with stage star Richard
Llewellyn lecturing on hair care for 15 minutes, leading up to hair-
oil pitch.
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REPORT TO SPONSORS (or 10 Sepiember 1951

CBS' Hausman:
“"We are re-
packaging radio.”

Niclsen emphasis
on qualitative
research regarded
as healthy for
radio and TV

ABC has 2%
more hours
sold this fall
than last

DuMont’s Stickel
predicts upswing
in TV set sales

Lang-Worth
“Pigskin Salute”
gives local
stations slick
football music
format

TV film planned
at half cost of
usual product

You'll be hearing about_more innovations in AM network selling along
lines of CBS' plan for one-shot sponsorship of Red Skelton. Nets are
bending every effort to make radio attractive to advertisers of every
kind—particularly those who have never used radio before. That's
strategy behind Skelton move. It's intended to compete directly with
magazins for business of advertisers who use only one or two pages
annually. Alluding to future plans, CBS vp Lou Hausman told SPONSOR:
"We are repackaging radio."

SR

Agency and advertiser observers have told SPONSOR they feel A. C.
Nielsen Company's emphasis on qualitative research in its recent pro-
motion efforts has healthy effect on radio and TV. Nielsen has been
stressing that meaning of ratings in relation to marketing realities
for any given product are more important than raw audience Score
alone. "It all helps to dispel notion that you have to get more audi-
ence than the other fellow to do a job," was way one account man
summed it up.

—SE—

Once all new and renewed business is toted up, ABC radio network comes
out substantially ahead of last fall. As of 1 October last year, net
had 21% hours sold (Monday through Friday). This year's total is 244
hours and mornings are completely sold out except for one quarter

hour. Mutual, too, reports business increase, with gain in gross
billings of 7% during January-July this vear compared with same period
last. |

—SR—

Walter L. Stickel, Allen B. DuMont Laboratories set sales manager,
predicts lagging TV receiver sales will swing upward this fall. He
cites more than 40% of sets which have 14" tube or smaller as conSti-
tuting healthy replacement market and stimulation resulting from open=-
ing of Omaha-San Francisco TV linkup.

—~SR—

Extent to which music libraries have become program "services" is dem-
onstrated by new "Pigskin Salute," 47-page book issued by Lang=Worth
Feature Programs. Book enables local stations to whip together effec-
tive football music shows, includes scripted salutes to 86 colleges.
Via library services like this, Lang-Worth and other programing firms

.are enabling local-level sponsors to get shows of metropolitan cali-

bre. National sponsors benefit, too, since good share of money spent
locally is made up of co-op funds.

=SR-

Holbert Productions, newly formed TV film packager, told SPONSOR it is
planning series of 13 quarter-hour films at "half cost of anything
thus far produced for TV." Production on documentary-type stanzas
will be preplanned to Nth degree, use 16mm film with sound recorded on
same film — up to now technically difficult. Said Jerry Albert,
partner in firm and former United World Films executive: "We hope to
become the Klein's of the TV field, with values at extreme low cost."

(Please turn to page 52) ‘
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77 OF A SERIES

Christy Mathewson
In “No Walks) *

WHEC
In Rochester Radio

been ever since Rochester has been Hooperated!

Note WHEC’s leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B c D g F
MORNING 384 257 7.0 2.3 14.6 | 4.0

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

AFTERNOON 45.4 293 66 113 3.4 2.6

12:00-6.00 P.M.
Mondoy through Fri.

EVENING 33.3 304 9.7 13 12.5

A e A FEBRUARY THRU MAY, 1951
LATEST BEFORE CLOSING TIME

(ings
Pm' 5

Hooper?
been top

Representatives: EVERETT-McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco,
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ARTICLES

Why radio will thrvive ina TV era

Through hard-hitting audience promotion and program ideas which make
news, radio’s leaders plan to ensure the value of their medium to sponsors

How a youny giant makes friends

In one decade, Reynolds Metals Company became No. 2 aluminum maker,
matched industrial expansion with public relations campaign via spot radio

Be careful on the air: Pard 1

For their own best protection, sponsors should understand the workings of
censorship, know how to self-censor

Bauks can do betier on radio/TV

Lamentable ignorance of many bank admanagers about broadcast media
makes for poor advertising. But many banks do cash in with radio

How to run a premium promotion

SPONSOR details the techniques successful sponsors employ in selecting
and handling premiums for maximum profit

(1L}

“Mars dead ahead, sir!

Science fiction has rocketed to new popularity in movies, magazines, books,
comics, is proving hot sponsor bet on radio/TV

Filmt commercial production tips: Part I

Uninformod admen drive TV film producers mad. Concluding report on
Transfilm briefings cover Direction, Cost Contrel, Production Detail

Hudson Paper Company uses radio

After dropping spot radio for network TV, No. | napkin-maker found dra-
matic proof of radie’s pulling power, is now restoring spot AM schedule

What has TV learned about economy?

The young medium, TV, though notoriocusly expensive, is finding ways and
means of cutting costs through production economies

Ite careful on the air: Part 11

The second part of SPONSOR's series on censorship covers TV taboos,
some of the unique difficulties video sponsors face
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39
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DEPARTMENTS

MEN, MONEY & MOTIVES 6
510 MADSON 10
NEW AND RENEW 15
MR. SPONSOR: BARBARA COLLYER 20
P. 5. 22
TV RESULTS 42
MR. SPONSOR ASKS a4
RADIO COMMERCIALS 48
ROUNDUP 50
SPONSOR SPEAKS 92

COVER: Radio and TV shows of science fic-
fion nature are cashing in on a nationwide
boom in futuristic fare. However, commercials
need careful integration. Here, executives
huddle at Hirshon-Garfield agency to discuss
TV commercials in Jacques Kreisler [watch-
bands) "Tales of Tomorrow” on ABC-TV,
L. to r.: Arthur Weil, AE.; lrwin Spitzer,
agency v.p.; Jean Burns, secretary; Sidney
Garfield, pres. of H-G; Joe Roberts, Kreisler
ad manager; George Foley, co-producer of
Kreisler's show. Not shown in the picture
is Bob Lewine, agency television director.
Kreisler currently is considering a radio
version of its TV program for non-video areas.
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e o o o “FOR OUT OF HOME” LISTENING =+ o o o

. WKMH

ooooooooown(}.u}_ooooooooo

NO 1~ Detroit

In 21 out of 48 quarter-hours, (12 noon to 12
midnight, Mon. thru Fri.), WKMH is the
Number One Station (or is tied for Number

One) in “out-of-home’ listening. (%) (k%)

REFERENCE: PULSE of petroiT, juLy 1951

TYING FOR FIRST PLACE. FOR EXAMPLE, WITH ITS BROADCAST OF
* THE NEWS BY JOHN W. VANDERCOCK FROM WASHINGTON (7:00-7:15
PM MON. THRU FRI.)

** WKMH’s OWN NEWSCASTER DALE MARR IS NUMBER ONE PRO-
GRAM HEARD IN DETROIT (11:00-11:15 PM, MON. THRU FRI.)

LOOK FOR MORE POWER IN JACKSON, MICHIGAN!

WIKHM WitL Be oN THE AIR OCTOBER FIRST.

1000 WATTS 970 ON THE DIAL

Contact your Headley-Reed representative
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BETWEEN

BY
KAY
MULVIHILL

San  Francisco was once
again in the television lime-

light as the site of the network
pool telecast of the Japanese Peace
Treary last week—a history-making oc-
casion which marked the opening of the

Ira l'l.\CﬂI'llllﬂ('l‘IT-'il micro-wave,

With the appointment of CBS by the four
networks to handle the pool pickup and co-
ordinate the program, KPIX, as the CBS
iffiliate, was delegated to telecast the Peace
Treaty proceedings in their encirety from
San Francisco's War Memorial Opera House

Main portions of the eventful sessions
were fed to stations throughout the coun-
try—which brought the Peace Treaty
proceedings to the largest viewing audi-
ence in television's history.

Heading the operational staff were: Sig Mikle-
son of the CBS television network, who acted
15 program  coordinator; Dave Kees and
George Mathiesen of KPIX, who headed the

producrion and engineering crews

TOP OF THE MARK

Now being brought to KPIX viewers each
Thursday at 6:30 PM is the tele-version of

Margo Trumbull's popular KSFO radio series
"Top of the Mark.”

Televised directly from the world famous
Top of the Mark, the half hour program
features Margo's interviews with the
world's best known figures in entertain-
ment, political, literary and professional

circles.

Throughour the 11 years she has aired the
show on KSFQ, in addition to her recent TV
actvities, Margo has acquired a widespread
reputatron for  her  remarkable  interviewmg
techniques, and the new KPIX series, now in
ity third week, has already gamed an en-
thusiastic  follow

ng

CHANNEL
5

Represented by The Katz Agency, Inc.

560
KC

Represented by Wm. G. Rambeau Co.

SAN FRANCISCO

by
Robere I. Landry

(@]
JH @

The Duane Jones Agency has lately been having its middle-aged
menopause in public. At least that's the way it shaped up after some
weeks of pretty lurid charge and counter-charge. Jones was leaving
at one point, Jones was baek in the saddle at another, He was willing
to sell out and, again. his staff was trying to steal the agency. With-
out going into the details (if anyhody really knows them all) the
interesting fact stands clear that Jones was accused of being a “tired.

inattentive genius.” 1t got down to a question of who was loyal or
disloyal to whom. Conspiracy of gossip or not the charge was spread
—and it was a serious charge—that the big boss was no longer heart
and soul, He was charged with cheating on invested labor.

* ES *

Note this factor of invested labor. Account “loyalty™ often lies in
a lively anticipation of the continued application of a known and
valued type of service administered by known and valued personages.
Family connections may occasionally figure but the so-called “vest-
pocket account” is typically controlled not by pull or magic but by
a sturdy record of trustworthy performance.

* * *

The Duane Jones case. and other recent agency fusses, raise again
irl't‘]u:':%:-illh‘ qltl‘.~'[i|ltl,h as 1o w |1}‘ accounts t‘llim:_'c ;l;_'{‘llt'i(‘:i. follow or
don’t {ollow this or that big wheel. Trade soothsayers want to know
why BBDO is so hot these past three years in copping ofl new ac-
counts. and why Young & Rubicam is “wobbly.” All this concerns
who aels what.

% * *

The advertising newsletter, Space & Time, undertook early in 1949
to tabulate *
leading advertising agencies. The objective of the studies was to

saceount turnover” during a 15-yvear period at various

establish whether “hig™ agencies lost elients more or less rapidly
than “lintle™ agencies. They do. There were five solid pages of into
agency-ont of ageney listings for N. W, Ayer. a page and a half for
YA three pages for J. Walter Thompson, 18 lines for Benton &
Bowles.

From the beginning, most advertising agencies have been “part-
perships.” significantly named for their principals, like a legal or
medical office.. On every side the steess has been upon “personality.”
defining personality hroadly and not just as boilt-in agency smile or
padided shoulders rather as ercative brainpower and matehing glandu-
lar energy. In the final reckoning, it becomes ever clearer that the
effective ageney man is a strategist in sales planning and not merely a
preparer of copy or a deviser of entertainment.  Duane Jones huilt
his veputation back in the Babbint Soap-Blarney Stone days by laying
all aroumd him with a merchandising shillalah, J. Stirling Getehell,
the short-lived genins, lived. bhreathed. bled. midwived with his ac-
comts, Again and again. one man’s metabolism makes an ageney.

( Please turn to page 84
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HCA Service techmcums, dur
ng thear U traunng pro-
gram, live and breathe the
subject of televiston—for vour
benefit

These men get TVS [Insiae Story

When you buy a fine te lmmtm re-
cewver, correct installation and main-
tenance are as important as the set. For
service technicians, RCA has developed
the only training program of its kind—
a factory program.

During their studies, these men learn
the basic facts of modern, all-electronic
TV. .how it reached its present perfection
by research at RCA Laboratories .. how to
!)I]]ld al t(']l'\'l.‘iillli I’l‘t'('l\l'l‘...'l‘l\\' to S('I['l'l
and install the right antenna for vour home

10 SEPTEMBER 1951

.all the (nmpl( xities of kinesc opes, e lec-
lmn guns, tubes, television cameras and
transmitters,

When their studies are complete, they have
a grasp of television's inside story that assures
you the most perfect installation and main-
tenance possible—under vour RCA Victor
Factory-Service Contrael.

See the latest wonders of radio, television, and olve-
tromics at RCA Exhibwtion Hall, 36 West 49th Stroet,
N. Y., Admission s free. Radio Corporation of Amenca,
RCA Building, Radio City, N. Y. 20, N Y

Get all the performance that's balt into
vour new RCA Victor home television
recever through an RCA Victor Factorv-
Service Coutract

RADIO CORPORATION of AMERICA
Worlad Leader in Radro — Frirst in Television







| PIECE OF SKELTON ?

With this announcement, CBS Radio opens the

mass circulation of night-time, network radio to

advertisers with limited budgets. Also, to large

advertisers for special promotions.

RED SKELTON, star-showman, star-salesman—
and his 13 million listeners —are now available
‘on a one-time basis. The cost: less than a color
page in a mass magazine, ... Here's how a one-

time budget now fits big-time radio:

JouesTioN: How?
ANSWER: Red Skelton’s regular half-hour show —one of
the “top ten” in all radio — will be on the air for 39
consecutive weeks, starting October 3. Each mass-
market broadeast will be sold to a smgle sponsor (but a

sponsor will not be lmited to a rill;:!r broadeast).

QUESTION: How will advertisers use the show?

ANSWER: To say somcthing special with impact—as explo-
sive as the laughter of Skelton's listeners. . .. Here is
mass radio uniquely produced to launch a new prod-
uet—kick off a drive—announce a contest.... Here also
is the perfect opportunity for the split-timmg and com-
manding attention that many advertisers need for peak-
selling seasons and holidays: Christmas, White Sales,
Mother's Day. Father's Day, June weddings and grad-
uations. (Skelton ad libs over our shoulder: “For Thanks-

giving, we can sell bogs and hogs of cranberries.”)
|

QUESTION: Any merclhandising tie-ins?

|

ANSWER: Displays and mailings will flash the appeal
of Skelton’s personality, ticing-in program. product. and

purse al the sales counter.

QUEsTION: What's the time of broadeast?
ANSWER: During a peak listening hour —9:00 to 9:30
p-m., Wednesdays, Between the big-audience attractions

of Dr. Christian and Bing Croshy.

QUESTION: How many stations in the Skelton line-up?
ANSWER: Stations accounting for 914 per cont of the
entire CBS Radio circulation are available for clearance.
QUESTION: How many listeners?

ANSWER: Year-in, year-out Red Skelton in front of a
microphone is a human, fun-making magnet. Last sca-
son, he drew an average weekly audience of more than

13 million people.

0L I-Zh’I'NI\;I”u\\ much does the show cost?

ANSWER: S23.500—including time, talent, and merchan-
dising. To give this price a vardstick: For $23.500,
you can tap a mass awdience and listener-lovalty that

took an annual investment of S1.500.000 to build,

OUESTION: How will sponsors be scheduled ?

ANSWER: Solely on g first-come, first-to-profit basis.
QUESTION: Are there any other answers?

ANSWER: Just a reminder: To say things that get things
started ... or to give a peak-selling season a higher peak
than cver. RED SKELTON 15 yvour bov....For available

program dates call your representative at, ..

THE CBS RADIO NETWORK
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"THESE SURVEYS

Now Available!

Food and Drug
Brand Distribution
Survey Results
for 1951

Consnmer Preferences
of National Brands in
owa—Nebr.—Missounri

Kansas

Here is valuable help for
manufacturers of food and
drug items who want to
know the popularity ratings
of their lines, as well as com-
peting products. Members
of the KMA Research Staff
traveled more than 2500
miles to personally shelf-
check retail establishments
in the vast KMA area.

Cet your copy of either the
drug or food survey by writ-

ing KMA or contacting
Avery-Knodel, Inc., national
representatives.

10WA

Bid womis .
* AnimANDOAN

MISSOURI
KANSAS

SR

KMA

SHENANDOAH, IOWA

Represented by
Avery-Knodel, Inc.

fhe superiof
k which i
5. Let

are examples of

'\(M.A mer:hcndhinq wol

tiser

ailable to KA adverhise
av

KMA make bigae’ sales for

Under Managemen! of

MAY BROADCASTING CO.

Shenandeah, lowa

*Ou.
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CHAP-ANS VOLUME

Important  corrections.  please. in
vour otherwise fine article on Chap
Stick and Chap-ans in the 30 Juh
issue,

The figures on dollar volume are
way off beam—and embarrassing both
to our client and this agency,

In the case of Chap Stick. we imag-
ine that you estimated them on the re-
tail sales of approximately seven mil-
lion Chap Sticks al 25¢ apiece. Bul
certainly the volume quoted for Chap-
ans was  completely  guesswork—and
considerably over-inflated.

Too The rvest of the slory
showed a lot of digeing. But we would

had!

like a correction on volume hrought 1o
the attention of your readers,
Patt G, GUMBINNER
I'ice President
Lawrence C. Gumbinner

Advertising Ageney

Wh
volume figurees, there i nothi
make an estimate bosed on
from the hest informed
field. SPONSOR regrets any embarcassment caused
Mr. Cumbinner or his acconmt and will be zlad 10
privt the actual total if the ageney or the acconnt
will furnich 1.

the article,

TIMES SQUARE CCVERAGE

I noticed under New on Television
Networks in a recent issue of spon-
sor, that the Maiden Form Brassiere
Company is going to sponsor on ABC-
TV a program entitled [ Cover Times
Square.

My only comment on this would be
that it must be some brassiere.

Dax Hyprick Jxi.
Station Manager
WDYK

Cumberland, M.

FABULOUS COLUMBIA WORKSHOP

In spoxsor for 12 February 1951,
von  published Part One of a series,
“The fabulous Columbia Waorkshop.™
It was a wonderfully written piece and
was concluded with a promise that a
second article would be forthcoming.

[ have checked carefully each issue
since and P'm fairly confident 1 have

not niissed an issue: vet | still haven’t
seen Part Two of this series. I sincere-
Iy hope vou haven't abandoned the
plan. | enjoy vour magazine and 1|
believe your coverage of broadcasting
and TV leaves little to be desired.
MarTin H. FuLLEk
Production Manager
KOMA
Oklahoma City

® Sorry., Reader Fuller—you just mlssed i1,
Part 2 of Bob Landry's “The Fabulous Columbia
Workshop” (s must for any program director)
appeared on page 28 of the 26 February lssue.

FELS ACCOUNT

On page 14 of your 27 August is-
sue. vou gave us more than we should
have and it may cause some embarrass-
ment to another advertising agency.

Under the heading “New Agency
\ppointments” you listed us as hav-
ing been appointed by Fels & Co. to
handle their Fels-Naptha soap. That
with Fels-Naptha
soap «'hi;rs and Felso. are the accounts
of the H. H. DuBois agency in Phila-
delphia.

With our letter of 18 July. we senl
vou the following news item.
© Fels & Co. (Fels-Naptha. Fels-Naptha
soap chips, Felso) has appointed Me-
Kee & Albright. Ine.. Phila.. 1o handle
the advertising of a new, instant-suds-

product.  together

ing liguid for washing dishes and fine
fabrics.
Roy J. McKeE
President
McKee & .-‘an'gflr
Philadelphia

MR. OVINGTON IS RAY

| noted with great interest the article
entitled “Why sporting goods ignore
the air.” Glad to see my brainchild
finally in print. Also the little box and
digest of my Sports Age arlicle ma-
terial.

Realizing that Grant took Richmond.
Ovington never took Grant for a sur-
name. It has been Ray now for some
3414 years. Can’t understand why the
editors didu’t say Ray & Wadsworth
to make the muddle complete!  Also.
now that vou are being thoroughly ac-
costed and hawled out, why did you
negleet to include in the article one of
thie most important factors of the sub-
jeet matter: namely. the only outdoor
sportsmen’s  network  program.  The
Rod & Gun Clul of the Air sponsored
by Pal Blades which is a howling sue-
Cess, |lrm'in;1 the fact that the sports-

SPONSOR




RADIO 15 TOPS
FOR_ADUERTISERS

SURVEYS SHOW

RADI[I REABHES FARTHER.

Eobe
o
'.
e

VENPHS NO. 1 STATION

Figures show and cdvorh.ﬂ" | :
results prove, just as they &
do in most cities, that '

IN MEMPHIS
RIGHT NOW

WREC

o e is a better buy than ever
before in it's history.
The advertiser gets more
in coverage. More in pres-
tige.
Since 1946

U. S. wholesale prices have

gone up 65%.

Charges of eight big

magazines have gone up

47%. Those of 94 big city

|| RADIO FAMILIES 1946 1949 newspapers are up 24%.
|| RADIO HOMES COVERED 404,560 448,890
BASIC HOUR RATE $250.00  $250.00 WREC RATE, IN COST

PER THOUSAND LISTEN-
ERS, HAS GONE DOWN
10.1% COMPARED WITH
1946.

|| COST PER 1000 HOMES ble .55¢

Figures Quoted Based on Latest Available BMB Measurements

WREC HOOPER RATINGS AVERAGE
1 HIGHER THAN ANY OTHER MEMPHIS
STATION

Represented by THE KATZ AGENCY INC.

Affiliafed with CBS—600 K.c. 5000 WAT_T-S.
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Whits olouioville Gt
BESIDE

The ferdcky Derby? !

The Louisville Metropolitan Area ranks
28th in America in Net Effective Buying
Income.”™

WAVE has a Daytime BMB Audience of
238,490 families. Its BMB Area has an
Effective Buyving Income of more than one-
and-a-half billion dollars — or 66.6% as
much as the entire State of Kentucky!

WAVE-TV was first in Kentucky by more
than a year ... 1s now a third-yvear veteran,
preferred by the majority of the 91,987 TV
set-owners in and around Louisville.
WAVE-TV is Channel 5. .. features out-
standing local programming as well as

NBC, ABC and Dumont.

Ask Free & Peters for the whole WAVE
story, today!

"Sales Management Survey of Buying Power. May 10. 1951

WA

WAVE® has a Daytime BMB Audienco
of 230,190 families in Kentueky and
Sonthern Indiana, This seea has an
Effective Buying Incrome of £1.70
billinn, as against S2.56 billion for
the entire State. The Effective Huy.
ing Income within WAVE™ Dasytine
BMIE counties is 150169 of the In-
eomn in those Kentueky counties in
whirh WAVE does NOT have a IIMI

auwdienre !

*The WAYE-TY Coverage Area
comtains 330,000 Tamilies,

LOUI

FREE & PETERS, INC.

Exclusive MNational Representatives

SPONSOR




man listens to sportsmen’s broadcasts
—therefore, local retailers with local
sp(:rtsmen':-' broadeasts could become
excellent clients for local radio stations
—the whole point of the whole piece!

You might also mention that | am
featured quite regularly on the Rod &
Gun Club of the Air, MBS, as well as
regular monthly contributor to Sports
Age—national sporting
magazine,

goods  trade

Ray Ovincrox

Plans Committee Chairman
GCrant & Wadsworth

New York

PUBLIC UTILITIES ON AIR

I am sure that many broadeasters
join me in thanking vou for the splen-
did articles entitled “Bell Telephone's
party line.”

A similar story should be appreci-
ated by our industry covering public
utilities such as the Gas, Electric and
or Gas & Electric companies. [ do hope
vour staff will “dig-up™ such a story.

Geo. H. Jaspert
”!!’.\flfll ni
wcem

Lﬂll'fl“” ce,

Mass.

® SPONSOR currently bas
utilities in the works.

n stary on publie

FALL FACTS PLAUDIT

Plaudits for the Fall Facts Issue, a
virtual textbook on the broadcasting
media. We rely on sponsor heavily in
this department and have long con
sidered it to be one of our most valu-
able pieces of reference material: how-
ever, | never would have believed any-
one could put so much useful informa-
tion between the covers of a magazine
as you have compressed into the 106
July issue. I hope you have many ex-
tra copies on your shelves. We would
like to place one in the hands of every
student in our department. Would you
please advise us of the availability ?

I would also like to have a copy of
Herb True’s TV Dictionary, plus quo-
tations on mass orders for the same.

D. F. FEDDERSEN
Chairman, Dept. of

Radio and TV
Northwestern University
Evanston, 1.

#® Limited supply of Fall Facis issue available.
Bulk rate for TV dictlonary on request,

10 SEPTEMBER 1951

PUPPY PIX PULL
KRMG in Tulsa switched from the

usual “give-away™ pictures of station
personahities to pictures of dogs —and
found that it reaped huge listener divi-
dends. Johnny Martin. KRMG's Farly
Morning Man. who chatters and spins
wax from 5:30 to 7:00 a.m. daily, had
been telling his listeners of his hand-
some, month-old pups. The station fol-
lowed this lead and had pictures made

——— 1

————

This is pic which Martin (and pup) fans got

of these puppies. Johnny aired three,
one-minute spot announcements and in
return received picture requests from
124, counties in Oklahoma, Missouri,
Texas, Arkansas, Kansas, Colorado and
Alabama. At the completion of the
third announcement, he had received
over three thousand puppy picture re-
quests—yes, it’s a “Dog’s Life!”
DALE BETHKE
Promotion Director
KRMC
Tulsa, Okla.

JINGLE “PING"

In the Stuart Chase story in the 30
July issue, as part of Chase’s 1028
prophecy, he is quoted as saying. *'But
just what connection is there between
motor cars and symphony orchestras.
between a pair of wisecrackers and
candy 7”7

In his rvebuttal. Walter
writes, “Dr. 1. Q. sold a lot of candy
for many years.”

As an old timer. I submit that what
Chase was referring to in 1928 was
undnuhlvdl_\- the success over WEAF.

Patterson

(Please turn to page 91)

=i
=
f_-a

Morning Man

HOWARD *“CACTUS" WILKERSON'S
“RECORD RANCH”

7:15-8:30 A.M, — Mon. Thru Sat,

Arkansans like good Western Music . , .
and they really go for Howard “"Cactus”
Wilkerson's morning roundup of tunes,
time and temperature before they head for
work. (Little Rock city bus line reports
peak hours of passenger travel from 7:30
to 8:30 A.M.), Whatever you're selling . . [
from Apples to Zippers . . . let "Cactus”
tell em and sell 'em! Still some time avail.
able . . . but "twon’t last long!

Phone, Write or Wire GLENN ROBERTSON,
Manager, KVLC, for Details and Availabilsties . . .
or romtact RADIO REPRESENTATIVES, INC.

Natlonal Representatives

RADIO REPRESENTATIVES

13




CITIZEN

*EXAMPLE—Pulse July survey
shows that 8 out of top 10 televised
shows were aired via WHIO-TV,

CHANNEL 13

o-tv:

Eyes and

““‘Morning Reflections' turns one's thoughts toward the finer things of
life at the beginning of the day,” says Rev. R. W. Coleman, Executive
Secrctary of the Church Federation of Greater Dayton (left), “Thanks
sy org A —y to the progressive civic spirit of our broadcaster, this pastoral visit mid-
_j.-..-__aa&.:*»ﬂm morning each day helps make our community a better place to live.,”

o Ears of a
Sy

Every weekday morning, Daytonians by the
thousands turn from their routine tasks, from
housework, from business and commerce, to
participate in Dayton’s own daily church of
the air—the interdenominational “Morning
Reflections’ originated in the studios of
WHIO-TV. Day after day, religious leaders of
the area alternate in using our facilities to
spread, far beyond the boundaries of their
congregations, inspiration for hope and faith.

We gladly contribute daily air time and fa-
cilities for “Morning Reflections” and many
other programs in the religious, educational,
patriotic and charitable fields. As a locally-
owned, locally-operated station, we conceive
it our duty and our privilege as a “Good Cit-
izen”. We're glad to say that our conception
of responsibility works both ways. In audience
loyalty and audience surveys®, Dayton enthu-
siastically reciprocates every effort that we
make, WHIO-TV is represented nationally by
the George P. Hollingbery Co.




New and renew

I. New on Telev

SPONSOR

Awmerivan Home Produeis
Bigclowssanford Carpet o
Banufide Mills Ine
Bristol-Myvrs Co
Bristol-Myers Cu

Cannon Mill«

Clignot Club Ca

Corn Products Hefindng o

E. L. DnlPont de Nemonrs &
Co (Oclon div)

Esersharp Ine

Geomlyear Tire & Rublier

Ca
Hall Brothers lne

Nolly waad Camdy o

Tuternat
(Su
Internat
(| Peters Shoe Ca div)
Jene Sales Corp

nal Shoe o
. Co div)

Kellogz Co

Ligzett & Myers Tolaves
o

Lorillard Co

Magen David Wine Co

Peter Panl Ine
Penick & Ford Ltd
Pillshury Mills Ine

Reynolds Mewals Co

on VYetworks

AGENCY NO. OF NET STATIONS

Mo CESTY 6l
Younug & Ihy Ment
teibiraliar ABCTY
Yomug & Rubiecam ARCTY
Dalierty, Clilford & ARCTY
Shenfield
N W, Ayer NBETY
Woeatan ABC- TV 30

o b Miller GBS TV 17

it ARCTY o
Thinw NRESTY
Young & Kubicam STV

Voote, Cone & Heldine CHs. TV 235

Kathrau & Hyan ARCSTY 3o
Hoaz & Provamlie ARC.TY 22
Westheimer amd Mack Dumont 10
Sherwin Roliert Rodzers \RCOY

& Vscariates

m & Eekhardt
neham & Walsh

NEC-TY
NBC-TY

Vennen & WMitehell
Weisse & Geller

DaMaont
ABETY a5

Maxan

L TR . Y
Lea Murneit ANBESTY
Boehanan STV

PROGRAM, time, start, duration
Love of Life; M-F 121530 g 21 Sepy 52

Nigelow-Sanlord Theatres Th 100030 g 6

Versutile Varletivsy alt F 93000 gmg 5 Ot
260 whe

Mr. Iisteiet Attorneyy alt M 800330 pes A
et; 51 whe

§ The Geeaty Sat L0105 ams 6 et

wh=

smith showi M 1oI5:5 pmg 1O Seps 39

rillsAmicehe Showg Th 1213005 pamz 13
wha
s Shiowi T 210500 pm: 1 Oery

ford-Ameche Show: F 120031 pmi 21
52 whe
=how of Show<:

alt Sar 1010030 pag 1S

alt Sum 00 pmg 14

Sarah Chueehilly Sun 5315

Haltiwark Presen
G pmg T ety

Hollywoud Junior Cirens: alt Sar 1020001 am;g
B Sep: 52 whe

Foolinl The Greaty Sat F1:15-30 am: 25 Ang;
39 wks

Kide and Co: Sat TE-11:30 am: T Sepr 32 whe

Unpameds alt Th 10:00:30 pm: 2T Sepr 532
whe
All star Revues evers thirnd ~a #.49

Vunomed: Son T-7:30 pmz T etz 5
Down You Gosz F 99:30 pan: 11 Sen: 52 whe
« Wild. Private Detertives ' 88305 11
26 wks
Gabhy Naves; Th 5:1
Ruth Lyounsy Th 12-3
Kate Smith Show: M
whe
Kate Smith Revary alt W B30 pim: 26 Sept
I3 whs

26 whe
13 wks

pm: 10 Seps 52

2. Rencwed on Television Networlks

SPONSOR
I_'hr-tlxrmu:h_ Mie Co
Gillette Safety Roazor Co
Iranrite Ine

Kaiser-Frarer Sales Carp
M & M Lwd

Minnesota Mining & Mfe
«

Simmans Co

Toni Co

AGENCY NO. OF NET STATIONS

MetCann-Ericksan NBCSTY

Maxon MNHCTY

Brooke, Smith, French ARC-TY 11
& Darranee

William 1, Weintrauh D VMont

William Fay
HBno NRE-TYV
Younz & Rabicam NRCTY

Foote, Cone & DBeldins CHS.TY 38

PROGRAM, time, start, duration

Kate Smith Showy M F30005 pns 10 Seps 15
w ke

Cavaleade of Sportst F 1O puseconcluslon: ¥
Sepy 52 whs

Haellywoad Sercen Vesty M T:30.8 pmg 1 (i

: Th 2900 pmg I3 Seni 52 whke
06 pny 12 Anszs 52

whe

Juvenile Jury ; Son 3300 pm: 13 Sepi 26 wks

Kate Smith Showi T 111520 pm: 11 Sep: 39
whe

Arthior Godfeey amd Nis Peiendss alt W 8-8:30
pmi 3 Oets 52 whs

3. Station Representation Changes

STATION
CRCw, M
KROAT, Albugn
KHESN, Los Alamos, N, M.
KRTRC, Samta Fe, N, M.
WALT, Chicago

WIHOP, lopkinsville, kv,
WINZ, Miami

WEAL, 1"ad
WSON, Henderss

AFFILIATION

CBa

AR

AL

Al
Todlegrendent
cuis
Independent
cBs

MuiSs

NEW NATIONAL REPRESENTATIVE

vllam J. Youne Jr., N,
Habert Mecher Assaciote
Foiclne R0 N. Y

Waobiert Mecker

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

SPONSOR
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A

Numbers after names
refer to category in
New and Renew:

Gordon Cates (5)
C. Corbett (5)
George Gribbin (5)
R. S. Jackson (5]
Parish Jenkins (5]




Numbers after names
refer to category in
New and Rencw:

N. S. Livingston (5)
T. Mandolstam  (5)
Arthur Pardell [5)
Roger Pryor (5)
H. M. Wilson (5]}

New and Renew 10 September 1951

1. Vew and Renewed Spot Television

SPONSOR

Ymerivan Home Fowds lue
Vimerican Home Foods Tue
lowrelen o

Wasen o Toe
HristulMyers o

Brown & Willimmaon To-
haveos Corp

losa Wateh Co

Preerimg, Millikin & Ca

Tl vMaort Co loe

" ie & arife

Fea o
Philier Baking o

hoentile Toe

v. Lal & =on luw
Maltex o Tue
Ihilip. Marri- & Go

Sational Brewing Co
Wash Mi'ls Ine
stalilb Merer Ine

Trivn Products Corp

Warl Baking o

NET OR STATION

WAIE, N Y
WOALLTY, Phila.
WAHK. Clove.
WEALLSTY, Phila.
BAVMSEY, Wirm,

AGENCY

W. Farl Bothwelt

Fed Hates

Young & Wubicam

Robert W GOrr

Daherty, Chillard &
Shenfiehd )

Fedl Wane .

WLESTY, MY,

Hinw WY, Wadh,
Young & ¥ m WAlK, Cleve,

Y & i WONIW . W oash,
W HZ Y. Hostan

WL Phila,

RABIL Wywal,
WAIRT, N, Y,
WOALLTY. hila,
WARK, Cleve,

\
ol Crnuts

WANHW. Wash,
WO, Chi,
WENBSSTY, N, Y.

wen & Chappell
1 &

Ly
Bowmers aml WTOPr-ryv, Wash,

i "
3. Walter Thampsun WARY, i,

PROGRAM, time, start duration

Tervin wartic: 5 Senz 15 whs (n)
Lamin annemits 3 Sep: 1% whe tn)
ee st hreak: 3 Sep: 13 whe (r)
woanmemt: 11 Sept 26 whs in)
we annenit: 13 Aug: 32 whe tp)

Lhesws anneot; 27 Ane: 532 whe i)

Lherer annemt: 23 Aug: 206 whs (0

Lemisn partic; 3 Sep: 1o whe (n)

2tesee sin break: T Bepi 52 whs (ud

Levindne s 3 2Weser st bireak s 100 Seps 52
whe tr)

Lemin partics 1 Sep; 26 whe (n)

5

st breakt 1 Sep: 52 whs (r)

partiv: 11 Sep: 260 wke in)

3 21 Sep: 26 whe (n)

Hisee stn hreahs | Sepsr 32

2ihscre

1-min .
whs (n)
fesee =t hreak: T Sept 15 whs (r)

5 138 wmhe dr)
1% wke (u)

Hesie =t hireak: 11 >
Remew annemty 5 Sepg

Liheser apnemts 29 Aug: 13 whe tn)

2iberer avnemts 28 Sent 532 whe (r)

3. Advertising Agency Persounel Changes

NAME
H, G, Beannmnt

A 1 Bevher
enrdon Cute-
Charlatie Corlen
LLEL
John B, Denni-on

Luvick F. Draper
Ioward Furbes
W ‘nrrest

harid I, Gillespiv Jr.

Haveld ). Grainger
George 1 Gribbin
Carl € Nertehers
Wirhard S, Jackson
Vi Janowice

Farish Jenkine-
Soeman 5. Livingston
1, Barker Luchen

LYl

Thama= WM. Meloanell
Wodvard VMehe

Arthore >, Pardul]

arl M, P
Lndy Jo Potter

Huger Pryor

F. Winslow Steteun Ir
). W, Switeer Ir
Howard M. Wilson
Fresl Leiler

FORMER AFFILIATION

Foote, Cone & Foldins, > Voo avel snper-

Cone & Neldling, Chi.
Lennen & Wi
Coell & 1 A g i
Youne &
b ban-Yan
vopy chiel
AELTY, N,
wWhry,
Fon

aeel supees b

Y. aret over

B spers isor
her ; N. wher wedin
ilept
Brisacher, Wheoler & Stall, =0 Foooaeel ener
Yonmng & Habicam, N Y., sp

MY, aeet sove gronp head
Yo romml prog aperations i

Shugdale & Coo Balto., copywriter

Cone & Belding. N Y., die radio
richson, N Yo, sl o pres
SSOE. N Y. eliny er

Foute, Cane & | e, Uhi., acer snpr isor
William Ests, Hlywel., eadio.ay die

Foste, Cone & Bebling, N, Y., dlir 1y

Foote, Cone & Relding, Chi. acet exer
Tone & Belding., Chi. aret saperyvisor
wer, No Y., ropy ewer

anneErickeson, N. Yoo gen ever

S, e

Same. s
Bion. N. Y ap
Same. timehuyer
Coeil & Presl
Cordon e, o

Foote, Cone & Belding, Hapston, acel supersisor

same, assoe media dic

Riow, S, F.. acet enee
Same, #lse head rudivay vomml e i

-I{ny S, Durstine, S Yo ap (ol 17 Sep)
Lewi= & Gilman, Philas aeel over

. ¥
Same, cops chicl

same. dir radiv-iy prad
Ramr, vp
-

3 Y

Calkins & Nulden, Cardock. MeClinten & Smith.,
Mivwal,

Same. radiv-ay wp

Same, vp

NEW AFFILIATION

oYL timehinser
. wember copy stall

g Clhwmbers, Pies vty dlir

LA

LY ] f
Muthes, N Yo assy ali

me X Bowkes, N Y, tim
A

. Ap

i angr raslinetsy dept. ass 1o ap

radio-tn et

G. New Stations

STATION

WEOW, Semth St Paul

on Air

FREQUENCY WATTAGE

A% ke S0

OPENING DATE

12 Ang (test operations)

MANAGEMENT

Beinlard ~teinley

7. New Networlk Affiliations

STATION

WAT B, Maunechester, No 1L

WAL, Naieh
WSO, Seram
WSV M Aew, N, 0D

(T,

FORMER AFFILIATION

NEW AFFILIATION

MES Al

Al

SROC el 30 Sep)
Al




Dear Mr. Shelley :

I reccived a copy of news mention of
my husband, Marine Licutenant Donald
Houge's survival of lis foorth  plane
accident as reported on your 10:15 news
broadcast on April Gih,

I'm sure that in instituting this service
from your slation you flﬂl\ 1I.j:|]II||1!ll'
the great kindness you are performing to
many war-burdened people,

In this instance 1 had three
mental anguish trying to trace a report
appearing in an Omaha paper on Apnl
drd. And to this date [ have never had
any acknowledgment of a wire [ sent 1o
this paper requesting information,

days of

There are times when civiban re-
serves, such as my husband was up to
August 1, 1950, have occasion to feel

embittered by the turn of their lives and
fortunes, but such actions as this from
your station makes things much casier
to face knowing that there are pe
concerned with the welfare of affected
families.
Thank you for your kindness,
Sincerely,
.\I}\.“.
Aberdeen, 1,

Editor's \'!'il.

rsons

I_)n:-.' HoucGe

S,

Shortly after the out-
break of the Korean War, 11O began
making copics of all broadcast news
items concerning lowa-Plis personnel in
Korea. e mail these copies to the
Postmaster in the serviceman’s home
with the request that they be

toivit e=
hivered to his nearest relatives.
Dear Mr. Loyet:

Please accept the thanks of the Na-

tonal Safety Council for the cooperation
of your station and Messrs. Kenneth
l;['l'“l‘r, Del Donahoo, and Jack Ker-
rigan in connection with a "Green Cross
Song Festival" broadeast from your city
on Aypril 21,

The National Safety Couneil has long

since learned that it can depend upon
WIHO for full-hearted public interest
support of 1ts nation-wide campaign 1o

Your cooperation in
the Festval

accidents
with

prevent
connection SErIes 1S

just another example of this continuing
service lo safety,
Very truly yours,
Nep H, DEARBORN

President
National Safety Council
Chicago

Dear Sir:

I appreciate your
ISepirt. Believe it is
A real help to farmers,
alr.

8:00 a,m. Weather
best report on air.
I\l'i']' it on the

Yours truly,
Joun C,
Mo,

CAMERON
Wavland,
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ever written a personal letter to a radio station.

Gentlemen: | he News Staff of Radio WHO: I
On behalf of the local American Le- Just a few lines of “fan mail” in ap- /
gion post and all posts in Greene County, preciation of the way the news men at
we wish to extend (o all concerned our | W10 compile and present the news,
thanks -'““! J‘I'I'r“i'iillti"'l for the an- Vie are a farm family, and having littl ‘
nouncing of our meeting postponed, We | e 1o read mucll in the  summer |
""l{!:"“ ]_]"1’:"1 1"1“"";:1'# I_."['ll'l are and the | jyonths, especially, u’. really i’t'._;.._-.- thi
alue o nc allowed 1ot us, concise accounts of the news, and try to
We received greal results; only two [ pear the 7:30 am. and 12:30 pm ‘
families .\Illi\\}'l:l\ 1;]I-I;;ill‘u1”:{ possible 500, periods, particularly. ]
y CTY - ! VOUrS ' . - &
x i ' X Somehow, vou have a secret for m-
- Bivi ' EARC I"I jeeting into the news a live spark that
County Commander | makes the news so meanmgful and
United Food Markels casily understood. We have often
Ieiferson, lowa agreed that the same news heard witlnn
| the hour on other broadeasts (other
Dear Mr. Shelley: .].lil-l...-'.';=F.\ 'Md,. 1.!..‘{41[ o
The Overseas Affairs Drancl |h1 art- bl ol sl A Lol
2 newsmen were bored, or 1
ment of the Army, is veny n] lative ; SR y
of the public service time given |'.‘ your On one of Jack Shelley's noon b
station mm  aiding owur ruitment of | €Asts topped midway to say,
civilians for overseas service Llay Our ar [‘l] Cilen
I'lease accept my personal thanks and Wis sl at the dinner ‘ le and
that of the Department for your co has '_" en been cautioned about i’
operation and assistance teo hard .ll.‘l ough, res GVEr al
Sincerely yours | patted his me tln shoulder aid
Joux H. PratieNsure Mom, the man said “.Vow, play rough !
Representative Our thanks n |
Owverseas Affairs Branch 1\\;.; ilar listeners,
Jepartme fthe Army 0 7l Afe ® Nne Batpi Scitiie
Department of the Army Mgk & Mes. Raven Scnuou
Civilian Personnel Division ]
Chicago IKiron, lowa
I
;cw professional advertising men, we suppose, have '

There- ‘

fore it may be difficult for you to realize why WHO .

gets nmiibugs of personal letters—to understand the
feelings of friendship and :'u!m'-a’c[}.{wdcm‘c that exist

between WHO and its listeners. . .

Read these few typical letters, and we believe you'll get
some new ideas of what WHO means in lowa Plus—

what WHO can mean to advertisers,

L00. . .

WiHO

+ for lowa PLUS %

Des Moines . .
B. J. Palmer, President
A. Loyet,
& PETERS.

Col,
I’
FREE

S

. 50,000 Watts

Resident Manager |

INC,, National Representatives






No other station reaches as many Okla-
IN homa homes, day and night, as WKY.
*BMB Study No. 2, Spring, 1949

336 ¥y 280 Daytime Families
292 y 12 O wvighttime Families

I " A D E N Year in and year out, WKY holds top
spot among Oklahoma City stations.

5t0.8 Ste.C Sta.D S5t10.E Sta.F 5t0.G Look how WKY stands
Morning (Man.-Fri) 35.2 206 223 49 5B 44 346 among all NBC Stations
. Afternoon (Mon.-Fri.) 51.0 15.1 7.8 5.4 6.2 7.0 5.4 April-May Hooper Index, 1651
Evening (Sun.-Sat) 44,9 266 158 7.9 » - . MORNING 2nd
‘ Hooper Audience Index, March-April 1951 wKY AFTERNOON 1st
*Sign off ot locol sunser EVENING 1st

- MARKET IN OKLAHOMA

The 62 Oklahoma Counties in WKY's Daytime BMB Area Contain:

.*3 of the state's Population 729, of the state’'s Automotive Sales
9, of the state's Total Retail Sales 879, of the state's Gross Farm Income
'Ir' l??'o of the state's Food Store Sales “Source: 1051 Sales Managernent Estimates

719, of the state's Drug Store Sales

And Remember

WKY-TV

is Oklahoma's

m TELEVISION

STATION




Puosilively!

husiness!

From Panda
Dolls to Farm Machinery
WIOU scores high with

a proven having audience
in the heart of Indiana’s
mosl prosperous counties.
_ bmpressive too. is the lisl

of national acconnts who

have  repeatedly  found

that their advertising in-
vestiment with - WIOL

— hrings gyeater than aver-

age relurns,

1000 WATTS - 1350 KC
KOKOMO, INDIANA

Represenfed  Nationally by . .

WEED & COMPAN

20

Mervehandising i our

Barbara Collyer

| M. Spomsor

_— Welch Grape Juice Co., New York

The old Weleh grape juice campaign is ample evidence of radio’s
long range effectiveness. From October 1933 to March 1942, inter-
mittently. Weleh's sponsored a 15-minute stanza on the Blue network
starring lrene Rich. The commereial theme: Welel's was the ideal
weight reducing drink.

Some nine years later, that idea still ingers, But now Weleh's
ciphasis is on the grape juice’s value as an energy drink for chil-
dren, Putting this message acvoss Lo counteract the success of the
old vadio campaign is Barbara Collyer’s job. Her approach: the very
careful integration of the commercial with the Welch air efforts, a
radio announcement campaign in Lk non-television cities and Howdy
Doody on NBC-TV. Fridays, 5:30-5:45 pn. Estimated vadio and
TV budget: 3385000, accounting lor H ¢ of Welch ad expenditures.

Miss Collyer. former associate cony chief at Grey Advertising. and
@ prize winning institutional director at Maey s, tells how Welch and
their ageney. Doherty. Clifford & Shenfield. work to smoothly blend
the comunercial with the artistic,

“In selecting o jingle for use on vadio this sunimer, we must have
listened 1o hundreds hefore we were satisfied. Even then we wound
up rewriting the lyries.”

The same painstaking care goes into Welch's TV ventuve, Howdy
!)mm’_\ dppedars on all Weleh _;nrmlllt'l labels and |mi||l-n[-,~=a]t- di:-'-p]a_\ =
Commercialwise on the show is another puppet destined 1o hecome
as famons a bovine as Borden’s Elsie. The cow with the sales punch
i~ Roval Purple Cow—a produet of Miss Collyver’s fertile imagination
the co-created those crowd-stopping Nmas windows at Maey's),

Miss Collyer introdoees Royval Purple Cow: “She was built es-
pecially Tor the progranm. She was horn a rich. purple ¢olor and
thevefore refused 1o cat clover. grass. hay or anything else cows
normally cat. She likes only grapes and grape juice.”

On TV sinee last December, Miss Collyer helieves the saturation
vadio campaign combined with Howdy Doody will eradicate the “too
successful”™ Irene Rieh program of years ago.

Even when relaxing with one of hev hobbies. bridge. Miss Collyer
maintains her magic toneh: she has won a couple of national bridge
tournaments. A= an andicnce huilder for Welel's show. she adds:
"1 have two children of Towdy Doady age™  four and eight.”

SPONSOR
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il SUNDAY 12.11 4.7 |2.9]31.215.9|20.0(17.6|10.0[12.4]|5.3
TUESDAY 1L ENLT 9 208 FE0LY S, T 21.6] 8.5]19.6]1'5:0. | 1.4
THURSDAY 9.4|7.8 » |32.6| + | 20.6/11.3]13.5]12.8|1.4

FRIDAY Sl | 57 2 |126.2]12.5]20.5]9.8]118.0]14.8]2.5

Ist on Sunday afternoons

SUNDAY

12:00 NOON—6:00 PM 1751 8,40 3] 88,0 1Tl 657 134.0] 2:5| 2:4

(o]
]
=

Sunday thru Saturday evenings 24.1—

Second only to 50,000 watt net with 25.5

SUN. THRU SAT. EVE
6:00 PM—10:30 PM

Total Rated Time Periods 22.3 —

Exceeded only by 50 kw net!

11:1] 8.4 | 1.7| 24.1|3:3].:25.5] 6.0 |18.3] 8.9 | 2:8

TOTAL RATED
TIME PERIODS

o

3.3] 31.0] 5:1 |16:5]11.0| 2.

3]
n
]

PligS el E220

The Detroit radio audience listens to W]JBK, and the figures prove it. Phenomenal,
aren’t they! But WJBK does it all the time. More important to you, this tremendous
audience nsprmrfa to your WJBK-delivered commercial for the sales results you want.

Radio Hooperatings—June 1951

WIBK == DETROIT

The Station with a Million Friends
HATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455
Represented Nationally by THE KATZ AGENCY, INC.
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® Every Top CBS Show

® Stimulating Local
Programs

® Astonishing 59.5%, listen-
ership gain :

| am a belle of Old Mobile
They say that I'm old fashioned. . .
But honey chile
Jus' take a look
Ther get yore name
In mah date book
Ah'm the sellingest thing
To come yore way
Ah'm payin’ off now
And every day.

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

National
Representative,

Adam J. Young, Jr.

F. E. Busby,
General Manager

L
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New developments on SPONSOR stories

et
SAHY foes
4 Claimed ).

W. B. Way, KYOO gen. mgr., points up radio set count to Tulsa broadcasters

Sce: “Radio is getting bigger™
Issue: 14 Augn=t 1950, p. 30
0 o Sll]}jec(: Radio impael increasing with more
radio homes and more  individual
— e listening

The Tulsa Broadeasters Association (KVOO, KTUL, KOME.
KFMJ. KAKC., KRMG) evinced interest in the number of TV set
families in Tulsa and the Tulsa area. The result of their interest: a
survey conducted for them li) Leslie Brooks & Associates. It gives
hoth the Broadeasters Association and broadeast advertisers in the
area a chance to evaluate radio’s punch.

The Brooks organization made a total of 3.116 mterviews in Tulsa
and in 40 towns i the Tulsa area (an area exclusive of Tulsa roughly
extending for a radivs of aboul 60 1o 75 miles from the ey,

The major findings:

Number of Radio Set  T1" Sets in Homes

Homes and Businesses

City of Tul=z 57.591—95.6"% 12.665—21.01%
Tulsa area 155316 - 95.0" 8.414—11.33%

Total 212,910 31,072

Rescarchers also found that families with television sets and radio
~els spend almost equal (ine with both media: Listening to radio 4.3
hours per day and viewing television L5 hours per day,

Interesting note: the purchase of a television set by a family, on
the average, has cut down vadio listening at first. Buot later the fam-
ily cuts ont some of its other leisure-time activities and increases its
radio listening.

Average hours of listening 1o radio per day by set families:

Radio Set Famn- Both Radio Only

ilies also Own- ond TV and Ra-

ing T1" Sets  dio Set Families
4.25 hrs. 5.1 hurs.
4.31 hrs. 5.8 hrs,

Ruddio Sei
Families Only
Citv ol Tulsa 5.3 Ins.
Tulsa area (ex- 5.8 hrs.
clusive of Tulsa)

SPONSOR
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YANKTON - SIOUX

CONSIDER COMPARE
THE THE
COVERAGE COST

WNAX s NEWSPAPERS

WNAX NEWSPAPERS
(coverage) (circulation)
WNAX weekly audience, as measured by Publishers' ﬁqufﬁv} :oiqr fdilées published in
BMB Study #2: 405,210 families—with 80% Basan & cigrde: gy =
listening 3-7 times each week. Woog 52,402
C 20,660
D 16,342
E 10,490
‘ 10,070
G 6,120
405.210 Total 199.709
COST PER THOUSAND
(12-hour time charge) (full-page black and white)
One Class D half-hour on WNAX carries The combined page rate for the 7 major
a one-time rate of $84.00 daily newspapers in Big Aggie Land is
0.207 s$10.30
WNAX cost per thousand $ 0.207 ﬁ o=
7 major dailies cost per thousand $10.30 _ \ ,--[-/
1_((‘ = ) - k)
When you consider the coverage and compare the cost, it's S/ 2 N ?‘"‘u—{’,;‘i \ }
easy to see you just can't beat WNAX in Big Aggie Land. % . <2t O -
So, when you buy to sell in the world's richest agricultural .4-‘0-. By A 4

area . .. get the BEST BUY—WNAX!

See your nearest Katz man today.
THE MIDWEST ADDRESS OF CBS

* Morning and Evening combined.
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FIRST CLASS

FIRST CLASS
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N
W Jersey

WPAT 5000 watrs FULL TIME

PATERSON, N. J.
7/ ; /A / 7 . D. /
Cumu'f:uf‘ 13 mr//um /9(‘01)/(' al [A ¢ Cw: ler o/ f/u’ a
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% Why radio wil
hewve ma TV era

matehing a hasie TV weakiness. insure

continued valunes for advertisers

\ few short mouths ago. many advertisers and browdeasters alike

were ready to write off radio listeners as the next great zroup of
vanishing Americans, But, as the fall season approaches. there's a
new confidence sweeping advertising and broadeasting cireles. Audi
ence and trade promotion campaigns are breaking ot all over: sta-
tions are reporting record-hreaking national spot business: wetwork
sales are picking up. Most importam. radio industry leaders the-
selves are facing the fall with optimism and a new determination to

fight for the health of their mediune. To hnd out what iuspived this
optimism and to learn just what radio’s future role as a wedim will
bhe sronsor interviewed outstanding radio professionals in eveny
category. advertising agency executives, and even such non-radio
industry opinion-makers as Mrs. Eleanor Roosevelt and several radio-
TY columuists, In the article on the following pages. voull find >

their predictions,




ADIO'S

ing its basic strengths, insure

that 1t
main strong even after TV develops to
full matarity. ., .

very uature. includ-

will survive and re-

Televisions very nature, icluding
its baste weaknesses. make this faect
[|u:]|!|§ certain.

It is these two intertwined and fasei-
natingly simple facts which are the ba-
sts for much of the optimism about ra-
dio’s future now current in hoth ad-
vertising and industry ecireles, At least
thats the pattern of opinion which
emerges after a series of spoxsor in-
terviews with dozens of high-ranking
and  thoughtful  exeeutives in every
branch of radio.

The very
about radio’s future has tended to ol-

simplicity of the [facts
seure thenn sroxsor’s editors helieve,
Through frequent lip-serviee repetition
in speeches and articles, radio’s basie
its low cos=L its inhnite flex-
ihility. its show-production simplicity,

attributes

its universal coveraze, the freedom 1t
have
taken on a backneved connotation,
But sroxsoi’s discussions with in-
dustry thinkers have suggested a fresh
way of looking at these qualities of ra-

aives listeners to do other things

dio.  Each one ol them really repre-
sents the reverse of a basie television
Thus the two media tend
1o noteh into one another in a rela-

\\'(‘Elklll‘.r’u",

tionship which actually assures radio
its own special role in the Totore
domg what it can do well and what
television can’t do at all.

b

LOUIS HAUSMAN, CBS radic administrative
v.p.: "We are out to make news asbout radio;
not just columns, but page ons. We'll get
people talking about radio. That's why
wa've hired Hollywood exploitation men."

The realization that television does
have important. basic weakuesses is
just now hecoming widespread as the
mediune emerges from its amazingly
voung pubescence into a gargantuan
adolescence, Fortune, IlUii'L Lo spot the
perils of a competitive medium. opined
recently (T s Time of Trouble.”™ Au-
cust 195101 that “The mastodon is in
the mire.
him.™

Now is the time to harness
But nothing written in Fortune
or on these pages should be allowed 10
obscure the fact that there are ~uperla-
tivee entertaiment and selling qualities
as well going 1o make up television’s
potential.  Still the weaknesses  are
there. helping 1o insure radio’s con-
tinued value,

Dominant among television’s nega-
tve qualities is its high cost. Said Ray
Vir Den. president of Lennen & Mitch.
ell: “Without adding a single impres-
sion. our cosls for TV on one of our
accounts this fall will go up 5197 while
radio costs for the same number of
impressions as last vear will decline
hy 9.7

The real amportance for radio of
television’'s high costs is that they im-
pose certaim limitations on the visual
wedinm whiclr AN can vse 1o its own
advantage. “Very carly in the medi-
um’s history.” said a TN producer.
“we have reached a point where we
cannol afford 10 experiment. cannot
afford to risk [ailure. 1t is the yvounger
medium. television, which must depend
on an oldster’s tricks — names built in
other media: material guaranteed 1o

These are some of the astute observers of rad

aim at the lowest common denomina-
tor. Meanwhile. old man radio is be-
ing freed to develop new talent, new
ideas; television has given radio the
opportunity for new youth.”

Besides the fact that television’s tre-
mendous costs may be spiralling be-
voud the realities of sales results. there
are these weak spots cited by many stu-
dents of both media:

e The trend to filmed programing
much
spontaneity. increasing the extent to
which it is formal entertainment rath-
er than a part of home relaxation.

e l'mions guarantee perennial cost
complications for TV. The more TV
develops, the more high-priced special-
is1= it acquires. until in the end there
may be unionized scent interpreters at
the control hoards when smellevision

may wash oul of television’s

i~ added to four-dimensional viewing
and (‘n;n]'.
¢ Development of many stations in
each conmunity may leave the medi-
um without sufficient good and chang.
ing material to program effectively.
Projected against this picture of tel-
evision’s hasie problems, it becomes
apparent that much of what radio is
doing now by way of programing evo-
lution represents a kind of reverse Eng-
lish. Where TV is now high priced.
sPoNsoR’s informants pointed out. ra-
dio is cutting down. Where TV is dot-
ing on the extravaganza. radio is turn-
ing away from fan-built stars to pro-
erams based on ideas, intrigue. or in-
formation. Where TV is absorbing the

ELEANOR ROOSEVELT (speaking as a radio/
TV personality): "Though radio should take
advantage of its chance to inform the pub-

lic, | suggest a ceution: People do not
want to be consciously educated via radio.”

MAURICE MITCHELL, Associated Pral
Service v.p.: "Redio can best stay
by programing for local audiences.

lieve radios will be relegated to Am
attics—provided people start living in off



Comie strip refleets publie amwareuness of a basie AM strength

DOTTY DRIPPLE

By Buford Tune

7))

DOTTY, How CAN You KNIT
AND WATCH TELEVISION

I'VE KNITTED A LOT OF

SWEATERS FOR YoU
WHILE LISTENING TO THE
RADIO, HAVENT I ?

ITS FINISHED, HORACE-- )
HERE, TRY ITON | 377}

T HM--You DID
BETTER BY
RAPIO,
DEAR |

shickness ol “ll”_\\\unll Vi ils |'\|I.‘IH¢I*
ing use of filmed fare. radio is empha-
sizing its own spontaneily.

What these generalities mean in spe-
cific programing lerms, most of those
mterviewed believe, is that radio will
conlinue lo jt'tli:-nn 1= l"\|n'|i-i\1' va-
riety programs. for example, eventual-
Iy leaving this type of entertainment to
television. At the same time. radio will
be free to attempt formats which were
never an important part of its pro-
graming. Throughout the industry
in conversations with figures ranging
from Louis Havsman. CBS administra-
tive vice president in charge of sales
promotion and advertising, to radio

TV performer and opinion-maker Elea-
nor Roosevell -spoxsok that
documentary-type fare, for example, i«

found

l‘\]n‘l'll'll lo lu't'llllll' niore il|||nal'l;||li (1
radio. (Though Eleanor Roosevell. as
vou might expect. urges thal radio go
in for more serious programing of the
documentary nature. she warned tha

"|'l'np|l' do not want to be consciousl

educated via radio. Program material
musl stick to what interests listeners, |
found that out with my own program
when broadeasts from Geneva, Switzer-
land. lost hall my audience. | came 1o
the conclusion that [ simply hadi'l
found things over there which inter-
ested the average woman.™)

ve SPONSOR their picture of AM’s future

1]Ii( ||l”f'|l|-‘|ri('.“' \‘i” }‘t' nmure irll}"'r‘
tant on radio of the future hecause they
{a) can help attract attention to radio
In tlll' SO Iil!Jl‘- ‘!‘i]hillj"lli{] nalure ol
can’'t be done on

their material: (h

television easily (¢ can be done at
low cost on radio via I:l;u' recorders
and other I-II-||||'--|||-I lex |II1i1|lll‘.~.

Music. news. imaginative drama
the ingredients which Mutual’s pro-
graming vice president. William Fine-
<hriber savs MBS will feature- are all
deemed important in radio’s future be-
canse they, too. noteh ]n‘rft'i'll_\ with
what TV cannot do as well.

Already, documentaries are begin-

( Mlease turn to page 87)

MACK, veteran radio writer: "The
riends of radio have been doing
to bury a very live 'corpse.’ As a
ifiter | hate to say it, but | think

less comedies and more dramas,”

HY BROWN, veteran producer-director-writ-
er; "TY can't compete economically with ra-
dio. Radio will adjust programing and cosis
until it finds its own level, There's no reason
why radio and TV can't thrive side by side.”

RAY VIR DEN, president, Lennen & Miichell:
"Radio is a terrific buy, best among all
modia today. It remains to be seen whether
TV's sales effectiveness over the long pull
will justify its present sky high costs.”



How @ voung grant
mikes friends

s own hack

A newcomer (o aluminum industry. Reynolds Metals put radio (o work

on leocal level. making friends. attracting skilled workers

\re vou. as a national ad-

Se vertiser. faced with a public-
relations |-Tlr1|lt'll!.’ Here's
the =tory ol how  one sponsor with

new branches springing up around the
cotmtry—used vadio to make friends
with the communities i each of s
new  hackyards,

[ Aprile 1990, with war drums heat-

Metals

Company went into the aluminnme-pro-

ing in the distance, Revnolbds
ducing husiness.

It was hardly an casy decision. Aer
200 vears of carelul huilding, founder
.S Revnolds, See had pat the com-
pany in fiest place as a fabricator of

alominum foil and powders: made it

Il
Vard

tops in high-speed color printing on
foil.  Yearly
S200000, 0060

sales  were |||i|IIiI|I: the
mark

d Nl \ e,

amd sprouting al

Revnolds and his fellow hoarvd mem-
bers risked losing all this when they
stepped in o primary alominum pro-
duction. For the privilege of borrow-
ing S15.800.000 from the RFC and
\LCOA (a

monopoly of 50 years" standing’ Rey-

bucking mammath near-

nolds mortgaged all their plants— pres
enl and to come.

Imaginative thinking paid off, how-
ever. and continues to spark Reynolds
Metals. Today it emplovees number
25.000: excecd  S200, 000,000

.".Ill"-

Keen Johnson, Reynolds PR chief, is thanked for airing U. of Ky, basketball

\

\l':lr]_\. 10 times what they were a

Following a tremendons
Lt'll'
adding capacity. The lease of six goy-
ernment-built plants in 1996 and their
purchase in 1949 helped hoost produe-

decade ago.

war-time  expansion.  Revnolds

tion to the point where the company
now turns out 507.000,000 pounds of
aluminum pig a vear, That’s over 5075
more than the pre-war production of
the entire industry,

Now safely established as one of the
young giants of American industry.
the company has begun to ponder a
problem conmmon among America’s hig
Seonmunieale

husinesse=:  how 1o

with the public to ward ofl the notion

REYNOLDS' RADIO SHOWS, HERE BILLBOARDED AT COMPANY MEETING, RECRUIT WORKERS, PROMOTE COMMUNITY RELATIONS

1

WGRC & |

ferAr wiGn’ |
——




When U. of Ky. dedicated new stadium, Reynolds broadcast ceremony over local station

that business in general, and Reynolds
in particular, is monopolistic or oppres-
sive: and to store up ;_'mul will which
the public can someday express in
terms of pun-h;l:-t- of Reyvnolds lll’llll‘
uets or a willingness to work at one of
the Reynolds plants,

Fortune, which recently popularized
the word “communicate”™ as a syno-
nym for efforts of big business to make
itself understood. has accnsed maost in-
dustrialists of ineptitude i conmuni-
cation. Fortune needled the typical
“Fourth of July™ approach to the prob-
lem in which a four-color magazine
page depicting a “typical” American
town and a homespun caption seek to
establish the points that fa) this is a
arand old country: (b) free enterprise
is a grand old system; (¢) Zileh Arma-
tures is a grand old company that (d)
can do its job only via grand old free
enlerprise.

But up-and-coming has
not fallen into the wavs of older firms

Reyvnolds

Reynolds to spend million on air
for **Big Show," TV Kate Smith
*  This
jumps heavily into net radio,
T1°: 6:30.7:00 p.n. on The Big
alternate  Wednesdays
8:00-8:30 p.n. on Kate Smith,
That's NBC radio and NBC-TV,

respectively,

Sﬂph'm ber  Reynolds

:“'" ]I 0w,

A series of five harness race
Lroadcasts over ABC radio net-
work: started 16 August.

in its efforts to communicate with the
public—in particular the publie in the
neighborhood of its own plants. In-
.-h‘eul. it |1;13‘- devised an al}qll'u.‘lr'l hased
01 :iiml r;:llill

program advertising

which other industrial firms— medium
sized and large—would do well to ex-
amme carefully,

In brief. the Reynolds strategy is 10
communicate via deeds. not words,
The deeds are sponsorship of programs=
which have either important public-
service functions or are of high local
interest as in the case of l'll“i':,:l‘
baskethall which Revnolds airs in sev-
eral places.

Instead of filling coloy pages with
the folksy copy which Fortune believes
leaves the average man completely un-
impressed. Reynolds gives the publie
then adds

isell in the form ol

hlllll(‘!llill}l worthwhile -
“sell”™ for

commercials,

=ame

For its public-relations work. the
allots S 100,000
l'lll'l‘m!il). though the total 1s by no

firm approximately

means fixed. Radio is used exclusive-
Iy for this effort which is completely
separate from the $1.500.000 ad bud-
sel for sales of specific products,

Keen

charge of public relations and former

Johnson, vice president in
Governor of Kentucky. explains what
Reynolds is trying to accomplish pub-
lic relations-wise this way

1. Reynolds wants to make friends
at every level of community life m the
cities and states where il operates,

2. The company wants to tell its
story to present l'mplm'uf'_- and to those
who might seek employment with Rey-
nolds.

> ygr Y . |
( Please turn to g 1) Neynolds, No. 2 aluminum-maker. had vast post-war expansior



Mae West: her risque Mother Eve burlesque mad
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Why the sponsor should self-censor

Censorship is integral to the eentral purpose of ercating good will
pleazant associations, popniar feelings of gratitnde.

lu the logic of the marketplace and the business man’s aceenting
af the positives the commereial side of American radio favors the
gay. amnsing. harmless. nentral and avoids the sharp, acid, hatefnl,

Typieally the business man chooses 1o refieet and echo publie taste
as commonly interpreted. In so choosing he plainly censors the
appoesite values, has no association with political, artistie or literary

avant garde.

Censor=hip there is. bt the importon thing is e know the rales

and not over-step them,  Ahove all the business man is 1o be
warned against intrnding his own personal and private politieal
and seeial preferences, To do <o is 10 imvite connter-attack,

Coensorship i~ never a “solved™ problem for the basigess man. b
always a live issne. His hest protection lies in the foll knowledge.
Henee. o the present tests and in o second article to follow, the
hmman and often whinsieal history  of
Yon may

wish ta file this as reference next time yon Face a censorship problem.

tangleds tanalizing, very

eadio Cand television) censorship has been reconnted.

e Chase & .Sanbom, J. W. Thompson faces red

PART ONE

A TWO-PART STORY

be careful
0 the air

History of radio
proves self-censorship
is the sponsor’s

best protection

s Perennially  the argument
Qv_ﬂl_':ﬂ": about censorship concerns
the need of it. the amount, method,
duration. motivation and sincerity of
it. Regulated as much by human na-
ture and the tides of political passion
as by formal law, censorship is no-
toriously inconsistent  in  operation
from country to country. state lo stale.
time to time. The very victims of cen-
sorship will turn around and  them-
:"!l."l\'('.“ F['-l'k Lo censor lllhl.'lh.q-

As a matter of protective foresight
i“ll] l‘\f‘r'_\da_\ i]l.“i_ﬂl" Flll'lll..“'-ﬂrﬁ nllglll
to understand in a general way how
censorship works. what dangers lurk in
drastic or impulsive censorship and
how the tone. color, and grip of cen-
.-anr.-cllip varies,

Historically, the United States had
the odious Alien & Sedition laws even
in John Adams” day. Lincoln suffered
grievously from a virulently subver-
sive pro-Southern press in the North.
In World War 1 there was straight-
jacket censorship under imperious
George Creel, a man who sneered at
“the so-called wind of the public.” The

SPONSOR
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The broadeasier's creed

Observe the propricties and eustoms

of rcivilized society

Respect the rights and sensitivities of

all peaple

Honor the sanctity of marriage and

the home

Protect and uphold the dignity and

brotherhood of all mankind

Enrich the daily life of the people
through the factual reporting and
analysis of the news, and through
programs of education. entertain-

ment and information

Provide for the fair discussion of
matters of gencral public concern;
engage in works directed toward
the common good: and rvolunteer
aid and comfort in times of stress

and emergency

ration.

maore permissive,

- broadcasters

publishers

being simply

ment hands,

Between the two wars radio had be-
come a great new advertising and pro-

paganda medium unlike

theretofore known.

use and abuse of the medium.

dent.

Immediately prior to radio the very
| term “eensorship™ tended 1o suggest a
Mencken has

whenever three

purity erusade. 1. L,
somewhere said that
Americans gathered. two of them

federal govermment in 1917 seized all
telephone, telegraph. and wireless fa-
cilities, ordered all radio amateurs not
only to stop using their equipment but
to dismantle and store it for the du-
In contrast, the censorship
- policies of World War Il were much
and
honor-
pledged to voluntary cooperation. The
physical properties of communication
were left wholly in private manage-

anything
by the thne Pearl
Harbor ended all further debate. radio
had been a prineipal forum of the run-
ning dispute over foreign policy and
in its way a very real edueator of the
American masses, In purely commer-
cial terms. advertisers and broadeast-
ers. hoth, had learned. often by pain
and embarrassment, the line between
Radio,
remember. introduced many a prob-
lem in censorship which had no prece-

once formed a society to reform the
morals of the tlnrd. The sophisticates
of !':Hrnp(‘ were \:I-II_\ entertamed in
1911 when our humorless Society for
the Suppression of Viee went to courl
secking the banishment of a timorous
nude painting known as “September
Morn,” copies of which thercupon be
came a best seller. A similar attack,
in 1907, upon “Salome”
the Metropolitan Opera had erveated a
nation-wide vaudeville rage for hoochie-
coochie. All the while prudish censor-
ship of literature was rampant until,
in the 1920°s, a presiding judge ridi-
culed an attempt to suppress James
Joyee's novel. “Ulysses.” His
opining the book was “more emetic
than aphrodisiac.”

[,nust‘l_\' g!'uull{'ti. J'l?!'l:}]l! Suppres-

dancing al

“ulllll

stons of truth (perjury. contempt) and
||i|n'|.

slander, malicious gossipt are aspects

certain |1t'|'\'¢‘r:iun.~'- of truth

of censorship about w hich public senti-
ment is reasonably clear. as is the law.
Mischiel must be controlled and pun-
ished. Incitement to  panie, unre-
strained  vulgarity or

false rumors circulated by an enemy.

wrnosra |]|\.
I S ]

racial or religious hatrioteering. false
eryving of fire are almost universally
recognized as properly suppressed and
deleted. In short, honest and demon-
strably ueedful censorships are com-
monly accepted.
urgency of war is respected. Even the
American Civil Liberties Union, cour-
ageous traditional
cepts, acknowledges that existence of

Again. the greater

l]l‘fi'n(l('r ﬂr Coll-
a Communist plot to seize power sanc-
tions arbitrary barring from office in
labor unions of known party-liners,
Traditionally. Americans have held
that government hest which governed
least and that society happicst whose
individuals most free 1o differ
with status quo and convention. Henee.

were

with special exceptions for speeial cir-
cumstances, attempts Lo extend censor-
ship are ordinarily resisted.  Again
and again Americans have fought fact-
suppression and limitation on free de-
bate in political parties. legislatures.
corporations. colleges. military estab-
lishments and chureh assemblics. Tn
the last few years. a wew form of re-
sistance to censorship of discussion has
heen manifest in minority stockholder
attacks upon steamroller-niinded chair-
men of annual company meetings,
Trade historians agree that Amos
0 Andy in the first flush of their phe-
nomenal popularity did more than any
{ Please turn to page 58)
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banks can do better
on radio/ T

All too frequently. inferior ad personnel.

windy copy. stilted shows. and lack of

“hard sell” rob e¢ash from bank tills

m v wise Lanker wonld 1o
S more think of hiring a

-l"f'll_\ hobo as a hank teller Illilii he
would of handing out Civil War green-
backs to his customers, Yel. curiously,
when it's a matter of appointing an
adhvertising  manager. a good many
bankers exercise precisely that lack of
sood judgment.

Many bank ad wmanagers today.
therefore. have a lamentable ignorance
aboul their trade. As one account ex-
ceutive, experienced in handling radio
and TV advertising for bhanks. told
SPONSOR ||lul'u.-|'|_\t

“Too often. yvour average bauk ad
manager is apt o be an ex-viee presi-
dent. chosen for his new post hecanse
he's a back-slapping. hail-fellow-well-
met. He's congenial. Belongs 1o a lot
of clubs. Gets around town. So the
bank manager thinks he's ideally snit-

ed as an adman.  What  happens.
though, is that the guy is a charming
incompetent, A fellow with a stifl-
necked, stull-chirt attitude about bhank-
ing. a snoh’s concept of the public. and
a pigmy knowledge of media, In short.
a blunderer. But because the hanker
himseH Knows <o hittle about advertis-
ing. his hireling keeps getting away
with murder.”

Although there are hundyeds of dis-
tinguished exceptions. this lack of dis-
erimination in the selection of bank
adl wanagers is a major reason why
many banks have fared badly with ra-
dio advertising. It also accounts for.
in part. the decrease in the use of the
air by banks over the last several vears,
Here's the current picture of hanks on
the air:

\ccording to the American Bankers
\ssociation. the nation™s 15.000 bhanks

Percentage of bank budgets to radio
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in 1051 will spend an estimated 843.-
000,000 in advertising. Nobody knows
exactly how much of this will be de-
voled 1o radio. but the best available
sources show that. while Awmerican
banks spent about $6.000.000 for ra-
dio advertising in 1910, this vear it
will be about 23.300.000.,

This continuing slump is borne out
by surveys conducted by the Financial
Public Relations Association of Chica-
eso. “Radio continues to decline in fa-
vor as a medium among reporting
banks.” 1t announced after its most
recent  study  of 258 sample banks
throughout the U, S0 “In 1950, the
use of radio is expected to be only

Co-op shows, like MBS "Newsreel," give banks pr

SPONSOR
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slightly over onc-half what it was in
1946.”

Their fizures show that, while 6077
of the banks surveyed in 1916 used
radio advertising, it dipped down to
567 in 1950, Also. the percentage of
each bank’s total advertising expendi-
tures devoted 1o radio has declined

from 1477 in 1946, 10 137 in 1947,
to 117 in 1948. to 8.7% in 1919, 10
7.03% in 1950. In 1950, radio was

dwarfed by three other hank media—
newspapers, which zot 309 of the
total periodicals,
11.8% : While ra-

dio has been tobogganning in popular-

appropriations:
direct mail. 5.5 .

ity as a bank ad medium. TV has been
inching forward. Begimming in 1949,
5% of the banks uwsed TV. and in
1950, 7°¢ did. Similarly. the percent-
age of the total bank ad expenditures
parcelled out to TV has increased from
9% in 1949 to 1.3%¢ i 1950,

This trend is verified by G, Edwin
Heming. associate manager of the ad-
vertising department of the American
Bankers Association. “Our survevs in-
dicate.” he told spoxsor, “that banks
over the last five yvears have been iu-
creasing their use of newspapers. di-
rect mail and TV, and turning away
from radio.”

This is not to imph that radio’s

10 SEPTEMBER 1951
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regression in the evez of banks is uni-
versal. nor that it's due 1o the rise of
TV. Actually. banks only began re-
garding radio as an important medium
15 years ago. and at that. were slow 1o
begin adopting it for advertising. As
was pointed out by sroxsor (“DBanks
on the air.” 6 November, 19501, only
116 banks were using radio in 1937,
and by 1949, over 2.000 banks were us-
ing radio and/or TV. The over-all
progress in the use of the air medium
relative 1o the 19307 still holds: and
as some banks drop out of hroadeast-
ing, other banks, spending less, are he-
ginnig to use it for the hrst time.
This vear. the best informed estimates
indicate. over 1.5300 banks are using

Oo—©

JURERS TRUST, IN NEW YORK RADIO SINCE 1947, USES HARD SELL, INFORMAL APPROACH. CURRENT SHOW LINE-UP (FROM LEFT TO
| WNBC: DUNCAN PIRNIE, ANNOUNCER, WOXR; MORNING MAN JOHN GAMBLING, WOR: NOT SHOWN—MARGARET ARLEN, WCBS

radio. and over 530 are using TV.

mosth o an experimental basis,
What's responsible for the defection

What mistakes

And what ecan be

of banks from radio?
are they making?
done about 1t?

\s was already pointed out. the 1001
of the problem is the haphazard selec-
tion of bank advertising managers,
And as a result of a survey made by
SPONsOR, These
blunders made

are the most conmon
by these untutored ad-
naturally. in the banks
shying away from radio:

men, resulting,

i1 Errvatic advertising. As Gene
Bridges, public relations and  adver-

i Please turn to page 67}

Ouistanding bank ad man

Raymond K. Meixsell, ad manager for Troy
Savings Bank, N. Y.: "Since | was for 12 years
media director for an ad agency, | recognize
the value of radio advertising for banks. Our
15-minute news show on WTRY builds pres-
tige, permits ‘hard selling' of bank services,
Our
two-week radio offer of a Korea War map
drew 800 replies. An offer of a 'Bank by

gives us immediate listener reaction,

Mail' booklet draws 100 replies a month,
When our commercials say specifically a
safe deposit box can be rented for $5

plus tax, we get rush demands for them.
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OF A THREE-PART SERIES

Ty W hat's the best way to get
2888 imo the premium act?” is
the =00 guestion on the minds of man)
would-be users. The preceding articles
in this series. showed how spousors
(13

and outlined the advantages of pre-

profit with  preminms Aungnst

minms  for youngsters (27 Angnsti,
This article covers the how-to-do-it of
preminm prepnotion : explains the fane-
tions of the advertising agency’s de-
partments in each step of the opera-
tion : tells the vrganizational and oper-
ational differences between large and
small preminm users: reporls how re-
tarns ave handled. W ithout pretending
to be the Alpha and wega of the sulb-
ject. it is a practical guide for promot-
ers of self-liguidating premiums.

To plan a premiun promotion intel-
ligently, first of all you have to have
come knowledee of the basie mechanies
of premium practice. The framework
i= simple. Every sell-ligquidating offer
goe~ throngh three operational stages:
FLE selecting the item: (20 promoting
it 03 handling the veturns, The spon-
<or’s advertising ageney plays a vital

role in the first twos the thivd is ou
ol its hands.

Vmost all the faree advertisers whao
use premiums and most of the leading

agencies maintain well-organized pre-
miwm  departments,  In cases where
both the client and agency have such
set-ups, the two stafls coordinate their
work and pool their findings. Firms
which do not have these departments
;11||| \\lln--l' axen il'_- l]u il ]tl'n\ il]l' []H‘
service usually call in sales-promotion
consultants to formulate merchandise-
moving campaigns. This is a good ar-
rangement for small advertisers whose
promotional activities do not justify
the cost of retaining a full-time special-
ist on the payvroll. There’s an even
maore I'Illlllilllil';ll ]Il'll('l.'ll'lll'l'. A :-Ill:ll]
CONnCern mas I'l‘i't'i\'l' llt'||’ Irl'l‘(' uf
charge from a merchandising expert
representing a premium manufacturer,
The dizadvantage of this method seems
obwvions. No malter how conscieutious
the vepresentative may  be. he can’t
serve the best interests of lwo maslers
simultaneously, Nevertheless, many of
these combinations present w cll-execut-
| fll'llllluliun*- that fulfill their ulljt'l‘-

Do’'s

bl Oer anly bona fide bar-

} 2. OfTer items aceeplable 1o
all income gromps.

3. OMTer self-explanatory pre-
s For adolis,

b 1. Back the offer with as

waneh advertising as possible.

} 3. Use Iwoadeast adyertising
for masimnm resulis,

b oo Mhave preminm available
helore advertising.

’ 7o Nave Taeilities to mail pre-
i promptly,

DON'T's
I, Don’t exaggerate valne of
preminm.
2. Don’t profit on premium.

3. Dot eapeet every offer
1o pull sensational retnrns,

. Dan’t by more than nee-
easary o get lowest price.

5. Dan’t consider preminm a
enve-all for sales problems,

0. Don’t expeet preminm (o
overcome  disadvantages  of
oo Ill‘lll'lll'l.

7. Don’t by preminm helore
vou have o plan for nsing i

v Vv VvV VvV vweyw
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tives for all partics involved.

The premium  department
quadruple vesponsibility: ta) judging
whether a premium offer is the right
medicine for a specifie case. say. of a
nose-diving sales chart complicated by

has a

overstocked dealers” shelves: (h) de-
termining whether the offer should be
self - hquidating. coupon - redemption,
factory-packaged. inserl. oulsert. ete.:
(¢) selecting the best potential premi-
ums Lo correct the sales chart’s condi-
tion: (d) helping plan and direct the
campaign.

lts members are always on the alert.
searching for good premiums and for
ideas which can be developed into good
premiums.  This phase of their work
involves:

1. Attending premium shows and
trade gatherings,

2, Comtacting representatives of pre-
miun manufacturers and suppliers,

3. Digging through records of pasi
offers,

1. Studying all available data about
current offers,

5. Visiting retail stores where pre-
minm-type items are displayed.

6. Listening to snggestions made by
alimost anyone lrom experts o crack-
pols.

\mong the shows they attend are:
Premimm and Adverlising Specialties
Exposition. New York: National Pre-
miunt Buyers Exposition. Chicago: and
ASNA Specialty “Fair.” Chicago. A
few of the organizations arc: Preminm
Advenrtising  Association of America,
Ramsev, N. L: Premiom  Induostry
Chib, Chicago: New York Preminm
Club. New York: and Advertising Spe-
cialty National Association. Washing-
ton. D. C.

Some of the most successful ideas
for  box-top  promation  came  from
sources other than preminm suppliers,
Here are three examples:

1. A man saw a little peephox in a

SPONSOR




Typical premium offer: item with utility value

store window. The man was an oflicial
of Ted Bates, Inc.. the ageney which
handled the Colgate-Palmolive-"eet ac-
count | SPONSOR. 194974,
An idea was born: the peepbox hecanme

5 December

a terrific premium- the toy television
set sponsored by Colgate toothpaste on
Howdy-Doody INBC-TV 1,

2. A man dropped into General
Mills" offices. He talked about a spin-
lh;ll"l:wnpl‘. a deviee |Jl|_\:~il',‘~ classes
used to demonstirate the disintegration
of radivactive material. He thought it
had possibilities as the nucleus of a
premiunt. It did: it evolved into Kix's
Atomic Bomb Ring. which, publicized
on The Lone Ranger. Green [ornet
and Jack Armstrong 1ABC),
lished the record (over three million

estal-

for the grealest number of retnms ever

pulled by an offer (sroxsor. 27 Au-
1051 ).

3. Two men had luneh together, One

gus|

was premium specialist of an ageney:
the other was a book publisher. Each
talked about his husiness, Their casoal
conversation led to a plissvalue deal
that was advertised on Right to Hlappi-
ness \NBC). the Garry Woore Show

10 SEPTEMBER 1951

use in selecting

(CBS-TV . and the CBS daytime radio
sevials The Brighter Day. Big Sister
and The Guiding Light. The products
were Procter and Gamble's Duz. Ivory.
and Ivory Flakes: the premimm was
~ix I‘Ul'l'sl‘!-l'lulinn hooks: the offer was
one ol the most talked about promo-
\ugzust

tions of this vear tsroxsor, 13
1951 ). i

\n old savmg, “Get the facts.” ap-
[llii'.\ to the functions of the u;u-n--\‘-
rescarch department. Lack of informa-
misinformation Iis-
takes. By way of illustration. not so

tion or Span s
long aga routine (and unrelated ) re-
search disclosed that a baseball hook,

which had not been researched care-

Merchandising tip

During tha course of a campaign
many advertisers get dealer coopera-
tion in placing point-of-sale displays
involving the product and an illustra-
tion of the premium. Instead of the
illustration, why not use a sample of
the item? Let the consumer zee the
premium. It will add the sales value
of a merchandising display. Let the
dealer keep the sample. It will iacrease
his good will, which is one of the ob-

jectives of a premium promotion.

fully. was being promoted as a premi-
um for children oo voung to read il
Did that offer accomplish anvthing?
To accomplish one of it< functional
services, the research department plays
an importaut part in sclecting prenn-
ums, Assume that the preminm depart-
ment, searching for the sirongest stim-
ulant to perk up the ailing sales chart.
finds ecight desirable candidates. Faclt
of them has its own distinetive merit:
all seem equally suited or alinost equal-

Here's the technique successfnl sponsors

and handling preminms

]) suited to Al the bill, The advertis-
er wants (o promote just one offer al
thi= particular time. Which should i
be? Which will do the best joh? This
i=n’t a matter for a heads-or-tails deci-
ston, Experienced premium executives
like to supplement their judgzment with
the opinions of the ultimate authorities
the But
the expense of consumer lests for the

on the subject CONSUMEers,
cutive group makes that impractical.
So the researchers —experts in dealing
with tests and finding=—take over and

do their stuff.

fact Ainders han-
Instead of shooting

This is the way the
dle the stiuation.
the works in one hit-or-miss operation
1o determine the best ltl't‘[\lil'il]. they
starl al the bottom and work upward
in logical sequences. By means of a
series of screenings. they eliminate the
weakest articles, The eliminating proc-
ess goes on until the only survivors are
the three most-promising premivms,

\s a general rule. a representative
cross-section of the azeney’s personnel
plus key members of the departments
involved in promating the offer sit in
judgment at the sereenings, Their eval-

( Please tarn to page 65)

An outside outfit usually handles mail returns
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“Mars dead ahead, sir!”

You'll be hearing mere and more phrases like this on

sadlio, TY as trend 1o seience fiction aceelerates

F’{E‘ Not siee pnmature golf
gt 11 | and Binga ha= there heen
~such a hot trend in \werican enter-
Fiction.
With jl'l’lllnl}t'”l'll -|u'i"l. stories aml

tainment, s name: Seience
dramas hased on wan’s innate desirve
too explore the unknown have Lecome
anintegral part of radio and telev-
<ion. motion pictures, the stage, mag-
azines and hook publishing,

Onee the |r['li\iill‘t' and the cultist
delight of a few thousand Tans. science
or STF as it i~ known Lo the
real insiders

fiction
has become popular es.

capist enterbamment for millions.

=PONSDR ||,|- |;n||‘|l‘ \\il!'l il1r1'(‘.‘tr-ill:_'
\I'\\ :“r! |

<hows for adults are burgeoning on ra-

interest. this rising tremd,

dio and TV. and many an established

adult

<how add a

i= Dbeginning 1o
<tromg dash of imaginative o1 scientific
fiction element= 1o s seripts. Many o
voungster, newh-togged inoa dazzling
array of space gear, is hailing moppel
pals with expressions like ~“1'm rocket-
ing on all tubes™ (1 feel zood) or By
the moons of Jupiter! (Gee whiz!).
Vdvertisers of all 1types have eved. with
arowing interest  and/or  alar, the
publie’s growing appetite for STF in
all  jis and  have  wondered
whether it can be translated into sales,

It can, spossor learued that the
Kelloge Company. an old hand with an
STE <how ‘I\l'“np;_r was the llligillil'
spon=or of ||ll' old radio version of
Buck Rogers on CBS in 1932.1053),

has= fizures o prove il.

formes,

The gian ee-
HLAN LIIII\\il'(l'_'l'II HES
the heaviest radiosTV spender and bell-
wether amone breaklast food compa-
=

real firn 2enerally

ha~  leen selling ('\l‘-u!-r'llit!u
Tom Corben.
Space Cadet. Carrving the hamner of
Kelloge's Corn Flakes and Pep. it =
with ratings  Monday-
Wednesdas-Friday on ABCTY, Sales

inareas where the video <pace-adyven-

sile~ resnlis Trom s

.'Iiln‘n] '.‘nnll

e series i= <een have been tnnning
fronn 107 to TOO%E <plus over nonT
areas,  Preminm campaigns and mer-

chandising ginmmicks have been star-

tingly successful as well,
Radio and T\ not, In

means. having to carry the double bur-

dare

any

den of creating and satisfying the de-
mands of the UL S0 public. hoth juve.
for STF adventures.

Some ol this is being done by other

nile and adult.

media to the advamage of STF sponsors,

Holly wood. acutely sensitive 1o any
tremd in public taste sinee TV began
o cul IJII\-!;IBI'I' Il'l't"iijlr- =onme A I”Il:
in video areas. has hopped on the
EITlllllii'-]u)\\t'rl‘ll ]mllll\\u;:un \\i”l sV
eral STF-tvpe filus,

George Pal's Destination Moon and

These are four of the p

SPONSOR
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! look conservative.

Il STF show is DuMont's "Captain Video" "Lights Out” [NBC-TV) is typical adult show using STF fare Kellogg "Space Cadet’ mizes adventure, moral lessons

Robert Lippert's competitive qnickie.
Rocketship X-M_ literally cleaned np

| last year at the box office. and were

among the top grossers, This year. the
rush is on. Soon, Paramount will be
releasing Pal's latest. a Technicolored
SI!('('I{I!‘I!' called Wheu Waorlds Collide.
which will prabably make De Mille
RKO. whose How-
ard Hawk production of The Thing
earlier this year won critical acelaim
and hroke records at the tickel win-
dows. will soon take the wraps ofl
2,000 A.D.  Twenticth Century-Fox.
notable trail-blazer with filins that have
a strong adult appeal, i~ planning to
release The “:‘!'}* the Earth Stood Still.
an STF story that i< actually
[(II‘ \\nl‘]l] peace.

a plea

Other producers are getting into the
interplanetary act as fast as their writ-
ers can pound a typewriter. The cyele
of pictures-beget-interest-heget-pictures
is on. and 40.000.000 Americans still
2o to the nation’s thousands of film
houses. Motion pictures alone are ere-
ating hordes of new STF [ans,

Publishers. from the producers of
slicks like the Satevepost and Colliers
to the pulp and comic-hook “chain”
houses, are finding that STF is a real
shot-in-the-arm to readership, Sparked
by the success of such STF magazines
as Street & Smith’s Astounding Science
Fiction (which has had a 150 circu-
lation increase in the last decade when
S&S has been killing off <ome of its
most famous pulp magazines to cul
costs) the rush to print STF is on,
New magazines devoted to STF. plus
a spate of comic hooks which substi-

the science fiction trend

10 SEPTEMBER 1951

Radio's ""2,000-Plus' (MBS) stimulates adult fancies

tute spacemen for cowboys and Mar-
tians for Indians, are decorating news-
stands with sexy-looking covers. Eyer
since Robert Heinlein cracked the Sat-
evepost in 1947 with a beautilully-sim-
ple Tuturistic folk story. The Green
Hills of Earth. leading magzazines have
been giving space 1o STF. As written,
the STF available at newsstands and
bookstores ranges all the wav in appeal
from the thought-provoking pages of
George Orwell’s fantasv 1984 1o the
lil'['l'il];‘llll ol Flash (:nftfun.

\s a crowning accolade of recogni-
tion as a public trend. STF has even
become an object of sovial criticism,
Many educators and editors are writ-
ing about it. some with mild alarns,
Broadway audiences nighth howl up.
roariously at an STF-spoofing sketch
in Two on the Aisle. 1n i, Bert Lahr,
as “Captain Universe.” is the not-too-
reluctant object of seductive come-ons
by a well-stacked Queen of Venus,

on telervision

= |

while liis celibate Space Brigadesmen
saze in hortor. Even the Kremlin has
taken note of STFE.
magazine. the

In a Rus<ian lit-
erary \imerican craze
for science fiction was lambasted re-
cently as “the svmbol of contenporan
imperialism.”

science fiction. without any doubt,
has arntived . . . and is booming.

Just exacthy what it is. on the other
hand. is a murky definition in many a
radio and TV advertiser’s mind, Is it
Buck f\'u_:;’r!’.\,"

the science-harror stories? Is it the

Is it Frankenstein and

social problem varms of Rayv Bradhur
and the STF political theorems of A.
E. van Vogt?

It is all of these things. and more.

Roughly  speaking. the area of STF

Ilil'L“ “I! \\II{'].t' 1}]" \\'T[Ili I)[ ;l]!.‘lll“'l'
reality leaves off. 1t is a realin of fan-
la=yv, }1.'|.-t'l| ol |l|'nj|'('lil|!l.- n[ Llln\\u
facts and theories. It can be laid in an
imaginary scene ten vears from now.
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SCIENCE FICTION ON THE AIR

I. Radio shows devoted exclusively (o

Science Fiction

SHOW NET
SPACE ABC
PATROL
DIMEN- NBC
SION X
2,000-PLUS MBS

SPONSOR DESCRIPTION

Ralston

MNone

Nane

Juvenile-appeal show of
"Buck Rogers" nature.
Interplanetary  adven-
tures of futuristic police
force.

Adult-appeal STF show.
Often uses adaptations
of stories from "As-
tounding””  magazines;
has promotional tie-up
with it.

Adult-appeal STF show,
with more amphasis on
action than "Dimensicn
X" Uses largely origi-
nal stories.

1. Radio shows with occasional Science

Fiction slant

ARMSTRONG ABC
OF THE S.B.L

MYSTERIOUS MBS
TRAVELER

MURDER BY MBS
EXPERTS

ESCAPE CBS

1.

General
Mills

MNone

Neone

MNane

Science Fiction

Routine  action - crime
melodrama with juvenile
appeal, Uses fancy sci-
entific methods to track
down lawbreakers., Not
strictly STF, but borders
closely on it,

Occasionally uses an
outright STF story,
along the lines of "Di-
mension X." Otherwise,
is psychological mys-
tery.

Has used a few stories
with STF and supernat-
ural overtones. Other-
wise, is like “"Whistler"
r "Suspense.”

Qccasionally uses adap-
tations of mildly-STF
staries with high adven-
ture  slant.  Primarily
escapist entertainment.

TV shows devoted exelusively (o

TOM COR- ABC.TV
BETT, SPACE &

CADET NBC.TV
SPACE ABC-TV
PATROL

CAPTAIN DuMeont
VIDEO

TALES OF ABC-TV
TOMORROW

BUCK ROG- DuMont
ERS: FLASH
GORDON

[FILM)

Kellogg

Ralston

General
Foods
(Post
Cereals)

Jacques
Kreisler

Participat-

ing

Bloodless action stories
with high moral pur-
pose. Juvenile, some
adult appeal.

TV version of radio se-
ries. Very like "Space

Cadet.”

Blend of old westerns
and space adventures
with juvenile slant. Eas-
ing into educational
slant.

Adult STF stories, with
emphasis on suspense
rather than qadgets.

Old Hollywood action
serials edited-down for
TV use by Flamingo
Films.

IV, TV shows nsing occasional Scienee
iction stories

LIGHTS NBC-TV
ouTt

FIRESIDE NBC.TV
THEATER

Admiral
Corp.

PLG

Uses STF-type stories
with emphasis on melo-
drama and suspense
about 257 of time. Is
increasing its use of
STF material.

Mow beqinning to use
a few flms with a fu-
turistic or STF  twist.

a hundred vears, or a million. 1t can
take place right now (example: The
Thing in movies. or Martian Eves on
\NBC-TV s Lights Outy with an 3TF
character involved in nornnal <urround-
ings. Science, time travel, space travel,
planets colliding or at war. visitors to

Earth from space. effects of atomic
energy on civilization—these are com-
mon basic “gimmicks” of STF.

Not as casily explained is the cur-
reut public appetite for STF. Aceord:

ing Lo psycehologists, it is probably
caused by a whole variety of motiva-
tions, For one, STF i wonderful es-

capist entertainment for a nation be-
deviled by war threats and the high
cost of li\'i!]_:."
entific developients in the

atomie physies, radar. rockels,
missiles, jet propulsion e al., have gen-
crated a tremendous public interest in
sceience, (Incidentally, STF fans proud-
Iy point out that all of these were fore-
shadowed by futuristic stories in pulp
magazines all through the 1930's and

r. recent sci-
ficld of

guided

For anothe

1940 s, ) Whatever the reason. the
public is far more rveceptive toward
STF than it was a few years azo.

This new public aceeptance is re-
flected in STF trends through the vears
in broadcast advertising. There have
STF shows on and off the air
recularly since 1932, One, Buck Rog-
oers. h;[_- Ill'l'll o ful’ 1 ]w-.- III.III I|Il|
different breaklast-food sponsors. Kel-
loge sponsored it suecessfully in 1932
and 1933, R. B. Davis Co. (Cocomalt)
aived it at its peak of radio success
from 1933 to 1935 on CBS. Cream of
Wheat had it in its declining pre-war

been

vears (il was getting in a rul. despite

"Dimension X" stunt had men from Mars walking streets,

{.-" T P T T TTTrT T
SPACE ,ACADEMY
:;‘ This 18 to rrnile that:

[ €adnt

(18 eovolled i the Tom Corbett Tmt ﬂ tht ‘pm
1 Qeabeme; has sgned the Tairrsal Space Pledge
{» anb >3 entitied Lo all the nghis and privleges of a
it Spae Eadut. =

0 Sgned m the pear 2350 A0,

i én. ueé‘?“
I ,‘f Iﬁ7
& Wickany !.m_m‘q” Y

W

S At 8 et Lk

"Space Cadet” scroll makes kids part of show
carly sales and premium success) from
1935 10 1936. A later attempt to re-
vive the juvenile air strip for General
Foods™ Post Cereals line on MBS in
1016-47. and a TV revival by Peter
Paul on ABC-TV a couple of seasons
ago were nol !"U('l.'t’.‘:f\fnl. fj“f!f Rﬂgi"’r."
even at its peak. was a limited success,
Its appeal was not wide. its audience
not as responsive as that of the STF
shows of taday, although the show =old
fairly well for its sponsors,

There were other old STF shows,
too. Campana sponsored Fu MWanchu
(TV rights for which were acquired
not long ago by Lights Out TV pro-
ducer HL‘rli Swope| back in "32. often
using a pseudo-science twist to the sto-
ries. Adult radio listeners will remem-
ber such Frﬂnﬂ‘a‘nsh'fﬂ-l_\[u‘ chillers as
The Witch’s Tuale in the 1930's. For
youngsters. there were such out-and-
out STF airshows as Flash Gordon.
and Libhy. MeNeill & Libby's prehis-
toric Og, Son of Fire. Later on, there
were such semi-STF shows as Kellogg's
Superman and Wander's Captain Mid-
night in the wartime and  post-war

( Please turn to page T1)

caused no Orson Welles panics
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Complexity, vast amount of technical details make TV film commercials &4 headache for admen

ART TWO

“ Film commercial

* A TWO-PART STOR

~ production tips

Uninformed admen drive movie makers mad.

Transfilm seminars gave agencymen briefing

Veteran of a decade
of film production
and direction, Marvin
Rothenberg of Trans-
film is also a veteran
of the famous SHAEF
Film Unit in WW I

Many of Joe Dun-
ford's ideas in sched-
uling and budgeting
TV film commercials
have been adopted by
other film concerns in
the TV film industry

Robert Klaeger, head
of the Transfilm Mo-
tion Picture Depart-
ment, has over 800 TV
film commercials to
his credit. His realm:
1,001 intricate details

Do film  producers regard
Tv you as a pestiferous client?
Iu the article below, yvou'll
find anecdotes and discussion about
agencvmen whose lack of knowledge
about movie making has helped drive
pnuh.fr'f‘r_\ lo H'u‘ miad !'mn.u‘ Con-
densed [rom a series of lectures given
by executives of Transfilm. Ine., ithe
article’s purpose is to lielp prevent mis-
understandings  between  agenevmen
and producers which so often add to
the difficulties of fihning commercials
efficiently.

[n Part [ of this two-part serres 113
Augnst). spoNsor reported on three
Transfilm lectures. covering Commer-
cral Writing, Art Direction. and AAni-
mation. The ('rmr'."m!':'u_c three reports
flr‘;(uf iover I'.J"."m' ;"”N'!'.-‘f'.!r_.’.{. ‘.-u.\." (,-UH-
trol, and Film Production Detail.

- - =

IV Headaches of a TV film director

(Lecturing: Mr, Marvin Rotheuberg)

Like the skipper on a ship, the TV
film director has the ultimate responsi-
bility on the flm set. He is in charge
of everything in sight. The one thing
he can’t control is the film knowledge
of the agencvinen who work with him,

“The big bottleneck todav.” says
Marvin Rothenberg, “is the fact thal
mo=l ageney |1|'u|nll' who are l'l'--]:u‘ll?';'
ble for the original birth of the TV
commercial are not film people.”

To work successfully with producers,
agencies should work out all details in
advance, Rothenberg stresses. Thongh
film producers try hard 1o get every-
thing clearly understood before the
film cameras roll, misunderstandings
will inevitably creep in—if the agency
has not done a thorough briefing job.
Rothenberg told seoxsor of one case.

“Wi were doing an expensive filin
commercial for one of the leading sovap
sumin.lnil'_-_ We double-checked with
the agency and the client, |"_\|~l_\l||i1|_~_‘-
looked O.K. Then the ageney sent over
a carlon of soap flakes, and we took
oul a box and set it up for shooting,

“Right in the middle of a ‘lake” an
agencyman - we alwavs ey to insist
that one be present as a technical ad-
visor on  product  usage—=uddenly
leaped to his feet. My God!™ he velled.
‘you're using the Jamily size hox. and
Well. we
had to stop, and go hunting {or the

we meant the economy size)”

right-sized box. Not a single distrila-
tor in New York had that size in stock
that week. It cost a lot in overlime.

( Please turn to page 79)
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“Repeated contract renewals prove

Associated Press news huilds buying
audience.”

RAY HERNDON, Manager

KTRH, Houston, Texas

Says Mr. Herndon: “Many of our biggest
national and regional accounts tell us by
repeated contract renewals that they have
confidence in AP's ability to build a loyal
audience of people who BUY. And satisfied
listeners tell us that when KTRH newsmen
say '‘News brought to you by The Associated
Press,’ they are getting complete, authentic
and unbiased reporting.”

Mr. Herndon, Mr. Molina |

“AP is without question our Number One
revenue getter!”

HENRY G. MOLINA, Jr., President

WEIM, Fitchburg, Mass.

From Mr. Molina: “WEIM has 85 AP news-
casts sponsored weekly . . . 16 different spon-
sors . . . all signed for at least 26 weeks.
AP news was the only tool which succeeded
in getting three of Fitchburg's five banks for
us — a threefold blessing. We echo Sponsor
J. D. Bailey of Bachelder-Bailey Co., Goodrich
tire dealers, when he says, ‘As a merchandis-
ing vehicle, AP news is second to none.'"”




Lo 'Fé‘

1y AP newscast sold . . . 78 a week!”
MIG FIGI, General Manager
WAUX, Waukesha, Wis.

m Mr. Figi: “WAUX and WAUX-FM have
literally built on our Associated Press
and features. We now carry news every
on the hour and there is seldom worry
*a renewal. Our biggest sponsor of AP
, the Waukesha State Bank, has had
lent results . . . experiencing direct and
ble results within one week after its AP
tasts started. Nice going, AP.”

A8
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AP’

Associated Press ... constantly on the job with

« a news report of 1,000,000 words every 24
hours!

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

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

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

When it comes to audience-impression,
you can depend on AP news. AP news rivets
attention . . . gains maximum listenership
through competent, swift news coverage.
When sales messages are linked with AP
news, they return the advertising dollar-
investment many times over.

If you are a sponsor or ad agency not
yet profiting through AP news, contact your
nearest station or network representative.

If you are a station not yet benefiting
from AP's share-of-cost plan . . . WRITE
AT ONCE FOR DETAILS.

RADIO DIVISION

THE ASSOCIATED PRESS

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




PLASTIC PUPPLETS
- A L3 = L

SPONSOR: Phillips Distributors AGENCY : Direet
CAPSLLE CASE HISTORY Phillips  Distributors of
shetlle wnade one announcerment on W estern Corral, a
/¢ av e Frediy afternoon participation show. The
i ul.r_fr'r: I.'r!fhfr'a' puppets af Baol anr. Hrunh

oy amd other radio T personalities fn.r <1 ecach.
lhe returns awere fmmediate. From this single 325 an-

nonncentent, f’.’m"frjm grossed 32,000 in sales or a return

r ~O0G for every dollu; spent on Tl acdh f'.ff.rl.\f-ﬂ'_L;’.

WaMTY, Nas=hville PROGRAN: Western Corral

AUTO REPAIRS

TV

results

SPONSOR: Johnny & Mack AGENCY: Diregt

CAPSULE CASE HISTORY: Every August. Johuny &
Wack conduct a month-long auniversary sale: {)ﬂ:’rlms.
tomers spectal prices on paint jobs. body repairs, seaj
covers. For the first time. TV film shows were added 1o)
the campaign at an approximate 8715 u eekly cost. 1’1:5!1
newspaper advertising brought volume sales within (o
weeks. This year. with TV added. firm says. “Opening!
week was gratifying: we're a weel: ahead in sales 1-0.-':1::;;-."]5

WV, Miami PROGRAM: Ci-eo Kid; Feature Film |

BEVERAGES

SPONSOR: Nehi Corp. AGENCY: BBDO |

CAP'SULE CASE HISTORY: The Nehi Corporation, inl
order to increase sales and consumption of Par-T-Pak
f‘u'n'rugr'.\‘, f)ﬂt'rt'd' u f.fr'{' n'(‘f’m' booklet and a bottle UI'
soda. The offer was made twice on Movietown R. S, V. P
@ charade quiz with guest movie stars. Offered only twice,
Vehi received close 1o 11.000 requests. The company adds
that Par-T-Palk sales have inereased appreciably since
sponsorship of the show. Cost: under $1.000 weelly,

KRTLA, Los Angeles PROGRAM: Movietown R, 8. V. P,

1 L hld ald 5l ™~ 1 g &l h L]
CIGARETTE LIGHTE
IS i b, 4 K 4 b

HOME APPLIANCES

~I'"ONSOR: Griesedieek Western Brewery AGENCY : Maxon
CAPSULE CASE 1ISTORY:
night Tl viewers conscious of the Stag beer brand. The

The pn:br’l.«'m: to make late-

\rlf’HHr*H: i ir.!.rl.'_{!’f' ahoikceient on (:-F.r'i‘\f‘f.l"rlp'r'f.'.\ \1|rlill]|
PMicture Classie show. Program cost: 8375, 0t 10 min-
utes past midnight the sponsor offered a little poeket
”_.L'/Hr! to all whe would send in a st card. In three
davs, over 1900 vicwers wrote in. and within 10 days.
aver 3000 viewers had responded from Oktahoma, Khan-

sas. and Toaus.,

WERY-TY, Oklabioma Ciry PROGRAM: Motion Pietare Clas-ic

SPONSOR: Cowan & Whitmore AGENCY: Direel
CAPSULE CASE HISTORY: Five-minute announcerments
on a run-of-thestation basis featured several low-cost
houselold items. In the first weelk. more than 7,000 or-
ders swamped the mail order house handling the account.
Later, the items were presented on Nite Owl Movie. a late
ecvening feature film presentation. Within tiwo months.

more than 535.000 orders poured in for an overall sales
gross of nore than 360,000, Sponsor says cosl-per-ii-
quiry awas very low.

WEBREB, Chicago PROGRAM: Announcements:
Night Owl Movie

BURIAL PLOTS

WEATHER CHARTS

SIPONSOR: Conestoga Memorial Park AGENCY: Direet

CAPSULE CASE HISTORY : (,'un.-‘_\-,'ug_!,- ,.":-ruun-\' a Sun-
duv afternoon program made up of filns of historical
places 1 the county. Sinee (s a very delicate subjeet,
the commercials are designed to interest people. in a
wuhtle way, n burial ;u"mr-. f_H:‘.* 13 weeks an the air
the company reported that sales of buridd plots had in-
ased treinendowsh people having been wade aware
the importance af family preparedness, Cost: 8150,
WAL Ioame st PROCGRAM . Films of historical spots

S R R R R R R e

SPONSOR: Consolidated Edison Co. of N. Y. AGENCY: BBHO

CAPSULE CASE 1HISTORY: Tex Antoine conducts ¢
Monday to Friday program, Weather by Wethbee, which
Jeatures official weather news and reports. Program cre:
ated tremendous interest amongst child viewers who re:
quested : “Tell us more about the weather.”” Thus. since
last fall. Edison offered a weather chart with some 100.000
requests coming in since that time. A new weather charl
offer is planned this [all. Show cost: 8625,

WANBT, New York PROGRANM: Weather by Wethlee

W T —
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“about Peter Platypus..."

|| With this and many other dition, another result has been the greatly

| fascinating stories of increased attendance at the Library story-
childhood, Mrs. Paul telling hour every Saturday morning, since
Bowermaster of the Lan- the inception of the program.

. caster Free Public Library thrills thousands
of children Thursday afternoons at 5:15.
During this show, the library-book stories
are enlivened by slides of illustrations taken

from the books. Frequently, too, Librarian

Ernest Doershuch appears on the show to W G A L T V

explain to children and adults how the i

Public Library can be used and enjoedd LANCASTER, PENNA. '
The mail pull has been gratifying. In ad- A STEINMAN STATION + Clair R. McCollough, Pres

With this, and other community service
programs, WGAL-TV strives to broaden,

enrich and enliven the daily lives of the

people who live in.the communities it serves,

Represented by

ROBERT MEEKER ASSOCIATES Chicago « San Franciseco

« New York « Los Angeles
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The

picked panel
answers

Mr. Hines

Who i= 10 blame?
Perliaps blame 1=
not the vi o hi
m-ral. “‘:- :'-il.{t'
to follow a =uc-
cessful  format

one that has been
tested and proved.
Can we Dblame

the sponsor for
putting his mon-

Mr. Goodman

ey onoa  sure
thing” Can we blame the agenaey for
reconimending o sure <hot?

Paperience shows that  certain
“types” ol programs are successful.
Fhat to deviate from these proven for-
mats is a gamble. S0 savs the spon-
sor and the advertising ageney, “why
camble?”

Exen horse racing experts stich to
favorites,  We know that soap operas
~ald soap: that hoss uprys sold bread.
cercals, candy or “what have vou” to
ks, Gowd private eyve shows with a
female assistant 1o add sex appeal have
been “safe shots™ for vears. Variety
shows are pretty muoch the same—a
clever MC and the same rigmarole
~omie good wreiter amd there you have
il. \('“ il]"."" }iL" f'”jl‘h’”ll’i’f‘l'ﬂ !’!!'ﬂ.\('

one of the first panel shows ran for
live months sustaining hefore a spon-
<or could be Tound. Studio One had
i cinch i the heginning,

Vudience i< what the sponsor buyvs

so his thoughts are directed 1o the
listener, The Sponsor buvs to satishy
the consumer who indicates his hikes
ttl dlislikes throngh ratings.

Then, of comse. moeh depends on

¥

o o0

Whoe is to blame for stereotyped programing in

radio and TV?

the budget.  If the amount to he ex-
pended is low the ageney looks over
quiz  shows. audience  participations,
prize shows, ele.

What does he come up with? A
“take ofl " of Stop the Music: Stop the
Clock: Break the Bank, Innt every one
of similar format with a differem twist.

Panel programs arve in the same elass

it’s this panel or that panel—but the
formats are alike, An idea added here.
an addition added there. Aflter all is
said and done. it’s the listener who
plays the tune and the sponsor who
dances. It all reverts to the one angle.
The sponsors and agencies play the fa-
voriles,

What would vou de?

Harry S, Goopsvan
Prestdent
Harry S. Goodman Productions

\ o York

Like a <¢hild,
handed from
home to home
among  relatives,
the growth of ra-
dio has been in-
Huenced by its
awn environment
and eircum-
stances,  In  the
lll'\l'lll"llll‘lll of

Mr. Coffey

-|t'l'l'lil_\]ll‘tl pro-

Sraming there were any mdsters and,
therefore, “as the wig is bemt™, . . .
The advertiser. the ageney, the net-
work aud the station forgiveably not
concermed with over-all radio, designed
programs to selb wmerchandise and pull
:ltl(livlu‘l'. \\.III'II i Progran was ¢on-
ceived. it had o be sold, And sinee
the program idea was an intangible.
the least Tine of resistance was a sales

L Vice President
Ben Hines [ Alfred D. MeKelvy Ce,
New York

treatment that may have gone some-
thing like this:

“It has all the power of Blank pro-
gram. with a 16.6 rating . . . but this
program has a new twist, . . .”

Well. it wasn't long until the “1wists”
became stereotyped and the new gim-
micks on the twists became stereotyped.
So in the department of proven for-
mats. the “blame” category might in-
clude nearly everyhody in the business,
Alter all. to grow. radio had to become
an industry that made money, pro-
duced results. And the lack of a strong
industry group in the early years of
radio did not help matters,

As one result of the proven format
phase. we arrived at block programing
and suceessfully swung audience from
program to program. purposely buill
along the same lines . . . there devel-
oped the “inherit the audience and hold
it technique. Chalk up another round
for stereotyping.

Th(‘ﬂ": hil\'f' ]1(!(‘!1 =01ne rt'ﬂll} “‘(lrlh'
while “workshop™ projects carried out
by the networks and ecertainly many of
the healthy influences in programing
have come [rom the station and net-
work. This is as it should be since
their product is the program. while the
advertiser and agency are primarily en-
gaged in selling other goods.

Television i= falling into many of
the bad habits of radio. However.
there is more hope for originality in
this medimn sinee we certainly have
more over-all thinking in the industry
as a whole during this. the formative
period of television™s growth.

Jack Correy

Direetor of Radio-T1

“Quality Bakers of America
Cooperative, Tnc.

Vew Yorl

SPONSOR




.”Ii'lt' 1s Nno STIE
ale individual,
group, station or
network upon
whom we can pin
the blame (if
blame there hel.
g Rather. it is in-
. herent in the
commercial na-
Mr. Bond ture of radio and

TV as it exists today in the U, S.

A station or network which puts on
a program must make that program
sufficiently attractive to a large audi-
ence Lo l'lllil‘l' @ sponsor ;md kt‘t") ]lilll
sold. Big audience . , . lots of poten-
tial customers. That’s what matters.
The sponsor is in business to make a
ill‘llﬁl. So is the station. For either
one. an experimental program  that
turns into a flopperoo is prohibitively
expensive in terms of hoth money and
[nr(‘..-&li;_'ln

Hence, station and sponsor find it
more expedient to experiment less ., .
to stick to the tried-and-true. Stereo-
typed. shmereotyped . . . it gets a re-

spectable Hooper doesn’t it?

l’m-]lh'
do watch and listen to formula pro-
grams: stations are happy, the sponsor
is happy and everything’s hunky-dory.
So, from the profit point-of-view, it's
senseless to lake unnecessary risks with
“different™ programing.

Of course. the fact still stares nus in
the face that so very. very much of TV
and radio is stereo. Now the perennial
poser pops up . . . is that bad? If peo-
ple like whodunits and stations and
sponsors give it 1o them . . . what's all
the pouting and shouting about? Prac-
tically the entire entertainment field
has jockeyed the question up and down
Debate Boulevard, “How can we give
them long-hair culture. experimental
theatre . . . when Sir Citizen shys away
from such shennanigans in droves?”

Is the answer spousorship by non-
profit making organizations? Is a Brit-
isll-sl}'ll'. g(]\'t‘l’llllll'll!'.‘-l”Illlll'll‘li propo-
sition preposterous for US?  Will it
help to allocate some wavelengths ex-
clusively 1o non-commercial interests?

OR . .. is the answer: TV and radio
are mass media—good enough the way
they are—and if some finicky folks
don’t like "em. let “em don’t listen!

Harviey M. Boxp
Advertising Manager
Benrus Watch Company
New York
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FRONT PAGE HIGHLIGHTS

MOVING DISPLAYS DEALER MAILINGS

® At WDSU, Promotion is an every day, every week, every
month job. Sponsors get extra sales assistance from our
powerful “Promotion Plus” merchandising program that
also includes streetcar cards, as well as local and national
publicity in newspapers and magazines.

NO OTHER NEW ORLEANS STATION OFFERS
SO MUCH “PROMOTION PLUS" TO SPONSORS!

o Write, Wire
or Phone Your
JOHN BLAIR Man!
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22 hali-hour transcribed programs of Suspense, Romance
and Intrigue. Ineredible stories of the fabulous character
originally created in “The Third Man™ portrayed by Orson
Welles and superlative supporting cast. Each half-hour pro-

gram a complete episode. Available NOW—send for audition,

Incidental zither music written and played by
ANTON KARAS

Composer of “The Third Man™ Theme

Orchestra under the direction of

SIDNEY ToRrCH

Produaced by

HARRY ALAN TOWERNS

Distributed by

LANG _WO RT H DISTRIBUTING CORP.

113 West 57th Street, New York 19, N.Y.

WESTERN OFFICE CANADIAN OFFICE

LANG-WORTH Distributing Corp. S.W. CALDWELL Ltd.
14579 Benefit 5t., Sherman Oaks, Cal. 80 Richmond Street West, Toronto




COMMErC]

by BOB FOREMAN

I 1T may, I'd like to tune up the old
<aw about an agency earming its 157

won a packaged program. What leads

mie Lo this, other than the loose remarks
that one constantly hears on this topic.
were the printed words in this publica-
tion =ome time back. obviously com-
|n|.-|‘|| |1}' agent w ho had never worked
on a package or in an ageney,

1'd hl\l Lo f"{]llﬂill how the compe-
tent ageney f(and it's only reasonable
10 dismiss the other type) earns 15/
several times over . . . first by judi-
cious selection of the package itself and
its - ability-plus-technique  in securing
that program. In a number of cases in
which | have been involved. | have

radio review

FRODUCT: Cuticura
ENCY:  Atherton & Currier, New York
JGREAM: One-minute announcements

This advertiser has an extended amd (I'm
sure ) suecessful record inospot radio. As
long a< 1 can recall, Coticura copy and pro-
duetion techniques have never atempted 1o
further the arts or present innovations. To
the comrary, they are always u= tried as 2
cliché and as true as an idiom. |t nabashed,

dhey offer promise of o flawless epidermis

anid ensuing romance, The one-minute an-
nouneement | ":llu:_]ﬂ last night on a local
station 100 miles from my home was deftly
surrounded by Croshy and Coma dises and it
pulled all the stops. Starting with a some-
“frow-
date  and  other-girkwho-never-has-date, it

what shop-worn vignete of girle

lannehed into dialogue that revealed the sec-
ret of sKin that men love to meddle with
the answer being Caticura, of course.
Aithough T called this situation <hop-worn,
omost admit T owill nor quarrel with the
soumdoness of it as an advertising approach
for this product, When | was <olely  cun-
vemed with writing copy for radio, 1 eould
weliloin |'rin:: myscll 1o use these oft-told
tales ol wor, however soumld they might be.
l. H\rml:i\ 0or nol, wis woull o loik for a
tresh or more novel approach,  Buat anyhow.
Cutienra, by powd casting and exeellent pro-
duction, has made the dialogue ring as prue
1= 8 erv<tal goblet, From the viguette thes

48

felt, with some justice, that the agency
was worth, let’s sav. 3077 for what it
went through merely to effect the liai-
son, In one case, | had the misfortune
of having the phone near my bed: this
was in Bel Air. Califormia, ai the time
a gentleman by the name of Crider was
sewing up the Brooklyn Dodgers for
Schaefer Beer. If you recall, the head
of the Brooklyn team was Branch Rick-
ey whom sportswriters dubbed “the
non-alcoholic Rickev.”  To  consum-
mate this affair required untold skill.
persuasion. conrage. and creative sav-
vv. These qualities were expended over
many trying months. some of which
i Please turn to page 73)

segue to straight copy and op it all off with
the well-established  Coticura spelling ditty
which has always registered well with me 14
former student of Chaueer, Speneer and the
Latin poets, Catullus and Martial i because
of dts wayward chywe Cuaticora and  the
word “purer.” All in all, in 60 seconds we
el drama, straight sell and muosic which
i= better than par for any conrse,

radio review

FRODUCT: Lipton Tea
AGENCY: Young & Rubicam, New York
PROGRAM: "Talent Scouts,” WCBS

Ivs quite a 1ask 1o step inte Arthur Gol-
frey’s shoes and, 10 my mind, the big reason
his previous replacements have appeared 1o
be so ill a fit i= that they've had the misfor-
tune to possess styles quite similar 10 Ar-
thur's. Thi= sumuwer, to the contrary, G-
frey's stand-in was o gem with lis own de-
cisive style  one very diffevent from Arthor's.
Herb Shriner is a vouthful Will Rogers with
a most un-self-conscions  and ingratiating
rube-debivery that i€ packed with charm. Up
il this season, Shriner never seemed quite
at liome inanvone’s shoes including his own,
cither for radio or TV, Bur 1 daresay his
vecent MO work and his obvious ability to
handle the contestants on Talent Scouts while
maintainiog  hi= own nataral  charme aml
amuing delivery has alyeady brought him a
seore of oflers in radio and TV,

His handling of the Lipton Tea copy was
as relaxed a< Arthur's and just as convine-
ing, He played the "brisk™ story straight,
vet in his own ungrammatically colloquial
manner he laced it with amusing but not
wverly coy asides. Lictening to him was a
joy since his style of selling is as sound
a- it i~ new. From his performance this
night 120 August). I'd sure like the gent
working—and selling—for me any time. any
place and almos=t any produet,

radio review

PRODUCT: Piel’s Beer
AGENCY: Kenyon & Eckhardt, N. Y.
PROGRAM: “Warm-up Time,”” WMGM

Les=NFS  inon-fermented  sogar) is the
theme warbled by Piel’s Beer, The tune is
punctuated by spoken copy--a device that
serves 1o break up the me tself, adding
punch to the story but helping somewhat to
destroy the entity that is the e and thus
making it far more dificult to remember
than an unimerrupted one. As for the copy-
approach itself, well I've been looking ar

it askance for some time now since U've seen
it in the papers and on television (reviewed
recently) . 1 feel this way mainly because
NFS ceems to me to fit into the okl Cremo-
<pit campaign category., Why bring up sugar
in beer? Whao knew about it? Isn't raising
this subject going to harm all beer including
Piek=7 For my money it’s a manufacturer’s
bellyache- —whereas the Ruppert approach 1o
the =ame wdea takes solely a consumer point
ul view, stressing the non-filling angle,

radio review

FRODUCT: Muntz TV Receivers
AGENCY:  Michael Shore, Chicago
FROGRAM: Announcements

Formerly an automotive madman with far
wore method than dementia, Muonz now is
mtilizing his flair for attracting attention to
<ell his television receivers via spot radio.
The musical dinty used by his ad-visers is
a= good as any 've been subjected to. The
gimmick is simply thi=: a college-type rah-
rab tune is fitted out with a commercial
Iyrie. The result is as catchy and as infee-
tion= a jingle as any foothall hands best
rendition and henee it is decidedly youthfuol,
completely simple, very lively, It sticks with
you (the listener) which is all any sponsor
can ask of his tone,

Why wmore advertisers haven’t turned 1o
thi= Kind of melody, 1 don’t know, 1 used
one vnee for Scoteh Cellophane Tape) and
foumd it especially adaprable lyricswise and
no problem o bave orchestrated, 1 might
alsu add that the sivle is not dated 1o the
contrary: U< as ppetosthe-minute as this

Voear = Il!llIngIﬂllll:ﬂl'.ﬂ.
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BETTE DAVE

7" Season

rf_' starts Sept. 9

JARE WY MAN
¢
1
E ;
J '

S Theatre Build
-on the Air

On September 9, another outstanding
season of the U. S. Steel Hour gets un-
der way. Among the top shows already
scheduled are The Glass Menagerie,
Twentieth Century, The Sea Wolf, Pyg-
malion, Oliver Twist, 1984.

The best plays... the best stars...
for the best dramatic entertainment
on radio. That's been standard since
Theatre Guild on the Air began in 1945,
No wonder the U. S. Steel Hour has
A\ become radio’s most-honored show.

N
Y
JANE WYATT

VAN HEFLIN

DOUGLAY FAIRRANKES JE THANCHOT TOMI
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This SPONSOR department features capsuled reports of
broadcast edvertising significance culled from all seg-
welcomed.

ments of the industry. Contributions are

Food for thought: grocery chain beaws sports show at men

\ top-heavy majority of all the ad-
vertising aud promotion ol food I}lm|-
ucts, revardless of media. 1= aimed al
women,  But the Jax Meat Company
ol Jacksonville  (supermarket  opera-
tors) didu’t stop at the <tatistical sur-
1!‘“1‘. .I.Ill') III'I\f’tl lll'l‘ll!'r IIl'[llrl' III"
ciding on theiv program type. and the
audience they wanted to reach.

Jax’s advertising  evolution:  man
}il\f" r”'”} P

e 'ill_\- [lr(n’ ‘e

man likes sporls .,
Jax buys sports,
It was as =imple as that. The clincher:
a litle research in trade  channels
turned up the BEDO survey. “The
Male Influence in Grocery Shoppinz,™

Sponser, sportscaster 'ham up’ contract signing

It revealed that 7770 of the hushands
somietimes shop for groceries. Of this
T70. 068 shop once a week or more.

Further evidence showed men buy
things their wives don’t buy e they by
larger packages and quantities: they
buy more than theyve asked o aet:
and they SPEND MORLE than thei
wives when the wives shop alone,

[t hecame clearly  evidem to Jax,
They wanted to talk to the men. the
Lest way to talk to the men. and on
their favorite subject —-a radio sports
show.

The program: Today in Sports. a
[5-minie  review  of the complete
sporting scene aired six days a week
at 6:15 pome Current ey itence shows
Today in Sports is paying ofl. With
Jax’s stores open evenings, the whale
family can get down to the stores afler
hearing the Jax program along with
the broadeast “Jax super specials”™ T
gives Jax emplovees a chance 1o <ell
that valuable 7777 of hushands and
anyone else sports-minded ) who do the

family shopping. * * x

Ice Follies uses radio one-shots effecetively

One-titne shots pack a punch. They
are ii|l':|| for :lil\l'”i.‘l'!"- ‘-l‘l'Lill:_" spcl'i;ll
sports or holiday tie-ins: perfect pro-
motions for movie premieres or thea-
tre openings, For long-time solo spon-
sorships. Shipstad & Johnson. co-own-
ers of the Ylee Follies.™ ofle ||rmnf of
air =pecesses with a stugle show.

Their 12th amnal vadio show will
launeh the “lee Follies of 19527 The
format: o 30-minute MBS program
nriginating from KHJ, Los Angeles,
wied aired over 53 stations featuring
top stars of sereen and radio. The
tinwe: Tharsday, 6 Sepltember, from
9:30 w0 10 pom. PCT,

Eddie Shipstad. co-owner and co-
producer ol the show, along with Roy
‘l|'||--l.'h| amed Osear Johason, f‘.\'||]:l7.1|-
the purpose of the hroadeast,

i
2

“Radio facilities provide the perfect
vehicke Tor this event. One of the main
purposes is to stimulate local interesi
in cach ety of the “lee Follies™ itin-
erary and help ecach local arena huild
attendance for the show. With stations
spolted advantageoushy as [ar as ou
tour is concerned, this objective is ae-
complished 1o the waximum degree,

“We also find.” continues Johnson.
“that people in fringe areas are inter-
ested in hearing a premiere as it hap-
pens. Listening to many of the more
than 200 top screen and stage stars
preseut makes themr more anxious Lo
see the show when 1t arrives in (he
city nearest them,”

The show follows the original pat-
tern first used in 1941 and originated
by Walter MeCreery. * K %

“Beauty aund the Beast™
pack potent TV sales punch

D.j’s come and d.j."s go but a few.
with salesmanship and audience ap-
pral. keep disks and sales spinnine.
This d.j. tale concerns one of the more
successful wax spinners. It is called
“The Beauty and the Beast.”

Once upon a time there was a guy
named P'aul Dixon who <pun round.
black records beneath a tall, steel tow-
er called WCPO. A lovely prineess
called Doty Mack listened to. enjoved.
and believed in what Dixon =aid. She
joined with Dixon to form a team.

Miss Mack was an “eveful™: V.
Dixon was a “mouthful.”™ Theyv com-
hined the audio and video and pre-
sented the first TV disk jockey show.
WCIOTN s The Paul Diven Show.
The  duo  ad-libbed.  pantomimed.
mugged, joked with. kidded abeut,
congratulated and played to an end-
less  audience—an  admiring  public,

Paul Dixon—a mouthful—spins disks and sells

Then one dayv a big. important look-
ing group named “Sponsors” came with
peanuls, mallresses, popeorn and auto-
mobiles. soft drinks and restaurants,
soaps, cigareltes. sun  tamps. dairy
products and refrigerators,

So “The Beauty and the Beast™ sat

|

Dotty Mack—an eyeful—helps d.|. win friends

down, worked over. presented convine-
imgh evervthing [rom peanuts 1o au-
tomaobiles,  And evervone evervwhere
wenl to stores l‘\-(‘r_\ W ll('l'l' 3“(' ||Ul.lg|ll
everything from automobiles to peanuts.

Then one day  people from New

SPONSOR



York drew up a piece ol paper called
a contract so that more people in more
places could get an earful and an eye-
ful of this TV disk jockey show.
Now the story has a happy ending
because more SPOlsTs and more 020>
ple will be joyous. The Paul Dixon
Show went network on & August. The
new “eastle” for “The Beauty and the
Beast”—ABC-TV. 89 pau.. Wednes-

-
days. xw

“Bright Star™ wins sponsors
in all major categories

Advertiser activity is not confinod
to video as some reports would have
you believe. With the proper program-
ing and sure-fire audience appeal.
sponsors aren’t hard to locate. The lat-
esl success transcription-wise: Bricht
Star produced by the Frederic W. Ziv
Company.

The company sales tallv as of 19
August: Bright Star (starring lrene
Dunne and Fred MacMurray ) sold in
07 markets in 21 states. Major spon-
sors thus far include breweries. ulili-
ties, groceries. and food advertisers,

The show. believed to be the ]li:.!h"!‘l
budgeted of all new radio shows pre-
pared this fall, ar 812.500 per hall
hour. will debnt on 21 September. Like
other Ziv shows. Boston Blackie. Cisco

Ziv execs plan shows with Dunne, MacMurray

Kid, Bold I enture, The Guy Lombardo
Skow. the Dunne-MacMurray starrer
will be an open end transcribed show
available for sale to agencies, local
sponsors. local stations. regional spon-
sors and networks. and national spon-
sors for selective advertising.

This Bright Star series marks Ziv's
first comedy venture. * ok x

Briefly . . .

Advertisers are getting thal some-
thing extra since WAVETV in Louis-
ville increased ils power. Station re-
ports receipt of scores of complinen-

-

(Please turn to page 78
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HERE'S:

APS subseribers will do a “double-
take™ at this column . . . it's a con-
densed version of the Jd-page bulletin
they receive cach month, The regalar
l'dilillll u[ “'I‘llc N("'l"l'" is for "'li.l‘)'-l'liilv
ers only. contains advance info on what
goods will sell best in local stores, what
items 1o emphasize in radio copy, how
to do a better sales and program job,
This short version is addressed 10 all
biroadcasters,

Potential income on a large scale
for stations across the nation looms in
the big COMPO promotion, with over
26.000,000 reported allotted  for spot
and local radio. This is group of movie-
makers, who have awakened to the need
for potent promotion instead of breasi-
beating. as the answer o movie box
office problems. And the story is that
local stations rate tops in their think-
ing as the best way to re-sell movies
Every station should work closely witl
local and regional exhibitors, stay close
to developments from now on.

One big potential overlooked by
Hollywood is the terrific impact
inherent in use of star-material
on a regular basis by stations.
Good example is Vie Damone,
whose latest movie, “Rich, Young
& Pretty,"” is about to be released,
Damone’'s box office potential is
in direct proportion to his popu-
larity in towns and cities where
his movie will be exhibited. APS
subscribers have 111 Damone se-
lections, the latest release featur-
ing several tunes from the new
movie. This is the sort of pro-
gramming movie-makers should
buy, not beg for.

Good news to APS subseribers is
announcement that  widely-used  Sales
Meeting series  will Dbe  transeribed
LATERAL instead of VERTICAL,
effective with current release: “Mer-
chandising Radio Advertising.”  Sinee
dises contain  mostly voice material.
quality is less important. Next two
<ales meetings (Sept-Oct) will be de-
voted 1o “Radio Vs, Newspaper™ with
the Sept. dise produced so that it may
he played for local husinessmen. clibs.
elc,

October Promotions can make thi-
one of the year's top advertising months
at local level. Appliance week (15)
finds dealers intensely anxious to move
these co-op supported items (use AS
appliance lead-in dise of 61-217)., . Fire
prevention weck (7-137 is good insur-
ance peg. especially with new  all.

inclusive type policies now  available
« o+ These lines da especially well in
October:  Millinery,  Womens  Wear
(eoats, suils} especially basement o
]l.l\\-llfjt‘l'tl items, Woolen Dress Goods,
Furs, Home Furnishings. Items that lag
are: Luggage, Silk Undies, Aprons and
House Dresses, Sporting Goods.  Full
details in the current (September ) issne

of “The Needle,”

Brand New virgin vinylite APS
libraries . . . complete with all
the trimmings . . . will be enroute
during the next few days to these
new members of the APS family:
WLBR, Lebanon, Pa., KGCU,
Mandan, N, D., KELD, El Do-
rado, Ark, KBMY, Billings,
Mont., KREM, Spokane, Wash.,
KLKC, Parsons, Kans., WKIP,
Poughkeepsie, N. Y. Welcome!

Denny Vaughan is newest APS <jur,
sweond big addition so far this yeas
(Guy Mitehell was first). Vaughan i=
Canadian . . . gained fame in England
.« « his records here are soaring now,
\mazingly versatile Vaughan does own
arranging. conducting. plays piano 1o0!
APS subseribers who have heard his
first  releases <end  joyous  greetines.
Thanx.

Shavings: Week after Ed Hochlhauser.
Jr.. hecame APS sales manager, he
hroke his right foot., will be in a cast
for 7 weeks . . . our Christmas Pro-
cram Package for 1951 will be almost
double last year’s in program time | .
ditto the Special Thanksgiving releases,
due to be shipped about now . . . Big-
sest transeription news in 15 years will
he on your de<k in a few days, bearing
our imprint. as usual. Wateh for it!
. -« Our curremt survey of <tation use
of library programs hows far wider
use than we'd expected, Leading ADP'S
programs nclude Mindy Carson, Exelyn
Knight. Dick Jurgens shows . . . also
Stars Sing, Music For Amierica  and
Candlehght and Silver. Many stations
building their own <how<. and we'd
love to hear them. This is an invitation
to all broadeasters to send us airchecks
of any outstanding locally-built library
show. We'll buy any good ideas we can
s,

See you soon — at Milwaukee
(Ad Club) September 20 L
NCAB meeting at Asheville Oc-
tober 19 . . . OAB in Cleveland
October 24 . . . BMI Clinic in
New York October 23 . . . and
some of the NARTB district
meetings. Regards ... Mitch
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REPORT TO SPONSORS for 10 September 1951
(Continued from page 2)

Repertory drama:
key to cutting TV costs?

Idea being pitched to network, agency program men
aims at low-cost TV drama through organization of
repertory theatre units within television. Nicholas
Bela, Hollywood writer-producer now in New York who
authored plan, says permanent companies producing

TV drama could amortize part of production costs by
performing same plays in neighborhood theatres.
Additional savings, he maintains, would come through
teamwork of cast working together permanently.

XL stations use unique promotion
to stress AM’s lead over newspapers

Seven XL stations of Pacific Northwest have devised
cute, and eve-opening, promotional gimmick. They're
sending to clients four-page folder, whose cover
contains 12¢ in cotton bag, with legend: "Keep

the change — this much is in the bag." Inside

it quotes Advertising Research Bureau, Inc., survey
showing that 54.5% of consumers buy at stores from
radio's urging; 33.2% from newspapers; 12.3% from
both. Its conclusion: 12.3% of market is in the

bag with either media, but "Radio gives you the

Timebuyers who know Walter bigger single market coverage."
Nilson of the Katz Chicago
office will be quick to recog-
nize his photo. And just as

""Cameo Theatre’’ uses low-cost approach,

quick to appreciate his sales impresses P & G
story—that tocover the billion "Cameo Theatre," summer replacement for P&G's
‘iﬁgmt%lgg;; m;;i;?;nit talf;is "Fireside Theatre" on NBC-TV, has scored good rat-
station with top poﬂ;: t;; ings at extremely low cost by using “experime?tal“
audience, top pm@rawﬁ.ln techniques. Example: one show was played against
short, it takes WGBS, background of plain black drapes with minimum of

props. Leery of such arty trappings at first,
PG is said to be impressed with economy record

% From the desk of "Cameo." One agency man who gqualifies as in-

b OL”“MJﬁfJ“FSON: formed source told SPONSOR he thought P&G might

a yau have a schedule far Miami? - 3 ~ s : .

Keep in mind that WGBS delivers urge producers of "Fireside Theatre" (Bing Crosby

?E%'“m%““ﬁmewrddhrman Enterprises) to cut down on Hollywood touches for
e secand station, 4679% ; NI = =
dmumﬁan per dallar ﬁ;nmﬂi filmed series in favor of less costly techniques
leading newspaper, 14329% more like those of "Cameo."

than the anly TV station. That's

the king] of media leadership that

results in praduct sales! Survey demonstrates PPN ok
e

Mexican market in L.A.

Remarkable scope of Mexican market in Los Angeles
area as air advertising target is revealed in
survey conducted by Coffin, Cooper & Clay,Inec., for
Hank Hernandez Productions, L.A. It shows 525,000
persons of Mexican descent living there. Of total
105,000 Mexican families, 98% have at least one
home radio: 74% own autos, and 58% have radios in
autos: 50% own TV sets, and 64% of remainder hope
to buy TV set in next six months; 68% own their own
homes ; average family's two working members earn
33,851 vearly; 50% use refrigerators.
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Man's first cooked meal was a barbecue. .. then he spent

the next hundred centuries moving the cookstove inside the

house...and from then on a frying pan and an open fire

were strictly for campers, Boy Scouts and bums. ..

Then along came California. Somebody in that fantastic,
free-spending land sold somebody else a long-handled fork and a
bag of charcoal. And straightway, frying beefsteak in the backyard

became the thing to do from Portland to Portsmouth.

Whether you have a fad for sale, or a fabric, a smoke,

a pill, a car, or a career—sell it first in California

K M P c and the rest of the world will buy. It's worth more

to you to have your product known in California than

LOS ANGELES - 710 KC anywhere else in the world. Sell Southern California

first—with the station that serves it best.

o=
o

T

={{ 50,000 watts daytime « 10,000 watts nighttime
™0™ REPRESENTED BY H-R REPRESENTATIVES, INC. » AFFILIATE, LIBERTY BROADCASTING SYSTEM

;.-_.JL. RADIO CONTINUES TO BE “AMERICA'S GREATEST ADVERTISING MEDIUM"

—_
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REYNOLDS METALS

(Continued from page 29)

i, Believing thal a compauy ~ zreal-

pess depends. in some measure. on the

rreatness of the state in which it oper-
ates. Revnolds fully supports institu-
tions= of hizher |:_';ln1irl_:: that |I|n\i=1|‘
fomorrow s state leaders.

To varrmy out these three aims. Rev-
nolds and s ageney, Zimmer-MeClas-
kv Advertising of  Louisville. Ky
called on radio.

\though there are 210 Reynolds pro-
duction and fabricating plants spread

money . . . do the bulk of the buying.*

These "bread and butter” customers of your:

leave their dials set to WIBW from sunrise to

midnight because we’re programmed to give them

the entertainment, services and features that both
interest and serve them.

around the country, half of them are
concentrated  in - only  three  areas.
Louisville, site of the very first com-
pany plant. is now the home of six
factories. There are four more in or
near Listerhill, Ala: two in the Pacifie
Northwest—at  Troutdale, Ore.. and
Longyview. Wash, Thus Revnolds radio
schedules in these three areas cover the
inost important part of plant opera-
tions, Here's a rundown by areas of
just how radio accomplishes Reynolds
ohjectives.

Most recent and ambitious part of
the air-borme  public  relations  cam-

Whether it's lambs or sales
that have gone astray, WIBW

can quickly pull them back intc

the fold. Out here in Kansag,

WIBW is the station most listened
to by farm and small town famu:
lies.* These are the folks who have the

So, to hold old customers and build new ones,

use the most powerful mass celling force in

Kansas—WIBW.

* Kansas Radio Andience 1951
#* Ask your Rescarch Ilept.

~WIE

Serving and Selling

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

TOFERA,
KAMIAS

paign is Northwest Alert. a weekly
half-iour program carried over Wash-
ington and Oregon’s Viking Network.
IUs heard from 7:30 to 8:00 p.m.
every Thursday evening on  stations
KPFM and KW]J. Portland: KRUL,
Corvallis:  KASH. Euvgene: KELS,
Kelso-Longview:  KMCM.  MeMinn-
ville: KNIPT. \l;'\\'pl'll't: KTIL. Tilla-
mook: KRCO. Prineville: KOCO, Sa-
lem: KVAS, Astoria: KRIHR. Hood
River.

Northwest Alert is a program about
civil defense. produced by The Viking
Network. under over-all supervision of
ageney account executive Henry Me-
Claskey. Jr.. and Reynolds director of
advertising. David F, Beard. This, ex-
plains Tom Hotehkiss, manager of
Viking Network, is how the show
works:

“Almost the entire program is tape
recorded outside the Viking studios by
producer Alvin C. Yantiss. . . Broad-
casts have featured sounds of an atomie
blast: pickups from an Atomic Energy
Comunission. . . . Wherever possible the
program ties in with local or national
campaigns. such as American  Red
Cross or a hospital fund drive.”

Here's a typical commereial used on
a recent broadeast: only the highlights
are quoted. (Notice how artfully it
points up Reynolds™ role in the com-
munity. |

“. ... Year in. vear out. the earth-
worm works his way back and forth
through the soil  keeping it healthy—
increasing the size and quality of the
farmer’s crops.

“Like the carthworm. a Reynolds
pav-roll dollar goes quietly upon its
appointed  round.  stopping in this
pockethook and that, visiting the cash
registers of various stores, resting for
a day in the teller’s window at the
hank. alwavs helping to improve the
financial health of the community. . "

Revnolds  follows the same  tack,
though with a different type of pro-
gram. in two other areas. Both Ken-
tucky and Alabama know the company
as an ardent booster of their native
college athletic  teams because Rey-
nolds sponsors :-lmrif- broadeasts over
Louisville, Ky.. and “Tri-City.” Ala.,
stations, Tlus, the company makes a
id for the community’s friendship by
ticing in with one of the arcas most
red-hot enthusiasms.

The pattern of Reynolds™ activity in
these areas took shape gradually. Rey-
nolds started nsing radio first in late
1916 with an across-the-hoard  6:00

SPONSOR
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Special privileges —at no extra cost! That's what
Spot program television means to national adver-

tisers. And the privileges are many, and important.

You choose the markets you want. Only the mar-
kets you want. With Spot program television, there
d are no “must” stations, no minimum station re-

quirements. Your own sales plans dictate the size

of your station line-up.

If it’s broad coverage you're after, Spot program
Za television multiplies your opportunities for station
clearances. You're not restricted to availabilities
offered by any single network. You can use stations
afliliated with any or no network. You can select the

best period offered by any station in any market.

carvite

You receive whole-hearted cooperation from the
stations . . . find stations clear time more readily.
That’s because stations net more when a time period

is sold for a Spof program than when it's taken by

television i al

You enjoy the better picture quality of film pro-

grams which are generally superior to kinescope

recordings network shows must use for delayed b[
broadeasts, or broadcasts in non-interconnected td e
markets.

All of these *a la carte™ advantages — at no extra

cost. Spot rates for facilities charges are generally d’béte
| lower than network rates for the same period . . .

over the same stations. The savings are substantial.

They're more than enough to pay for the extra film

prints required, their handling, and their distribu- p
tion to the stations. P?/’Zces

You should know the full story on Spot program
advertising before you buy any TV coverage. You
can get it from any Katz representative or, if you
prefer, send to our New York office at 488 Madison
Avenue for your copy of the booklet, "Straight
Thinking On Television Costs,” You'll see very

clearly that in television . . .

you can do better with Spot, Much better.

' " E K A ' z A G E N c Y, INC. Station Representatives

| NEW YORK ¢« CHICAGO + DETROIT « LOS ANGELES = SAN FRANCISCO + ATLANTA « DALLAS = KANSAS CITY




This smiling maiden with stars
in her eyes.

For a trousseau is shopping and
here’s how she buys.

A twist of her wrist, her radio
dial's what she sets.

To WSPD, where she has trust
in suggestions she gets.
And, after the wedding through

years of housekeeping bliss,
her daily listening favorites
she never will miss.

So Sponsors, reach housewives,
that we call Madam Buyer
Buy time on WSPD, North-
western Ohio’s favorite

Town Crier.

TOLEOD, OKIO
A Fort Inuduiliy § taom

000 WATTE-M.B.C.

e WSPD-TY

CHANNEL -13

Represented MNationslly by KATZ

56

[ERLE newscast over \\(-H( I.lllli.'-\illt"
Reyvnolds started the program solely to
attract skilled crafltsmen and machine
shop workers to the Revnolds Tactories
in the Lomsville section. As the need
for more workers fell oll. however.
commereial emphasis shifted to a striet-
I LR approach. Listeners were 1old
that Revnolds was no “morning glory.”
here with the war and gouwe with the
peace. They were told that Revnolds
would continue to e an important
part of the Louisville area’s industrial
picture. Too. commercial time  was
shared with  organizations  like the
Community  Chest.  Red  Cross. Boy
Seouls.

About the same time. Reynolds had
opened up two new lactories in Arkan-
sas—a state in which the company had
never before operated. lts giant com-
petitor ALCOA was already well-estab-
lished there. however. As a wav of
introducing the company. Reynolds hit
on the sponsorship of University of
Arkansas foothall games. The broad-
casts aroused such immediate Tavor-
able reaction that the aluminum com-
pany management has  ever since
looked on sports as the most ellective
meeting grownd between company and
community,

Louisville. headquarters of the com-
pany and site of six plants, has enjoyed
I{l".'\ |l‘)l(il‘i‘f‘}](l1|5(}r|"d .“plll'l:“ ‘i”'ll.’](}l'ﬂ.“'l.“'
consistently since the fall of 1947, in-
cluding:

University of Kentucky football via
WHAS. Louisville. WHAS haskethall
broadeasts.  eovering  University  of
Kentucky.  University - of - Louisville.
Fastern State College. Western State
College, Murray State College,

Al but the hasketball games of win-
ter 1950-51 were heard over WIHAS.
WORC. Louisville. carvied last season’s
basketball  games.  During  hall-time
periods in the foothall games. Univer-
ity of Kentueky personalities were the
subjects of interviews. In 1949, former
foathall captains stepped before the
microphone: in 1950 it was a succes-
sion ol ungraduate leaders,

Revnolds  was  getting  in regular
plugs for Revnolds Wrap and a few
other aluminum products along with
the public-relations copy. But it wasn't
until the fall of 1950 that a straight-
selling program went on the air. Over
WAVETY, Louisville.  the  company
sponsored Telesports Digest on Sun-
days ar 9:30 pan. Aluminum building
products got a big play until shortages
in 1951, Viewers were then told that

they might have trouble getting these
fine products. hecause national defense
orders. and stepped-up civilian demand
were making them scarce,

\|1]|uu:_‘h no concrete sales results
can be traced 1o Reynolds hroadeasts
from  Louisville stations.  results in
terms of public velations are very en-
couraging.  Following the dedieation
of Kentueky University’s MeLean Sta-
divm — a description ol which  was
aired under Reynolds sponsorship—
Iil'(‘hilli'l]l ol the tllli\'l\'rsil)'. H.. L
Donovan wrote enthusiastically :

“It was a pleasure 1o cooperate with
the Resnolds Metal Company in the
program of dedication. We are grate-
ful for the part which Mr. Keen John-
son ( Reynolds director of publie rela-
tions) plaved in our celebration. His

* * w * * * * *

sedr the top lesel in bis business. the
advertising man nowadays is generally a
kindly and respectable-looking man of
rather more than middle age, who lives
in the best suburbs, plays golf Salur-
davs and Sundays, belongs to the best
elubs in town. avoids publivity like the
plague. sebldom goes to the pictures, al-
ways reads the Times, and never goes
to the dogs.**
CYRUS A, S. DUCKER
British representative,
Ellington & Company. N. Y,

* * * * * * * *

company has done a splendid thing in
sponsoring  the  hroadeasts  of  our
sports events for the benefit of our
friends in Kentueky and other parts of
the nation. . .7

Recently. the company’s air-borne
campaign was expanded 1o northern
Alabama. where it has four plants,
Three are in Listerhill, while a fourth
i< in nearby Sheflield —one of the *Tri-
Cities™ which depend on electrie power
[rom siant Wilson Dam.

Reyvnolds” interest  in community
welfare has already Dbrought expres
sions of appreciation from Alabamans.
Jack Voorhies. program director of
WLAY. Muscle Shoals, relayed this
comment. among many others. to the
Zimmer-MeClaskey advertising agency :

. the Mavor of Shelheld. Mr.
C. L. Beard. came to me just hefore
a hroadeast the other night and com-
plimented us not only on the quality
of our hreadeasts. but was very pleased
with the [act that your copy carried
such excellent promotion for the ity
of  Sheflield and  the Tri-Cities in
:_'l'III'I';iI,“

\ national advertising campaign. re-
centhy launched. may well have caught
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A pottern of lights on the chart
gives this maintenance technician a
camplete report on the

conditian of coaxial coble circuits.
Chart is shown below.

HE CAN SEE HUNDREDS OF MILES!

Sovewnere along a coaxial cable route—it may
be a state or two away—a fault threatens tele-
vision transmission. A warning light flashes
m a central control room. The mamienance
technician places a record sheet over a glass
sereen. Within seconds a pattern of lights
show = t'\;ll‘ll_\ what's w rong.

Many times the fault can be corrected by
automaltie apparatus ulx'r;llrrf from the con-
trol center, Or the maintenance chief can send
crews direetly 1o the spol. In most cases the
trouble will be fixed without interference with
the program,

This and other automatic equipment keep

transmi=sion flowing freely along more than
19.000 miles of television ehannels—hoth
coaxial and radio relay. To the Bell System,
matntenance of network television service 1s
just as important as providing channels,

The coaxial cable. radio relay systems and
associated equipment used by the Bell Sy<tem
for television purposes are valued at nearly
2H5.000.000,

The cost for your n=e of this equipment?
Bell's total network facility charges average
abont 10 cents a mile for a hall hour of pro-
gram time. including both video and  awdio
channels.

BELL TELEPHONE SYSTEM

PROVIDING NETWORK TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW




e ol Hu spirit ul Resnolds" e-
sonal advertising approach.  Though
the national promotion is ammed at
oL Ing s ifie Hr‘_\llll]ﬁls lrlurlll'1-. il
has in=titutional overtones as well. Bu-
chanan & Company, Tnes in New York
handles Revnolds aluminom products
anill Revnolids Wrap nationally.

W hat are Revnolds™ Tuture plans?

\though military requirements can
alter the company’s  operalion over-
might. it's =et to continue the use of
radio. and possibhy TV, A network of
seven stations 1= being lined up to
Iroadeast the 1 Hi\l‘l"-il_\ of Kentucky's

1951 football seliedule, The net will
cover Kentueky. southern Indiana. and
southern Ohio. will inelude WAVE.
Louisville: WCKY. Cineinnati; WVLK,
Versailles, Ky.: WOCTT, Corbin, Kiy.:
WKCT, Bowling Green. ky.: WV]S,
Owenshoro, and WKY DL Paducah. Ky,

The company experts Lo keep right
on using radio for its suceessful pub-

lie relations program. Explains public

refations chiel Keen John=on:

“Chances are Revnolds will continue

to use radio in the vicunaty ol its main

|II;HI|.‘- lll]‘llll,‘.‘.llnlll the course of the

cmergeney.,  As  was recognized in

DBJ FOR ROANOKE AND
SOUTHWEST VIRGINIA

Day — 90,320 families

WDBJ

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

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

AND in Metropolitan Roanoke WDB]J's
average share-of-audience is from 50.8
to 74.4 percent of total sets in use from
8:00 A. M., to 10:00 P. M.
Hooper — 23,191 coincidental calls
Dec. 1950 through Feb. 1951.)

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

Established 1924
CBS Since 1929

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

SOUTHWEST VIRGINIA'S Pcowucer RADIO STATION

Night — 66,230 families

(C. E.

Workd War 1. and beflore, ANy is-
conceptions about industrial concerns
arise in the minds of citizens and
workers. Reynolds has [ound radio
the ideal vehicle for getting across the
plain, unvarnished truth about tself.”

As the  Reynolds  Metal  empire
crows, s radio-delivered human rela-
lions n]rjl'c'li\'('.-'- will uml-‘mhlvdl_\ fol-
low close behind the plant builders,
Still expanding. “e} nolds recently bor-
rowed $85.000.000 to inerease primary
aluminum ecapacity, From that build-
ing fund will come a eompletely new
aluminum reduction plant in Corpus
Christi.  Tex.  adding  150,000.000
pounds of aluminum 1o the country’s
vearly output, Presumably. the Rey-
nolds story will soon be 1old again:
this time with a Texas drawl, * k k

BE CAREFUL ON AIR

{Continued [rom page 31)

one enterlaimnent lurn to destroy any
remaining doubts of big business that
riaclio was less than tops as a =ales in-
strumentality, Al elasses of the cco-
nomy  were equally enthused about
Awmaos i Andy. then heard nightly at
7:00 pon. at which time all activity al-
most literally  ceased throughout the
nation i A-B-C-D-E ecconomie level
homes.

\nd vet even this stunning suecess
h;lll I'L‘Il.-ur."-}lip :lﬂ;_:lt'ru |ml'!]_\' ilt'l“:!ll.\(?
of the dimensions of the suceess, First,
there was some grumbling wnong Ne-
groes, just as there has been recently
[olowing introduction of the TV ver-
sion, that Amos “n° Andy was “racial
.-«'tlll'r'ut\pl'" limor. ecaleutated to kl‘(?]l
white folk in a posture of condeseen-
sion against black folk. Then followed
the Federal Trade Commission’s erack-
down on Pepsodent’s elaim that it was
“three 1o 11 times more powerful in
killing gerins than any other leading
dentrifice.” Rival toothpastes sereamed
copper at that. It was felonious as-
sault when hooked up with the fan-
tastic popularity of Amos n’ dndy.

\nother early  erackdown by the
FTC was againt Cremo Cigar's slogan,
“one man’s spit is another man’s
poison.” a slogan intended to suggest
that only Cremo cigars were made by
machine, all other brands were hand
roled and sealed in saliva, Cremo's
revolting picture of its business rivals,
Luckies" famous “reach for a Lueky
instead of a sweet,” with its propa-

| ganda against candv. were typical of
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e Almost 23 billion dollars per year, more
than 10 per cent of the U. S. total, now is the - /u/—-—-n /
income buying power gencerated in the pros- @
perous Lake Michigan States arca. O/\c/

Per capita income buying power is 13 per
cent above the national average in this arca @
where population has increased 13.5 per cent \o)
in the past 10 years . . . where retail sales in-
creased 632 per cent in dollar volume in the
past 10 years . . . where home building is 19
per cent above 10 years ago . . . where indus-
trial growth is the first in the nation . . . where
morc people listen daily to WMAQ than to
any other radio station.

Contact WMAQ, Merchandise Mart, Chi-
cago, or your nearest NBC Spot Sales Office
NOW for help in directing your sales mes-
sage to this rich market,
Sources: Standord Rote ond Dato,
U. §. Bureou of Census, Rond McNolly
1951 Commercial Atlos, Chicogo Asso

ciotion of Commerce ond Industry,
BMB Study Mo. 2.

un:olﬁmnﬁws%‘mun WMAQ ‘




(BS STATIONS

TWO BI6

SOUTHWEST
MARKETS

ONE LOW
COMBINATION
RATE

WICHITA FALLS, TEX.

620 KC

5,000 WATTS

KLYN

AMARILLO, TEX.

940 KC

1,000 WATTS

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

Natlonal Representatives

JOHN BLAIR & CO.

the  no-holds-barred  philosophy — of
some early sponsors.

There was a program “vode”™ in
1925, only three years after the found-
ing of the National Association ol
Broadeasters. 1t was brief and piouws,
Other codes were  promulgated  in
1928, 1929, 1939, 1948. (See accom-
panying box for an excerpt from the
18 “Broadeasters Creed,”)

Quite early. vadio found itsell on
the horns of a dilemma. On the one
hand it could hardly be denied that
radio  was potentially explosive and
had to be handled with care. Azains
that was the ﬁll;_'a'l' ol "ll'llr-nl"-lliil_"
Liberale had frowned deeply when
Owen D Young declared in a public
address: “Treedom of specch for the
man whoese voice can be heard a few
hundred feet is one thing. Freedom
ol speech Tor the man whose voice can
he heard around the world is another
&L l]ll' I]l't’:-l'I'\ :I.Iinll nr f“'t' r-ilt'l‘l'}l TOW
depends upon the exercise of a wise
discretion by hint who undertakes 1o
speak. . "

NBC made such a secret in 1934 of
it= Continuity Acceptance Division that
when CBS published its own program
standards in 1935 il execnlives gol
the eredit for being advanced thinkers,
Network editors have invariablv. even
to the present dav. buried themselyes
as much as possible from public—and
trade—view. Censorship incidents lave
customarily  “leaked™ 1o the trade
press Trom actors. directors. wrilers,
admen and —sic—network viee presi-
dents.  lere perhaps it is fair Lo 1e-
mark that the exposé of censorship is
an honored American custom.  One
network viee president who got canght
in a yunning fead with a radio wil
took a bad shellacking and in the emd
lost his ill]l.

Plainly  censor<hip has an infinily
of facets. New complications are [or-
ever arising as recently in the Jean
Muir case, the reperenssions Lo wliich
were |-;1]|n.'|]1|\' nol :mlii'i{a;ih»d b either
General Foods or Young & Rubicam.
Later still, as shall be disenssed i oa
sceomd article. Frank Costello. o shad-
any “g!ll‘!' ol our I(_'l'l'l.l'rn”illll‘ il].-u iTl'
tradneed  new  civil libertarian gnes-
tions definitely  pertinent 1o sponsor-
<hip under the new  dispensation of
|i'|l'\i-‘.il|1[.

Fortunately for sponsors. run-of-mill
censorship problems can be left 1o the
established anachineryv,  Sponsors mav
tand doi trust network editors and
:“hn-rli:-in‘,- ALeney ‘tl|ll‘l\'ll--lll.'- 1o aid-

nnnister workaday precautions, These
functionaries may or may nol scek
high level support on occasion when
forced 1o cope with an over-exuberant
popular favorite who, like Arthur God-
frey, sometimes forgets where he is—-
namelv. in the \merican home as a
guest. [ the dmpromptu inspirations
of a {.;m”I‘l‘l\' cannol  be ’II'{‘('“I‘[I_‘I.I_
neither  can  the  chance-in-a-million
kickbacks of a Mae West ar an Orson
Welles. Frernal amust be the vigilance
against bad taste and bad judgment,
Many a sponsor probably never even
suspects the behind-scenes censorships
hattled out between :-!'Ii]ll editor and
writer,  Common deceney  alone bars
cutter talk.  Radio never says waop.
hunky. polack, jigaboo. sheenie, or
anvthing like that. 1t never mentions
reclers. muggles. various short words.
stieers al paternity or maternitv.  Bul

* * * * * * x *

s’ The retailer who uses wewspapers ex-
clusively is antomatieally losing out on
a large slice of his potential market. . .
By wsing the beamed program tech-
nigque and spot saturation eampaign, o
~tore ean reach groups of enstomers,
many of whom pormally would never
see, let alone read. the store’s newspa-
per advertising.**

I, NORMAN NEUBERT

Werchandising manager. NB(C
* * * * * * * *

there are less apparent difliculties
against which to guard.  For example.
the North commonhly speaks of the
“Civil War.” but this designation un-
failingly irks those Southerners who
prefer the “War Between the States.”
Similarly radio must not say “English™
when they really mean “British™ for
then irate Scots. not Scotchmen, will
write in complainingly,

Certainly no character in a hroad-
cast tale should give lessons in burg-
Ly over the air. nor practice psychia-
trv.  Allusions to specifie diseases mus|
he lt'll!])(‘]'t‘t] Il_\' awareness thal tens of
thousands of bedridden persons arve
avid radio listeners.  As for murder
stories. don’t use the name of a real
poisoi. invenl an imaginary poison.

At the omset of radio broadeasting
it was peculiarly difienht for merchan-
disers trained in the school of hard
sell 1o get it through their heads that
radio was= a new kind of sales medimn
with new and not-to-he-denied obliga-
tions of good nanners and restraint,
the |||'i|-|' that had to be |1;1i|] for eu-
joving the Tintimacy™ and  “family
fviend” advamages of the medium,
Maore complicating still, merchandisers
were compelled 1o appreciate that ad-
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in West

Virgima . .
Your ¥
dollar

goes

fiymuos.iad aiy)

farther

with

¢ S 22D L
personality .

=
'y
13 %

More than a million

West Virginians, (with

a half-billion dollars to

spend annually) can hear your
sales story when you put this
potent pair of “Personality”
Stations to work for

you. And WKNA and

WILS are yours at a
combination rate that is

n =t _‘Lf SU0LDYS
e

WKNA

WKNA-FM
about the same as you CHARLESTON
would pay for any single 950 KC—ABC

comparable station in 5000 W DAY = 1000 W NIGHT

either locality. Make us

prove it! J I. s
WILS-FM
BECKLEY
- 560 KC—CBS
L ey, 1000 W DAY » 500 W NIGHT
; y - "‘"
Joe L. Smith, Jr., Incorporated . P e

Represented nationally hy WEED & €O. ‘._!*j ¥
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verlising copy quite “proper’” for mag-
azines and newspapers might not he
“propei” at all when projecied via
loidsepeaker into mixed company.

\ sativieal writer was spoofing the
“frank™ the 1930°s
when he imagined this dialogue:

“Alive. vou look radiant tonight,
Your =kin is =0 ol and smooth and

commercials  of

free from unsightly pimples and acne.
Of course. clever girl. you purge with
Yeast?” “Oh.” cooed
“1 bet vou tell that to all the

Fleischmann's
\ice.
wirls”

Tm].‘l} there is =till liver bile. aecid
and

indigestion.  borderline  anemia,

LAKE
MICHIGAN

‘ CHICAGO

The Sonth Bawd-Mishawaka trading wrea

i these erght connties alone, They spend nearly half-a-

bllion dollurs & vear on retail pinchases,

And that’s just perrt of WSBTs primary coverage! ‘The
cutire: prumary area takes in 1% million people who speid
nearly $1% billion a year, That's what we wean by bons

. I
Coverage

Mt yonr shave of this big rich honus? 1Cs yours with
WSIE, dhe only stavon which domnates the entve market.

knock-down breath but on the whole.
copy is now modest compared to old-
time excess,  One laxative commercial
becan with the drinking of the phiz
(very graphic) and ended with the an-
nouncer appearing a new man. with
the door slamming hehind him (un-
mistakable ). The mventory of intimate
imards on the air is now exceptional
rather than typical. Nowadays one is
not told about “hawking up mucons.”
As early as 1931 NBC proscribed some
80 medical including
“stomach.”™ “hloody.” “constipation,”

deseriptives,

and “pregnaney.”
The advertising  censorships  went

o i
3
K

o W

@ INDIANAPOLIS

-
=
—— — — — — — — — — P —— — — — — — — —

GIVES YOU BONUS COVERAGE!

~all by dself-—is
a ket warth covermg. Over hallea-million people hve

PAUL H RAYMER COMPANY « NATIONAL REPRESENTATIVE

sant about Lucky Strikes.”

hand in hand with the political. the
latter tending to attract the greater al-
tention.  For sheer blundering. far-
fetched and silly examples of censor-
~hips the vears 1930 to 1936 undoult-
edly represent the peak. Not hard to
explain,  Depression and mass unem-
ployment had introduced violent emo-
tions and violently advocated pana-
ceas,  Hoover's last tortured days and
Roosevelt’s early zest for reform were

set ofl against Nazi pogroms. war
clonds.  domestic  strikes.  evictions.

foreclosures. breadlines.  Nervousness
in the bady politic found reflex in ra-
dio stations all over the land. As early
as 1927 there had been the absurdity
of the Fred B. Shaw case. Shaw was
an expert on trout fishing who espoused
the unorthodox use of worms instead
of llies.  Since Coolidge also was a
worm man, the Shaw talk was banned
for fear it would be interpreted as sul.
tle partisan praise of Cal.

Radio almost never dared permit a
“Wet™ to attack prohibition or advo-
cate repeal.  Among those eensored
(i.e. not allowed to ~peak) were Hey-
wood Broun. Hud=on Maxim. William
(.. McAdoo, Mrs. Charles Sabin.

Again and again broadcasters cen-
sored  speakers or programs out of
sheer timidity and desire to play every-
thing safe. Again and again they were
lambasted by the Civil Liberties Union,
or other spokesmen.  Very often radio
ale crow, apologized. reversed previous
decisions as when William S, Paley
countermanded a subordinate who had
harred from CBS the Consumers Union
spokesman, I7. J. Schlink.

Nobody was more sensitive ahout
text than the sponsors themselves when
their  own  pride was in question,
Georze W. Hill forbade the song,
“Smoke Gets In Your Eyes™ with the
comment. “There is nothing unplea-
Cliguot

 Club struek from an orchestral reper-

tory “Shine. Little Glow Worm, Shine™
hecause an official feared “it might lead
some listeners to associate our ginger
ale with worms.”  Similiarly a Borden
Vilk official deleted “The Old Oaken
Bucket” for fear of a mental associa-
tion with watered product. In a dra-
matic program a scene of hoys throw-
ing rocks at a train was censored by
D&H Coal because “our coal has no
vocks in " Again. a reference to
scarlet fever was cut [rom text because
a haked bean tycoon feared creation of
