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Zachary Taylor, 12th President of the United States, was a
political novice when he moved into the White House. But
“0Old Rough and Ready,” Virginia born and bred, wasn'l long
in learning. In short order the hero of the Mexican War,
by diligent study, was master of his new assignment.
In 1944 WMBG proclaimed its faith in television with a
full page newspaper advertisement, an unparalleled action.
On April 15, 1948 WMBG's sister station, WTVR,
became the South’s first television outlet.
More than three years old, WTVR is one of the real grandaddies
of commercial television. And like Zachary Taylor,
its owners have learned fast how to put it
to good use for viewers and sponsors alike,

The last aszault and fall of the Alamo,

WMBG -+ WCOD

Ve -

t first telcvision 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
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Success of
Knickerbocker
campaign spurs
new Ruppert
air drives

Defense program
now minor factor
in ad plans

Trend to spend
lower share of
sales for
advertising
continues

J. C. Penney
planning radio
and TV campaign

| Tip to agency
. men who oversee
‘ TV production

SIOXSOR, Volume 3. Noo 21,
510 Madisoy Ave., New York 22

Having pulled out of red as result of successful launching of Knicker-
bocker beer (largely through radio, TV), Jacob Ruppert Brewery is plan-
ning to push 3 other products on air extensively, starting mid-Octo-
ber. Light Ruppert Ale, Mory's 0ld Stock Ale, and Ruppiner Dark Beer
will be featured in announcements on 35 radio stations in New York,
Massachusetts, New Hampshire, Vermont, and other Eastern areas where
Knickerbocker campaign was so successful. Produets will be featured
as well in 8, 30, and 60-second commercials on Allen Funt's "Candid
Camera" TV show, currently on stations in New York, Boston, and Provi=-
dence. Ruppert agency is Biow.

~=SR—

In contrast with attitude immediately after Korea fighting began, ad-
vertisers today feel defense program is relatively minor factor in
making plans. That's implicit in results of ANA survey of 130 compa-
nies which shows that less than one out of 8 made any changes in ad
budgets because of defense program. Companies which did change, most
of them in industrials category, have reduced budgets average of 11%.
Called "A Twelve-Year Cycle of Advertising Expenditures," survey was
presented at 42nd Annual Meeting of ANA by V.P. M. L. McElroy.

—~SR=
Same ANA survey referred to above uncovered interesting evidence of
continuing trend to spend less on advertising in proportion to sales.
Since 1939, percentage of sales spent for advertising has declined by
as much as 242.9% (in case of auto advertising). Decline in other
categories 1is not so steep, but is nonetheless significant. Among 16
reporting food and groceries firms, for example, percentage went from
5.0 in 1939 to 4.3 (estimated) in 1951. Largest spenders by far in
proportion to sales are still drug and cosmetic firms with 28.0%
estimated for 1951. Reasons for decline in ad expenditure relative to
sales include fact that advertising costs have not risen in propeortion
to costs of other goods and services; and fact that many accounts did
not have to sell hard during vears of "scarcity economy."”

) -
Look for new campaign by J. C. Penney Company to break soon via Roy S.
Durstine. Clothing chain is currently doing research on types of air
advertising best suited to its needs. Agency spokesman said there's
possibility plans may include radio, TV network and Spot.

=S Res
When checking on quality of film commercials over studio closed cir-
cuit, don't be fooled by tricks of some engineers who turn up signal
strength to make picture look brighter, full of contrast. Advised TV
engineer, himself accustomed to putting one over on agency supervis-
ors: "Cheeck film quality off the air, not in a closed circuit." Same
engineer, located in key metropolitan station, complained of poor film
quality in TV commercials which leads him to doctor picture for agen-
ey's benefit. "Many producers," he said, "are still unfamiliar with
TV's requirements and go in for too much shadow."

R Antober 10531, Poblshed hineckly by SPOXSOR Pullications, Toe, &0 2110 Elme Ave,, Balijhnore, Md Eseentive. Editorial, Clrealation (e
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REPFORT TO SIPONSORS for § October 1951

Did Jean Muir
furore hurt
General Foods?

General Foods
frankness about
Red Channels
contrasts with
mum attitude in
ad circles

Duane Jones
to try
comeback

TV news
declining in
popularity

Sponsors spend-

ing more money

. on Negro,
Spanish radio

With full yvear elapsed since General Foods dropped Jean Muir, company
has been able to get perspective on incident's full effect. Conclu-
sions: (1) sales were not affected; (2) little or no harm was done to |
firm's reputation with public. Last October, when Muir case hullabaloo
was at its greatest, General Foods had Opinion Research Corporation of
Princeton, N. J., take nationwide Gallup Poll. Less than 40% of na-
tion, it was indicated, had ever heard of case. Of these, less than
3% could link name of firm or product inveolved (Jell-0) with Jean
Muir. (For details on General Foods' view see article page 27.)

SR

—

In preparing 3-part article called "The truth about Red Channels,"
SPONSOR found few agency or advertiser executives willing to speak "on
the record." Great majority of those contacted stated categorically
that they believed Red Channels was harmful to advertising and improp-
er, but asked that no mention be made of their own or company's name.
General Foods' spokesman, on other hand, states flatly: "We don't rec-
ognize 'Red Channels' in any way. 1In fact, we think it's a terrible
menace. It's an improper attempt to conduct a Kangaroo Court on gues-
tions of loyalty." O0ddly, Jean Muir herself, used only mildest of
epithets in discussing Red Channels. She felt organization was "prob-
ably sincere but misguided, in the water over its head."

—SR-

Encouraged by support from other agencies and many advertisers (SPON-
SOR, 24 September), Duane Jones will attempt comeback. In ad announc-
ing that he now is seeking clients, Jones cited past agency successes
without mentioning clients by name. One of brief case histories given
anonymously by Jones was Bab-0 story. Interestingly, Bab-0 will prob-
ably resume use of premiums within few months. There have been no
Bab-0 premiums since account left Duane Jones, where premiums had been
important, for William Weintraub.

o I

News programing on TV is apparently losing ground in popularity. Most
recent month survey by Advertest (The Television Audience of To-

day, September 1951) found that TV ranks third behind newspapers and
radio as news source for TV set owners. In 1949 survey, TV news was
ahead of radio, second to papers. Owners in 1949 who preferred TV
news to radio were 3 times as numerous as those who preferred AM, but
figures today are 50-50. Viewers preferred 15-minute shows on TV by
far (64.0%) over 10-minute shows (21.0%), or 5-minute (11.3%).

R

Sponsor spending and interest in Negro and Spanish radio shows has
increased "materially" during past year, according to Art Croghan,
owner of KOWL, Los Angeles-Santa Monica. Among advertisers rushing
in to buy shows directed to these groups are: 0ld Gold, Carnation,
Gallo and Manischewitz Wine, Dr. Pepper, Sperry Flour. Croghan says
"informative articles and data" appearing in trade journals helped
spur boom. (First to appear were SPONSOR's leading articles, "The
forgotten 15,000,000," on Negro market, and "How to win with Juan,"
on Spanish-language audience.) Advertiser interest is high, too, in
San Francisco-0Oakland area where there are 300,000 Spanish-speaking
people covered by local stations.

(Please turn to page 62)
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MARK PAYNE
In "Drop Kicking, *

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

15 Payné, _‘1 \(15
In 1‘1)0 oy dr‘lp u":\:: colle:
Wes 1d goa Th has STATION  STATION  STATION  STATION  STATION  STATION
\td f“‘ }-' fu(llfd '
WHEC B C D E F

i,.l“.l. L'H ‘l l.

) \““.l.
ere !{I‘.” i Ilptd
ne Yy v

MORNING 38.4 257 7.0 9.3 14.6 4.0

in 19 i3 R‘,Lhuthiu t: l:‘:t :E'?":‘:;?g::’?’?‘ﬂF“
Hooperdtio8 fEC tistencl | AFTERNOON 454 293 66 115 3.4
hllf-.:l.nl.t This 5 ll':t":‘“ Mondar ouah i
Properatings, Po)¢ EVENING 333 304 97 115 125

6:00-10:30 P.M.
Sundoy through Sof WINTER-SPRING, 1951-52
LATEST BEFORE CLOSING TIME

heen r”P

— GANNETT
) ==~ =]
= :nnlo

GROUP

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

The (ruth aboud Red Chanuels: Part 1

The first of three reports documenting the problem of handling Red talend

accusations

How radio spurved Rayex comeback

When night-driving glasses flopped after magazine campaign, firm tried
radio. Result: the product is now winning its way into top stores

Tape is revolutiouizing AM prograwiug

Without fanfare, the tape recorder, by easing production, improving shows,
has become the key to cutting radio program costs

Dou’t lose out ou daytiue TV

Better put in your bid for daytime network TV time slots soon. Sponsors
are snapping them up fast in this last big roll-back of TV's frontiers

How (o be a dud at writiug radio conunercials

Why write commercials that sell? Here are |7 tested methods of driving
away cuttomers. How many does your copywriter use?

Why Aute-Lite speuds S1.500.000 ou AM, TV

Low cost-per thousand, high audience popularity has sold Auto-Lite on
continuing sponsorship of "Suspense' shows on both radio and TV

Furuiture siores ou the air

These radio success stories about furnilure store advertisers prove that AM
can sell high-cost, slow-turnover items just as effectively as low-cost ones

COMING

The truth about Red Chaunuels: Part 11

The second article in SPONSOR's series on the problem of handling talent
accused as Reds will focus on the actual operations of Red Channels

So you thiuk you owu your owu jiugle

Many advertisers actually do not own performance rights to the music for
their singing commercials. Here's how the sponsor can safequard his rights

Dedroit radio pulls together

Sponsors will benefit as sell-radio, promote-radio spirit gathers momentum.
Detroit stations are showing the way with succezsful cooperative campaign

DIGEST FOR 8 OCTOBER 1951
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COVER: A lot of behind-scene planning and
imagination goes into the ad agency crea-
tion of Auto-Lite's AM and TY 'Suspense’
mysteries [sece page 40). Here, Cecil &
Presbrey account men go over AM script
and TV film before conferring with Auto-Lite
ad manager, Donald B. Seem, an alumnus of
Philadelphia's Aitkin-Kynett ad agency. From
left, Ted Murray, Tom Maloney, Frank Gil-
day at work at Cecil & Presbrey, New York.
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Sull  the most  discussed
sibject in television circles is
the recent network pool telecast
of the japanese Peace Treaty Conference.
For the history-making occasion, which
ook place in San Francisco's War Me-
morial Opera House, was television's
Liggest moment—marking the opening of
the rranscontinental micro-wave.

With the appointment of CBS by the four
networks to handle the pool pick-up and co-
ordinate the program, KPIX, as the CBS
afhliate was delegated to rtelecast the Peace
-I-ri‘c'l!}' sesstons an l]'l"]l' enLirery.

Main portuons were fed to stations
throughout the country and the full 30
hours of the five-day Conference pro-
ceedings were screened locally on KPIX,

Master control in Box U of the Opera
House served as the
nerve center, where
director Dave Kees of
KPIN master-minded
the historical relecast,
and called the camera
shots which were seen
by an esumated au-
dience of 30 million.
Working with Kees

: was Sig Mickelson,
CBS TV Direcror of News and Public Af-
fairs, who acted as program coordinator for
the CBS-TV network.

KPIX's George Mathiesen, headed the
engineering crew and was the man who
threw the switch that put the first trans-
continental telecast on the air. Assist-
fn_q Mathiesen was H.‘Il Jur}' Df CBS,
Hollywood.

Five camera positions set up in Opera
House's Golden Horse Shoe, one stationed
in the |nl1|.“y' ind a camera set up outside the
building, brought the largest audience in tele-
vision’s history complete coverage of the
wentful sessions.

KSFO, KPIX AM afhliate, brought
the Peace Treaty sessions to radio audi-
ences with Bob Hanson, John Duffy and
Wally King handling the announcing
rhores.

CHANNEL
5 .

Represented by The Katz Agency, Inc.

560
KC

Represented by Wm. G. Rambeou Co.

SAN FRANCISCO

Robert J. Landry

M@@ ;
DUIVE

It is | believe, regrettable that there is so little published radio
eriticism in the United States. This scareity exists at a time in the
cultural development of America when publications of all kinds deem
it appropriate to probe for form and technigque and significance in
such esoteric arts as the hallet, the cantata. drv-point etching. wood-
carving, and the suthucket jive of frenzied Negro trumpeters in oh-
senre dives. Meantime. the only art medinm with a universal audi-
enee. the one conduit [or ideas that must be kept unelogged if demaoe-
racy is Lo survive is practically without any organized, extensive
criticism. What little published radio comment there is is apl to he
oflhand. careless. and feehle”

-, 5 * *

The above quotation is from an article entitled “Wanted: Radio
Crities” published in the Princeton Public Opinion (uarterly of De-
cember, 1940 and written by Robert J. Landry.  What was said in
1940 is palpably still true in 1951, since two lonely recruits to pro-
arant eritici=m | John Crosby of the Herald-Tribune Syndicate and
Rex Lardner of the Post Syndicate) hardly constitute any  funda-
mental alteration of the basic charge that our air entertainment is
subject to only the meagrest attention by serious. responsible. regu-
lar. by-lined erities.

- * E #*

There has. in contrast to the United States. always been a consid-
erable corps of first-rate radio erities in Britain,  Indeed, British
radio criticisim has Feen written by topflight novelists and devotees
of belles-lettres and treated by newspaper publishers (here. vou have
the whole story ) as not inferior in reader interest Lo stage. movie or
ook e \il‘\\il]_'_'.

* * #

AL this assumes new pertinance at this precise moment because
that adman-turned-senator, Bill Benton. is advocating that radio
critici=sm be established on this side by legal enactment.  He puts
his faith in an oflicially-sanetificd conmittee of Very Lmportant
Personages who shall “advise”™ the Federal Communications Com-
mission on program matters. At once. shouts of dismay and out-
rage introduced passion into the debate. For itsell, the FCC wished
no boilt-in vernmiform appendix, quickly  developed  psyehosomatic
appendicitis.  As Tor broadeasters and advertisers, they sniffed a
new “Blue Book™ a-coming, this time with VLI, endorsement,

o

A qualified corps of radio erities would cerainly enliance the
dignity of radio programs and help elevate standards by spotlight-
ing the shoddy. the careless. the incompetent. and praising the oppo-
Mes —aoan e [r he Prinee () srly article *Pub-
sHes agam quoling rom the Prnceton (Quarterly article. uh
lie praise is the greatest known stimulant 1o professional pride among
all who deal in ereative or semi-creative enterprises, Individual radio

( Please turn to page T0)
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50 K. W, of radiated power
from a tower 1,059 feet high,
channel 2. Check this formula

with any qualified TV engineer.

-..now the
nowerful television

pd ¥
/t t | . n : .
Thousands of square miles of terri-

\

torv—where no adequate television
service had been provided before—
now has been opened up.

Tens of thousands of prosperous
Southern families—who never be-
fore enjoyed television in their homes
—now have entered the WSB-TV
market.

Set sales are booming. Circulation
is going up at a dizzy pace.

A schedule of top-rated shows plus
the proven know-how of the WSB-TV
staff combine with this tremendous
new power to give you a golden sales
opportunity.

Call, write or wire us or your Petry
man at once. WSB-TV ON PEACH-
TREE STREET, ATLANTA.

00

Affiliated with The Atlanta Journal and The Atlonta
Canstitution. Represented by Edw. Petry & Co., Inc.
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And in the Chicago market the giant economy

size ts WBBM. For WHBEM ('HH.\!',‘\'N'.*.':'!_‘.' delivers

@
monom S l 7 e more listeners™ at less cost” for more

leading advertisers” than any
other Chicago radio station . ..more customers at less

cost than any other Chicago station

or major advertising medium. \\*IsB\[H

*wipM's average weekly
rating and <hare of
audience more than
equal those of Chicago's
second and third radio
slatinns l_'l_'l1||‘!i|lf_‘_ll
(Pulse: lan.-June 1951),

1958 listeners-per-dollar
for the average daytime
quarter-hour Monday-
through-Friday ~trip:
more customers at
less cost than any other
Chicago radio station

or major medium.

*wusm has been Chicago's
Muost Sponsared Station
for twenty-five
Cons=eculive vears,

Al derails on request.

#Chicago’s Showmanship
Statton — S0L000 watts
T80 ke = CBS Owned
“"]rll'--'lm':l by
CBS Ruadio Spot Sales




PULSE Reports
on the Omaha
- TV Audience

|| | Lotest PULSE TELEREPORT,
compiled July 29 thru August 4,
reveals that the 90,000 TV set
! awncrs in the rich Omoho market
i l prefer  KMTY. The following
. thare of audicnce percentages
' from the report are definite proof
that KMTV is Omaha's best
TV buy!

— Ty

R e e ok b RS T

%!

1 KMTV leads Mon, thru Fri, i

8 10 AM. to & PM, with 1
62°c of the audience! i

]

", .

KMTV leads Meon. thru Fri,
4 P.M. to 12 Midnight, with
85 of the audience!

KMTV leads Saturday, 9 A.M.
to & P.M., with 58 of the
audience!

KMTY leads Saturday, & P.M.
to 12 Midnight, with 59
of the audience!

KMTV

TELEVISION CENTER

2615 Farnom Street
Omoha 2, Nebrasko

£ FACTS? Se;

tact
CQ}:MTV mac'ncs

4 TV audience - ¢ i
finest programs i

nl\‘ﬂ'of‘s gy, B 8%

DUMONT

WANT MOR

Omahﬂ's large
enjoying the
throe great
CBS

ABC

Under Management of

MAY BROADCASTING CO.

Shenandeah, lowa

{Iuljladison

EANK STORY VALUABLE

As advertising manager for one ol
the largest banks in the country, |
article in the 10
September issue of sroNsor extremely

fl?'llflll vour recenl

interesting and very much to the point.
'I‘lh‘
should prove of great interest 10 banks

general tenor of vour anticle
and hank advertising people through-
out the conntry.

I wish to express my personal thanks
and the gratitude of the Financial Pub.
lic Relations Association for yonr verny
valuable compilation of the data which
was used in the aniele “Banks can gl
mare oul of radio /television.”™ As Ed-
itor of the FPRA Bulletin, 1 am very
erateflul for your permission to reprin
this article in its entivety i our Finan-
Public Relations magazine,

SterHey J. BURKE
ldvertising Manager

cial

Navional Shawmur Banl:
of Boston
Boston, Vass,

SCIENCE-FICTION

Many thanks for your fine article on
setence-fiction.  In particular, 1T wani
to thank you for featuring us o prom-
inently in the article,

It is an over-all fine job ol report-
ing: even | learned something ont of
the trend.

Grorce F. Forey. I,
President
.\"‘n!f'l rm:f f;n.*u’m!
,\I!’"' l.th
8 SPMONSORs arvicle «

and TV, *Mars dearddl al
the 10 Seprember e,

fi

vlion on radio
' oapprared  dn

WHY RADIO WILL THRIVE

I have no doubt that mine will he
but one of many congratnlatory letters
vou receive as a result of the highly
perceplive “Why will
thrive ina TV era”

My analysi< of radio’s future, alter

[lil"!'l" radio

producing more than 1500 radio pro-
arats and close 1o 2,000 TV shows, 1=
in line with much of what vou say,
One good point you didn’t make is that
radio is the one tene escape medinm,
Never [nl":_'r'l that it ]n'l'lni!.- vou lo

[ draw vour own images of the hero,

villain. heroine. .‘-t‘"illg.‘\. This s par-
ticularly important hecause it is rele-
vant to the commercials,

Radio is probably better than TV
for selling romantic-type products. To
hear a sweel voice sayving, =l use Cam-
ay and I won my man.” is much more
helievable than seeing a

movie slar

g

Stark: Radio lets you imagine. (lady, K. Norris)

or professional model mouthing the
words. Why? When a movie stars savs
il. the |n'n.~a;n‘l'li\|' customer’s reaction
is liable ta Le. =Oh. that's all very well
for her becavse she's a beautiful star
1o begin with. not just an average girl
like me.” 1T only a veice is used, the
prospect can easily picture hersell in
that role.

In signing off I'd like to remind you
that the famous old saw about women
fits radio 1o a “T7: “A woman’s best
assel is a man’s imagination.”

WILBUR STARK
Radio-T1" Producer
New Yark

MORE “SPANISH" REACTIONS

Our congratulations on your recen
featured article concerning the Span-
i=h-language market.

This ageney has been deeply inter-
ested in the Spanish-langnage market
for some time. having long ago recog-
nized its vast potential,

More than a year ago, we nndertook
to esplore and define the limits of this
viarket. As a result of this mtensive
research program, we have developed
a detailed pieture of the Spanish-lan-
auage market for the entire United
States. We enelose a copy of a hookler
we prepared on the Spanish-language
market of the Los Angeles area.

SPONSOR




\Eﬁ\\ MICROGROOVE —
H‘\-\‘
T

today’s shining

S oty

Columbia Microgroove Discs
adapt to many uses — cut costs in half!

These important features explain the practical, varied uses
of Microgroove records in the 10- and 12-inch sizes:

10" Microgroove —Full 15 minutes per side. One complete
quarter-hour show. Three 5-minute shows

12" Microgroove —Full 25 minutes per side. One half-hour
open-end show. Six 3-minute musical selections or equivalent.

Both are ideal for recorded talks, sales messages, pramotian
recardings, efc.

5 All-Around Microgroove Advantages

= e Cuts costs . , . as much as half!
e Smaller disc . . . more program time!
T _—_— e Big savings an packing and shipping costs!

e Famaus Columbia Quality throughout!

CASE HISTORY #3*

saved 46% on a single 15-
ibuted to over

Q@.--__

see how one client
minute institutional program distr
2400 AM, FM, and TV stations.

old 16" new 10"
Transcription Microgroove

: 20.00
: Processing. .-sc=+*"* $ 30.00 $ hir

P ings 2,661.75 1,267.

INGSeessnssnnes
Pr“:ing ....... & 456.30 304.20
X "f o = 532.35 380.25
~ Shipping.«--=+-**

SR $3,680.40 $1,971.95

CALL, PHONE OR WRITE:

*Full detoils on request

COLUMBIA WTRANSCRIPTIONS

l.os Angeles—8723 Alden Drive, BRadshaw 2-5411 » New York-—-??? Seventh Ave,, Clrcle 5-7300 + Chicage—410 North Michigan Ave,, WHitehall 4-6000
Trade Morks *'Columbia,"" *'Masterworks," @F, @ Reg. U. 5. Pal. Off. Morcas Regiifradas
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The Hoopers ROSE on
all CBS Shows

WHEN THEY MOVED TO-

AN

DES MOINES

...and the Great LOCAL Shows Continue to Lead!

® [ [ere’s dramatic prool of the BIGGER audiences delivered by Des Moines'
KRNT! Even belore the big CBS shows joined the big local shows and big
audiences on KRNT June 15th, KRNT led in Des Moines listeners MORN-
ING, AFTERNOON, AND EVENING — and continues that amazing
record. O[ the 19 CBS shows that moved to KRNT without a change or
summer replacement, ALL NINETEEN gained a greater Hooper share of
audience on KRNT the very first month!

HERE'S THE PROOF!

BEFORE AFTER " BEFORE AFTER
Grand Slam 18.2%, 32005 Arthur Godfrey (morning) 33.4°%, 47.9%,
Wendy Warren 17.8 37.9 [Average of last 60 minutes)
Aunt Jenny 28.6 35.7 Hollywood Star Playhouse  25.0 29.0
Helen Trent 26.1 46.4 Mr, anditvirs;Narth She o
Our Gal Sunday 23.4 56.7 Dr. Christian 25.5 28.0
NOI’& Dl'ﬂkf.‘ 14.0 41.2 FBI ]ﬂ PEGCE and War 36.' 4'.2
Hilltop House 10.9 375 Mr. Keen 28.8 - 33.3
Kings Row 19.0 43.7 Rex Allen 3.9 19.5
House Party 17.6 333 SatnalCAA D 192 02
Strike It Rich 228 327 Sanghusters 34 SL%

r -

NOW, More Than Ever, You're Right When You

THAT

i_ oy
* 0
STATION WITH THE CEUUY [
FABULOUS PERSONALITIES AND TEa—
ASTRONOMICAL HOOPERS Ul T

SOURCE: N
STATION
Winter-Spring, 1950-51, C. E. Hooper Audience Index u[ s

¥

July, 1951, C. E, Hooper Audience Index REPRESENTED BY THE KATZ AGENCY
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We feel that there are a greal nun-
ber of “sponsors™ and their agencies
who might wish 1o avail themselves of
the information which we have so me-
ticulously compiled. Accordingly, we
shall be most happy lo send copies of
our Los Angeles survey to agencies or
advertisers as long as our supply lasts.

LEONARD SHANE
Leonard Shane Agency
Los Angeles

Many thanks for alerting us to the
increasing possibilities of Spanish lan-
guage broadcasting. KDZA already
had Spanish langnage programs 30
minutes daily and one hour on Sun-
day. Another hour has been added.
from 9 to 10 p.n., Monday through
Friday. including a five-minute news-
cast in Spanish.

M. I. BEvens
Manager
KDZA
Pueblo, Colo.

I wonder if you would mind sending
me three copies of the southwest sta-
tions which carry Spanish language
programs, and [ would also like six
copies of your TV Map for Sponsors.
This map was the hest one I have yet
run across.
Cuarres M. WiLps
Chief Timebuyer
N. V. Ayer & Son
New York

@ List of Spanishdangupge stations  and  the

“TV Map for Sponsors'” are avallable free to
subseribers,

CANADIANS ENTHUSE

Congrats. Bang up Canadian issue.
Most enthusiastic reception in weslern
Canada where I'm  presenting our
brand new audience package for sin-
gle station markets. Every month a
rural and urban survey plus combined
into primary coverage report. selling
like hot cakes.

Pexy McLeon
President

Penn McLeod Associates
Fancouver. B. C.

Add our congratulations and thanks
to the many you will receive from this
side of the border for publishing such
an excellent and honest picture of Can-
ada and Canadian broadcasting,

RavLeir H. PARKER
Owner
CFPA

Port Arthur, On?.
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NEW TV TERM

An additional word which you may
not have included in your TV diction-
ary to be concluded in the next issue of
the magazine is the word “telegenic”
to describe the appearance of per sonal-
ities appearing on the television. In
dealings with editors here in Cincine
nati | have had occasion to answer the
question: “Well. is she photogenic?”
| always reply—"No

A new word—but a most appropri-
for the

she's telegenie.”

ale one
agree?

purpose, don’t you
Luis A. GaLrLor
Director of Publicity
WKRC-TV

Cineinnati

gree, and the word (s included
jonary,

® Yes we
in sor TV D

“FREE BY RADIO"

Certainly no denying that radio has
hecome the world's greatest advertising
medium, but with the granting of his
license every slation owner takes on a
lot of obligations whose fulfillinent
might make true David Samoff’s re-
mark that “the richest man cannot buy
for himself what the poorest man gets
free by radio.”

That "prmrt‘.-l man’ does get a lot
of magnificent things “free by radio.”

but. brother! whal he has to lake .'||n|1;.' |

with it! We all know radio bhelieves
the average cilizen is a pretly poor
spm‘la(‘le above the neck. but even the
“poorest man” can’t learn a thing from
the stuttering and stammering. the jar-
gon and cliches used by some of the
highly educated guests on discussion
programs. And what does he think of
the lady in any Hummert mystery who
shouts into his home, “Why, vou dirty
rotten liar!™
the smart detective. standing over the

"n\\ does he feel \\|1!'I|

gory remains of the criminal he has
just shot eight times without stopping.
vawns in boredom and to his

dumb female stooge, “Let’s have a cup

says

of coffee!™ or belter yvel. “Come on,
Sweetheart, let's get to hed!”

If he listened 20 vears ago. he was
protected, ever so slightly, by the net-
works against hearing too risque lvries
to popular songs. but today he is free
to get ‘em. much viler than the 1930,
and embellished by indeseribable in-
sinuation from the so-called singer
just in case he can’t figure it out alone!
The poor guy can tune in alinost any
hour and hear some hushand and fa-

( Please turn to page 97)

A Dise

Jockey...

... that's a super
salesman for any of
his sponsors!

ED WILSON

Sponsors love 300-pound
Ed Wilson "cause results
just naturally make
sponsors happy. A
St. Louis jewelry chain has
been happy with Ed 10
years—an auto agency,
8 years—a regional
coffee, ? years—a
national mail order
chain, 7 years.

Mornings at 7:30 and
afternoons at 2:30; Ed
turns on his resistance-
withering sales pitch. It's
over the back-fence stuff,

but it sells. . . and sells!
N —e—————
Globe-Democrat Tower Bldg.
Saint Louis

. Repredenialive

The KATZ AGENCY
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& - Seeing Ghosts?




A lot of advertisers these days are haunted
— by the memory of lost opportunities

in nighttime television...of shows sold out
solidly by the time they were ready to make
up their minds to buy.

Now they’re beginning to get that feeling
about daytime, too, as more and more of

the choice afternoon hours vanish.

Obviously, the way to avoid this kind of
worry is to get into daytime right now, with

a good show at a good hour.

Those who've done so have found a big

and profitable audience, growing all the time.

The number of afternoon sets-in-use has
nearly quadrupled in the past year. And you
can deliver a multi-weekly daytime message

on a once-a-week nighttime budget.

That brings up the fellow in the picture
— Steve Allen—and what could be worse
than to be haunted by him? Especially
since his show more than doubled its ARB
National Rating in its first five months

... hitting an 8.0 in midsummer, to get a

spectacular start for fall. No wonder the
biggest network advertiser has bought
into the show...no wonder time’s running
out for advertisers who prefer a success

story over a ghost story any day.

cBs television
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All ’rhe ('orn inthe KFAB area
WAs first planted

('\ By WILLIAM E. “BILL" MACDONALD

R R o R Farm Service Director

— The ohvious faet that the corn was first planted is not as important
“?u as is the fact that the seed corn planted was HYBRID secd corn.

Until a little over a deeade ago. the growing of big crops of corn

wits mostly a “*wish™ a *“hope.”™ Hybrid seed corn was not much more

than a “dream™. Now. the scientific development of hybrid seed corn and the aceeptance of it

on the part of 999 of the farmers. has made corn a dependable erop—and. often the biggest
amdd most profitable,

KFABs Farm Serviee Department was the keystone in the edueation of farmers to use the
. livbrid seed corn. Co-operating with the Agriculiural Colleges, specially prepared programs
were broadeast. as were “on the spot”™ farm reports and informal general discussions by
farmers who were growing hybrid corn. In a few short years the production of hybrid seed
corn and the raising of hybrid corn became big business. Today, millions of acres of hybrid
corn are planted annually in the Midwest. The nation’s top yields for both irrigated and non-
irrigated land are being produced in the KFAB area. Corn wealth totals into the millions of
dollars yearly!

Hybrid seed corn plays an important part in the economy of the thonsands of people in
the eities. wowns and on the farms of the Midwest Empire. It contributes greatly to a per
capita income almos) twice the national average. This is part of the wealth you can tap. as a
KFADB advertiser. Phone. wire or write for details,

Represented by FREE & PETERS Inc. General Manager: HARRY BURKE
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I. New on Television Networks

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

| e

| e ——— -
i American Tobaceo Co [LTITNTYY NHOTY Your Wit Varade: Sat 103001 pm; 20 thery
532 whke
1 American Yitamin Assori- Sehwimimer & Srcott ARC-TY 1 Frosty Frolies; W 89 pmy 19 Sep: 52 wke
ates Ine
| H. T. Babbint Ine Willimm 1, Weintraub ANRC-TV Kate Swith Evening owrs alt W H:30-9 g
24 0 owhke
‘ Hazel Bishop Ine Was d Speetor ABCSTY 27 Stop the N or alt Th H:30 pmi B Nov: 26
whs
Bluek Drug Co Ceeil & Precbrey ARC-TY 5 Crime With Father: ¥ 92930 pmi 5 Oret; 52
wha
Campana Sales Co . W, Kastor & Sons NIHCTY Ruth Lyons Show; F 1205800 pm: 5 ety 13
whe
Celanese Corp of America Ellington ARBC.TY 11 Celanese Theatee: alt W 00011 pnt 3 ety 26
whs
Cheysler Corp {DeSota div) (TN SRETY You Bet Your Life: Th BB pmy 1 Oer; 52
whe
Corn Products Nefining Co C. L. Miller ANRC-TV Hoth Lyons Show ¢ Th 1200530 pmg 1 ety 52
whs
Derby Foods Ine Needham, Louis & NHC-TV sky King: alt Sun 50306 pmt 16 Seps 30 wks
Hrarhy
Drugstore Television PFrodurt Advertising DuMaent 23 Coey olitan Theatre: T 200 pmy 2 ety 32
Productions whe
E. I. DuPomt & Cu (3R] CRSTV 46 Garry Moore Show: T 2215530 pms I# Seps 1
whe
General Cigar Co Young & Rubicam CHS.TYV 38 Sporis Spot; W 14500 pm: 8 thery 2 whs
General Foods Corp Young & Rubicam NHETY Hopalong Cassldy: Sun 6.5 pmz 3 Sep = ke
General Tire & Rubber Ca IFAeey NBCTV Unnamed; Sat preceding foothall  gar (15
min)i1 29 Sepgy whk-
Gillette Safety Razor Co Foote, Cone & Helding ARC-TY 27 Stop the Musie: alt Th H-B30 pa: 1 Nos; 26
(Prom Products, White w ks
| Rain div)
| Grove Labaratoried Ine Gardner CRS-TY a5 Live Like a MHlionaire: alt F 100030 pan; 25
Sep: 26 wke
| Gruen Wateh Co MeCann-Erick<an ARC.TY 23 The Gruen Theatee: Th 93000 pmz 27 Sep
532 whs
| Gulf Ol Corp Young & Rubiram ARCTY We The Peaple: F H:30-9 ps
Jene Sales Corp Sherwin Robert Rodgers ARC-TY 6 The P
} and Associates Sepi
Johns-Manville Corp J. Walter Thompson SBC.TY Unnomed: Sun 33:30 pmz: 8 Savy 52
P. Lorillard Co Lennen & Mitehell NBC-TY Orizginal Amateur 1 T 1o
32 wks
' Minute Maid Corp Ted Mates NRCE-TY Kute Smith Show: Th 113045 pm: 13 Sep: 52
whs
Arthor Murray Ine Ruthrauf & Ryan ABC-TV 12 The Arthur Murray Party; W 9930 pmg 19
Repi 532 whe
National Carbon Co Ine William FEeay MNIMC-TY searchoard: sat aflter foot-
ind: 29 Sepz 9 whks
] Revlion Products Corp William 11, Weintraub NBC.TY lour; W 8:30.9 pm: 10
| Seiberling Rubher Co Meldeum & Fewsmith ARC.TV a7 The Amazing Me, Malaney alt M BR300 pm: 214
' Sioger Sewing Machine Co Young & Ruhicam NRC-TY Kate Smith Shows T 11455 pm: 11 Sep; 52
whi
|' Westinghouse Fleetrie Corp MacLeod & NRC-TY NCAA Faothall Games; Sar 2.0 pmy 29 Sep; 9
| whe
| Word of Life Fellowship "o Wennett ABC.TY 21 Word of Life Songtimet Sat 1111000 pmg 6
| Ine ety 52 whs

2. Renewed on Television Networks

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

Ligzett & Myers Tobaccw q ingham & Walsh CHS.TY 6l Perey Comeo; M, W, F 72058 pmiz 1| ddery 52
‘o whs

3. Station Representation Changes

STATION AFFILIATION NEW NATIOMNAL REPRESENTATIVE
KRGGM, Albogquerque, N M, Chs Weedl & o, N, )
KVOE. Santa Ana, Cal. MIts-Bun Lee John E. Pearson Co, N, Y
KYSF, Santa Fe, N. M, CBs Weed & Co, N Y,

. Baten Rouge, La. MBS Addam J. Younz Jr. N Y

- hlin Addam ), Youug Jr, N Y

WIAC-TY, Johnstown, Pa. ABC, Chs, NBC, DuMant Ratz Agency, N, Y, N b it
WSIN, Nashville, Tenn. ARC Hollingbery Co, N. Y. Umbervatier nramos
WWYA, Wheeling, W, Vo, s John Blalr & Co, N, V. refer to category in

New and Renew:

. R. Bragarnick (5)
| ; . 3 ' X Edw. F. Buxton (5)
@ In next issue: New and Renewed on Networks, New National Spot Radio Business, National Cleve W. Carey (5)

Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments Ejlr:i"a_nf:fa’:q E;



Numbers after names
refer to category in
Mew and Renew:

Dwight M. Mills (5)
W. S. Roberts (5}
H. Stadthagen (5]
Alfred Stanford (5)
Nat Wolf (5)

New and Renew 8 October 1951

4. New and Renewed Spot Television

SPONSOR AGENCY

W. Earl Hathwell

NET OR STATION

WOEALLTY,

Anierkean Mame Produers Phila,

Un
Beawmont Lo

Harrs B, Coaben WABW, Wash.,

Best Foods Ine Benton & Bowles WANET, N, Y.
Boriden Co Buane Jones WHGE, s«
raon Deng Co L LT WAL, Chi,
wral Fumds Carp Young & Rubicam WOCALLTY, I'hila,
= Laburato Toe Harry B. Cohlen WOEALLTY, Phila,
elbros Wateh Co Mart ITnnge KNIRIL Hywd,
Lever Hrothers Co Melann- WALK, Cleve,
National Bisenit o Mel 1= WNEW, Wash,
vl Carbon Ca William WANRK, Clove,
Pharmae .g] Ca X D, Tarcher WrorTY., Wash.
- .‘ D. Tarcher WAMSTY, B
o Charles L. Rooworill Cleve.
Shulion Ine TV. N Y,

Woesley Asw
Shultan Tor " .
=tamdard Bromis Ine

- Salt Lake
WEBS.TY. N Y,

sun=hine Bisenits Ine WABT., N Y.

Tavlor PPros i WOEALLTY, |

1 wil Adr Li Ayer WARK, Cleve,

Unitedd Nir Lines Aver WARQ, Chi.

Wheatena Curp Brisacher. Wheeler & WOEBS. TV, N. Y.
Stall

1. B, Williams Co Bermingham, Castleman WANET, NV,

Yieree
Zippu Mg Co Geyer, Newell & Ganger WEALLTY, Phila.

PROGRAM, time, start, duration

Lemin: 20-wee annemts 25 Sepi 26 wks (n)
Sepi 20 wks (n)

2ibesee st hreeak; 214
i 13 wha dr)

parties 1 (helg
partics 3 et: 26 wks (n)
hreaks 29 Seps: 13 wh- (n)
ety 532 whs (n)
& Uety 26 wks (n)
=in hrrnln 26 Sep; 13 wks (n)
22 ety 24 whks {n)
6 Dotz 1 wks (n)
1 Oct: 13 wks (r)
& Sep: 32 whe (w)
2 Oer: 52 wks (n)
stn break: 22 Sep: 13 mks (n)
anmemt; 21 Sepy 13 wks (n)
Twin particy 25 Sep: 13 whe in)

20-s¢c sin break:
2ilsee pin hirveak ;
2-see
2ihesie
2

2haee anpnemt; 17 Se 52 wks (n)
2(hsee =tn break: 1 Un'l. 13 wh= (r)
HBeser Sept 20 wks in)

2ihesner Sep: 13 wmks (r)
2isee s 3 2 Oct: 13 wks (r)
Bodee annemts 27 Seps 206 whs (n)

20hsc¢e =t breaks 28 Seps 13 whs (r)

200 anneint:s 29 Nep: 26 wke (n)

3. Advertising Agency Personnel Changes

NAME FORMER AFFILIATION

NEW AFFILIATION

Tomw  Allen Greve N Y, wwember ropy
John 1. Aprea 0, 5 Tyson & ( N Y.
Helen Brown Hee 1. Walter Thomp

lep

copy chief
dep

Vi

Mrs. Mary 1B Hrads Young & Rubica pywriler
Hobery  Hrazarnick Biow. N. Y. acet supery

Filward F. Buston Kenvon & Eckl I, N Y, capy snpery
{leve W, Uarey Rexall Drug Co. Lo AL, ady mizr
Juseph 11 Caro Ludzin & Co, Chi. vp

Williawr E. National Sugar Refining Co, N, Y. (Arhuckle

Sngar div), sls mar

Chambhers Jr

Sylvia Plawling \uuivJ & Robicawm, N Y., member v ddepr,
Churles Harreell procd, N, Y,

Lydia Hatt oy Coare & Belding, L. AL asst timobuver
stuart Il Cayton, N. Y., acet exee

John Kiat Meta ickson, Chi.. asst media dir

[} v i Fo e & Hel L. A yer
Lowis ks Kuilner, N, Y., member copy
Williom B, Lewi- Kenyvon & Foekbardi, N Yo, adwinistrative

exee
Kewvon & Fekharde,
Walter MeCreory, Beverly Iills, capywriter

Dwigzlin M
Tom Monalian

N, Y. pres

David 1, Palon Arthur Rosenberz, N Yoo radin-ty lir
Sorman Robhine SSCE, N, Yo, member copy  dept
Willved =, Raberts Pedlar & Ryan, N Y., lir cadi

Lockwond-Shackelford, =
Ruthiean & Ryan, Chi,, »

Benson M. Sherman
I, A, Stadthagen

e
i dept

Alfresd Stanford
1. Stevens Stock
Willia .
Ernest 4,
Sat Wallf

New York Herald-Tribnne, N Y., vp
ssearch consoltant, Wash., 1y, (0

Kudner, N, Y., radio-t mgr

MarLaren, Montreal, aect exee

Rasdin dir, wotion pictore evee, N Y,

Huthranff & Ryan, N Yo wember vopy staff
Lavzhlin-Wilson-Baxter & Persons, N, Y, accl cxer
SSCB, N. Y., b e vopy
Robery W, Orr, No Yo vopy
Same, v

J. D, Tarcher, N, Y. copy chief
Grey, No Y., in charge deng group
Weiss and Geller, Chis, vp

Benton & Bowles, N Y., acel exee

vroup head

SSCH, N. Y. v copy supery

Lennen & Mit N Y. prod snpery
Same, timebuyer
Kohert Otto, N, Y.
Same, media dept mper
The Mayers Co.

avel exee

a alir

Ruthraoff & Kyvan, '\ \., member copy staff
Same. pres
same, chairman exee comnittes

Yambert, Prochnow., Melluzh & Mocanlay, Beverly
Hills, copy chicl
H. T. (FCo 1. N, Y. radivety wvp
Newitt, Ogilvy, Bepson & Mather,
copy dept
Samie, s p
Theadore 11,
Bra
medl
Henton & “nulnm N, Y, ap
My n=Frickson. Chi., media, research dir
an & Marguette, N, Y. radioay lir
Stewart-lowman ther-on,
Young & Kobicam, N Yo, vp ame-ty praod

No Y., wmember

Segall, 5. F., acer exee
5 Freneh & Darranee,

Detroit, assoe

Torento, exee

6. Station Power Increases

FORMER WATTAGE

1070 ofF radiated power
[CTITH

STATION

Greenshors, N, 1
Mich.

WYL,

WS, Lansing,

NEW WATTAGE

5004 |lh T20 ot r.uh.m Wl power)
5,000 (daytime) (off 1 Nov)

FREQUENCY

Chaonel 3
1320

7. New Networlk Affiliations

STATION FORMER AFFILIATION

WARK, Hagerstown, M, AR
WML, Marvon, A
WHOL, Narwich, Caun. Tudependent
WAL Hagerstown, Ml M
WANEX, Macan, €a, MU

NEW AFFILIAT!ON

|'.il!'-
NHO
L=
MBS ARG
MBS ARG




WHO SAID NIGHTTIME
RADIO IS DYING?

he 1951 lowa Radio Audience Survey® proves
conclusively that total radio listening in Towa is
greatly on the increase. An exact comparison with
1949 (when the Survey gathered the same listening
data at approximately the same week of the year)
shows that lowa wighttime listening, for example, is up

28.8q7,!
Between 5 p.m. and 8 p.m., the Survey found +f0r lowc pLus +

_____ Des Moines . . . 50,000 Watis

increased listening for erery quarter hour, 1951

over 1949, }f_llh an av cr_agc increase of 28.80 f¢£ Col. B. J. Palmer, President
each of these twelve important quarter hours! -
(The hours 8 to 10 p.m. were covered only b} : F A. Loyet, Resident Manager
the 1951 Survey. It found a remarkably high
average of 62.9% of all adults listening at each
quarter hour!) —~

FREE & PETERS, INC.

National Representatives

For the average quarter-hour period 5 a.m. to 8 p.m.,
the Survey found a 14.49, increase in listening, 1951
over 1949!

When you project these increases against the fact that
lowa also has more families, more wmultiple-set bomes,
and more car radios than in 1949, you find the in-
creased amount of radio listening is even greater than
the average percentages shown above.

Clear-Channel, 50,000-watt WHO continues, of course,
to get the greater share of lowa's increased radio
listening. This and many other authentic, up-to-date
facts about radio in Iowa are thoroughly documented
in the 1951 lowa Radio Audience Survey. Write for
your free copy, today! ¥

8 OCTOBER 1951
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'SELL THE HEART OF VIRGIN

OVER WMBG RICHMONI

The quickest way to get vesults in the South’s top-ranking industrial market

i~ through the <station that =ells vour produnet with the strongest voiee —

WAIBG. Richmond, Virginia,

WAMBG S recent changes in transmitting cquipment have added 81968
Cnnilies to its regular Bateners, But still more important. this inerease in |
<signal strength (which approximates an inercase in power up to 10,000
walts) sives WMBG the most penetrating coverage within its service area,
L top-flight NBC and local programming to this pieture and yon have

the lon's share of one of the nation’s most important markets.

Pl tmprovenent in serviee to listeners and advertisers is typical of
WMBGS leadership thronghout its twenty-six vear history. WMBG was
the fivst connnercial station in Virginia. .. the first in Richmond to hroad-
cast daytime programs...the first to own it= own huaildings. .. the first 1o
own a short-wave mohile nnit and recording equipment...the first to use a
direetional antenna, Bwas the first station in Richmowd with 'L (W COT1
oo the fiest o the entire Sonth o build a television station (WTV R —the

three deservedly known today as the ~First Stations of Virginia™.

A= exclusive vepresentatives of WMBOG for the past twelve years, John
Blair & Company knows how suecessfully this pionecr station has moved
souids For scores of spot radio advertisers, Todayv. W MBG i= better equipped

than ever to do the same for you...contact your John Blair man fmfu‘\'.

" T, Y e
—_—— e el 3

INTERIOR of WMBG transmitter building. WMBG now nses FAL tower as radl

AM signal, providing a very substantial increase in WMBG coverage of the State of §

JERRY LANE, whose populur woman's program “lHome

Edition”, featnres such guest stars as Maggi MeNellis,




HE JOHN BLAIR WAY

RGINIAS MOST PROGRESSIVE RADIO STATION

WILBUR M. HAVENS, Pre<ident and General WALTER A. BOWRY JR., Assictant General Manager.
Manager, WMBCG (AM), WTYR (TV), WCOD (F\D),

RGINIA STATE CAPITOL
ILDING. Richmond holds the -
irial rank of first m the South and
teenth in the Nation, bas<ed on value
nanufactured produets, Tt is the eie-
te capital of the country, the trade
er of the Souwth Atlantic region, lt=
Syal economic stability stems from
iy and widely diversified employ-

jLin strong consumer goods industries, ) 4’] Pt
1 -~ e | i 7 — ol

NEWTON THOMAS, cmcee of “The 1380 Club” CHARLIE SPEARS. mailman'~ Lur-
and a favorite with WMBG's big morning audiences, cen with his “Western Request Time”,

OHN BLAIR & COMPANY .
i = ¥ = W M
jecializes in radio rep- | '

sentation  exclusively, =S~~~ N
nce we are v.ntire.ly P —_—
oved from any other / '

heration or function,we [ o e
e able to give the sta- ——~—"1 SE=m——
ons we represent our _—_ o et
all time and our full )

florts . . . as specialists e ) & COMPANY | '

1 selling via spot radio.

REPRESENTING LEADING RADIO STATIONS
W‘_ y ™

RALPH JONES,“The Timekeeper™, keeps listen-

ers luneil to news of time and \\--.11|1.-1' Music.
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Ahsolutely!

No UOther—

WIOU, the only station in
Kokomo . . . Dominating a
city and suburban market of
over 40,000 ., . . Plus serv-
ing a farm market, in the
heart of |Indiana’s most
prosperous counties, with a
buying audience of over
300,000. WIOU’s listening
audience frequently exceeds
707. Our representatives
can show how you, too,
through WIOU can sell this
multi-million dollar trading

arca.

CBS

WATTS . 1350 KC
_ KOKOMO, INDIANA

Represanted  Nationally by AR T

WEED & COMPAN

§ K !

- Elmer H. Bobst
msor Prezidant
Warner-Hudnut, Inc., Mew York

Every Sunday night the staccato delivery of Walter Winchell
brings the latest news and gossip to millions of listeners from
coast-to-coast and Hawaii on 295 ABC stations. Al the same lime,
Winchell introduces his listeners 1o the Richard Hudnut home per-
manents, adults” and children’s: and hair conditioner Formula A10.

For Warner-Hudnut (originally William R. Warner & Co.. Ine.)
the Winchelleast marks an ideal mating of product and program—
although some skeptics can’t picture Winchell selling home perma-
nents. But even the skeptics have been amazed.

Hudnut home permanent. within but three vears. has put curls
in its competitors” hair with a 30°% gral of the market. The chil-
dren’s home permanent, introduced last January. now has reached a
£2.000.000 sales gross. with the company’s hair products responsible
for 5097 of Hudnut’s entire cosmetic business. The Winchell spon-
sorship. representing a radio expenditure of over $1.000.000 yearly
(through Kenyon & Eckhardt) is a sales-promoting “‘scoop™ for
Elmer Bobst that would make even a Winchell proud.

This is no flash-in-sthe-pan success, Dobst's sales wizardry made
itsell evident many years hefore his Warner-Hudnut afliliation.
Back in 1911 Bobst joined Hoffman-LaRoche. a pharmaceutical
specialty firm, as a salesman: worked hard at learning all phases of
the drug industry. But. in 1920 trouble loomed for the firm when
Hoffman-LaRoche profits had dwindled to losses,

In this e of fnancial difficulty Bobst's alilities were recognized.
e had been the firm’s ovtstanding salesman: he was made general
manager. By 19220 the company showed a profit.  When Bobst
joined William R, Warner & Co., Inc.. in 1945 the Hoflman-LaRoche
profits had run into the millions,

Now al 06, Bobst’s career continues snceess-studded.  Aside from
an obvious mterest i Warner-Hudouts financial health. Bobst’s
main pursitit is a keen wateh over the development of drug products.

Non-husiness aflairs include a mutual interest with his radio star.
Winchell, in the fight against cancer. Winchell is founder and chair-
man ol the Damon Runyon Fund: Bobst is chairman of the cam-
paign-executive committees ol the American Cancer Society.  For
complete relaxation. Bobst raises flowers at his sunnmer home in
spring Lake. N, L.z fishes and plays a good game of golf,

SPONSOR




WJBK is 1st on Sunday afternoon with a whopping 57.4
Hooper! . . . 1st on Wednesday and Friday evenings . . .
and 2nd (only to a 50,000 watt net) in Total Rated Time
Periods with a thumping 24.7! These Hoopers show that
W]JBK has the audience in Detroit. . . .

ciry: DETROIT, MICH.
HOOPER RAJ/O AUDIENCE INDEX . ° = =
CITY ZONE
= SI'I_AIIE O_F_ A’Aw _;UDIEHCE
RADIO \
TIME o e nerw| B AJ;"EI‘BFIE ¢ | werw| E | nerw| new AN B FM
MON. THRU FRI. )
B8:00 A.M.-12:00 NOON 9.1 4.7 42.2 | 3.8112.3|22.7 1.4
MON., THRU FRI,
12.00 NOON-4:00 P.M. 8.6 el 33.3 16.5/14.9| 5.9 2.3
SUNDAY
12:00 NOON-6:00 P.M. 17.8 5.9 7.8 1|7.2| 5.4| 6.4 6.2
SATURDAY L
8:00 AM.-6:00 P.M. NOT RATED OETRQIT
SUN, THRU SAT. EVE.
6:00 P.M.-10:30 P.M. 9.6 8.4 24.9 13.1(21.5]13.6 3.4
INDIVIDUAL EVENINGS 6:00 P.M.- 10:30 P.M.
~ SUNDAY 9.5 |[15.9 15.2 {1.5(21.2(22.7 5.3
~ MONDAY  |11.5 [[11.0 38.5 | @ [16.5| 9.3 7
TUESDAY [ 9.6 [l12.7 28.2 | 1.4[34.5[12.0 3.5
'WEDNESDAY 9.6 |[ 6.1 16.3 | 7.5(17.7[17.0 CHl
A THURSDAY 103 1.3 32.3 @ |27.7| 9.7 i
~ FIDAY  [l10.9 || 4.6 13.8 | 5.2(|17.8(16.1 2.3
| SATURDAY 5.7 || 8.2 [2.4 R 29.4 |9.4|14.1| 7.1 5.9
[ [ o7 (e2] i EEEE 2ol [aspsslizs]  Jas| |
@ No listeners found in sample.

NATIONAL
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Yes, Sir! And you can reach more of the 5 billion dollar Detroit
market, more effectively, at less cost, when W]BK delivers your sales
message with the punch that pays off. Call your KATZ man today.

WIBK == DETRO

—FM
The Station with a Million Friends

HEADQUARTERS: 488 MADISON AVENUE, NEW YORK
Represented Nationally by THE KATZ AGENCY, INC.

SALES 22, ELDORADO

1951

5-2455
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= Outstanding 59.5%, listenership gain

*Top CBS Programs
*Influential Local Programming

TAM A BECLE OF OE0 MOBILE,

HWELE O7THER S/RLS
AW THEIR PEARLS

IN SHOWS L INE SoUTH PACH/C

160 MY HAX
BUSY EVERY DAY,

MARING THE SOUTH

3 TERRIFIC!

*New Industries since
1940—
2365 Businesses em-
ploying 69,000 Mo-
bilians
National
Representative,
Adam J. Young, Jr.

+ F. E, Busby,
General Manager

N 7HEY SV THAT /¥ OLD FASKH/ONELD),

OM THE mntﬂo

New developments on SPONSOR stories

Grand prize winner gets watches from MC Bud Sewall and preg. dir. Gradv Edney

“Local shows™

‘W S Issue: 18 December 1950, p. 21
Subjeet: Nawional advertisers get “eatras™ by
cashing in on loecal programing

KCBO. CBS in San Diego. is increasing listener interest in two
transcribed. locally- r}lllll:-lall‘ll. soap operas, Mary Foster and Linda’s
First Love (Harry S. Goodman productions) and. at the same time.
winning friends for its network soaners. The method: a contest called
“Listen and Win™ featured on a show called Koffee Klotch at 10:15
an daily originated by G. Ho Moore. KCBQ's commercial manager.

It works this way. KCBQ's promotion and merchandising director.,
Reggie Bess. listens every night to the next day’s episodes of Mary
Foster and Linda's First Love (sponsored locally by Franco Superior
Bakevy 1, The next day she listens to one of three net soapers preced-
ing r-ﬂu Kloteh, Thiee questions based on the two transcribed
and one network episode comprise the “Listen and Win™ contest,
To answer all three questions, listeners must stay tuned 1o the en-
tire skein of soap opevas and all of Koffee Klotch.

The inducement: an assortment of prizes amounting to a retail
value of 310 10 315 dailv; a weekly prize [or the woman answering
the questions correctly during each five days of hrvoadeasting, and
the pav-ofl at the end of 13 wecks (two Benrus watches) to the
woman with the most correct answers in the daily contests. A letter
on “Why | Like San Dicga™ is necessary 1o enter the contests,

But the real contest vewards are for advertisers and the station:
fa) the station builds it moming audience by bracketing high-rated
network soapers with the same type of programing, the transeribed
soap opera, locally sponsored; a decided plus for both the local and
national advertisers (b1 national spot accounts who buy transeribed
soap operas are offered a plos tie-in with the “Listen and Win™-
ANoffee Kloteh idea. Al for the payment of one half-hour a day
phus production charges.

The effeetiveness of the ’\uﬁr't' Aloteh-"Listen and Win™ combine
has heen quickly evident in the case of Franco Superior Bakery (o
Dovald Duck hready.  Then Aeney Aaron. Abbott. Anderson &
Beek, Ran Diego, reports a rise mosales effective with air sponsorship
i June. This in spite of competitor attempts o hypo their news-
paper advertising with color contests, elub memberships. and give-
awavs [or Kiuds,

SPONSOR




spot
progmm

L .
Judging by ratings, film programs on television have millions televlszon

of fans. Some of the most enthusiastic are the advertisers
who sponsor them. And for good reason.

Advertisers and agencies know that film programs assure Puts

uniform and pleasing picture quality which is too often lack-
ing in kinescope recordings., And even more important, film
opens the door to a better way to TV coverage—through Spot

program advertising. mgre

Spot program advertising gives you a station line-up custom-

fitted to your specific selling plans. You use as few or as many

markets as you need. If you're “feeling vour way” in tele-

vision, Spot program advertising relieves you of any “must” Sell
stations or minimum group requirements. B
If you're going “‘all out,” Spot program advertising allows o

you to cut across network affiliations (such as they are in Z”
television) to develop the broadest coverage for your program.

In the greatest number of markets . . . on the best stations .

with the best adjacencies . .. and at the lowest rates.

L)
All this extra selling power—at no extra cost! For Spot rates Cell”ZOZd

are generally lower than network rates for the same time RN e W gy
periods, over the same stations. Enough lower to cover the

film prints needed, their handling and distribution. There's a

saving which Spot program advertisers can apply to promo-

tion , . . or to merchandising . . . or to the addition of more

time . . . or more markets.

Spot program television makes good sense—to more and more
advertisers. If you'd like to get more sell out of your television
dollar, you should get the full story on Spot program adver-
tising. You can get it from any Katz representative. It shows,
in detailed close-up, that in television .

you can do better with Spot. Much better.

T “ E K A T z A G E N c Y, INC. Station Representatives

NEW YORK « CHICAGO + DETROIT = LOS ANGELES » SAN FRANCISCO =+ ATLANTA =« DALLAS = KANSAS CITY
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COUNTERATTACK

The truth about Red Channels

Are American advertisers being black mailed? What's behind

Red Talent accusations? A penetrating SPONSOR probe in 3 parts

PART ONE

THIS ISSUE

%WW‘

How pressure-group hysteria, arising from Red Channels list-
ings, drives sponsors to purge performers.
sponsors and talent affected.

Case histories of

PART TWO

COMING 22 OCTOBER ISSUE

Is Red Channels a legitimate aid to the sponsor or a sinister
threat to the freedom of the entire radio and TV industry?
A SPONSOR editor makes a carefully documented appraisal.

PART THREE

COMING 5 NOVEMBER ISSUE

Shaw’s ecurrent

bl bestselling novel, The
Troubled Air (Random Housel. there
is a horrifying scene. It shows what
happens to a sponsor after a hate sheet.
called Blueprint. charges that five of
the performers on his radio show are
alleged Communists. The vignetle is

In ITrwin

terrifying because, though exaggeral-
ed, it reflects dramatically what could
hztpp(-‘n to any sponsor ludzl}' in the
face of the current hysteria arising
from pressure-group attacks on radio
and TV,

In the Shaw novel, the sponsor of a
drama show (president of a Philadel-
phia drug company) is seen fuming al

8 OCTOBER 1951

his ad ageney, the fetitious firm of
Hutt & Bookstaver:

“My God-damn phone’s been ring-
ing 21 hours a day. And lunatics have
been unloading the most vicious kind
of filth on me. on my wife. on my sec-
retary. my maid. on anybody who picks
up the phone. Four goons followed niy
son into a parking lot last night and
beat him up so bad. he had to have six
stitches over his eye. . . . My wife is
almost hysterical and I'm going to have
to pack her off to Arizona until this
blows over. . . . And what's more. can-
cellations have started to come in for
orders from all over the country. Firms
we've been doing husiness with for 20

The dangers inherent in “blackmail” and “blacklist,” with
suggested alternative action. Can the sponsor afford to sur-
render freedom of talent choice to a ‘'kangaroo court?”’

vears, Amd God knows where it will
end. . . . We'll advertise in magazines
from

now on, If we have anything

left to advertise. . . . Whal are vou try-
ing to do to me?” Sandler shouted.
“What the hell did I ever do to vou to
put me through this?”

Of course. nothing as nightmarish as
this t‘!ai‘-mfr has ever |l;l}l|lt‘n(‘d vel.
But the spectre has begun to alarm so
many in the broadeast advertising in-
dustry. posing tremendous problems
for sponsors whose talent may be ac-
cused al any time of Red lovalties, thal
sroNsoR has conducted a forthright
and exhaustive investigation of the en-
lire ."Il}lj!'l'l. For this study. Ilt‘u}lll' al-
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JEAN MUIR & GENERAL FOODS

The problem came to a head with the Jean Muir case.
Here's what a General Feods spokesman told SPONSOR

exclusively:

We don't recoganize ‘Red Channzls’
in any way. In fact, we think it's a
terrible menace. It's an improper at-
tempt to conduct a Kangaroo Court
on questions of loyalty. . . . When
the newspapers began siding against
us editorially, | got a telepkone call
from Mr. Theodore Kirkpatrick, one
of the publishers of 'Red Channels.’
He said, ‘'l can offer General Foods
additional data on the background of
Jean Muir." | didn’t even let him try

1

to sell us on having his organization
screen all our show talent. | said,
‘Mr. Kirkpatrick, you've already done
too MUCH for us. Goodbye!" And
then | hung up the line. . . . Of the
total letters, 3,300 were against
firing 'untried’ persons, 2,065 against
rehiring Jean Muir. OQur Gallup Poll
showed less than 40 had even
heard of the Jean Muir affair. And
less than 3°, could relate General
Foods or Jell-O with the name Muir."

Jean Wuir: glamour days are behind her. Has stayed home with three children for past year

Radio and television talent lis

Lena Horne: was under attack by anti-Reds; kept

fected in all facets of the industry were
interviewed — sponsors, ad agencies.
|u'rfnr|m*rs- accused of |u'ing “fellow
travelers.” the publishers of Red Chan-
nels and Counterattack, talent union
executives, bhroadeasters. and talent
]»;u']xu;__'l‘l:-, Neither a "smear” nor a
“whitewash™ is intended: sponNsor’s
only concern is that of objectively ana-
Iyzing the problem of what sponsors
should do about talent accused of Red
loyalties— including an analysis of Red
Channels and other means of handling
the situation. The result of the study
is a series of three articles, covering
these aspects of the |rl'n|l|¢*m:

Article I (in this issue) is a factual
appraisal of anti-Red pressure group
attacks on sponsors and subsequent tal-
ent firings. leading to the present di-
lemma in which sponsors are necessar-
ily wary of getting burned.

Article 11 (22 October) will be a
report examining the front-and-behind-
the scenes u]u'r;t[inlﬁ of the |ru|l|i.-a|l-
ers ol Red Channels and Counterar-
tack.

Article 11T (5 November) will de-
scribe the dangers inherent in “black-
list” and “blackmail.” and will detail
suggestions on what can be done about
accused talem without violating Amer-
ican prillf"l|||l-:- of justice.

While a spoxsor editor was devoting
weeks Lo l'lllll!!i]ill;_' data for this series.
he found that the question of what to
do about alleged subversives had be-
come the most hush-hush subject along
Madison Avenue and Michigan Boule-
vard.,

It was as though many high-hrass
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Channels rans ganut from singers to sirippers

hite:

‘Counterattack’ printed his denial to charge

members of the industry had banded
together to form a furtive, almost con-
spiratorial, Gentlemen’s Agreement of
silence. Normally voluble executives
changed into clams. Mention of the
epithet. “Red Channels.” transmuted
usually fearless businessmen from lions
into They reacted as though
some sinister monster had suddenly
cried “hoo™ at them.

mice.

This reticence about an admittedly
ticklish subject is understandable, As
was pointed out in SPONSOR's series on
censorship (“Be careful on the air.”
10 and 24 September . businessinen in
broadecast advertising are far more vul-
nerable to public attack than probably
any other group of executives.

The sponsor, unlike the advertiser in
a newspaper, is held responsible not
only for his commercial message; hut
also for the entire “editorial” content
of the show. Thus. he must bear the
brunt of any eriticism levelled at the
progran.

The broadcaster. already hemmed in
by regulations of the Federal Commu-
nications Commission. is also unlike
the publisher of a newspaper: he must
perennially safeguard himself against
further government inroads on his op-
erations, This makes him peculiarly
sensitive to controversial subjects,

Finally. the advertising agency, even
under normal circumstances, is caught
in a most delicate spot. On the one
hand. it must bow to the wishes of the
sponsor: on the other. it must try to
win the favor of the widest possible
mass of the public. Thus, the agency

8 OCTOBER 1951

Gypsy Rose Lee: signed non-Red affidavit, kept on ABC

tends to bend quickly at the slightest
threat of disapproval from either spon-
gor or minute segment of the public,
With this perspective in mind. it is
easier to understand the mounting hys-
teria in radio and TV circles: hysteria
which led most recently (9 September)

to pressure-group attempls to have
Ford-Lincoln-Mercury  Dealers  purge

Lena Horne from Ed Sullivan’s CBS-
TV Teast of the Town, hecause of her
dossier in Red Channels.

The issue of such “controversial per-
sonalities™ on the air first emerged as
a cause celebre in August, 1950, [t was
then that General Foods (via Young
& Rubicami abruptly fired Jean Muir.

an actress with 20 vears of experience
in radio and TV. from the NBC-TV
show. The Aldrich Family.

What isn't known, however. are the
actual General
Foods™ action. and its exact aftermath.
Since sroasor has fresh facts throw-

motives leading o

ing a new light on the case, a review
of IF'Affaire Muir seems relevant for
consideration by sponsors now faced
with similar problems,

I'robably the greatest misconception
about the Muir episode is the notion
that General Foods acted in panicky
haste: that it suffered. in the bon ot
of The Nation. from a “rush of Jell-O

i Please turn to page 75)

Bill Sweets
Philip Loeb
The Weavers
Judy Holliday
Ralph Bell
Burl lves
Henry Morgan
Ireene Wicker

Bob L. Shayon

Abe Burrows

Here's how some of accused are furing today

Forced to resign from directing "Gangbusters,” "Counter Spy,”
now operating antique shop in Vermont.

Out of work, since Sanka dropped "The Goldbergs," hopes to play
Jake in show, which has been picked up by NBC-TV.

Purged from "John Conte Little Show," are hounded by "Counter-
attack' readers when they get jobs in night clubs, theatres.

Signed affidavit repudiating "Red Channels'"
on ''Big Show'" since, now working on movie.
Radio actor, having job trouble, one of five radic/TV artists with
libel suits pending against '"Red Channels,” "Counieraitack.”

Has since appeared in radio/TV; income from guest spots has been
affected but not considerably.

Had TV show (Borden's) despite '"Red Channels'" three listings:
hired to m.c. meeting of National Association of Manufacturers.

Purged as "The Singing Lady," despite signed affidavit repudiating
one listing alleged by "Red Channels'; seeking job.

Despite "Red Channels’" three listings, temporary loss radio/TV
work, may be hired as radio director by Ford Foundation.

Partly because of "Red Channels'" five listings, left TV for freer
atmosphere of Broadway directing, playwriting.

10 listings, has been

29

Fredric March: got apology from ‘Red Channels’
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1. PRINED MEDIA FLOPPED
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Costly campaign in half-doren mag-
azines left item on dealers' shelves
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2, RAYEX TRIED RADIO

Black-and-white conldn’t huld
Ravex distribution. Radio du

Night-driving glasses flopped after magazine campaign. Now. following

adio mail-ovder promotion. firm is winning way back into top stores

Start with a Belgian chem-

 over-all

~alescmanagement  consultant and  a

i=t= formula. toss in 4

dash of mail-order know-how s add gen-
crous jigeers ol that powerful stulf
called radio: you've ol the makines
ol a lll:.'lnri,l”_\ sucees=ful eockiail.
hat’s the serdiet of Sunware rod-
ets. e manufacturers of  Ravex
Tele-N ver Nie Glasses,

\ter a thoroughly  thsappointing
SA0.000° splurge in magazine advertis-
g two vears ago. Ravex came up off
it~ knees this vear with a =pot radio
mnd TN I'.nnp:li;:l that |nli|| for wself
i~ it gathered momentum. Starting
with two stations in Jannarv, the firm

has more than 130 slations carry-

mg Ravex commereials every week
and many more are being lined up.
The original radio and TV Dhudget of
50,000 for the first =ix months of
1931 will he l‘Yll.'llHit'lI Lo =130.0000 Iy
the end of the vear.

The Ravex campaign was stricth
mail order  but mail order with a pur-
pose. Rayex was after distribution. and
mail order was to be its 1ool in getting
the product accepted by chain stores
and jobbers, That objeetive is well on
it wav Lo being accomplished.  The
company believes national retail distri-
hution will be completed by January
1952— onlv a vear aflter the fivst air
advertising hegan. Meanwhile. mail-
orvder sales have doubled eaclh month

since carly in the campaign. and year-
end sales figures will probably reach
S 100,000,

The snapper in the story of how
Ravex i= winning distribution is that
many af the distributors who are heg-
sing o handle the product today cold-
Iv tossed Ravex salesmen out the door
two years ago after the printed media
campaign laid an egg,

The company which makes Rayex
elasses. Sunware Mroducts, Ine.. is just
five vears old and had never nsed radio
hefore this year. lts officers. President
Rav  Tuokel, Viee President Harny
KNramer. and Secretary-Treasurer Bill
Jonas. went into business with a capi-
tal of 22,100 and 30 vears of combined

SPONSOR

Use of local radic personalities turned the tide
for Rayex; total budget for the year $150,000




3. ORDERS FLOCKED IN

experience in the optical trade. Though
TIIr"_\ ll];ll}.’l;_'r'n‘ Lo k!'l'!r their heads
ahove water, they didu’t have to warny
about whether or not pitd de foie gras
would agree with their digestive =ys-
tems. But todav. with a net warth of
2120000, Rayex Tele-Vuer Nite Glass.
es promises Lo help push the company’s
rate of growth even higher.

Here's how the Rayex (and radiod
part of their story began, Three years
ago, the company’s supplier, Franklin
Glass Corporation, tipped Sunware ofl
that a chrome-amber lens formula de-
vised by a Belgian refugee chemist had
shown remarkable glare-reduction char-
acteristics. Sunware distributed glasses
made up from the formula to a num-
ber of consumers. TV viewers amoneg
”If'\
from prolonged T\

strain

Night-

them said prevented eve

viewing,

i

Rayex found wrestling best order puller on TV

|
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Since Rayex took to airwaves, shipping depart-
ment must cope with sales doubling each menth

GrifHin

4, SELLING STORES IS EASY NOW 3. “inne™, o

sports fans rIlIi"H\ added their en-  Good Houseleeping.  But praclie ill
dorsement.  DBut the higgest pote ntial the only good that came of this <izahbl
for the item developed when it was dis-  outla T ! { |
covered that the zlasses did a terrific Housekeepine 1] 1
job of reducing headlight glare for \n impre Jees i
I'Ii}_']'lt drivers. II ]--lrJ-.l'-l as ”lHIJ'_'l‘I ~un- citinge Lhe [ Lesed i Liel
ware had a hot item on their hands tle to break down distribu r
Hi” jli]l.‘l- came un -.«irl; 1||- nanu lan =alesmm I I
"]{.’l_\t'\ Tele-Vuer Nite Glasses,” alter another and disty

In November 1948, Rayex went inle  spoliy
production with four models,  Thre Drug stores and dep: (|
models (men’s, women's, and « |:[--lnr|- woere  overstocked  with “sunglasse-
were made Lo =ell at S1.98: an avia- and =ales clerks had a tendeney, unles-
lion-1y pe model was listed at 82298,  individually educated, to lump the new

The new ]:rrnhlrl wis readyv for dis- |4|..rlmr with standard -unuzla=e~. ln-

tribution by January 1919 and S30.000  ventories  gathered  du<t  and  <ale-
wa~ rarmarked for promotion. The op- larwed.

timi=lic opticians 1-].|'r | ads in a wide \ number of department <stares wert
variely of trade and consumer maca persuaded 1 ! the tem andl [
zines includine Holiday, Ebony. Sports mote it 1 peralive bhas l.a
1field, New Yaork Times Magazine, and Please turn to page (1

Rayex agency” on how to write mail-order commercials
Don’t <hs from element-
that will authenticate sour pru-!-
uet: Gosernment Specifieations,
Good Housvkeepinz =eal of Ap-
proval. ele.

item offered i away

re=carch in-

newness of
amount of

I. Stress
and
velved..

2. Empha~ize the faet that item s
not ]lr““‘llr:lllli' elsewhere,

2. G 1 : e (T #. Rememlwr adman’s AITDICA
. Letl element ol excilement inlo iviads iteniinnt ntereais Tha
offer, sire, Convietion. Aection.
1. Wi fidenee by money-bhack
L b 2 Fiadaoy i . sock home the point that the

sZuarantee,
customer mii=t arcl nenc,
3. Don’t he afraid to onts

<tanding qualities and low price.

repeal
i sl T, Constantlvislieck e licts shee ol

and don’t hesitate 10 im-

Ili:i\
6. Be sure your address is shari, prove it if weak spois are de-
elear. and frequently repeated. tected.

*ibar H
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makes it possible for radio to do what TV can’t via reali

T

T “Were it not for the dra-
S omatic rise of television in

the posticar era. the tape recorder
would now be the most talled about
development in the history of broad-
casting. Even without much fanfare.
it is revolutionizing radio programing.
In fact. it wmay be one factor which

Why tape

is important

10 SpoONnsors

o Costs ean he cunt by as
wuch as two-thivds for re-
corded dramatie  programs
by taping an entire series of
shows within a short time,

L] .\II‘“'.“ ﬁll"llﬁl"‘h are 1Mmow
able to buy or build better
shiows because tape takes lis-
teners right to current events,

o Commercials, too, ean
benefit from nse of  tape
tricks. When a eampaign in-
volves testimonials, these ean
be given “on loeation.” with
authentic background noises
adding to the helievabiliry.

o 'rogram-promotion teas-
ers ean be made easily from
tuped exeerpts ol your enr-
rent show.

32

The tape recorder: 1t |

Costs for drama shows zoom down as much as v "

will help insure radio’s survival as a
dynamic medivin even after television
blankets the country.”

These are the words of an outstand-
ing radio and TV producer who is a
veteran in the stillyoung art of putting
a show on a thin band of plastic 1ape.
His enthusiasm is representative of the
feeling  current in  show-production
circles, advertising agency radio de-
partments, and in the offices of clients
who have had a chance 10 learn the
marvels of economy and efliciency
made possible by the tape recorder.
But hecause the art of lape recording
has grown so rapidly. many agencies
and advertisers have not vet had an
opportunity to fully appreciate its pos-
sibilities. To help point the way 1o-
ward greater use of tape recording
fand to provide a fill-in for busy ex-
coutives not directly concerned  with
show production). sponsor has sur-
veyved top experts at all four radio net-
works. in packaging firms. and from
the ranks of New York Citv's corps of
free-lance radio producers.

I'erhaps the most stariling fact to
emerge from these extensive inlerviews
was that fully one-thirvd of all network
radio  programing is now on tape.
\nd. though no one has taken an exaet
tally. manufacturers of tape recorders
estimate that there are few markets of
any size where tape recorders are not
heing used by one or mare local radio
slations,

Why should this he so when the
commercial tape recorder is bhavely
three vears old?  Dispensing with the

technical gobbledegook favored by the
longheards of the engineering brother-
hood. here are some of the heretofore
undreamed of advantages made possi-
hle by tape:

1. Top-flicht dramatic shows avail-
able at one-third the cost of four years
ago.

2. Cheaper and more effective tran-
scribed commercials,

3. News shows sparkling with aun-
thentie background sounds and state-
ments right out of the mouths of peo-
||]¢‘ in the news.

4. Revolutionary new documentary
shows which transport listeners to the
scene of a erime or take them along
with |m|icc officers on the hunt for a
criminal.

Tape can hring sponsors (and lis-
teners) these benefits hecause il is the
most flexible means of recording infor-
mation of any kind ever developed by
seience, Like a schoolboy's slate. tape
can be erased and used over and over
again at considerable savings. It can
he edited with fantastic precision. For
example, if the President makes a
speech and fluffs a word. it'’s ]mssilllt?
for a skilled tape editor to remove the
{Tull and substitute the same word from
a previons speech by the President ob-
tained from the files. Moreover. tape
is actually far more faithful o the
original sounds than even the highest-
ﬁlll‘lil_\ disks. Where disks go up Lo
only 8.000 eyeles. tape has a range
which reaclies 15.000 ¢yeles, And sur-
face noise is completely absent,

SPONSOR
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voluttonizing radio programing

L.

«ls when tape takes over.

lumentaries and on-the-spot news shows

Though magnetic tape recording gol
its first real start on radio only three
vears ago when Bing Croshy first used
an Ampex machine to record his pro-
gram (then on ABC), the idea is hard-

Tape makes produaction
easier, improves shows

Rehearsal time is cut when talent like
ﬂ[ama: Walter Brooke, Betty Wragge (husband
and wife] check lines on tape recorder

Cecil Brown adds punch to Mutual news
News: with interviews, reports taped overseas,
then flown back to studio for broadcast

Most important, tape

Iy new. Valdemar Poulsen. a Danish
inventor. put sound on wire way hack
in 1900, But it’s 1aken close to a hall
century for electronie scientists 1o con-
erude machines to

verl Poulsen’s

—
——
s e

\long

the route. tape recorders have wound

todayv's precision  instrument,

their wav throush some of the most ex-

citing events in historv.  Earlv mod

i Please turn to page o)




Don't lose out on daytime 1

Choice daytime network TV time slots are going fast

Last January. spoxsoit stuck
neck out and

Tv . a virtual sell-

out for davtime network television by

= editorial

fllm“l S 3

one vear from the date of 1r||}-|ir.'lliu|1
of this issope,”

\s daytime TV heads into its higgest
fall =eason to date. with a 1otal of 32
i}]
from 9:00 a.m.

advertisers  sponsoring quarter-
hours of network TV
to 5:00 p.m, (about a 30047 increase
over January. 19511, it looks as though
that }ll'l'ilil'[‘lilil will come true,

\ network vop. in charge of sales al

ol the ™ told

=roNsok: "By next January. the honey-

one dominant webs
moon in daytime TV timebuying will
he over. It's still !III.‘-.‘”!I{‘ to clear live
daviime networks of up to M or more
stattons,  But as each network comes
on with more and higeer dayvtime TV

programs, the live time slots on TV

I. How daytine TV has grown

in this last big roll-back of TV's frontiers

outlets in one-=tation and two-station
towns are going fast,

“At this sort of geonetric progres-
sion. the end will very quickly be in
Many ad-
vertisers, wha feel they missed the boat

sight for easy clearances,

“now is the time 1o get into the acl.
Good afternoon slots are gelling very
tough to land: programs are filling up
to the S,R.0. point. Kinescopes of day-
time and even nighttime shows are he-
inning to fll up morning hours. Soon,
the time clearing situation will be as

in nighttime TV, are already in day-
time TV. Many more advertisers want
to take advantage of the fact that they
can gel into as many as 2,500,000 TV
homes in the daylight hours at a cost-
per-thousand of as little as 75 cents.
“Local TV stations al the mo-
ment, happy to clear time in daytime

are,

TV for a sponsor. wheve they woun't
clear it at night. Most stations prefer
to build  their and
their TV spot husiness, around the hig-

own circulation.

name personalities now in davtime vid-
co. aml Lo sacrifice <ome profit to do it.

“If an advertiser i eveingz davtime

TV,

" the network executive concluded.

tough as on nighttime television.”
(For a timebuver’s guide to how

iy l||lﬁr|l'l'=|lolll segmenls are now

sponsored in daytime network TV, see

chart on page 35.)

The davtime TV “availabilits™ situ-
ation is generally better for spot TV
advertisers than it is for network spon-
sors, But TV station reps contacted by
SPONSOR in preparing this report on
daytime TV added their own warnings
about fast-fading opportunities.

“Because of the faster turnover of
spot advertisers by comparison to net-
work advertisers in TV, there are near-

2. Net adrvertisers now using daytime TV total 53%

Number of TV advertisers and number of sponsored program
quarter hours® on major TV networks from 9 a.m. to 5 p.m.

Mo, of gquarter

hours sold

100

80
60
40
20

0

m B

American Home Products

Andrew Jergens

Best Foods

Bymart

Califarnia Prune & Apri-
cot Growers

California Walnut Grow-
ers

Campana

Cannon Mills

Chesebrough

Cliquot Club

Clorox

Colgate-Palmolive-Peet

Corn Products Refining

Coro Jewelry

Cory Coffee Brewer

!

10 quarter hours

IUNE 1950

11 quarter hours

SEPT. 1950/ IUNE 1951 S

% Unloss sold
g-shots otc

s OIC,

21 quarter hours I 94 quarter hours

Crosley Division

Du Pont
EPT. 195)

only in

Durkee Fomous Products
Esquire Polish

Floko Products
French's Mustard
General Electric
General Foods
General Mills

Gerber Baby Foods
Glidden Paints

Hozel Bishop Lipstick
Hotpoint

Hudson Paper

Hunt Foods
International Laotex
Junket Brands

Ladics Home Journal
Landers, Frary & Clark
Lehn & Fink

Little Yonkee Shoes

*32 program advertisers, 21 netwark participation advertisers

Marlene’s Haoir Wave
Shampoo -

Minute Maid
Owens-Corning Fiberg
Penick & Ford
Premicr Foods
Pillsbury Mills
Procter & Gamble
Quaker Oats

R. J. Reynolds
Simmons Mattresses

Simoniz

Singer Sewing Machin
Stondard Brands
Suchard Chocolate
United Fruit
Wearever Aluminum
Willett Furniture
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SHOWCASES BUILT AROUND POPULAR PERSONALITIES ARE DAYTI AE NET TV TOPS IN RATINGS. ABOVE, DUMONT'S JOHNNY OLSEN

ly always good availabilities these days
in the way of zood 1|;I}Ii||1|' TV
nouncement slots,”
ed.  “However.

ing good daytime TV programs on the
net \\(lrk*- \h()llh'("rl‘.
won't get rich at it. For instance, a
station with a 3500-an-hour network

Moore 1CBS-TV .
Langford 1 ABC-TV ). Rumpus
Room (DTN —are going fast. Other
advertisers are buying in next to the

Garry Ameche-
an- even lhnu',.{h the v and

most of them stat-
even  this  situation

won't last too long.” time charge in its network rate card  homemaking shows and dayvtime TV
Said John Wade of Avery-Kuodel:  might only make $24-830 out of a  serials. because of their big housewife
“The step-up in daytime TV program-  sponsored network quarter-hour in  following. Sure. it’s better than night-

ing by the networks is creating many
excellent “adjacency” slots. and is rais-
ing the ratings of locally-produced day-
time TV -hu\\- as circulation builds,

In many cases, local TV

stations are

davtime show,

“But. stations are willing to do this
hecause network dayvtime TV is a
wonderful come-on for spot advertis-

time spot TV's situation. but it’s get-
ting progressively tighter.”

Al the same time. there are plenty of

TV advertisers and non-TV advertisers

ers. The choice slots on local TV sta-  who ask, reasonably enough. “ls il
glad to put the responsibility of creat-  tions—next to Kate Smith (NBC-TV).  worth it? Can davtime TV really de-
3. Timebuyer's guide to net daytime TV
-
s Showing sponsored 15-min. slets and networks used
| CBS CBS CBS CBS CBS DTN DTN CBS CBS CBS cBs cas NBC NBC NBC NBC NBC NBC NBC
CBS CBS CBS ABC ABC CBS CBS CBS cBS CBS NBC CBS NBC NBC NBC NBC NBC NBC
ABC DTN DTN CBS CBS
| CBS
CBS CBS CBS CBS CBS DTN DTN CBS CBS CBS CcBs CBS NBC NBC NBC NBC NBC NBC NBC
|
NBC CBS CBS CBS DTN DTN CBS CBS CBS ces CBS NBC CBS NBC NEC NBC NBC NBC NEC
f‘ | NBC  ABC  ABC CBS
] CBS CBS CBS CBS DTN DTN CBS CBS CBS CBS ces NEC NBC NBC NBC NBC NEC NBC
NBC ABC
|
|
130 11:45 12:00 12:15  12:30 12:45 1:00 1:18 1:30 1:45 2:00 2:15 2:30 2:45 3:00 3:5 3:30 3:45 4:00 4:15 4:30 445 50
1oie Above chart does net include participating sponsors of shows of the 'Homemakers Exchanae’ typs




Daytime serials like "Eqg & 1" and "Hawkins Falls"”

liver an audicnce and achieve sales re-
sult=? Do people have time to wateh
davtime TVZ Won't myv costs be out
of line with v results? What adver-
lisers are using daytime network TV?™

Many

swered by the large charts which ae-

such  questions will be an-

company this report, But. here in cap-
sule form is the current status of day-
time network TV. as it lines up for
the fall season of 1931,

Audience: IU's larger than you
think. As of October. there will he
more than 13.500.000 TV sets in the
U5, With the way sets-in-use averages
have been holding up 1see Nielsen fig-
ures below), there will be at least 2.-
700.000 TV sets tuned in during the
19:00 5:00
hours on almost any day. Monday-
through-Friday. Viewers-per-set in the
daytime have consistently been averag-

daylight am. lo p.m. )

ing oul around two persons— primarily
women, some children. and even men.

This means, then, that during a typ-

ical October 1951 day. nearly 5.500.-
000 people will Le setting their video
dials for daviime T1. As the winter
months progress. and move into spring
this may edge up into a hicher figure.

Here's what A, C. Nielsen

in the way ol sets-in-use averages in

reporls

recent months concerning TV homes:

NATIONWIDE TV SETS IN-USE DURING
MAIN HOURS O DAYTIME VIEWING
— - Ot "5t Jan 51 A H) ”lIII\ il
-2 pam 16,2 17.4
2.3 p.m. 20.5 20.7
o4 pom. 220 24.0
4.5 pom. 24.2 0.5
S0 pam.t {8 R} 14
Wwerages 230 27.3

“The 56 pan.
a Ukl show™ 1y
sponsors a daytime

pernsd is usually considered  as
hour. However, Lever Brothers
IV serial, “"Hawkins Falls,”
on NBC-TV fromm 5-5:05 p.m. Abo, all tnnes
shown above are New Yok City time, and pro-
grams concerned in these slots reach the Midwest
an hour carlicr, an wnportant factor when mea
suted agamst the estensive live networks which
davtime TV network shows enjoy.

For research-minded executives, who
would like to caleulate the number of
TV homes tuned in during the periods
<hawn in the above chart. here are the

are radio-type formulas that are steadily finding a place in TV network campaigns

number of TV sets in the nation for
those months. as well as the number of
:-f-iIUIISIlI'l‘(I m'l\\nl'l\ .'-ihn\\.h'. on llﬂ\lillll'

TV.

TOTAL IV SETS 1IN LTHE 1552

Ot A

1V sets

H200,000 10549000 12,071,000 13,009, 080

Now ol LV dasvtime network shows:
- 1]

i 1 17

lan. "l \|:|'ri_'Tnl fltl\ 31

No.o ol

Jn=e

“Figures esumated hy NBC Rescarch Dept.
"Wuoh the coming ol su ner, davtime 1V
took o seasonal  dip. Vacations, good weather,

school children home, etc,, cut into the audicnce.
Ao, many of the top TV shows (Kate Smith,
et took a summer  hiatus,

The A. C. Nielsen organization has
also pointed out. in its Nielsen Televi-
sion Index (June. 1951) that the day-
time TV market of today now com-
prises an area that includes nearhy
08%7 of the retail sales in the U8,
Daytime TV serves over 629 of the
UL.S. population, via 107 stations in 63
markets. The whole level of daytime
TV—hoth in terms of the sets-in-use
averages and the number of sets tuned

in-—is constantly climbing. due to con-

4. When viewers wateh daytime and evening TV, by 30-minute segments

230 )

10:00 -

Percentage
- - a1 i . of homes
SOURCE: Federal Adveriising Agency study for Gerber Baby Fe Aot
St nade in March and April 1951 in New York, Philad 9
i innati and Chi !

f homa Fi jures show pe

bove P Ty M
o =] =]
- 2 2 2 a 3 m =] m
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stant set sales and higger and better
daytime TV network and local pro-
graming.

Programs and program costs:
Daytime TV network programs now
virtually fill the hours from 11:30 a.m,
to 5:00 pan. In these time slots are
programs [rom two or even three of
the TV networks, with more coming in
all the time. The great percentage of
these tine slots have at least one spon-
sored show in them (see “Timebuver's
Guide™ chart. page 35.)

Since  surveys  ( Advertest,  Pulse,
Nielsen, ete.) and ratings show thal
the avowed program preference is pre-
dominantly for “entertainment™ and
that the audience is primarily female,
the average daytime TV program is
escapist and is aimed at the housewife.

These “entertainment”™ shows are of
several simple basic types. The great-
est number (and those with the high-
est ratings, incidentally ) are those that
are a showease for a strong, likable TV
personality. Typical of this type are
the Kate Smith and Garry Moore Mon.
day-through-Friday shows on NBC-TV
and CBS-TV. These are slotted at 4:00
to 5:00 pm. and 1:30 to 2:30 pan.. re-
spectively. Others of this genre in-
clude such shows as the new Dennis
James Show (11:30 10 noon. ABC-
TV). the new Ruth Lyons Show {noon
to 12:30 p.m.. NBC-TV . and the al-
ternating Bill Goodwin Show ("Tues,-
Thurs.) and Bert Parks Show in the
3:30 to 4:00 pan. stot on NBC-TV.

Most shows of this nature surround
the key personality with an informal
mish-mash of songs, interviews. dance
routines. fashions, and stunts. The cost

ol supportinz an hour-long. across-the-
hoard show is not small. even though
these programs avond nighttime frills,
In fact. the emire production budget
(exclusive of airtimel on a program
like ABC-T\ s Ameche-Langford show
(noon to 1:000 pon.. Mow-Frio easily
touches 310,000 1o 830,000 5 week
NBC-TN = Aate Smith Show's costs are
staggering, and have used up as much
as 512,000 per week for sets and cos.
tunies alone. Since this Kind of money
for "th't'b-r-illf.:“ a show is what some
other shows spend as a total production
budgel. these shows are nearly always
broken up into quarter-hour chunks,
and sold to several advertisers al once
on a “hloek™ basis, (Parks and Good-
\\ill. however. are :-i[ltlll:%ﬁrl'|| |J} (en-
eral Foods and General Electrie. re-
spectively.)

A sponsor will siu‘llcl about 2250,000
to S300.000 a year for each quarter-
hour program chunk under such an ar-
rangement. \s a good example of how
several advertisers share the costs in a
big TV personality show. look at the
lineup of sponsors on NBC-TV's Kate
Smith Show for fall:

SPONSORS ON “RATE SMITH™ DAYTIME TV

SHOW® (NBC-IV, 125 PM, MONDAY-FRIDAY,
304% STATIONS)

4-4:15 4:15-4:30  £:50-4:45 1:45-5

X Millsbury  Cheselrough Cannon Malls

Mon,

I ues, Simmons  Knowmark  Singer Sewing

Weal, Jergens  Dirkee Gerber

I hars. Simoniz  Min Maid Hunt's Foodds

Fri. Jergens Glulden Hunt's Foods
*Current estimates on the timesid-talent costs

of “hate Smith Show"™ run around $7,000 n week
per quarter-hour, and up. Vhe total cost per 15-
minute chunk of the show to an advertiser will
run around S500,000 a vear, including his pro-
motion and merchandsing of it As s evident,
the poziam i5 o sell-out

Other basie types of “entertainment™
shows include the quiz programs. au-
dience participation shows. daytime se-

3. Daytime TV program preferences

All viewers in TV homes, and what they lik="
Variety Show:
Musicals

Quiz Programs
Feature Movies
Cooking Programs
Beauty Hints
Shopping Programs

Serials

Western Films

Sewing Programs

10 20

*Based on "Study of Daytime Television Na, 3"
search. Conducted in Naw York.area TV homes (7465) d

30 40 50 60 70 80

PER CENT

of Advertest Re-
May

4.15, 195). Daytime coverad the period 9:00 a.m. ‘o 5:00 p.m

New fall shows include ABC-TV's high-cost “Ameche-Lanaf

rials. shopping programs. and home-
making programs on network daytime
TV,

As might be expected, most of these
are a carry-over from varions daviime
radio types. Davtime TV serials, how-
ever. are considerably different in thal
they are much more costly than their
tadio counterparts (as much as 5007/
more | when it comes to talent and pro-
duction costs,

These “soapers,” however. are now
gaining in favor with both advertisers
and davtime TV viewers. A season
ago. there was only one. The First
Hundred Years, sponsored by P8G
(CBS-TV. 2:30 to 2:45 pan.). Now,
there are a hall-dozen on the air. in-
cludine Egg and 1, Love of Lije.
Seareh for Tomorrow. First Hundred
Y vars. Wiss Susan. and Hawkins Falls.
\s spoN=oir wenl Lo rress, only one of
these- Ege and [—was unsponsored,
\\'il"l l|1i.- CBs-TV Il.u‘kil;__‘r on e |||'|..L
for S15.775-plusstime-charges  for a
five-a-week program series,

Losls ll[ I}Tl'-t' sOa)r operas, maosl ul.
which are built as a sponsor-owned o

I Please turn to page 7T2)
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given anyone about how to write a radio commercial that sells.

The maxims on these pages might have been written by a radio copy-
writer gone mad. They constitute 17 bits of the worst advice ever

But rather than

wadness. they represent SPONSOR s c'ﬂnn lo pro ide advertisers with a cheellist

of flaws to guard against in commercial copy. And. by reading with an ocea-

sional glanee between the lines. advertisers and ageney copy craftsmen will find

many a well-fonnded rule jor creating commercials that do sell. Actually. these
1T abominable methods of heing thrown out of any agency radio department
from coast to coast were created by putting a twist on rules suggested by some
of the least dud-like copy specialists in the country.

to  inelude

cvery possible sonnd-offects

Never  negleet

gimumiclk in  your
Gong. gunfire. drums. whistles,
bells, echo ehambers, the more

commercial.

the merrier.
Thix way, instead of vreating a dis-

tinetive awdio <ignatoure Tor the prosd-

ucl, consisting of some appropriate
car-catcher. vou're sure to leave the Lis
even frightencd,

tener confused

tell, always use jingles.
Onee the message has heen rhyined

When you have an extreme-
Iv complex sales story 1o

amnd set to musie, _'alln'!t‘ sure o come
up with a jingle which sounds like an
oy manual in <ong: or. hetter still,
il you have 1o simplily the message in
orider to fit it in, vou may have sue-
ceeded in eliminating all of the sales
points,

Borrow profusely from

copy used in the printed-
media advertising of the produaer.
That’s the best way to give spoken
copy i non-conversational sivle which
lew annonneers can read suecessfully.

How o

Here a

If followed with care, this suggestion
can help yvou lose even the most al-
tentive listener after the first few words,
o Write commercials in rerse
often.

That way vour chances are better
than average of ereating a filmy. un-
s hard 10

believable  concoction.

Nii=s,

Have vour little girl star deliver a

No matter how inapropos.
Enh'grﬂw erery com mereial,

mess=age aboul razor blades, |1 is [ros-
sihle ir_\ this methaod to reduce believes
ability 1o levels beneath the reach of a
man in a bathysphere,

with

For the musie your
singing commercial. aheays
hire a symphony orchestra.

By and large. this drowns out the
words and makes them harder to un-
derstand, thus decreasing the  possi-
bility that anyone will buy vour hrand,
o Ahvays talk abount the prod-

uel. not about what it acill
do for the listener.

The possibilities for slaying a sales
curve implicit in this suggestion are
oo abvions 1o rm]llil’[' conmnenl,

SPONSOR




dud at writmg radio commercials

od methods of driving away customers. How many does your copywriter nse?

In writing oul instruections

to «a personality d.j. who
“ad libs™ your commercial. make
it quite clear that he is at liberty
to knock the prodnet, langh np
the sponsor’s repntation, and, if
possible. neglect to mention the
brand name entirely.

A particularly good way to achieve
this is by failing to include a list of
“do’s" and “dont’sT or sample com-
mercials in your instructions to the
d.j.
that no one at the client’s office cares
\ W hen eneour-
aged. some d.j.s have been known to
reach lyric heights in their disregard

of a brand’s sales needs,
o Avoid getting to know the
talent who reads the com-
mercials you write.
Once you know the announcer. you
may find yourself falling into the hal-

This ]“'Il"‘ huild the hmpression

what he thus

sdvs.

it of writing for his natural speech
pattern. thus taking all the fun out of
the gsame. Make him learn 1o speak
vour way. especially if in the process
he can be tricked into sounding awk-

ward and insincere.
@ Never depart from the rules
of grammar current in Eng-
land dnring the reign of Queen
Victoria.
Most professors agree that the lan-
guage reached its greatest elegance

8 OCTOBER 1951

during this era.  Of course. nobody

talks that way any more. but why pul

crass connnercial ideas before grammar.

@ Never forget that sex is the

biggest single interest of

every man. woman, amd child in
the United States.

Don’t hother with any of the other

“reason why™ points for vour product.

I'I{HI;_' I\lllll' E\ll]!l‘ih"h'll 0l =eX. ]l [RR TR

not =ell. but people will listen.
@ Devote at least half of the
time allotted for the com-
mercial to a transition from the
subject matter of the program.
By making your lead-in as garrulous
as possible. vou'll leave yvourself with
only a few seconds for each of the
product’s sales points. Moreover. some
heautifully hackueyed effects can be
obtained by dwelling on what has come
immediately before the conunercial.

@ Aheays avoid repetition.

If vou mention each virtue of the
product. only once. with any luck vou
should he able to escape planting ideas
about the product in the listener’s
mind. After all. the listener may he
l]uiilg Hllllli‘l]lill;_' else while the radio’s
on: or he may not be too hright.

For a program fealnring
dreamy mood music, make
the commercial soft as a feather.

You wouldn’t want to arouse the at-
tention of the listeners now that they re

settled into a trance.  Let “em sleep.

15

cluding a tongne-twister in every

Aheays see if you can’l trip
np the announcer by in-

commercial.
This was the [avorite technique of
several brilliant sportsmen now exiled

to an ad agency in Minsk where they

are forced Lo compose 10-second in-

spirattonal  announcements  for  the

latest five-vear plan,

@ write for serious discussion

shows that vaudeville touch.

Two boffsters throwing away a few
quick yaks hefore they trade plugs for
the product are always good for driv-

Cive the commercials you

ing away just the audience that the

programing hoys were trying to build,

Th——

@ Muke ecach commercial so
long (never under 200

words a minunte) that it"s « race
between annonuncer and clock.
Why
listeners understand the message, he-
lieve it. then go out and huy? * * *

take chances on having the

39



Ty “Suspense™

Video thriller reaches wide male audience at low cost-per-
thousand, Show exploits scenery to add to suspense; uses as
many stars as Hollywood will permit,

Commercials use TV's

visual impact to explain simply Auto-Lite electric auto parts.
Cartoon films contribute humor plus cliff-hanger entertain-
ment to commercials; punch home extra power of its batteries.

\Why Auto-Lite spends $1900,000
on AM and TV mystertes

High popularity. low

cost=per-thousani,

makes two *Suspense™ shows pay off in record anto=part sales

VMan's  insatiable

il e ~|r-lr'. “lineling, has |)|tJ\t'i| both
a hatr-and-sales
Plectrie Nuto-Lite Company. This will
mark  the third

taisine bonanza {or

fourth anl

<pectively that the Toledo. Ohio, com-

40

;Illlll'lill'
for the eeries the macabre.

VONLTS T

pany  (world’s  biggest  independent

manulactimer of antomolive  electrice
equipimentt has peddie ] its wares on
those Two yveleran |||f+i|l']":‘-, Chs-radio
Suspense and CBSTN Suspense. The
story of how Anto-Lite has made don-

ble munrder pay ofl, a dexterous thriller

in itself involving the balancing of twao
separale mystery plots on two media.
should Le instructive 1o other sponsors
seeking to make an honest penny out
U[ f‘l'illrl'.

Only <ome kill-joyv fiend out of a
wriler's would

Mvslery imagination

SPONSOR




Radio “*Suspense™

Radio thriller reaches all Auto-Lite dealers,

tential consumers in national market not covered by TVY. Show
also wins popularity at low cost-per-thousand.

distributors, po- in Agnes

Drama (as

Moorehead scenes
titilates lisieners'
impact through contrast with grim mood of each spine-tingler

btk_‘WJ provides
imagination. Commercials,

big names and
humarous, gain

suggest that Auto-Lite’s annual expen-
diture of over $1,500,000 for mystery
on the air (via Cecil & Preshrey, New
York) has been in vain. Right now. it
spends an estimated $800,000 for ra-
dio Suspense, heard for 44 weeks on
181 CBS stations in the U.S,. and Can-
ada. with an occasional smattering of
"!I)ﬂl I'Z““() O a (Icalt'l' ('U'Uiﬂ'rali\'!‘ Iiﬂ'
sis, For video Suspense, it spends an
J diture of over $1.500,000 for nystery
heard for 52 weeks on 30 CBS TV sta-
According to Publishers Infor-
mation Bureau in the last half of 1950,
the rest of its ad appropriation was
S48.750 for shek
5124025 for
and $66.000 for Sun-

tions,

sliced up this way:
and trade
farim magazines:
day supplements.
Account executives Ted Murray and
Frank Gilday are positive that the two
Suspense shows have boosted
“Only last week,” says Murray.
\1a1n|n . the account supervisor. and
I made a study of recent spot check
reporlts, As a result. we can proyve that
Auto-Lite batteries sales in TV areas
exceeded those in non-T\ areas.”
“And many of Auto-Lite’s 6.000 dis-
tributors,” adds Gilday, in let-
ters saying. ‘Our sales have increased
of the

magazines

Hilll‘:-,
"'Ill Il

“write

considerably because Suspense
shows,”

“What's more,” says Murray. “quite
a few of Auto-Lite’s 96.000 dealers
throughout the country write in con-
fessing, ‘We always knew we had some-

thing good in Auto-Lite products. But
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we didn’t know just how good they

were, until we heard all their virtues

explained in the Suspense commer-
shows".”

Aside [rom these verbal indications.
it’s hard to determine, in terms of dol-
lars and cents, precisely how much
money has flowed into Auto-Lite’s cof-
fers hecause of its air advertising. The
Suspense commercials are devoted to
selling the company’s three main con-
sumer divisions—I( 11  Auto-Lite Sta-
Ful Batteries; (21 Auto-Lite Ignition
Engineered  Standard  and  Resistor
Type Spark Plugs: and (3) Auto-Lite
electrical parts and dealer service. Al-
together. though. the

company  pro-

AMERICA'S TOP
TV MYSTERY SHOW

AMERICA'S OUTSTANDING

BATTERY -~_\

uTO LTE

Only

Local dealers are assured of solid backing for Auto-Lite products via "

r-pnn:-nrin;:

“SORRY, WRONG NUMBER" WON ACCLAIM THROUGH EXPLOITATION OF RADIO'S ABILITY TO STIR LISTENER IMAGINATION

duces over 400 products for iltl|l|:-[r_\.
ranging from fuel pumps. to castings,
to aireraft ignition wires, in 28 plants,
The company’s 1950 annual report,
which lumps income from these sources
shows that total sales
the largest in Auto-Lite’s history
close to a whopping £248.000.000,
What the plainly
is that it took a little while before Auto-

Lite discovered the gold lode hidden in

lu;_ii'lllt‘r. were

record does show

radio and TV whodunit. In Jannary

1944, it began dabbling in radio In
the NBC Ronald
Everytling for the Boys.
half-hour

(Please turn to page H2)

Colman
This

program

'ﬁh(’\\'.

l'uesday  evening

.+ 1= 3 WORKS FOR YOU

iy right In your own vicinity
with tep-notch local coverage

like this:
36,050

TELEVISION HOMES

64,000
CAR REGISTRATIONS

ERIE AREA
ly AUTO-LITE
Orlg moﬁm‘h‘l‘v
Ty frrsedenis

@ Paint al Tala

Suspente' on AM and TV
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L SPONSOR roundup

urniure
Ores on
the air

Snecess stories show
radio can sell
high-cost items

effectively

:" '\ III'III-1|I‘- the  oldest  eliché
‘: I about radio in some adver-
' i=ing civeles i< one which
voes like this: “Oh, radio i< alright
for soaps and cigarets. hut you ean’l
ase it to sell an expensive item.”
Mmost wond for word, that's the
sentence most likely 1o b tossedd ol

whenever an ad man nol tp on the AM
talks should

a high-cost item, O course.

medinm about how von

||".|'||'|~|‘
those with a more intimate knowledge
ol radio would be qoick 1o Iminl ol

that the

medinm has sold evervthing

rom ¢ar= o 1'\[u'1|\i\|' real  estate.

Belore:

e i !J
e “-""

& -~

.-s.._-...-...-- {2 =="

Single mattress represents weekly sales before Tom & Jack d.j. show started

After: S

Nonetheless. the impression persists in
of ||Il'
air is restricted 1o goods paid for in

some eircles that eflective use

Irl"ll“il"'-.
[RITY

cel perspective

way [or national advertisers 1o

on the l!llt"-l-lllli 15 1o

consider how radio is used by loeal

advertisers. Are vetatl hvms which buy

vadio time restricted 1o the grocery,
candy, and gasoline lines? Or do mer-
chants whaose stoek brings S100° o)

more an item also nse air selling? The

answer. of course. is that many a lo-
cal station gels heavy share of s
Ln'.‘ll |II1-iIIl"-‘ illllll Iii::ll-t‘u-l gnua':—.

Sales upped seven-fold. Promotion be;nn with 12 hours -eetly on WKAB, now 22

slores are a

to travel

furniture
good example, 1f you were
through the United States,

that there were few |;:r:_-|' eities whieh

In particular.
vou'd find

did not have at least one important lo-
furniture merchant on the air,
With the hackeronnd in

suecess slories colleeted herein

foregoing
mind.
by spoxsor take on added significance
for national advertisers and their agen-
Included below are six stories of
fnrniture merchants in different
United States are

l'i‘.'.“.
hllu
parts ol the using
radio to sell their high-cost wares: plos

cicht briefer cases.

SPONSOR



Nelson Brothers, Chicago. Since
the first of this compamy’s stores
opened in Chicago 19 years ago they ve
spent close to S3.000.000 on continu-
ous radio advertising. Today Nelson
Brothers runs three large stores in Chi-
cago. a fourth in downtown Milwaukee.
The 10-story Milwaukee emporium is
the fargest fumiture store in Wiscon-
s,

Explaining this spectacular rise in
the firm's business fortunes, president
and founder Abe Blinder
“Radio built our business from a vol-
wne of S300.000 the first vear to over
S4.000,000 in 1950,
grew we found the need for newspaper
and TV advertising. At the same time,
however, we were able to increase our
radio appropriation. We still find it
profitable to spend most of our appro-
priation on radio advertising.”

Using WBBM and WON in the
Windy City. Nelson Brothers
sponsored almost every possible type

confides:

As the business

have

of program. They started in 1933 with
“Jerry Sullivan.” who played the piano
and sang Irish ballads on Mondays.
Wednesdays. and Fridays. over WBBM.
Later they tried Tenth [nning. a pro-
gram slotted after the local baseball
games. This was followed by Man on
the Street, with John Harrington, The
Nelson radio schedule since then has
run the gamut from variety programs.
to mystery shows. to disk jockeys, to
SPorts news,

Today’s lineup includes Chicage at
Night. a 10:15 to 10:30 pan. man-on-
the street type show carried over WGN
Monday through Saturday. Also on
WEN. Nelson sponsors the Bill Evans
Show, a varviety heard 7:45 to 8:00

-

Melson Brothers use of radic covers |9 years of broadcasts over Chicage's WEBBM, WGN

p.-m. Monday through Saturday. Nel
son Brothers uses another 45 minotes
daily on WBBAL including a mysten
series called Theatre of Thrills— Mon-
day. Wednesday. Friday 10:30 1o
11:00 pan. and Tuesday 10:30 1o
10:45 p.m. There’s also a musical
show. Kickoff Tunes. before foothall
games. an afternoon and a morning
news period on Saturdays and Sun-
days. and Musical Serenade 11:00 1o
11:30 aan. Sundays. A Chicago Pulse
report estimates that this extensive \el-
SOn coverage on the two radio stations
vields almost 8.000.000 commercial lis-
tener impressions weekly.

Nelson's commercial approach has
changed radically in the past 19 years,
in common with other radio advertis-
ers. Explaining the switch, Abe Blin-
der says: “When people responded to
a radio advertisement in the early "30's.
it was a new experience for them. They
would come into the stores in response
to an ad they heard on the air and
want to talk mostly about the artists
and radio itsell, They enjoyed the
novelty. but were skeptical of advertis.
ing claims.

“To put customers more at ease. we
had giant 12-foot blowups of the ar-
tists hanging on the walls. Radio is no
longer a noveity. of course. These days
vou want to play down the personality
and play up the actual “sell.” Sincerits
is the big item today and the style of
copy is very important.”

Nelson copm is never directed spe-
cifically to either men or women, since
Blinder finds women initiating a sale
but consulting their hushands before
completing a purchase. No give-away
offers are used becaunse their effects are
deenied too long-lived and are hard to
handle eficiently. According to Blin-
der. good commercial copy opens with
a question—as in this recent example:

ANYCER: What will 59900 by at
Nelson Brothers? 599,00 will huy a

luxurions two or three piece <ectional
<ofa that can be arranged to suit your
living room. 599,00 will buy a heauti-
ful living voom set—davenport and
matching  lounge  chair  that’s  what
800,00 will buy at Nelson Brothers, ete,

Nelson's radio advertising is always
coordinated  with  newspaper  ads,
There's a difference in the way the two

W hile ads

show many different items for sale. ra-

media are used, however.
din copy plugs no more than five sep-
arale pieces of fumiture at a time.

Sachs Quality Stores. New York.
This firm began advertising back in
1928 on early mdependent New York
stations with a series of variety shows,
Fruie Hare of the famons Happiness
Bovs team of Jones & Hare led off. fol-
lowed by Gus Van of Van & Schenk.
Over the past 23 years Sachs programs
have introduced stars like Monica Lew-
is. A modest 3200 a week |-|l||;_'r'| lias
steadily climbed to $3.000 per week.
keeping pace with the company’s ex-
pansion from one to four stores in
Iili'ilu[lulihlll New York.

Althouglt WMCA has Leen a Sachs
favorite. the furniture retailer has re-
lied heavily. too. on foreign langnage
stations like WEVD (Yiddish) and
WHOM, WOV i lhalian.

to a company spokesman: “We've heen

\l'l'h{llill;_'

veryv. very suceessful with radio.”™

Sachs Quality was one of the fisl
advertisers to try transcribed singing
commercials, has used them to build ap
wide recognition for its phone number.
sung to the tune of “Reuben, Reuben.
I Been Thinkin™.” the Sachs ditty goes:
“Melrose five. five three hundred. Mel-
ros¢ five. five three hundred.  Thre
little Sachs are at yvour service. bhum
da dee dee well. well. well”

Present Sachs air promotion is cen-
teved mainly on a 30-announcement
pel \\|'|‘L -1'|l|-|lllll- OVl \-'\\ \'ulkb‘-
WMCA. No TV is heing used al pres-

(Please turn to page 93

‘ This store had good success with matiresses (above left), Air moved plenty of other items, too



Don lees qudie

Daytime audience up 16.3%
Nighttime audience up 22.3%

(According to Nielson, 1st half 1951 vs. Tst half 1949, full network average audience)

It you want to scll your product to the maximum number of people
on the Pacific Coast, Don Lee 1s the best medium to use. Don

Lee can dehiver your sales message to more Pacific Coast

people througlh their own local major selling medium at a lower
cost per sales impression than any other advertising medium.

Don Lee offers more per sales dollar than anyone else on the
Pacific Coast because Don Lee broadcasts your message
locally from 45 network stations in 45 mnportant Pacific
Coast markets with all the local selling influence and
prestige that you need to do a real selling job in cach

local market...where your sales are actually made.

Don Lee 1s the only selling medium actually designed
to sell consistently to all the Pacific Coast. That’s why
Don Lee consistently broadcasts more regionally sponsored
advertising than any other network on the Pacific Coast.
Don Lee delivers more and better and the advertisers who

scll the Pacific Coast know 1t.




A
E= e Natiow’s Greatest Regronal Network DON LEE

A WILLET IL BROWN, President « WARD DL INGRIM, Exccutive Viee-President BROAD :

i L NORMAN BOGGS, Viee-Urestdent in Charge of Sales Cls'I“G SYSTEM
iﬁtm 1313 NORTTH VINE STREET, IHHOLLYWOOD 28, CALIFORNIA
ki \

Represented Nationally by JOUIN BLAIR & COMPANY




LECIPE BOOKLET

CANNED CHICKEN

il Fruit Co, VGENCY: BEDO

CASE HISTORY : - Shop The Town is a product
mstration and shopping show. Ilts unusnal jeature:
ame half-honr show is telecast twice a dav. Monday

cuctfe and working girl, Cost for daily two-show

idav. at 2:30 pan. and G:00 pan. to catch

ipation ts S00, United Fruit, to stimulate banana

-r”‘-'l"“l; a recipe boaoklet. .’_J".f:'f three uﬁr'!‘_\ the com-
1y recerved requests. for L.OOG baoklets.

W ITG, Washington, D, ( PROGRAM: Shop The Town

SPONSOR: Chicago Western Corp. AGENCY; Bruce Bryvam

CAPSULE CASE HISTORY:  The  problem: to acquaint
the buying public with Pinajore Chicken, a new brand of
canned poultry. The sponsor decided upon a contest ask-
ing viewers to see how many words they could make up
Jrom the letters in the brand name. The price: 825 in
groceries. The coniest was mentioned once. cost about
sab. As a result. more than 530 entries powred in, Sinece
then, participations have spurred sales.

KRFLTY, Los Angeles PROGRAM: Adventures At Home

TV

results

CHILDREN’'S SHOES

SPONSOR: Selby Shoe Company AGENCY': Direet

UAPSULE CASE HISTORY:  Selby’s single Sunday after-
noon anpnouncement showed children J'n:ir]t'!f.fil:: shoes
while astride fl."r'\'t'fe'.t. The 'u.fh'f.' : kid models Hr_!.{t’rf child
viewers to come to Selby's store with their parents so
they might enter a bicyele giveaway contest. Before noon
Wowday. 147 parents visited the store with their children.
Sixty-nine of them bought one or more pairs of Selby
shoes. Eutire live announcement cost: 541,50,

WSAZTY, Huntington, W, Va, PROGRAM: Announcement

ICE CREAM

DANCE LESSONS

SIPONSOR: Good Humaor Co. AGENCY: Jordan Co.

CAPSULE CASE HISTORY - Good  Humor  bought  one-
minute participations across the hoard (385 per an-
nouncement V. on a daytime variety program to promotc
ice cream specialties. For one week commercials plugged
Jrecai IrJH\.‘ sales .\.r'JIJH ed an r'm'n't.f.\f' rlf 2(!' -_-' « over nor-
mal expectancy. In another weel’s test, sale of half gal-
lons increased 150 over the usual seasonal figures. Spon-
sor says resulls have been “more than gratifying.”

KRNBLHL Hollywoml, Cal. PROGEANM: Bill Stulla'’s
Parlor Party

SPONSOR: Twin Cities Arthor AGENCY : Direet
Murray Studios

CAPSULE CASE HISTORY:  This local dance studio runs
a 25-minute loeal TV variety show at a cost of about 5500
weekly. During the first eight weeks of sponsorship. the
dance franchise noted a 21877 increase in dollar sales.
This. as compared to a similar period bejore TV spon-
sorship. Other increases traceable to the Monday night
show are a 327¢ increase in number of prospects: a 52"
nerease in number of sales.

WTCN-TY, Minneapolis PROGRAM: Arthur Murray Show

TV DEALER OFFER

ALUMINUM WARE

SPONSOR : Hughes Peters, Tne, AGENCY : Direet
CANSULE CASE TNSTORY . Wpghes-Peters. tne.. a radio-
'L set disteibntor, wanted 1o further goodwill for therr
dealers, This Emerson distributor, a TV sponsor. guested
o Filiy Cluby wnd meede a jree offer. Inoa casual mention
wid displav. a plastic coin bank was shown and offered

taviewers ine non-dealer areas. From this one men-

redpests totalled V2717, Hughes-Peters now has

ritt vition” outside their sales territories.

WILW { | PROGER AN, Fifty Cluh

%&-—

SPONSOR: Rufle Jal-O-see, Ine. AGENCY : Direct

CAPSULE CASE HISTORY: Prominent  lawyers  answer
general legal questions on this sponsor’s Law of the Land,
a |\S-minute once-weekly affair. Cost: about 3220, Ajfter
a 20-1weelk .\'.[mn.\'ura'hfﬁ this has J'n'a'n m-!u'vrmf: r'i?t'rf'r.'.\'l‘rf
the “people jamiliar with name and prodoct™ from 307
to T3z sales up aceordingly. The firm also reports
doable the mwm ler o) sales leads ;u'm‘nrmf a day r:ﬂr'.’
the telecast as compared to the number before.

WV, Miami PROGRAM: Law of the Land



OUT OF THE WILD BLUE YONDER

America strengthens her defenses and WDEL-TV drama-
tizes for Delawareans the needs and methods for mobiliza-
tion. Programs and spot announcements point up recruiting
campaigns, defense bond drives, governmental aims of all
types.” Your Air Force at New Castle,” a weekly program pre-
sented by the Public Relations Staff of the 113th Fighter
Interceptor Wing, typifies this WDEL-TV service to its
viewers, brings into sharp focus “the wild blue yonder™ and
the men who traverse it. Delawareans depend on their local
station for such programs, look to Channel 7 for informa-

tion concerning their civic responsibilities and privileges.

WDEL-TYV

Wilmington, Delaware

A Steinman Station

Represented by

8 OCTOBER 1951

NBC

TV Afiliate

ROBERT MEEKER Associates Chicago « San Francisco + New York » Los Angeles
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The

picked panel
answers

Mr. Radeliff

|i |I]|Ill|tl[|'[':‘- are
reahstic and will
turn an eve (o

what  has  hap-
pened with sports
that

teley ised

heen
during
the bast few vears,

have

they  will nvite
and encourage

rather than cur-
tail TV Sponsor-
that
they have an evemt worthy of viewer

Mr. Gallery

ship providing only one thing:
interest,

When | owas business manager for
the New York Yankees we signed the
first major league contract with tele-
the contract that has put the
Yankees on DuMont for every home

\i.“ill[l

same they hane plaved during the Jast
five vears,

The Yankee box ollice shows a sub-
~tantial erease lm|:l} over its show-
ing five years ago, and Dan Topping
aned the other team executives agree
that television played no small part io
creating this increase,  As a resull.
the Yankees have just sizned a new
six-vear television contract with their
~potsar.

When WABD first turned its cam-
eras on wrestling in 1916, professional
wresthing was on its back, Today, it's
altraction  all
across e country, and wiestling pro-
moters are the hiest 1o eredit DuMaomt
ane Demmis James with <tarting it on

] |}II'i\'iII;_' hox  ollice

the return teek 1o popnlarity,

18

|

W Spomsor asks... |

Will promoters curtail sports sponsorship because
of TV’s effect on the box office?

Alan L. Radcliff

So. oo, television literally ereated
the Roller Derby as a box office fea-
ture.

DuMont

age of professional football  league

1= about 1o initiate cover-

cames and | have no doult that alier
viewers have watched a few games and
have enjoved the skill with which the
professionals play. pro foothall will re-
cruil  a substantial  following

among people who have never seen a

very

game before.

Television is also responsible for
maintaining interest in boxing despite
the many poor cards presented by pro-
moters, TV sponsorship will not cur-
tail box office veceipts over any period
of time but will actually keep them al
a higher ovevall level. [t is iy belief
that il the promoters play both ends
from the middle—ie. TV sponsorship
for the routine weekhy stufl but not for
the big ones—they will lose out with
the public in the not-so-long run.

The large box office for the Willie
Pep-Sandy  Saddler fights, espeeially
the second and third hows. 1 contrib-
ute directly to television.  The fourth
Pep-Saddler mateh, on 26 September.
was nol telecast. and the hox ollice was
lukewarm.  Of course, with the sale
of wotion picture rights and theatre
television, the promoter can’t lose
but to my mind, hes Killing the tele-
vision goose that lavs the golden eggs.

P!';ll'lii'.‘l“} all sporls |II'II|I]I' know
the outstanding fact about TV spon-
that
more new fans for a sport than i

sorship television  gains  mam
causes 1o he lost,
Tont S, GALLERY
rector n)‘ ."i'.mn'f.\‘
DuMont Television Networl,
New Yol d

Advertising, Sales Promotion Director
Hygrade Food Products Corp.
Newark, N. J.

fine

This is a
l]lu‘:iliull 1oy
swer  because
l'\t'r_\'lulll_\ \\'i”
have the chance
1o seeond
it within the neat
two vears, | think
the surface effect
U{ l\ on IIUK n{'
fice receipts will
make  promoters
altempt to euntail sports sponsorship-
in the immediate future. 1 do not Teel.
however. that they will suceeed over a
period of time. or that the ultimate ef-
feet of TV sponsorship on sports at-
tendance will be any more injurious
than the movies were to the theatre.
records 1o the instrument
business. or radio to all of them.

TV provides the American public
with an economical. interesting  and

Zuess

pL

Mr. Milligan

musical

comfortable service of entertainment.
They will demand it voeiferoushy, if
necessary, and in the end they will
get it. And I can’t feel that sports at-
tendance will suffer much, even dur-
ing the transition period.  Consider
the figures:

Sports arenas in New York vary in
capacity from Madison Square Gar-
den. with 14.200 seats. to Yankee Sta-
divm with 67.000 seats,  To fill these,
there's a potential market of 6.850,000
people ten vears of age and over in
the five ]mruu;_-hs alone Al of them
e prospeets for m:ljnr sports events
. .. but less than 1% ecan be seated in
New York's largest sports stadiom!

The other 990 are the market
sporls promoters must cultivate —must
interest to the point they'H come down
amd buy.  What stronger way 1o do
this than TV sampling?

SPONSOR




Sports. like any other commaodity.
can get their strongest buying promo-
tion from sampling. TV can and will
give the American public a sample of
everything from vodeos to rhumba
contests, | believe sports promoters
will finally recognize this and use T\
viewing as the best possible means of
exploiting their sports to the public.
For the next few years. however. until
that fact becomes clear. we can ex-
pect considerable conflict hetween pub-
lic demand, sports promoters. and TV
stations and sponsors.  What the pub-
lic wants will be the deciding factor
sports that work with the trend will
prosper and those that don’t will won-
der why they're losing ground.

Lawrence D, MiLrican
Aeccount Executive
Biow Company

New York

Television is here
lo slay. So are
sports. We in
\merica are a
sports-loving  na-
tion and no mat-
ter how much of
an inroad televi-
- ston  has wmade.
==, and will contin-
ue to make in
the attendance at
sports events, there will be no curtail-
ment of the latter.

Mr. Fleischer

Why? Because there are suflicient
sports enthusiasts who want to see their
favorites in action in person to keep
the pot hoiling. While attendance fig-
ures continue 1o show that television
has definitely hurt, more and more
sports are being televised. apparently
to make up through sponsorship the
loss sustained at the sate,

This is evident in Madison Square
Garden. Instead of cutting down box-
ing as was expected because of the
heavy fall in attendance and receipts
for the indoor shows. the International
Boxing Club has decided to stage con-
teste each Friday in the “House That
Tex Built” and on Mondays and Wed-
nesdays in the St. Nick club. its in-
cubator. The sponsorship of each will
more than offset losses due to lack of
patronage.

Give the fight fans a good show with
a well-balanced card and equally
matched contestants and vou’ll find

| Please turn to page 97)
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WEFBR FAMILY PROMOTION!

25 000

PACK LOCAL AMUSEMENT PARK!

Families all over Baltimore listened to WFBR's
advance promotion for WFBR ‘“Family Day” at
Gwynn Oak Park. They believed what they heard —
and then acted!

Family after family stormed the park!

WFBR is proud of this record-breaking pro-
motion — proud, too, that it is Baltimore's
real “family station”—the station whole
families listen to, enjoy and trust implicitly,

Yes, we have the Hoopers, too—in some
cases startlingly high. But more than
that—we have the confidence and

solid loyalty of Baltimore families!

Ask any WFBR representative
or John Blair man to tell you
about it.

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

19



2 . L

Y THOMPSON: THE 4 KNIGHTS: Populas RUSS CASE: Director of PATTI PAGE...and...RAY. ANTHONY D'ARTEGA: Director of
1The Listening Glass." quartette In their own show “An American Rhapsody ' Co-stars of their own program, ""Rhythm Rendezvous.' “The Cavalcade of Music.”

AIRLANE TRIO THE SUNSHINE BOYS: Famous vocal quarteite FRANKIE CARLE: Star of SHEP FIELDS: star of THE COTE GLEE CLUB: St
1 Aviane Wilod starred In thew own program of Gospel Songs. “Keynotes by Carle' Show. "The Shep Fields Show," feature program, 15 minute: |




ALLAN JONES: Star of flg u r e
ber When."  “The Allan Jones Show."

Starting November 1, 1951: Lang-Worth subscribers with full membership

will receive specially prepared seript programs totalling 4545 quarter-

hours of playing time per year. Service mailed every weck—prepaid.

it out

Selling aids—photographs, counter cards, posters, newspaper mats, spot
announcements, ete.—are an integral part of this new service. All pro-
grams are designed, written and timed for commercial sponsorship—

utilizing star-studded talent from the Lang-Worth Library.

or

Based on the minimum rental of §I125 per month, the cost of each 15-
minute program is 33 cents—3 for 1 dollar! Figure it out for yourself.

ourself!

THIS FOR FREE! In addition to the specially prepared program service

totalling 1545 quarter-hours of playing time per year, all station affiliates
holding full membership in Lang-Worth Program Service receive the
largest, best balanced and most diversified Basic Library of transcribed
music in the world (6000 selections)—plus a continuous flow of New
Releases featuring top-ranking artists in New tunes. New jingles. New
voice tracks and New production aids, every month—FOR FREE!

Stop shaking your head—drop us a line and get the full story.

LANG-WORTH

FEATURE PROGRAMS. Inc.

113 WEST 57th STREET, NEW YORK 19, N. Y.

WESTERN OFFICE CANADIAN OFFICE
LANG-WORTH Feature Prog. Inc. S. W. CALDWELL Ltd.
14579 Benefit 51, Sherman Oaks, Cal, 80 Richmond Street West, Toronto

FOY WILLING: 1n *“The Riders
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by BOB FOREMAN

Having just paid this month’s bills,
including the third quarter on my in-
come tax, | would like to launeh a phil-
ippic or two on the virtues of economy

using radio as my case in point.

Certainly with the cost of TV time
and talent rising as boldly as a trout
m ly time, whatever possibilities of
economy there are i radio are worthy
of prolonged consideration.

Since lelevision is very much with
s these days— especially with those of
us who dwell within the feld of the
seven channels in New York—it is far
too easy to forget that even a mmlcsll_\
rating radio program can turn up more
people than a top-rating television
opus. Furthermore, the joy of achiev-
ing a 27.9 in TV (ARB. Nielsen. or

what-have-you) mav he all out of pro-

radio review

SPONSOR. Electric Auto-Lite
AGENCY: Cecil & Presbrey, N. Y.
PROGRAM: "Suspense,’”” CBS

Rather than diseuss the Auto-Lite copy,
which i direet if a bit categovical, and im-
pressive if a bit mechanically contrived, 1'd
like 1o devote a few picas to Auto-lite’s com-
wercinl  announcer  on Suspense —larlow
Wileox, In my book Wilcox i= the finest
radio announcer in the business, e has, i
& lengthy carcer, been spokesman for prod-
ucts of every description and price and s
one of these announcing rarities whose volce
conveys prestige without a trace of stuffiness,
warmth withont gushiness.

Aoy commercial announcer - of conrse,
Bemmed in o a constderable degree by the
quality of the copy he is handed tand usnal-
by must deliver verbatim regandless of how
uneomfortabile it way feclyr, bt Pve hearnd
Harlow ddeliver the worst writing - impossible
listings of dull produects, phvase= tha helong
only iu trade hooks, or package inserts, which
were ever et to b spoken ilelivers
ing them with au easy grace that makes
vou think the man had just conjured up the
words himsolf. This is the yery essenee of
good radin selling, a< woll as the salvation
of medioere writing, and oo one achieves 11
1o a greater degree than Mr. Harlow Wileox.

It adddition he deservies i ]ul”_'l‘ slire of
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portion to the cost of achieving same,

So let’s wander into the principle
that radio can most assuredly reach a
lot of people at low cost. Good radio.
as a corollary. can influence these peo-
ple—this we know from many 52-week
periods of experience.  Therefore, a
word or two on how we might increase
radio’s cconomy !

For one thing. have you considered
building a radio “network™ or combi-
nation of local stations that dovetails
rather than competes with your TV op-
eration? Let’s say vou've got 33 sta.
tions. live or otherwise. hroadeasting
vour television prograni. What kind of
a deal can you make for a radio pro-
eram in those areas not reached by
vour TV efforts or in those where TV

i Please turn 1o Jge 721

credit for the success of the imegrated com-
mercial which Johnson's Wax began when it
first sponsored the Fibber MeGee and Molly
show. If lHarlow hadn't been able 10 com-
bine real acting ahility wnd salesmanship.
this approach might acver have fourished
the way it has since,

So il you're in network radio, and believe
your announcer s oal least as important o
the suceess of your venture as the star of
your show, get yourself a man with the 1al-
et of Mr. Wilcon: then <it back and relax,

radio review

SFONSOR: NBC Sustaining

PROGRAM: “You Can’t Take It With
You"

TIME: Sunday, 6:00 p.m.

An wnsing, fairly fast-paced, and faithfol
scrialization of the great Puliteer Price com-
edby=with-a-message, this NBC sy<tainer fea
turing Walter Brennan is devoted commer-
cially 10 a vital and valild premise; namely,
that listeners as well as advertisers ought to
be reminded abont the charm and power of
the most powerful and the most charming
medinm of comuunication as yer used Iy
man.

The opening commercial ton the 16 Sep
tember show) was a straight announeement
delving into the fact that words are cold and

immobile unless people ntter them. It com-
pared the word-on-the-printed-page with the
<ame copy delivered. say, by a Churchill.

A 30-second middle commercial (I'm sure
this restraint was meant to be a lesson 10
all advertisers milizing NBC) made, excel-
lently, the point that within one week of
broadeasting, NBC programs totaled way np
in the thousands with advertisers footing the
bill. Thence it went on to state that radio
advertising i= far more cvonomical than any
other medivm, presenting the public with
quality products at the lowest possible cost.

The closing announcement bore a slightly
historical lead-in about Mr. Marconi’s inven.
tion, then launched into further factual evi-
dence that brand names heard on NBC rep-
resent the eream of the crop: “Only quality
products  can  continne to  advertise—and
stand the gafl of competition.” Here was a
lesson in philosophy, economics, and sales.
manship —all packed into the commercial
format of a thoroughly amusing half-hour
show. The only bone of vontention 1 have
o pick with the medinm is that NBC used
no drama whatseever 1o make their points,
The commercials were as straight as a plumb
line. 1 do think that. despite the seriousness
of the subjeet. the messages do lend them-
selves to a bit of dramatization. No need
for hokiness, but cenainly a singing com-
mercial leadsin might have gotten 1o the
subject about radio commercials a little more
adroitly than talk. ralk, talk. Also—it's ton
bad, 1 feel, that television had 1o come along
to make time available on radio for a <ul~
ject of this nature,

radio review

S5PONSOR: Alkaids (Block Drug)
AGENCY: Joseph Katx Company, N. Y.
PROGRAM: Announcements

I honestly doubt that there's any really
new way of spot-advertising a stomach prod-
uet and certainly if there is, the Alkaid an.
nouncements haven’t concerned themselves
with achieving it. They start with a drama-
tized vignette of a baschall stadium hot-dog.
hawker and work around within seconds
to an announcer talking about the pleasure
of gorging when youve Alkaid to take away
the penalty. This product’s approach to re-
lief is as sound as it i= well produced. The
eal in the announcement (Helen Lewis, if
my ears tell me rightly) is believable, casy
to  understand, and  superbly  competent.
Exery theme-line amd minor verbal aria is
tied and troe such as. “Enjoy yourself
without the penalty.” “Don’t 1ake chances,
take  Alkaid™: the overindulgence  clichés
and stock siwations are all handled well.
Sinee the groundwork hias been done years
ago for a produet like this, 1 for one, see no
reason for  Alkaids not ecapitalizing on it
Bit on the other hand, one single note of
novelty might et the product off a bit from
comperition,

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

Wogg WTIC oovinecs
(OSmaal  THE PROSPEROUS SOUTHERN

NEW ENGLAND MARKET

WTIC's 50,000 Watts represented nationally by Weed & Co. «  Paul W. Morency, Vice-Pres.—Gen, Mgr., Walter Johnson, Asst. Gen. Mgr.— Sales Mgr.
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6% REVENUE JUMP...96.66
— BOTH WITH AP NEWS

1

Hundré‘ol the country's finest stations announce with priﬁé “THIS STATION IS A MEMBER |

L

“Associated Press news is a major factor
in KIR's 66% gain in net revenue from
newscasts for 1951 over 1950," says Gen-
eral Manager Morton.

“If a station is not working its news
angle hard in programming and in sales, it
is missing a bet, ;

“AP Service is A Great Partner for Stations” ). Archie Morton,

General Manager,
KIR, Seattle, Wash.

“If full sponsorship for a program
not continue, we add to revenue by in
ing participating announcements. Thus
develops maximum returns. m

“Our Associated Press news is sold
As we know and as our clients tell us
service is a great partner for stations ' '
are on their toes these days.” l

- 0N

- £ W=

“Ratings Jump 20% for AP Newscasts” H. Rod Hurd,

“KWNO advertisers,” says Sales Manager
Hurd, “are pleased with AP sponsorship.
Check this record: Kalmes Tire Service, 13
years without interruption. Breitlow Funeral
Home, 13 years. Marigold Dairy, 12 years.
Merchant's National Bank, 4 years. Winona
Motors, 10 years.

- "Associated Press newscasts have the
highest ratings of all KWNO programs. At
7:30 a.m., before our AP news, KWNO listen-

Sales Manager,
KWNO, Winona, Minn.

ership jumps 20%. The same at noon.

“Exactly 96.66% of all AP newsc:
are sponsored. The remaining 3.33% is e
morning time. :

“When it comes to AP newscasts, K% 4
salesmen put their feet on the desk. Sel w
AP news requires little effort. We haw 4
waiting list.”

From KWNO sponsor Bernard T. Kalv




Associated Press ... constantly on the job with

« a news report of 1,000,000 words everv 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!

y < AP news delivers for broadcasters and

0 "u- l'-l. . |.- 2 t:::}p) .
TF afk avs 4-vesk: I ataa ﬂl; b sponsors, because AP news captures the

 hour ater. AP news over KIR is audience. Accuracy, speed, dependability of

coverage keep listeners keyed to AP news.
Again and again, this is evidenced by

consistent listener loyalty . . . loyalty that

is translated into sales for sponsors and

member stations.

0 s X ) % : For further information on building your

sales . . . write

RADIO DIVISION
THE ASSOCIATED PRESS

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




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

KWK siwceetens syrup sales 102.7 9%, above 19138

=ome three years ago. J. R, Murphy,
manager of the Shreveport Syrup Com-
panv. was teady to gamble on radio.
Svrup sales. including those of his
company = Johony  Fair svrup. had
been goinz down steadily for years,
Woull radio help?  Murphy decided
the results of a six-months” air cam-
paign on KWKH. Shreveport. would
determine whether or not he remained
i the syrup husiness,

\ live hillbilly show in the early
morning was decided upon sinee farm
families are the biggest consumers of
table syrups. The talent: Red Sovine,
a well-known recording artist who had
appeared regularly on KWKH for a
couple of vears.

The program was lannched as a daily
705 1o 7230 aam. feature, \Imnh\_\

through Friday and results were im-
mediately  evident.  Sales of _|n1||1||3
Fair syrup. unit-wise, in the first guar-
ter of 1919 were up 20,07 over the
first quarter of 1948, Total nni sales
for 1919 were 3050 prealer than for
1948, Murphy was impressed,

He expanded his broadeast adver-
tising to reach Negro [amilies. The
show: a quarter-hour segment of Groo-
vie's Boogie. the 4:30 10 4015 pan, pe-
fiodl. Maonday throngh Friday, Shreve-
port Syrup Company sales continued
ta climh, They reached the peak in
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19050° third quarter when sales were
90.6°7 higher than 1919°s correspond-
ing quarter. and total sales for 1950
were 102,770 above those of 1018
when the radio campaign started,

Now, Murphy. in addition to his two
KWKH shows, advertises on seven oth-
er slations in north Louvisiana. south
Arkansas, and east Texas. Two carry
the Red Sovine Show on tape and an-
other, Groovie’s Boogie. Local talent
carries the Johnny Fair banner on
four other stations,

Radio now represents 75 to 809
of the Shreveport Syvrup hudget: the
competitive picture shows Johnny Fair
Syrup shelfmates continuing to show a

sales decline. ik e

Saturday grid games boost
Sunday “Inquirer” features

The Philadelphia Inguirer has more
than 100 features and comies in ils
Sunday edition.  To  promote  this
wealth of reading material and 1o stim-
ulate readership the newspaper is util-
izing Saturday afternoon radio. The
newspaper’s showease: all nine Uni-
versity of Pennsvlvania foothall games.
home and away. which started 20 Sep-
tember with the Penn-California con-
test at Philadelphia’s Franklin Field.
The station: the Inquirer-owned WFH..

The Inquirer is stressing the thene.
“America’s  most interesting  paper.”
and during the nine-week grid season
sponsorship. all the Sunday features
will e spotted :'nmuml'riaﬂh on the
broadeasis. The grid games will also
he nsed for the Inquirer’s general pro-
MOLon. purposes,

The lnquirer. in addition 1o getling
added sales punel, hopes 1o perform a
real service o foothall fans since ra-
dio will he the sole hroadeast reporter

reason being the National Collegiate
\thletic Association’s restrictions on
the televising ol collage foothall this
fall. * * k

Girl ventriloquist. dummy
sell Ciiguot Club on TV

A ninesyear-old girl ventriloquist is
the latest thing in TV saleswomen—
aided by Kleeko. an Eskimo boy dum-
my. For the Cliquot Club Company of
Millis. Mass.. which nses an Eskimo
as a trademark. the team represents a
fine product-identification plus a <ales
spiel that’s easy to swallow.

The little girl ventriloquist. “Angel.”
does her :-t‘“ilt;.’ on The Franees Lmq..-
Jord-Don  Ameche  Show. ABC-T\
(Thursdays 12:30 10 12:45 pan.).
While the girvl and Klecko, the dummy.
do not take part in the show proper.
there’s a high degree of integration,

Kleeko, "Angel" attract commereial attention

Recent example: when it came time
for the Cliquat Club commercial, **An-
gel” came owt dressed in a hule skat-
ing outfit and pulling a Cliquot Club
sled. Kleeko. the Eskimo boy. looked
out toward his unseen video audience.
ﬂ!‘kt‘l] \\']](P are i.i“ lh()ﬁ‘_‘ pl'ﬂpic oult
there. “Angel™: they're our andience.
Why don’t vou tell them who vou are?

Then Don Ameche welcomed Kleeko
and Kleeko. throngh “Angel.” gave the
pitch on the purity of Cliquot Club bev-
erages. Later, it's planned to have
“Angel” and Klecko take part in the
non-commercial portion of the show.

ok A

WWOD-tsilored campaign
reaps orange sale harvest

Ray MeCraw. Chow orange distrib-
utor of Ly nrhl\llrg. \'zl., has a two-fold
problem each year. First, his product
must be sold to as many retailers as
possible and displayed prominently Iy
them. Secondh. the buying public
must be made brand-name conscious,
WWOD. MBs affiliate in Lynehburg.
solved this dual dilemma.

A series of transeribed announce-
ments was tailor-made by the WWOD
stafl to make listeners brand-name con-

SPONSOR




scions, The sales message: special jin-
ales running several limes a day dur-
ing the orange season.

The second phase was a weekhy hall-

“Lynchburg Calling' trip winners get oranges

hour show. Lynchburg Calling, which
tied brand name. listener. and retailer
all together. The program. a telephone
quiz, involved questions about the city
of Lynchburg: paid off in letters to
\'\'innpl'f- “'hil'h l‘l)ll]d IN_‘ {‘X('hil[l}{l’ll flll—
bags of Chow oranges al their grocers.
The grocers involved received air men-
tions.

How has WWODs program plan-
ning paid off?
orange distributor’s were  up
5007 this year or 2.400.000 more than
the previous seasonal sale.

Lynchburg’s Chow

=& les

Additional audience and sales ap-
peal is provided hy taping the voice
of a prominent Lynchburg citizen:
playing it a couple of times during
each show with the voice of the taped
personage giving hints as to his iden-
tity. The prize for identifying the
voice; a weekend al a scenic Virginia
resort  with transportation.
and meals provided.

|lu|_‘_’i:1g.
* k *

Briefly

Man behind "Ohic Story'' now a censultant

Anson F. Hardman. for the last 27
vears general advertising manager of
Ohio Bell Telephone Company retired
I October in conformity with the Bell

( Please turn to page 92)
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- \\THE NEEDLE!

Vice-Pres. Gen'l Mgr. ‘
Associated Program Service 151 W. 46th, N. Y. 19 :

Hoall vou need from a transeviption
library i= a limited amonnt of material.
all you should have 1 pay is a lim-

itedl pril'c'. That’s  the ;lxlnl1i~}1'!l1:_'|\

simple principle bebind the APS an-
]

nouncement which is reaching the desks

| of broadeasters across the UL 5. and

Canada today.  Specialized transeribed
musical libraries to meet Special broad-
casting neelds are vours lrom now on
at prices from 81950 per month up
and contracts run for just one year.

We've spent a whole year find-
ing out exactly what broadcast-
ers want from the transcription
field. And this new service is the
answer. It took a lot of planning
to work it out . . . we had to
streamline our entire operation
and adopt a whole new concept
of service to the industry. But
the first flood of orders ... of let-
ters and telegrams that express a
heartfelt ‘‘thanks” from station
operators large and small
make us feel pretty proud and
happy. This week alone we'll
save broadcasters over a quarter-
million dollars!

Details? They're in a brochure you'll
receive this week—and on a little red
dise that will come with it. All we
have- space 1o =ay here is that we've
built five specialized libraries from the
rich. jumbo catalog that comprises the
full basic APS library, They are:

Commercial — All the famous
APS commercial lead-ins . . . plus
time, weather, Dollar Day, Christ-
mas jingles . .. PLUS the COM-
PLETE SERIES to date of
Mitch's Transcribed Sales Meet-
ing Series and an additional new
meeting every month. Cost:
$22.50 per month.

Production — A whole library
of theme and mood music . .. of
interludes, fanfares, bridges, na-
tional anthems, stand-by-music.
Cost: $19.50 per month,

Show Medley—Hours of show
medleys . . . lavish, long-running
medleys from top Broadway
shows. Cost: $22.50 per month.

Popular—A complete pop dance
and vocal library — featuring
names like Flanagan, Jurgens,
Masters, Knight, Carson, Mitchell,
Brito, others. A big little library.
Cost: $39.560 per month.

Radio Munsic — Cream of the
pop concert music—Ted Dale,
Glenn Osser, Al Goodman—hun-
dreds of selections. Cost: $47.50
per month.

There are even additional discounts
from these revolutionary s
107, for any combination of two o
more of these libvaries . . . 59, [or the
broadeaster who likes 1o carn a Mf_'h
rate of interest by paying these low
charges annunally in advance.

prices

Nate the flat price seale. Every hroad-
caster's dollar 1= worth one handred
cents at APS, regurdless of size, loca-
tion. station rates, or whal have von,

There are no cabinets or other extras,
Fach library comes with 1wo complete
se1s of mdex cards. It'|llt'|f' with all the
information you could possibly  need.
Broadeasters who want the famons APS
transenption cabinet— designed  for us
by broadeasiers themselves  can huy
this item outright. Aud we have a special
at-cost plan for the stations who need
extra vertical playback equipment (o
make the most of our superh music,

Finally, there can even be “special
special Dibraries.” Our studies proved
these five special libraries 1o be the
ones most broadeasters need and want,
But there were other suggestions, 1oo
and we're working on them right now
\fter all, we have the biggest supply
of music of all kinds to draw npon!
There’s a speeial religions-folk  nusic
library project in the works right now.
for instance. Concert music too!

And. as ever, there's the FULL AD's
BASIC LIBRARY for the basie <tation

. the richest, soundest. besi-played
library ever! Yes | ., it's APS from
now on . ., for erery radio station!

It seems to us that the impor-
tant thing about this new plan is
that it was inspired by broad-
casters themselves. After years
of having to do things the other
fellow's way, here's somebody
who will throw the old book out
of the window and do it »our
way, with no strings attached!

Exentnally- the sooner the better
we hope to do business with every radio
station.  There's no reason why  wie
shouldn’t. Many broadeasters with full
libraries actually leased them o gain
aceess o some special scetion they con-
tain. And we now have a way to double
the eifectiveness of those Libraries ai
less than half the cost. A< for the -
crators who've never used a library  or
don’t have one now-—well. they know
best of all what this new deal means!

When that brochure reaches
your desk—reach for your pen!
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ame, same fine service...

New name, same fine service for rvadio stations, advertisers
and their agencies! Now “Radio Sales”—for the

past twenty years known as the foremost national spot
representative in the broadcasting business— gets a

new name: CBS RADIO SPOT SALES.,

CBS RADIO SPOT SALES will concentrate exclusively on radio...
representing 13 of the most sales-effective radio stations

| in the nation, each the audience leader in its own market.

1 WCBS, New York—50,000 watts
| WBBM, Chicago— 50,000 watts
' KNX, Los Angeles — 50,000 watts
' WCAU, Philadelphia —50,000 watts
c &4 s WCCO, Minneapolis-St. Paul—50,000 watts
WEEI, Boston — 5,000 watts
RA D I o s POT KMOX, St. Louis— 50,000 watts
KCBS, San Francisco— 50,000 watts
WBT, Charlotte — 50,000 watts
SALES WRVA, Richmond —50,000 watts
WTOP, Washington — 50,000 watts
& KSL, Salt Lake City —50,000 watts
WAPI, Birmingham — 5,000 watts
CPN, Columbia Pacific Network

As before, for the best buys in spot radio, call Radio Sa—

oops! call CBS RADIO SPOT SALES.

NEW YORK — Plaza 5-2000 SAN Francisco=Yukon 2-7000
CHICAGO —Whitehall 4-6000 Los ANGELES — Hollywood 9-1212

DETROIT— Trinity 2-5500 MEMPHIS — Memphis 37-8612




JULY
SALES UP
50%

N
SYRACUSE

THE G. J. RALPH COMPANY,
PERMA-STARCH BROKER IN SYR-
ACUSE SAYS “Participations in
‘Whot's New' with Jean Slade
increased PERMA-STARCH Sales
50% DURING the Month of July.
NO OTHER ADVERTISING WAS
USED.”

TO YOUR NEAREST KATZ AGEN.
CY MAN AND LEARN HOW YOU
CAN SELL THE BIG SYRACUSE
MARKET

* FIRST IN TELEVISION
IN CENTRAL NEW YORK

CBS « ABC * DUMONT

" WHIN
TELEVISION
SYRACUSE

OWNED BY THE

MEREDITH PUBLISHING CO.
60

Frank Delano

of Foote, Cone & Belding

m This is the first r],l" a serjes nj ’lun‘.fh"("\ o adl
agency evecutives, The series will cover

agency men and women in every radio and Tl category.

To see the alent look on dyear old Frank Delano’s face as he
paces the floor of his plush 247 Park Avenue office each morning at
D a.m.. you'd never dream that he'd been pulling snappers out of
Long Island Sound at 6 o'clock that morning.  What's more. you'd
|nn|m|ll\ expect so enthusiastie an allf_’}t‘l' to talk about nullling but
his prowess with rod and reel. You'd be disappointed. When Frank
Delano starts talking. the topic is likely to be Miss Rheingold of 1952,

Joining Foote, Cone & Belding in 1947 as account executive for
Rheingold Beer. he was delighted to learn that the then current Miss
Rheingold had drawn 2.219.501 ballots,  Though depending heavily
on color ads because of the pietorial element of the over-all eam-
paign. Frank stepped up the use of <pot radio and TV 1o such an
extent that the account is socking over $S600.000 into airwave plugs
this year. Results: (1) Rheingold is the No. 1 selling beer in New
York and has heen for the past four vears: (2) the Miss Rheingold
election last year drew 8.284.127 votes. making this the second larg:
est election tpolitical or promaotional’ in the country,

Looking ar his 6" 3" solidly filled frame today. it is dillicult to pic-
ture Frank starting out as a 815 a week mes<enger boy at Young &
Rubicam just after he graduated from Lehigh University in 1933,
At Y & R he warked his way throngh copy research. merchandising.
contact, and finally became manager of their Holly wood oflice. Han-
dling the Jack Benny Show. Lum and Abner. Gulf Screen Guild. and
Silver Theater sold him on sales value of radio.

\fter three vears in the Special Devices Division. Bureau of Aero-
nantics, and as Special Assistant to the Seeretary of the Navy, Frank
rejoined Y & Rin 1915, Two vears later he joined FCAB as account
exeeutive on the Rhicingold Beer aceount. Today he is wember of the
Plans Board, Viee President, and Director,

On the home front. Mrs, 1), has gracefully aceepted the fact that
Frank is tending strictly 1o business as a member of the commitiee
which picks the six Miss Rheingold condidates from a hevy of over
500 professional models,  Much more difhienlt 1o accept is the saw-
dust that filers through their Port Chester home when Frank and
ninesyear-old red gel the lathes turning in the varpentry :-'r]lt||| in
the basement. A chip off the old bloek. Fred recently introduced a
cute playmate with, =1 want vou 1o meet Miss Rheingold of 1903.”
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REPORT TO SPONSORS for 8 Octoher 1951
(Continued from page 2)

Coast-to-coast TV, hot race

raise Series interest to peak
Series broadcasts on AM and TV are probably best
buy in sports sponsorship history. Reason: Inter-
est stirred by coast-to-coast TV linkup in time for
Series and unusually hot race in both leagues.

Nu-Pax radio and TV campaign
will blanket New York City

In what is claimed to be biggest campaign ever used
to launch new drug product in single market, Nu-Pax
sedative will be pushed via radio, TV, and subway
posters in New York. Lineup of programs on WNBC
and WNBT includes: Half-hour "Bold Venture," Ziv
transcription starring Bogart-Bacall; quarter-hour

' of Tex & Jinx program; five other AM shows and two TV
shows. Subway posters will merchandise Nu-Pax pro-
grams by picturing talent. During initial New York
drive, account will spend 35,000 weekly and agency,
Emil Mogul, expects total budget for 1952 to run
from $500,000 to $1,000,000, depending on success
of initial drive. Nu-Pax is non-habit forming
sedative said to relax nerves.

A familiar face in a new place.

Ren Kraft, heading the new WWDC now has second largest
Fort Industry Company Chi- audience in Washington
ﬁggﬁ:ﬁﬂgi%hfigﬁ;;??:Txii WWDC, which rose to fame in Washington, D.C., mar-
hand, up-to-the-minute facts ket as independent, then joined Mutual.early-thlg
about the station that delivers yvear, now has second largest total audience_in city,
more of the billion-dollar according to last two Pulse surveys. Station has
Miami nmnketforlessrnoney attempted to combine best features of both independ-
than any other station — ents and network operation. Thus station "spells"

WGBS. disk jockeys with Mutual commentators like Fulton

Lewis, Jr., station manager Ben Strouse pointed out

in report to advertisers.
% From the desk
aof REN KRAFT:

After seeing WGBS in action . . . Daytime TV may be sold out
hearing their distinctive lacal pro-
grams, se_eing their top ratings on networks by ]anuary
?pdtamwg with representative SPONSOR prediction made last January that daytime
isteners and enthusiostic local 3 ;
sponsors, it's easy to see thot TV on networks would be virtually sold out by Janu-
WGBS is the top station in the ary 1952 seems to be coming true. In gathering
pﬁlenamenol Miami market—aond : i i i S
it’s eosy to see why it's the best material for daytime T V article which starts page 34
buy for ony odvertiser. this issue, SPONSOR staffers found advertiser inter-

est was skyhigh. One reason: on typical day in

October nearly 5,500,000 people will be tuning in
daytime TV. That's audience worth shooting at.
C'Bs Crosley Broadcasting using
00 WATTS film to sell WLW radio
50‘0 f Qi Latest WLW radio pitch is in form of film called

a 2 "What Price People?" Film points out that despite
}hniﬁ television going full blast in WLW area, station
still has lower cost-per-thousand impressions than
any other medium.

MIAMI FLORIDA
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Radio

Kadio 1= the 1op favorite in Bir-
mingham.  For example, quarier-
hour sets-in-nse fhuenres ;1\f‘mgm|
219 last Winter

than the major markel

markedly highes
{ Muli-

'nlse ) average,

still

Stll far ont in front in Birming-
ham radio, WAPI bas two-and-a-
half times as many weekly quarter-
hour “firsts™ as the next station
c v e 10" more than all other sta-
tions comdined.

favorite

Favorite not only for CBS shows
but for its local programs as well.
WAPI broadeasts all of the top 15.
and 18 out of the top 20 quarter-
available  Tor local <ale.
Monday-Friday,

SO

bl Il Saons, “- ‘\I'I IIfllLl.(!!’ilil:- “ ll{

the top 10 newseasts . .. 8 of the

hours

top 10 dise jockey quarter-hours.
Mondav-Friday . . . and all of the
top 10 regular locally-progranimed
~aturday |||.1.-|rlvr-|mul'~.
i

I~ vour v on the New South?
Then look first at highly indus-
tralized,  booming  Bremingham.
For the !'tl!llilll'll' story  on ir-
minghan's  ost  effective  sales

mediune, call Radio Sales or . . .

N per P ielne Nept Fasi A prd 1831

WAPI

“The Voice of Alabama”
Birmingham
CBS Radio Network
Represented by Radio Sales
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RAYEX AND RADIO

tContinued [rom page 31

.-p:ll'l" Il('\\'!"'llﬂlﬂ‘r ;lll."- weoere l'ﬂ'l"ti\l‘ ill
producing immediate sales, but the ef-
fect evaporated in a few days.

Gene Griflin, Sunware’s sales-man-
agement consultant. shakes his head
rucfully when he looks back at that
campaign, “Those big ads certainh
pulled in a lot of customers.” he sayvs,
“but printed media just didn’t do a
aood joh of consumer education and
product identification. 1T we'd had the
dough to continue the program over an
extended period of time. things would
probably  have been  different.  We
weren't getting sustained value from
the ads. and they didut pull enough
to pay for themselves over any pro-
longed period of educational promo-
tion,”

A strategy meeting was called and
Rayex executives Tunkel, Kramer. Jo-
nas, and cousuhtant Griflin thoroughly
analyzed the reasons for the failure of
the promation. The verdict: that they
had tackled too ambitious a project
with too small a budget. The obvious
thing o do was 1o pour more money
into advertising— bt there wasn’t any
more noney.

All right, there's more than one way
to skin a cat, they reasoned. The usual
top-to-hottom  distribution  plan had
been a flop. Why not a reverse twist?
Gene Griflin proposed: “Let’s sell the
consumer first; he, in turn, will de-
manid the ;mu]url from the sales clerk :
the clerk will newdle his hoss.  Even-
tually, we'll have the distributors rap-
ping on our door.”

President Ray Tunkel hased his ap-
proval of the plan on a solid convietion
that onee the public hecame aware of
the effectiveness of the product, sales
would soar. “Our n]lil'll'n('." he vee
calls. “was to Ialid;:r the gap between
the public’s realization of the need [
<uch a produet and the awareness of
its availability,” )

Sa the [Il'lllill'll'l boiled down to one
of consumer education, The solation
they came up with called for a spol
radio and TV Financial
conditions made it a “must”™ that the

campaign,

program pav for itsell. How to do @t?
Stmiple,
reach the greatest mass of people at the
lowest cost-per-contact, and make the
Rayex glasses a mail-order item in or-
der to finance the campaign,

\ hurried eall was put out for Hu-

Use hroadeast advertising 1o

ber Hoge & Sons. top mail-order spe-
cialists. in January 1951, The ageney
was 1ot too enthused about the product
as a mailorder item at first. But Gene
Griffin quickly Tit a fire under Johnm
Southwell. the account execulive. Nao
complicated sales pitch by Gene. In-
~tead. he popped a pair of Rayex Nite
Glasses on Johnm's nose and defied
him: “Use these for three nights of
driving or TV viewing. Then come
hack aud tell me we haven’t got a red
hot sales item.™

It didn’t take quite that long. Two
days later Johnny was raring to go
with a radio and TV test campaign—
centering around the use of Rayex
glasses for viewing television.

Then the boom dropped. Not a ra-
idio or TV station would permit a com-
mercial for a product which professed
to cut down on TV glare. Scientific
tests notwithstanding, no one in the
trade would publicly admit the exist-
ence of glare from a TV tube,

Commercials were rewritten,  The
new sales piteh focussed on the night-
driving angle. Radio’s proved abiliny
to make the listener use his imagina-
lion was put Lo grmd use. How slrong
would your sales resistance he after
hearing this commereial?

“Do you drive a car? How many
times have glaring headlights coming
right at you blinded you so much that
yvou could only hear the whoosh.
whoosh, whoosh of the cars but
couldn’t see them. How long are you
going to continue driving by luck. es-
caping by inches every time those head-
lights blind vou at 30. 40, and 60 miles
an hour? Bright headlights coming al
vou are killers . . . the cause of thou-
sands of deaths and smashups on the
road. But now you don’t have to put
up with dangerous glare.™ Then the
sales pitch.

To appreciate the effectiveness of the
commereial, try reading it alond. It
may look cold in print. but when a
persuasive announcer uses the onoma-
topoctic magic of words like “whoosh.
whoosh, whoosh.”™ there are few lis-
teners who do not fmmediately  and
vividly  recall some  previous  night-
driving experience that scared the pants
off of them.

The commercials are inder constant
sty. Copy changes are inspired by
suggestions  from customers,  station
managers, prospective distributors, and
a wide variety of other sources. For
example. o recent story in the New
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The “Children’s Workshop” is
something unusual in public service
programs. Designed on the theory
that busy minds and hands at 6 pre-
vent delinquency at 16, this show
has not only won a distinct place
in the heart of our community for
itself —but also for the Borden
Company, its sponsor. Yes, its
sponsor! Here's proof that public
service shows, conceived to fit the
aspirations of a community, can
be sponsored and still be in the
public service.

Conceived by Mrs. Winifred
Naas, the “Workshop Lady,” this
program is built to develop charac-
ter in the young television viewers
in this community. It consists of a
period called “Manners—or Living
With Others"—a period of creative
arts and crafts—a question period,

with telephone answers—and =
play and acting project. No chil-
dren appear in the commercials.
The Workshop Lady regularly an-
swers hundreds of weekly requests
for creative crafts direction sheets,
and answers over 150 personal
letters a week — half of them from
adults! And the Borden Company,
expanding a trial period of 4 weeks
indefinitely, reports increased sales
and_  widened markets through
their host of new friends.

It's a privilege to be associated
with another good citizen in this
program dedicated to better youth-
ful citizenship. As a locally-owned,
locally-operated station, we take
special interest in programs de-
signed to make our community a
better place to live. Judging by both
mail response and surveys®, Day-
ton reciprocates those efforts in its
viewing preferences . . . WHIO-TV
is represented nationally by the
George P. Hollingbery Company.

“We fcel this is an excellent pro-
gram for children," writes Michael
Solomon, Assistant Superintendent,
Division of Recreation, City of
Dayton, “and are especially grate-
ful to Mrs, Naas for the opportunity
she has given us this summer to
publicize events on playgrounds
of special interest to children.”

CHANNEL 13

o-tv

DAYTON, OHIO

tEXAMPLE=Pulse August survey
shows that B out of top 10 tclevised
shows were aired via WHIO-TV.



York Times gives the ageney an op-
portunity to stress that latest aceidem
reports show might driving ncreases
the danger of a Tatal smashup Iy
4007, \n un=olicited testimonial let-

that

the glasses gy e eve-case 1o those work-

wr solumteered the mmformation

tne under Huoreseent lichtme

\ppro-

priate copy additions are being con-

stdered.  \s Johnony  Soumhwell savs.
“There's no such thing as a |lt-l'f|-rl
piece of comve There's alway < room for

TP Eey enenlt,

he selling ability of these commer-

New

selection

cials was fhrst tested on WOR.
York., and WATV. Newark.
of these two outlets was based on their
effectiveness in previous  mail-order
campaigns.  The test quarter hour on
TV cost 3250, On radio. a participa-
tion in Bill Tayvlor's Sunrise Serenade
i“‘"llnll.'l_\. G:00 o T:00 aan.d was
ilil'Ll‘tl up for =30,

The Ravex brammtrusters figured that
the prograims had to |l|||l enough or-
ders (at §1.98 per }-.lir' to hold the
ad cost down to 80e e urder., Bill

Tavlor’s melange of news. movie and

How to
SELL in

CLEVELAND

Small
Budget

Low
Cost
Coverage

You don’t need a fat pocketbook
to sell in Cleveland. Not when
you include WDOK in your sales
effort, because WDOK is the only
station in town that delivers the
audience broken down into sepa-
rate segments. Here is how we
do it.

Cleveland has a population of ap-
proximately 1,400,000. About 533,000
are foreign-born or of foreign parent-
age. They like their programs in their
native tongue, so WDOK gives them
just that . . . shows in Czeck, Ger-
man, Hungarian, Slovene, Polish,
Italian and Slovak. It adds up to 115

hours a week in Class A" time,

Then, there are 125000 colored folk
who make up a powerful buying
group, Disc jockeys like Bill Hawkins
supply them with what they want,
and they voted him top man in town
in the Cleveland Press Rzdio poll.

Put them together . . . forcign-born and
colored . . . and you have a slice of the
Cleveland market that represents half
its population. And you can rcach these
customers inexpensively through spots in
these shows. If you want proof, we have
one advertiser who gets such good re-
sults his salesmen pay for the program
out of their own pockets! Get all the
facts from the Walker man, or write to
WDOK, 1515 Euclid Ave., Clevelund 15,

WD

Cleveland
5000 Watts
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book reviews., pop tunes, hymns, and
weather reports brought in enough or-
ders to |III]| the cost down to S0¢ per
unit. He's been on the ad schedule, on
and off. ever stnee.

The TV mail-pull was heavy but only
about enough to meet the break-even
point, With initial costs s<o much hizh-
er. TV has 1o lll]“ like a Percheron to
match radio’s cost pet sale,

\s with practically any mail-order
item, long-term contracts with stations
A station
continues to get the advertising just so

were nol even considered.

long as the offer pulls <uflicient orders,
One successful technique used by Hu-
ber Hoge is to saturale an area with
spots for a couple of weeks. give it a
hreather, then o back and sock the
markel again.

Local station addresses are used in
the commercials and the stations are
llrl'..'l’li to forward orders to the Huber
Hoge ageney as quickly as possible. At
the agency. a sharp-eyed analyst soon
determines whether or not the station
i pulling its weight, His findings de-
termine whether the stattion’s schedule
i« tnereased or dropped.

The analyst is also able to check the
effectiveness of copy changes. spee-
ithed  time program
types. This type of analysis has shown

segments.  and
that. although glasses were offered in
various sty les, the great majority of or-
ders were either for or by male mem-
bers of the family. This was the tip-off
for booking time and program per-
sonalities,

Most successful were participations
and  late-evening
Purchases were made on a ba-

in  earhy-morning
shows,
sis of high ratings and mail-order hack-
ground of the stations. News programs
were found to be particularly effective,
\s sales ‘Ill!'l’t‘ih-l’il and more money be-
came available, the coverage was ex-
||illl|‘|‘li‘

Local disk jockevs, newsecasters, and
lome-town personalities soon showed
their ability 1o rack up heavy sales. In

particular, John Harvey (KGO, San

Franciseo). Ralph Story (KNX. Los
\ngelest, and Harry Campbell

iWBBM. Chicago) have proved they
potent andience  lovalty.  The
“Dear John™ letters that Harvey re-
cetves are not the 1y pe that the GU's got

have

during the war: Narvey™s mail is load-
ed with orders for the products he
plugs on his show. Ralph Story's lis
teners not only flood the mail with
areenbacks, but they write glowing tes-
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W R EE 1s First in Coverage in
The Largest Market Avea in the South

with a two billion dollar buying potential. The Memphis market
rates |3th in the nation's wholesale volume of trade.

Radm Results are UP!....Radio Costs are down!
aml WREC Keeps Step with the forward march nf
Radio Advertising Values . .

WREC RATE IN COST PER THOUSAND LIST-
ENERS, HAS GONE DOWN 10.19, COM-
PARED WITH 1946. THE ADVERTISERS GET
MORE IN COVERAGE, MORE IN PRESTIGE.

W REC HOOPER RATINGS ,
AVERAGE HIGHER THAN ANY |
OTHER MEMPHIS STATION

Memphis N2 1 Station ’

Represented by The Katz Agency, Inc.

Affiliated with CBS, 600 Ke. 5,000 Watts
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timonials for the produet= and send
orders Tor their neighbors,

On TV, late Teature films and wres-
tling outpulled any other type of pro-
crams. Live commercials are used in
the East and a three-minute filim is used
i other localities,

First substantial network partieipa-
tion was for 70 stations carrving ABC's

sid W alton Vews.,  As

many as 150 i!]ll!"ll‘llll"lll and network

Reviews the

stations are being used now during
the course ol a week. Al }II'I"-_—“IIII'. ad-
dition ol @ split NBC net was being
dickered Tor. This will hriug the total
to aver 350 stations weekly,

Prior (o September. Rayex  was
plugged on a C.OD. hasis, The Sid
Walton program was recently nsed to
test prepand orders and  preliminary
analysis showed that, although the vol-
ume was down slightly. the saviug in
the cost of handling orders offset the
dechne. Future commercials will ||ru!|-
ably give the customer the choice of
prepaid or C.OLD. orders.

TV was tested in at least six markets
but Ravex found that, in addition to
the high price of time, there was just
too much work involved in handling a
single product in this medium. Station

requirementts varied so greatly that ex-
pensive changes were necessary in the
Va-.

ryving rules as to permissible claims

film commercials in each market.

andl the duration of commercials add-
ed o the complications.

Then, too. programing on compeli-
tive TV stations was so variable that
there was no way to anticipate audi-
ence size. It was practically impossible
to control the commercials out of town
insofar as knowing the exact time they
would he used on the air.

Herman Lichenson. of Hober ”n_l_lt'.
told sroxsor. “We'll probably test T
again in the Tuture, bhot at the present
time we feel that it is just plain over-
priced. Radio. with the same effort.
pulls 10 times as well dollar for dollar.
Y(Ill Can ;_ll'l e llt?llllh' al ll"-.‘- sl
practically every time,”

Per-inquiry deals were tried and are
still used. but merely on a marginal
basis. While P.L produces additional
volume at no actual additional cost,
the “hastard™ time given 1. deals by
makes the
spotty and unreliable, Few stations are
willing to use anything bot highly mar-
ginal time for per-inguiry deals.

March and June of

stattons results  extremely

Between this

for quick,

® ® ® o ®m ® BgNDER ORDER FORM

1 %4 one binder
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easy reference
to your copies of

SPONSOR

get the beautiful SPONSOR BINDER

1 $7 tweo binders

% SPONSOR
& 510 Madison Ave.
New York 22
|
a Pleate send me Binder holding 13 issues and bill me later.
-
[ ] NAME
K
FIRM
L}
[ ] ADDRESS
B
- CITY ZONE
[

By

IMPORTANT: Bind-
ers come in two sizes
(1) to fit your 1950
or earlier SPONSOR
issues. (2) to fit the
slightly larger 1951
issues, Please write
numbers | or 2 in
the boxes to indicate
binder size desired.
You may buy one of
each size for $7.

STATE

vear. more than 350,000 was poured
into radio and TV. No other media
were used, By the end of the year more
than £150.000 will go into air time.
Where is this money coming from?
I's coming [rom direct-to-consumer
sales produced by the judicious use of
radio and TV advertising. Yes, that
350,000 which was invested in broad-
vast advertising brought in more than
enough sales to liquidate the ad expen-
ditures.

A summer hiatus was 1aken for 1wo
months, Account executive John South-
well explains. “While we realize that
peaple listen to radio wherever they
are. a good deal of summer listening is
done out-ol-home, |'1‘n|l|{‘ |i.~l[‘l|i]l;: in
cars don’t very often make notes of
mail-order offers.  Then. too. people
on their vacation don't sit still long
enough to have an item mailed to them.
That period gave us a chance to ana-
lyze results and get =et for an all-out
effort in the fall.”

While the volume of sales produced
by radio was important hecause it en-
abled Rayex to step up their advertis.
ing month-by-month, more important
i= the fact that the consumer demand
created by the campaign has gotten the
Rayex foot into the door of national
distribution,  The top drug jobber in
the country wouldn’t touch the item
until one day the buyer’s daughter told
him that she had seen Ravex glasses
advertised on TV: Ravex Nite Glasses
were listed in the next drug catalog,

During the abortive 1941 magazine
campaign. the largest variely store
chain in the nation tried a sample stock
of the item. Sales were so poor that
the buyer told Rayex's salesman to “go.
and never darken our sales picture
again.” Last month. the same buyer
called to say. “It's against my prinei-

| ples ta take a second chance on any

itenn, but that spot radio campaign of
vours has created such a demand on
the West Coast that 'm foreed to hack-
track.”

\nother result of the airwaves cam-
patgn has been the receipt of hundreds
of letters from owners of the service
stations, amto supply drug
stores, sporting goods outlets, indepen-

|1| nises=,

dent distributors. and drug johbers re-
questing franchises,

The Wexton Company, New York, s
working closely with the merchandis-
ing  effort.  Colorful,  sales-inducing,
point-of-sale  material has been pre-
pared and a mat service set up for co-
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m West
Virginia . .

Your
dollar
goes
farther
with

“personality”

More than a million
West Virgimians, (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
about the same as you
would pay for any single
comparable station in

either locality. Make us
prove it!

/7

fZ

Joe L. Smith, Jr., Incorporated

Represented nationally hy WEED & €O.
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WKNA-FM
CHARLESTON

950 KC—ABC

\ \ 5000 W DAY * 1000 W NIGHT
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WILS-FM
BECKLEY
560 KC—CBS

4 1000 W DAY = 500 W NIGHT
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This natenal
follows the consumer-education theme

0] werative I omotions,

of the air copy, §l|.ltil|_-_f ¢'l|1]|l|_|-i- on
the revolutionary
imvolved in the
than on amv =nvle [eature

scientific  principle
lens formula rather
\ppointment of sales representatives
throughout the country proceeds just
as last a= ellective consumer advertis-
ing i= established i each area. Start-
ing with one radio station n an-area.
other stattons are added until consun-
er demamd s stimulated to the point at
which mail-order sales can be elimi-

nated and normal retail outlets can
pick up the ball. Cooperative newspa-
per promotions are planned. but radio
and TV will continue to be used for
the major eflort.

More than 500 outlets
signed up throughout the country in
less than two months. In New York
City alone. better than 300 retailers
are now handling the product. [t is
t‘K]N"'lt'!I that when the 600 mark s
reached in New York, mail-order sales
in this market will be discontinued and
efforts concentrated on regular retail

have been

And here

BMI PROGRAM CLINICS
IN YEAR'S FINAL SERIES

is the schedule which conzludes
the BMI Program Clinic calendar of 1951

Makie Plans Now (o Addond

SEVENTEENTH NEW YORK PROGRAM CLINIC
Waldorf-Astoria Hotel
MONDAY and TUESDAY, OCT. 22nd and 23¢d

HOUSTON, Texas

Ken Brows, Chairman, Texas

PR .

WICHITA, Xans.

SALT LAKE CITY, Utah Utah Hotel

BILLINGS, Mont,

M Apaw

Dy

I*ary stdent,

ABERDEEN, S. D.

MINNEAPOLIS, Minn.

And on Tour
Shamrock Hotel

Broadeasters  Committee

OKLAHOMA CITY, Okla, Skirvin Hotel

Beviary, President, Oklahoma Broadeasters Association

Broadview Hotel

Bes Lvoy, Prestdent, hansas Association of DBroadeastors

o Bwnsen Exass, Charrmar, UVtah-Llaho Broadeasters Committee

Hotel Northern

Montana Broadeasters

Alonzo Ward Hotel WEDNESDAY, NOVEMBER T7th

Roneer Deas, President, Somli Dakota Broadeasters Association

Radisson Hotel

sy Gesovase, President, Mumnesota Broadeasters Association

"“"MOST PROFITABLE DAY EVER SPENT" is the repeated exprossion of the 2,362
broadeastors who Tase atrended the 28 CLINICS just concluded in 28 <tates as well
the wany hundreds who have heen o the 16 Clinies i New York,

SUNDAY, OCTOBER 28th

& NARTR Direcin

TUESDAY, OCTOBER 30th
WEDNESDAY, OCTOBER 31st
FRIDAY, NOVEMBER 2nd
MONDAY, NOVEMBER 5th

Association

FRIDAY, NOVEMBER 9th

outlets. The volume of sales should
then be sufficient to support radio pro-
molion.

Macy’s department store has signed
up and at least three other department
stores in the city will be plugging Ray-
ex Nite Glasses within a month. At-
tractive first-floor space is being allo-
cated to the product and sales clerks
are receiving a thorough indoatrina-

tion.
Thus, Sunware Products have used

the airwaves to carry out their three-
The
power of the airwaves and the potent
selling ability of the human voice have
been utilized to win three objectives;
(11 Acquaint the public with the prod-
ucl in order to create a demand; (2)
educate and stimulate dealer interest:
(30 build up distribution. area by area,
until the mail-order operation is com-

pletely converted to a retailing bo-
* k *

phase program in record time.

nanza.

MEN, MONEY, MOTIVES

(Continued from page 6)

critics, publicly labelled as such, and
themselves subject to the responsibility
amd integrity of their task, would have
a clarifying influence unlike the present
pressure group axe-grinding criticism
which promotes confusion and is. by
its very motivation. incapable of in-
spiring anything more than resentful
ilefensive measures from  the entre-
,:l'l.'.llcl!r:-'."‘
® %k

It's a long jump indeed from the
kind of “serious professional” eritic
of our 1940 advocacy and Bill Ben-
ton’s plan to install V.LP. “part-time
amateurs.”  Excuse it please. we are
not sanguine of happy results from a
room-full of prestige characters. We
would fear their pious codes as much
as their steamrollering of pet peeves.
They would be very fine persons with-
out a doubt. but would they be ade-
quately informed and of prolonged

diligenee i investigation?

A TR
‘ The individual critic promulgates
I apinions on first-person  responsibil-
ity. Assuming a eritical intelligence as
lis first nature-bestowed qualilication,
and intinate knowledge of program-
ing as his stock-in-trade. the eritic has
a clear-cut function, an expanding au-
dience. a power ]lrupurlitlll:lll‘ to his
merits as openly demonstrated week in

SPONSOR




Sports fa,ns listen

VAN PATRICK, the ]
Great Lakes Region’s S]) 0 rt S f( L ]'LS b l L y !
most listened-to sportscaster, v
is sponsored daily by
PFEIFFER BREWING COMPANY,
makers of Michigan’s largest sellingbeer . . . . ... ..., and helps deliver

this kind of action!

.-'"- v. WIR Sports Director Van Patrick conducts the
N the Great Lakes Region's most listened-to sporis
i > - shows at 6:30 P.M., Monday through Saturday,
. G R E AT sponsored by Pfeiffer's, and at 11:15 P.M., Monday
y through Friday. In addition, Patrick broadeasts
. the University of Michigan football games for
ol VOICE Standard Oil Company to thousands of loyal
el sports fans in WIR's vast coverage area. Here's
wm\?-‘mo” * Of the another example of a WIR star personality

ey attracting millions of listeners (and potential

cBs G R E AT customers) for the sponsor.,
Remember. .. first they listen ... then they buy!

LAKES Skl £ e

Von Potrick listeners from 31 states and Conodo moiled
in 3714 requests for copies of “Tiger Facts” in response
to only two announcements on his 11:15 P.M, progroml|

FREE < {':}?

SPEECH "ﬁ Radio—America’s Greatest
MIKE Advertising Medium

| Ripresented Nationally by Edward Petry & Company
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for A

Morning Man

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

7:15-8:30 A M. — Mon, Thru Sat.

Arkansans like pood Western Music . ., .
and they really go for Howard "Cactus”
Wilkerson's morning roundup of tunes,
tume and temperature before they head for
work, (Little Rock city bus line reports
pr,lk hours of Passenger travel from 7:30
1o 8:30 A.M.), Whatever you're selling . . .
from dpples 1o Zippers . . . let "Cacius”
tell "em and sell "em! Still some time avail-
able . . . but "twon’t last long!

Phone, Wrie or Wire GLENN ROBERTSON,
Manager, KVILC, for Detals and Avalabilitzes . . .
RADIO REPRESENTATIVES, INC.

or  conlact

National Ropresentatives
RADIO REPRESENTATIVES
INC.

and week out. He 1= not a eritic who
hits and runs or hides in a crowd or
must defend a point of view hecause it
was resolved Iy najority vote,

3 * = 3

Perhaps the dominant doubt with
1ill

commitlee plan is that W seeks 10 up-

revard Lo Benton™s  eriticism-by-
grade an art in ters of political pres-
sure,  The crities on his prospective
board would be sue essful crities only
to the degree they “foreed™ changes,
They would., morcover. necessarily he
with or against certain Congressmen.
and thus up to their neeks in Wash-
ington log-rolling of which there is
already mueh too neh,

E 3 # *

It is the areal obsession of our Len-
eration that evervbody. meluding the
former owner of  an  advertising
agency. wanls every |-lu||1mll. even the
admittedly-regrettable absence of pro-

gram eritieism solved by Govermment

fiat and public tax money. * k&
RADIO COMMERCIALS

i Continued ,J':.nm page 52)

coverage is less than, say, 2007 7 Saon-

er or later the networks are zoing 1o
wise up and offer this combination
\\11\ |]nuLIl|r s i |l;|l‘l\.'|'_-t'_ \ll\\' Vol
have to build it loeally or fight them
for it— but it eould be a worth-while
hattle!

Let’s look al radio program costs,
Well. a wee bit of negoliation should
t';!.‘-il_\ demonstrate that talemt |rriw's
can be adjusted far below what they
WEre Ill'rllﬂ‘ tlll' ?‘l||]||I| llf ||1" ﬁllllml
chainhreak and the Kinescope were
heard through the land. Your S6.500
mystery should come in now for 83,750
tor lesst, suffering no lamazingh )
loss whatsoever in acting. seripting, or
listenability. How
Wouldn't it be smart for them to lower
right
down the line thereby ensuring their
I ithink =o.

Alson | believe the cost of radio tiime.,
hnl'l ]tu'.‘tl .'Irh| ll"‘l\\llfl\, ~|lu|l1|| I{I'l-|-

about the vnions?
their scale rates for radio talem

members of more work?

faster. True there has heen some shay-
ing. but radio’s face could come far
cleaner than it has and thus look [ar
more attractive in the long run, 'm
sure the station manager’s philosophy
on this is that every time-reduction in
to ring the death
and have an effect

I;Iliiln serves only

| knell more loudly

that is antithetical to the one desired.
But | think that’s a short-sighted view-
point.

Aud finally 1'd say it becomes an
advertiser to take real close serutiny
of Class C radio time when television's
competition is lessened. or he might
start  an  every-other-week
which TV has already proved does de-

program

liver audiences as well as program con-
tinuity. Or he might consider perhaps
a stageered network of Class A in non-
TV areas and C in the TV markets.
\ll would help get more people for less
radio money which is everybody's goal
* Kk *

these davs.

DAYTIME TV

(Continued from page 37)

agency-owned package. are not low.
At eurrent New York prices, a typieal
Monday-through-Friday 15-minute se-
rial drama as estimated by sPoasoRr
would cost S8.650 weekly. compared
1o a radio serial average estimated cost
of 83.500. A breakdown of sroxsor’s
ﬁ;.".llrt‘ 'l.l“ll“':'-:

IV SERIAL DRAMA BREAKDOWN®
{Prices mie for a New York production)
ltem ___ ] _ Prue
Camera rebearsal (mostue S3000 weekls
tho)
Iy Run™ rehearsal S0 weekly
ity progs,  amd  cos- Abeut $1000 weekly
nrmes* "

SO0 weekly (or mme)
Abhout 32,0500 weekly
S450 weekly (or  more)
S0 weekly

Wiiters and scripts
Regular talent
IV dircctor
IProdludtion
lany
Tutal

help,  miscel-

SH,GA0 weekly

S This iy nen a breakdown ol an exisung show,
It is a tock-hottom estimate for a show that would
be a normal, American story with o small, non-
star cast an simple surrovndings.

** There might well be an imtial, non-recurring
(except for mamtenance and storag hatge fon
seint-permanent sets. Pro-rated, it would come oat
ta about the hgure here listed.

It is of interest to advertisers. par-
ticularh
daytime serial drama. to cousider a
sort of video “de-eentralization™ ap-
proach. Estimates of the production
costs of Colgate’s Miss Susan, which 1=

those contemplating a TV

produced in Philadelphia, and Lever’s
Hawlkins Falls. which is done in Chi-
cago. show that doing the show “out of

Tu fact. Miss

Susan's ‘:rirn* is said to be about half

town  can save nonev,

what it would have cost in New York
Citv. and Hawkins about a thind. due
to lower wnion scales and greater co-
nlu‘r';ll]llll [rom the nl'i_L'i!lilIill;l outlet,

Auddience composition: \s men-
tioned earlier in this report. the day-
time network TV audience is primarily
a female one. although by no means
reserved exelusively 1o the ladies,

SPONSOR




THE GEORGIA PURCHASE

o ————— T —— —— i ——————

only

a
combination
of

stations

can

cover
georgia’s
najor

markets /

ATLANTA

WAGA

5000 w 1290ke
CBS

10,000w 940ke
CBS

the TRIO oﬁbrs advertisers at one low cost:

¢ concentrated coverage » merchandising assistance «
= .

listener loyalty built by local programming « dealer loyalties

... INTHREE MAJOR MARKETS

represented
J:r .l'ud'iridimh'y and T H E K A T z A G E N C Y; I N C .

as a group by

IIEI YORK - CHICAGO - DOETROIT « ATLANTA .« DALLAS - KANSAS CITY . LOS ANGELES - SAN FRANCISCO
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Supon Salusman

n Z Pennsylvania’s top quality market

And no wonder! For WHP entertains.

iforns and influences more people in its
area than anvone else.
WHPs consistently high Hoopers arve the

ey ol hroadeasters everywhere, and vour

best gudrantee of the grealest return per
radio dollar invested.
Represented by The Bolling Company, WHP
i~ the CBS station serving the greater South
L Central Pennsylvania area day and night.
including such markets as Harrisburg,

Lancaster, York. Lebanon. ete.

WP

the key station of the keystnne state..THarrishurg, Pa.

Here are some representative audi-
cnee composition  figures on  typical
daytime TV shows. Compiled by Amer-
ican Research Bureau, they should give
a potential daytime TV advertiser some
imdication of what type of audience his
program is l“\l'l\ to draw in terms of
women. children. and men  and view-
ers-per-set:

TYPICAL DAY TIME IV AUDIENCE
COMPOSELTONS (1950-51)

Auilience 7 Viewers

IMogram Women Men Clul, per set
hate Smith i 15 i =4
Ciarry Moot 55 It ol o
First 10 Yemas 55 11 | 21
Hawkins Falls* 35 7 5N a1
ride & Groom LR 7 4l 2.1
Homemaker's  Exclunge 7l L 1.9

Lever's UHawkins Falls' ilustrates the  poinm

thiat thme slot sull has a lot w0 do with audience

componition.  Although the show is a l\[-u_|l_\...|;.
opera, i comes at oan hour (55015, New York)

which 15 wsually reserved for the moppel shows.
I s, despite Lever's promotional elloris, the pro-
gram draws an andience which s 587 childrent

Results: Daytime TV is still rela-
tively new. and virtually all of its ad-
vertisers are heavy spenders in a long
list of media. Therefore, inding trace-
able results is not the casiest thing in
the world. Many advertisers keep their
results under tight wraps, sinee they
are occasionally of a startling variety.
Here are a few that have passed the
“lron Curtain™ of advertising silence.

Corn Produets Refining, which spon-
sored a portion of the Garry Moore
Show on CBS-TV. offered a women's
blouse in exchange for a Linit box top
and a dollar.  After only three an-
nouncements on the show—which was
reaching its audience at a general cost
of shightly more than $2.00 per thou-
samd -~ Corn Products  received more
than $30.000 in cash and 50,000 Linit
hox |IIFI."--

Last June, Hudson Pulp & Paper,
which has recently upped its radio
-lu‘u-Im: in addition to its TV usage,
found how effective daytime network
TV could be in a sampling operation,
l'sing its commercials on Bride &
(room. Hudson offered viewers a cou-
pon gzood for each of four different
kinds of Hudson Paper Napkins. The
conpon was exchangeable at grocers,
In a few weeks. Hudson was husy
mailing ot something hke 100.000
conpons — which in turn sampled au-
diences with some 10,000 hoxes of
paper napkins. This represents a sue-
cess story for both daytime TV and
radio. And it means profit for Hudson
in the long run. since the paper firm
has admitted on occasion that hetween

3000 and 5077 of such “sampled”
lousewives remain on as steady cus-

Lomers,

SPONSOR



By far the best mdication of results.
to those who doubt the efficacy of day-
time TV, is a look at the list of day-
time TV network program advertisers
who are lined up for fall. 1951 (on
page 34). Nearly a dozen of them are
among the top 25 advertisers (in terms
of media expenditures) in the country.
To them. daytime network TV is no
“experiment.” It’s a solid sales-produc-

er—or else they wouldnt be using it.
On a strietly dollars-and-cents basis,
daytime network TV’s average cost-per-
thousand figures of about $2.25 com-
pare more than favorably with the
high-cost nighttime TV shows. and
with magazine advertising costs for
full-page black and white ads in the
leading women’s magazines. now top-
ping $3.50 per thousand on the aver-

age.

Conclusion: The facts of daytime
TV add up very simply. It is a rapid-
ly-growing medium. reaching a basi-
cally-female audience at reasonable
costs, Daytime TV is filling up quick-
Iy. I's TV’s “Last Frontier.” The time
to get into it is now. * ok ok

RED CHANNELS

(Continued [rom page 29)

to the spine.” The fact is. from a pub-
lic relations point of view. that Gen-
eral Foods may have acted ill-advised-
|}'. but not without fnrcl]mllghl. Wheth-
er right or wrong (and some company
officials now concede it was wrong) i
took a certain boldness for General
Foods to be the first company Lo take
an official stand on this touchy subject.

The other great fallacy is the mis-
conception that Geuneral Foods aeted
the way it did because it was deferring
to the decree of Red Channels. Actual-
ly. the company was violently opposed
to the tactics of Red Channels. and
still is. An official spokesman for Gen-
eral Foods recently told sroxsor, *We
don’t recognize Red Channels in any
way. In fact, we think it's a terrible
menace. It's an improper attempt lo
conduct a Kangaroo Court on ques-
tions of loyalty.”

This same official spokesman for
General Foods was ready to break his
past silence and reconstruct for srox-
SOR exclusively the steps that actually
led up to the Muir pronunciamento.
“The trouble was.” he explained. “that
most of the preliminary ruckus began
during a week-end (the 27th of Au-
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AVAILABLE TRANSCRIBED FOR THE FIRST TIME!

|

GLENN MILLER'S $50ixo:
y l) SERENADE
featuring the original Glenn Miller orchestra
with Marion Hutton, Ray Eberle and the Modernaires

MILLER classics, many never before recorded
450 different 15 minute MILLER programs

the MILLER network name, yours locally

Here, indeed, is o rore availability. It comprises
the priceless library reference recards of all broadcosts
tronscribed by the late, great Glenn Miller and his Orchestra,

This is Glenn Miller at his finest, Glenn Miller wha set o
style thot is so modern it’'s the most widely copied band in
America todoy. This is the ariginal Glenn Miller, the
same archestra and vacalists who were such o sensation
through three yeors of caast-to-coosting far ane af the
notion’s leoding odvertisers...with Glenn’s own voice
intraducing many of the selections.

Here, indeed, is a great nome plus greot musicol progroms
thot add up to o greot sales vehicle. In additian, it's on
ovoilobility thot hos “netwark” written all over it excep!

when it cames to cost so be sure ta find aut how easy

it is to be first with GLENN MILLER'S MOONLIGHT SERENADE
SHOW in your locale!

WRITE, WIRE OR PHONE TODAY

= HOllywood 9-0987
1459 North Seward, Hollywood 28, California
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air=1 . So there was a certain amount

ol vonfusion, NBC lbegan receiving
\HII l]l‘-

spi what rumor H L lh:'rl Werse maore

]-;e JITN l-'{“-_ .llltl =i litll we.,
than a few. \Ilu;_'l'llu‘r, we ol =ome
200 Fuh.-lll' n'.‘i”- T |\i||;_r o Ilu' \Illil
vi~c. Our public relations department.

L L wally. was llooded with protesls,

both at the oflice and at home, from

people apposing our use of Jean VMuir.”

Wha were these l‘.lf|_\ ]linll’-ll'l'.-? o [
wias only alterwards,” the spokesman
conceded, “that we learned these per-
stifls were i.lulllh livg pressure "_'I'U|||J."‘.
Al the time. though, our ehiefl consid-

eration was the fzet that they claimed
they represented large groups.”

I'he rulllj‘l.‘lilll'r- consisted lil['_'_'l']_\.
he said, of persons maintaining they
represented the membership of Ameri-
can Legion and Veterans of the For-

eign Wars Posts. Especially articulate

at the time was the =o-called Joint Com-
mitlee
]II'-'Itll.‘lI I'\
who was compelled to resign as rabbi
of Temple Emanuel in Yonkers, N, Y.,
in the spring of 1917, (His congrega.
tion had llhi!‘l'll'li to his series of arti-
cles in the New York World-Telegram.

\eainst Communism. It was

Rabbi Benjamin Schultz,

FOR ROANOKE AND

w D B.I 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 WDBJ’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 WDBJ or Ask FREE & PETERS!

Established 1924
CBS Since 1929

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

SOUTHWEST VIRGINIA'S Pcoucer RADIO STATION

Night — 66,230 families

(C. E.

in which he charged Communism was
rife in America’s churches and syna-
gogues. )

“The complaints that Miss Muir's
name was listed in Red Channels,” the
General Foods spokesman continued.
“had nothing to do with our subse-
quent action.  In fact. we hadn’t even
heard of Red Channels. We had to
send out to get a copy. =0 we could see
what the hell the thing was. Even then,
it was none of our husiness trying to
judge whether or not she had helonged
1o the l"l;_'hl organizations listed in Red
Clannels.

“What concerned us fact
that she had apparently hecome a con-

wis the

lrn)\'l'l'ﬁinl |:£'r.~'-ullaiil)'. whose presence
secemed to alienate the goodwill of
many people. If she had been a vege-
tarian. whose presence  on the show
alienated the goodwill of a great many
meat-ealers, altitude

our probably

would have been the same. Using her
would have been akin 1o sending out

a poor salesman in an area where the
salesman was disliked.

“The decision to release Miss Muir
and pay her off over 310,000 for her 18
weeks of contractual commitment was
nol maide |1.‘1:‘~til_\. It was taken up by
General Foods™ executive board. Right
up to Clarence Francis, chairman of
the board. Our decision [ollowed the
seeming logic of our already estab-
lished poliey  that ‘the discussion of
controversial subjects in our advertis-
ing may provoke unfavorable eriticism,
and even antagonism, among sizable
Eroups u[ |'(II'I.:4|.|IIH'F:-'.’

“We had two of our own precedents
to follow. In the past. when Kate Smith
once said on a show that “all medinms
and spiritualists are fakes”. we had re-
ceived many protesls from 1:t'upll' le-
lieving in that form of religion, We
told Kate to ston it. and she did. When
Jack Denny once got into trouble by
not paving duty on goods he brought
in through Customs. his utterances be-
came a controversial topie.  But he.
too. cleared himself.”

The spokesman added that General
Foods did not anticipate a great furore.
because it already had the |II'I'|'t'|It'II| ol
other “controversial personalities™ qui-
elly  dropped  from shows, without a
e and ery raised by the publie, (Wil
liam  Sweets. ex-director  of  radio’s
Gangbusters and Counter Spy. and
Frederie Mareh and Florenee Eldridge,
from U. 8. Steel's Theatre
Guild on the Air, hecause of their list-
ings in Red Channels.)

rl'll‘;l-ﬂ'li
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What then happened. the company
found, is that there is indeed a vital
difference between privately expunging
a “controversial subject” like Kate
Smith’s attack on mediums, and public-
ly purging a “controversial personal-
ity” from the air. One is abstract: the
other is Mlesh-and-blood. and therefore
more conducive to arousing human
sympathies and passions. In the words
of the spokesman. “All hell seemed to
break loose. When the newspapers he-
san siding against us editorially. T got
a telephone call from Mr. Theodore
Kirkpatrick. one of the publishers of
Red Channels. He said. ‘I can offer
General Foods additional data on the
hae-k;_'rmlml of Jean Muir. ... 1 didnt
even let him try to sell us on having
his organization screen all of our show
talent. [ said. *Mr. Kirkpatrick. you've
.'Ilrf'{lll_\_ |{l|l1l‘ Lo .l'.'lu'l'.'h f(ll‘ us. ‘;umi-
bye!” And 1 hung up on him. And
the telephone calls. the visitors 1o our
office. the letters. began flowing in.”

A close examination of the after-ef-
fects of the Muir case today. however.
reveals that the actual influence of Red
Channels and its adherents, in lerms of
stirring up general consumer reaction
against General Foods. was virtually
negligible. In other words. the pres-
sure groups exerted more bluster than
genuine action. The General Foods
spokesman summed it up for SPONSOR
this way:

“A tally of the total letters we re-
ceived shows that 3.300 were against
the firing of “untried persons.” and 2.-
065 were againgl the rehiring of Jean
Muir. Pressure groups stimulated let-
ter-writers on both sides. But of the
letters written independent of pressure
aroup  stimulus. three to one were
against our firing of Jean Muir. It's
our estimation now that 807 of the
letters written complaining of Jean
Muir were a result of articles written
in two New York City religious pub-
lications,

*“In October. when the Muir hysteria
seemed greatest.” the General Foods
spokesman continued. “we had the
Opinion Research Corp. of Princeton.
N. J.. take a nation-wide Gallup Poll
for us on the Muir affair, The results
were reassuring. Less than 409 had
even heard of the Muir affair. And
of those that had. less than 3% could
relate the name of General Foods or
the product involved. Jell-0. with the
name of Muir! They tied up the name
of Muir hazily with General Mills, even
the Bell Telephone Company. To check
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DO YOU WANT 90,581
(OR 58,560) TV HOMES
IN WESTERN MICHIGAN
AND NORTHERN INDIANA?

There are two television stations serving the 2-4-county area
of Western Michigan and Northern Indiana: WKZO-TV.
Channel 3 and Station *B.”" The respeetive transmitters are
located 25 miles apart. There iz an approximate coverage

duplication of 409 in the high intensity area.
[ =) -

When two stations serve substantially the same area, it be-
comes important to determine who covers what, and how
much. Under these cirenmstances, the .1 MV contour meth-
od is an outmoded device. Most people in the business agree
that BMEB developed the only satisfactory vardstick to deter-
mine circulation in radio. That method, we believe, is the

only selution to audience measurement in TV,

During May and June. Jay & Graham Rescareh, Ine. con-
dncted a Videodex diary study using the BMB method cover-
ing television homes in 18 Western Michigan and 6 Northsrn
Indiana counties. Fifty or more diaries were tabuolated in
every county exeept one: one hundred and twenty-five were
distributed in Kent County (Grand Rapids). The result was
smashing proof of the WKZOTY audience urea showing all
counties wherein I5% or wmore television familios view

WKZO-TV wt least 6 nighttime hours a weeli—

90,581 TV familics in the 24comnty area view WKZO-TV:
58.560 families view Station “B." Thus WKZO-TV delivers
32,021, or 54.7%, more Western Michican aund Northern
Indiana television homes than Station 137!

This Videodex Survey, using the time-tested BMB technigne.
is a must for anyvone interested in television, Write direer

or ask Averv-Knodel for yonr free copy. today!

wier WKZO-TV " wkzo

™ GRAND RAPIDS /P4 ™ WESTERN MICHIGAN | 4 04 w KALAMAZOO

anp KENT COUNTY @ AND NORTHERN INDIANA AND GREATER
WESTERN MICHIGAN
(cBSs) (CBS)

ALL THREE OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY
Avery-Knodel, Inc., Exclusive National Representatives
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Mystery Shows does not beat the

rating of any mystery detective TV show
at the end of 13 weeks comparable time.
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cond Run)

{Se

Our price for these brand-new, first

EXCLUSIVE DISTRIBUTOR
LOUES WEISS AND COMPANY

is the

Here

films is 125% of the

top, 1 time, A rate of each city.

. d

1s1on

run telev

most amazing offer ever made

local - vegional - national sponsors,

for

Screening Prints Available

Write—Write—Phone.

II}J tli!'llil'l'. we 1l‘{l'|lhillll'l| :-n"\l'!'ill l;i'n-
eral I'-lun{- sales offices in il'Ihl'l' cilies.
ike Chicazo, We asked. *How has the
Muir publicity affected our sales?” The
answer invariably was. “Muoir? W ho's
Muir?”
about the Muir case had heen largely

In shorl. the seeming furore

restricted to the Eastern states, and the
hysteria largely centered i pressure
group fronts”

\Mthough General Foods had not in-
tended it so. ils action in purging Jean
Muir established two ll.i[]_‘,‘l‘l'llll.‘- prece-
dents for other sponsors, One was thal
of banning an accused performer from
a show without first consulting the per-

former personally in order to verily

the validity ol the accusations. [he
* * * * * * * *
s Aimerican=. generally, are the maosl

l':llllpl.‘u'c-ul of the |u-np|l'- of the world

. who think they are sitting pretty on

its top. The plain faet is that no one in

America = =illing pretty . NOr ever

will again. with inflation lurking in each
s amd wage advanee,*®

FAIRFAX M. CONE

Board chairman,

The Advertising Couueil

* * * * * * * *

spokesman for General Foods now con-
cedes. “We did eall in Jean Muir, hut
only to explain to her our dilemma,
We didn’t mquire whether or not the
charges were true. because we felt it
wasn't in our domain 1o =it in judg-
ment on her political afiliations.”
”ll\\f'\i'l'. \’I'(III \lllii"-\ l]ll.‘-}'.lllll. ”r'lr
rv Jaffe. attornev for the
|'1'uil'1';lliu|l ol Radio Artists.
Foods didn’t even con-

\merican
now in-
stsls General
sult her 1o explain the compam’s po-
‘i”lrll‘ “(;I'lll'lii] ]'.lrlrll‘- was very :|t'|'|'-
liet i not consulting her.” Jafle told
“*We had 1o ind out about
hier bemg fived by accident. The com-
Lele-
|h]|nm' calls. Tt was only alter the de-

SPONSOR,

pany wouldn’t even receive out

ciston was made that we ool o sec
them. [ feel now, though. that the com-
pany is sorry about the way it acted.
That if it happened again. it would try
to eet hoth sides of the

.‘r'H. whao lr;;‘. |J:r|||ir|_\ .‘-'Iili <he fr- 116

case. Jean her-
Conununist, i= terribly ups=et. Sinee all
the publicity, she hasn’t worked on ra-
i or TV, She's staved home and de-
voted hersell o our three children””
The second dangerous precedent es-
tablished by General Foods was tha
of sceming to give eredence to the au-
thority of Red Clannels. Obscured Iy

all the hullaballoo was the faet that
General  Foods actuallv scorned  the
mantle  of power assumed by Red

Channels: that it acted as it did only
hecause it was fearful of the threat of
boyeott from what turned out 1o be

flli"

was Lhal

impotent  front men pressure
The net the

question of whether or not a perform-

aroups. resull
er was a tried-and-proved Connuunist
hecame unimportant in the minds of
many other advertisers and ad agen-
cies, What did become important was
the fact that
heen The performer  listed —
Hf’.‘f ('f'HHHh'rJ.\ III‘-
came. ]r('l'fnl't':-. anathema as a poten-

Very an accusation had
made.

falsely or not—in

tial talent employee,

Even General Foods itsell was to fall
into the trap it had wnimtentionally sel
of seeming to give Red Channels au-
thority as an industry Star Chamber.
\fter the Muir alTair. its product, San-
I\E"t (iﬂ"lm'. -11|h|1‘]ll\ 1]I'n}l|u‘|| sponsor-
ship of the CBS-TV show. The Gold-
lts official reason was that it
“dhissatisfied with the show’s rat-

r"rf'f'l.’_:.\.
Was

London Specialties
Co. reported that it
sold 10,500 of a
labor-saving aid for
sewing machines
within 2 weeks after
it first offered

them (at $1.00 each) .
in a campaign on
the Chicago edition of
THE HOUSEWIVES'
PROTECTIVE LEAGUE
Most sales-effective
participating program
...anywhere!

SPONSOR



img.” However. in light of the fact
that it had been sponsoring the show
for a year. and i light of the pro-
aram’s reputation as an established au-
dience-puller. trade circles felt the real
reason lay elsewhere. It was felt that
the sponsor’s defection was based on
the appearance in the show of Philip
l.ul'll_ T’h’ (.'n.’dhe'r;:.\. ”_I:II\I'_"
17 listing against his name in Red
Channels. General Foods will not sanc-
tion this explanation, but its spokesman
does concede, “We got 1197 letters
protesting against our keeping Loeb.
and 14 against our letting him go.”
Laeb. who has a run-of-the-play con-
tract with Mrs, Gertrude Dere. told
SPONSOR: “‘Siuce Sanka’s cancellation.
there have been no lines of sponsors

W l]ll hitt&

queuing up in front of my door. T was
not consulted hefore l]u show was
[]rnp[n‘l‘l. even though the sponsor knew
I had officially stated 1 am not and
never have been a member of the Com-
munist Party. No. I have not dignified

the Red Channels people by giving |

them a [It‘l’!‘-(lllill statement: 1t would
be like letting that organization re-
port, ‘Mr. So-and-so says he is not a
thief.” NBC-TV has picked up The
Goldbergs, and 1 am hopefully sure
that Mrs. Berg will fulfill her contract
with me.”

The list of radio and TV artists who
have suffered merely as a result of
their names being listed in Red Chan-
nels or Counterattack reads like some
roll-call of show business. Typical per-
haps are The Weavers. the halladeers
famous for “Good Night Trene.” *“The
Roving Kind” and “On Top of Old
Smoky.” According to their manager.
Pete Cameron. the quartet were to sign
a contract on a Friday with Calkins &
Holden. Carlock. MeClinton & Smith to
appear on the Stokely-Van Camp NBC-
TV program, The lohn Conte Linle
Show. On the Thursday before.
though, Counterattack came out with a
listing, and the sponsor bowed oul.
“Since then.,” says Cameron. “the own-
er= of theatres and night clubs at which
the Weavers have engagements are sent
copies of Counterattack. The anony-
mous Ku Klux Klanner at work jllsl
has the Weavers' names circled in ink.
That’s all—a hidden threat.”

{ Robert Robh, public relations direc-
tor for Calkins & Holden, Carlock. Me-
Clinton & Smith, says: “Yes, we did
receive a copy of Counterattack listing
the Weavers while we were dickering
for a contract. To protect our client.
we asked the Weavers to see us in or-
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' 95TH MARKET
IN THE U.S.

® Mighty Montgomery

is the hub of one of
the nation's top agri-
cultural and indus-
trial markets. « -

$134,000,000

CITY RETAIL SALES

® Mighty Montgomery

had 1950 city retail
sales alone that were
$5,000,000 above
those of the previous
year.

OVER 600,000
IN TRADING AREA

® Mighty Montgomery

dominates the rich
surrounding ftrade
area of 11 progres-
sive and expanding
counties.

GIANT AIRFORCE
MILITARY BASE

® Mighty Montgomery

home of Maxwell
Field, one of the
largest Air Force cen-
ters in the entire na-
tion,
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Write,

MUTUAL

Wil

Represented by
Weed & Co.

NBC

WSFA

Represented by
Headley-Reed Co.

MONTGOMERY
NETWORK

STATIONS
ASSOCIATION

CAPITOL
OF ALABAMA

* Mighty Montgomery

is a focal peint of in-
dustrial development
both in Alabama
and in the new
South.

W;re or Phone fnr Availabilities!

ABC

WAPX

Represented by
The Walker Co.

CBS

WCOoV

Represented by
The Taylor Co.




ler 1o dliscuss  the allegations. Tl
\\ ~*dh

\IIIHTI_'_' others \\'hl-‘\ e suflered (their

r= never showed up.”™|

i=e~ will be detailed elsewhere in this
are “I!l’l |\l"-. I]'I't‘ili' \'\-Ii'kr‘l".
“The Singing Lady.” John Garfield.
\En' _llhi_\ ”n”ilt;n. ,Ill.-il
White, at least six writers known Dy
the Radio Writers Guild. \
others in the radio and T\
and production field.

It must he

<eries |
Burrows.
.'i”ll

Iy
direction

said, however. that not
all altemipt= 1o oust a performer be-
cause of a Ned Channels listing have
sneceeded, The most recent case is. of
course. that of Lena Iorne. who was
-n]lm!n|r‘4| 11 appear 9 ."‘:r’]r!P‘III}‘l'I' ol
Ed sullivan's Toast of the Town. spot-
sored by the Lincoln-Mercury Dealers
ivia Kenyon & Eekhardn,

Pressure group hysteria designed 1o
oust the singer. because of her 11 list-
ings in Ned Channels. was fomented
by Jack O Brian. radio and TV col-
unist for the Hearst newspaper, the
New York Journal-American. The at-
tack was similar 10 that of January.
1950, when a Hearst campaigu report-
edly persuaded CBS 1o retmove from a
Kinescope of Sullivan’s show a danee
sequence featuring Paul Draper. also

listed v Red Channels. At that time.
Sullivan said: =1 am sorry if some peo-
ple were offended by the appearance of

a performer whose political beliefs are
a maltter of public controversy™

When Miss Horne was hired 10 per-
form on the Sullivan show honoring
Hammerstein 11, the Journal-

Imerican venewed the pressure in whal

Usecar

seems to have been a consistenl cam-

paign again=t CBs, O'Brian wrote:

* * * * * * * *
esCigareite advertising, in all its varied.
ingenious and original gambits, is part
of the free enterprise ssstem. Cigareite
buying would be a lot less fun il tobac-

co firms eventually (as the F1T ypatr-
vull)‘ would like 10 see) are reduced to
~aving nothing excepr *Smoke  (Our

Brand) Cigarcttes” in their appeals to
the public.**®

COLUMBUS DISPATCH

Editorial

* : * * * * * *

“It was no secret along radio and
TV row lml:l_\ that the spon=or and the
advertising agency were considerably
perturbed about what was believed
would be certain public resentment.
and anxious to correct the latest dis-
play  of Sullivan™s  booking
That it might take on the proportions
of the I"aul Draper controversy . ..

uenius.,

wis

o Write for detatls why

vour advertising gets

all three extra benefits . . . and

at only 2/3 the cost in this
vich wistate oil and gas< l'fl[llliil
of Northern Lonisiana, Eastern
Texas amd Senthern Arkansas!

... at 2/3 the cost!

10,000
WATTS—DAY | KILOCYCLES

Get facts™ from KTBS about...

OVERAGE

UDIENCE

ERCHANDISING

710

KTBS

SHREVEPORT

5,000 WATTS

NBC

NIGHT

Natl. Representotive: Edward Petry & Co., Inc.

deemed almost a certainiv. . . . \mae-
ing, i=n’L it. that so many of these pink
teas seem Lo ‘just happen” to the Co-
lumbia Broadeasting System?”

What then happened was described 1o
sPoNsOR exclusively by Janel Gari, as-
sistanl to Harry Dunn. executive secre-
tary of the American Guild of Variety
\rtists: “They tried to remove Lena
Horue and substitute Carol Bruce. But
AGVA stood up for the rights of Miss
Horne. and stipulated that if <he were
removed from the show, we would also
remove the other performers. As a re-
sult. Miss Horne was permitted to per-
form, Our stand was that there was no
proof Miss Horne was a Communisi.
Eecause of the dubious hear-say of a
hooklet called Red Chunnels, an al-
tempt was being made to take away the
livelihood of a talented artist.”

This was confirmed by Ralph Harris,
personal manager for Lena Horne. I
don’t know precisely whether it was the
sponsor or the network.”™ he told spox.
SoR. "but certainly the order did come
down to try to remove Lena from the
show. AGVA. with the power of the
Theatre Authority behind i1, did the
right thing. If more guilds took a more
courageous stand against the unproved
accusations  of Red Channels. this
threat 1o the whole of show business
would be wiped out. Lena has worked
for countless charity and patriotic or-
ganizalions: il’s a shame that an un-
authorized “jury’ like Red Channels has
acquired so much recognition that it
can malign her reputation.”

Hal Dayis, vice president and public
relations director for Kenvon & Eck-
hardt.
Journal-American diatribe. nor would
he “confirm or {ll'll_\“ that the sponsor
had attempted to purge Miss Horne
from the show.

would “not comment”™ on the

Virtually the same attitude was 1ak-
en by Morris Shrier. attorney for Mu-
sic Corporation of America. the talent
ageney  that Miss  Horme.
“Lincoln-Mercury permitted her to ap-

handles

pear on the show. didn’ l|l|"\'?“ he told
sroNsOR. “That's what ~110l
what any pressure group tried to do.
the better.”

mallers

The less =aid about it.

Hubbell Robinson. CBS vice presi-
dent in charge of TV programs. how-
ever, issued a forceful rejoinder to the
Journal-American impulations againsi
the network:

“The Columbia Broadeasting Sys-
tem wishes to point out thar Miss Lena
Horne has appeared recently as NBC's

SPONSOR



master  of ceremonies on the NBC
Show of Shows; has appeared  on
\BC's Colgate Comedy Hour with Ed-
die Cantor; previously appeared in
July on Toast of the Town: and has
appeared on many other TV and radio

programs on other networks without
comment from the press. Fd Sullivan’s
record over the yvears as a vigorous
fighter of Communism, subversives,
and all un-American activities is too
well known to require further elabora-
tion by CBS.”

Without doubt, the Dboldest stand
against anti-Red pressure group hys-
teria has been taken by Robert E. Kint-
ner, nresident of ABC, When ABC had
scheduled Gypsy Rose Lee to act as
mistress of ceremonies of a radio psy-
t']ln|(|g) forum. What Malkes You
Tick?. the Minois Departient of the
American Legion threatened a hoyeott
because of Miss Lee's four listings in
Red Channels. Miss Lee. through her
lawyer. signed an aflidavit denying her
alleged Communist ties. and Kintner
briskly told the Legion officials, “If
vou have any evidence to the contrary.
please advise me.” The Legion officials
promptly backed down. having no “ev-
idence” but Red Channels imputations.

As a result. in April this year, Kint-
ner and ABC won a highly regarded
Peabody Award citation “for their
courageous stand in resisting organized
pressure, and for their reallirmation of
basic American principles.” What's
more. Kintner also won overwhelming
approval from the press.

Said the conservative and fervently
anti-Communist Pittsfield, Mass.. Berk-
shire Fagle:

“In hailing Mr. Kintner's action. we
are in entire agreement with the AFL
theatrical union which declares that
the ‘irresponsible smearing of actors is
hecoming alarmingly dangerous.” The
danger is not confined 10 actors, The
whole business of bringing unsupport-
ed charges against people in the public
eve of any profession, and demanding
that they be jailed. fired, or disgraced.
on the undocumented charges of any
Tom. Dick, or Harev with a MeCarthy
complex. is thoroughly sinister. It is
urgently necessary that the principle he
affirmed that the accuser of anyone as
a Communist, traitor. or spy. be re-
quired to supply something in the way
of evidence heyond the listing of this
accusation in Red Channels or a soap-
hox accusation by any publicity-seck-
er.’ * * K

(Continued next issue)
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round up sales
for your brand |

“Western Roundup” weekly mail
count now over 1,000

Every weekday afternoon from 4:30 to 6:00 youngsters
gather round the Chuck Wagon for a fast-moving visit to the
Old West. The Wrangler and Blackie keep the youngsters
fascinated with their western lore. cowboy rope tricks and
stories highlighted with the drawing of exclusive personal
brands for youngsters who have completed “achievement™
cards. Join this exciting live wrap-around western film fare.

The whole gang will round up sales for your brands with
a “whoop™ and a “holler.” What the Wrangler says goes!

For your brand and complete details on this unique WBNS.
TV participation show, see Blair TV or write direct.

mh = v COLUMBUS, OHIO
CHANNEL 10

CBS-TV Network. Affilioted with Columbus Dispatch ond
WENS.AM. General Soles Office: 33 North High Street
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Markets Grow Fast, too

Norfolk Metropolitan Sales Area
Population Increases 609% Since 1940

When you consider your markets for fall advertising the Norfolk,
Portsmouth, Newport News Metropolitan Sales Area is a must for
any list. WTAR, WTAR-TV, or both will bring your message to
every home in the area.

Population is up 60%, since 1940, making this the fastest grow-
ing market in the top 30 of the U. S. In fact, it is now 29th in
the Nation in population. In Norfolk-Portsmouth total retail sales
are up,8.2%, food sales up 4.59%, furniture, household, radio sales
up 19.2%, automotive sales up 44.2%. In Newport News, total
sales are up 14.1%, food sales up 5.5%, furniture, household, radio
sales up 20.0%,, automotive sales up 66.1%,.""

Check any Hooper and you'll see that WTAR is the preferred
station in Norfolk, Portsmouth, and Newport News. In fact, WTAR

delivers more listeners per dollar than any other station or combina-
tion.

Ask your Petry man for availabilities to cash in on this growing
market.

NBC Affiliate
5,000 walts Day & Night

Nationally Represented by
EDWARD PETRY & CO,, Inc.

*'The 162 Cream Markets"—J. Walter Thomp-
son, Co,

**Sales Management, September 1, 1951

AUTO-LITE

[ 1Continued [rom page 11)

consisted of dramas written by the
seript experimenter. Arch Oboler. in

| which Colman co-starred with Holly-

wood female lovelies. like Greer Gar-
son, lrene Dunne. Janet Blair. and
Ginger Rogers. A neat gimmick in-
cluded a two-way conversation which
Colman held with some Gl overseas.
The soldier’s parents and relatives were
tipped off well in advance. and the
hontey recorded interview on the air
stimulated high human interest,

In 1945, with World War 11 draw-
\uto-Lite

Everything for the Boys. and picked

ing to a close, dropped
up another big-name program. This
one was the CBS Dick Haymes Show,
featuring the singing bull-noose bari-
tone, Four Hits and a Miss, Gordon

| Jenkins® Orchestra. and a stable of

auest Hollywood stars. Except for a
hrief sponsorship of the CBS comedy
program, Lawyer Tucker, in 1947,
Auto-Lite continued to bankroll the
Dick Haymes Show faithfully, until it
cancelled out in 1940,

[t was then that Auto-Lite saw poten-
tialities in the radio chiller. In July
1948, the company began its long ro-
mance with radio Suspense. and in
March 1949, still enamored with the
fiction, it slarted
sponsoring TV Suspense.

marvels of crime

The reason for Auto-Lite’s devotion
to the air spine-tinglers is not hard to
Account  Executive Murray
explains: “The Suspense shows give us
high popularity at an extremely low
Their rat-
ines have been quite satisfactory. Both
are usuallv among the top 15. Radio
Suspense. which we shifted from the

unravel,

--u:-lA|u-rAl]mu:-':nu] lomes.

CBS Thursday mystery line-up to Mon-
days at & pom. hefore Arthur Godfrey’s
Talent Scouts gol us a 14 or 15 ral-
ing. and sometimes a 19 or 20, TV
Suspense. whicl has the 9:30 pan, spot
on Tuesdays. nabs a 25 rating. and
sometimes as high as 38, We know

| prople listen to Suspense, hecause after

| . '
audience we want

one thriller, called “The Creeper.” the
payofl line was obscure. As a re-
sull. we were deluged with 2,400 phone
calls from listeners anxions 1o know
exactly what had been the punch-line,”

And Aceount Lxecutive Gilday adds:
“The shows also 1!11;\'i|]{'. the kind of
primarily men, who
look afier the family car.”™

SPONSOR




Although the two Suspense shows
are not a simuleast. and have different
casls, directors, and vsually differem
themes, they do adhere 1o a couple of
the same principles: (1) Both use a
lot of Hollywood big-name stars, and
(21 both depend on an cerie psycho-
logical twist 1o gel chills rather than
Grand Guignol blood and gus,

Because several Hollywood studios
have issued a blanket fiar forbidding
their stars 1o appear on T\, radio
Suspense gets the cream of the movie-
land celebrities,  Indeed, some rather
startling names have appeared on the
radio show, among them Ezio 'inza,
Bob Hope, Mickey  Rooney, Milton
Berle, Gregory Peck, and Joan Craw-
ford. Even il they are comedians by
prufv:-a.-'iml. the guest stars ll:-llilll} [l];i}
their roles straight. Jack Benny, for
example, toned down the broad humao
of his radio personality to play a Swus-
pense |ai.’1|m tuner, who tracks down
the murdered becanse of his ability 1o
recognize the “ping” of a hurled dag-
ger. In “Back Seat Driver.,” Fibber
McGee and Molly played a frightened
couple who stepped into their aunto al-
ter seeing a movie to find a murderer
in their back scat. The couple, how-
ever, !I(‘I‘:-il.lillh‘ll' the assassin that Ill'tl]ill‘
will get suspicious unless they follow
their usual evening habits—of stopping
into a certain restaurant for some pizza
pie. getling gas al a special service sla-
lion, and so on. At each of these places,
though, the couple alter their normal
canduct in some way. and so by the
time they reach home with the mur-
derer. the cops are waiting on the hack
porch.

On TV Suspense, some of the big-
gest name actors available for the me-
divm are vsed—like Jackie Cooper.
Franchot Tone, Mildred Natwick. Bela
Lugosi, Red Buttons, and Walier Sle-
zak. On those few occasions when a
radio Suspense script is adapted for
TV Suspense, the stars are switched.
Receutly, to take but one example.
Charles Laughton played the role of
an aging, maniacal physician addicted
to putting laudanum in the wine of
voung beauties: this was in a radio
Susp('nse st'rilll called *Neil Cream.
Doctor of Poison.”™ For TV. the title
was changed to “Dr. Anonymous.”
scenery was substituted for the verbal-
by imaginative picture painted in the
radio version, and Walter Slezak be-
came the distardly physician with an
itch for murder,
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To an ad man who may have
acquired the wrong impression
from a casual reading of the
Official Soviet Encyclopedia

(Vols. Ato A)

If you're wondering how the hell we can segue into
our WMTsong from that, don’t forget this: In Rus-
sian, lowa comes under “A”— which is perfeetly okay
with us. It's the following stuff in the new Soviel
Eucyvelopedia (excerpted above from the New York
Times) which makes us reach for the mono-sodium
ghutamate.

“lowa. State in the Middle West of the United
States.”  So [ar Mr, Dzugashvili is telling the pravda:
we're as middle U, S, west as you can gel, "L.‘\r;;v
capitalist  farms  provide the basic  production.”
Hommmmm, right as far as it goes. Bul, of lowa’s
84 billion annual income, half comes from industry.
We got balance, which is more than we can say for
some people.

“All farmers are in great debt to the banks, and
the farmers’ debts, even in the case of full owners. are
more than 509¢ of the value of the farms.” Why,
those j-rks! Black is white and white is Red and we'll
eal l'ols. A to A in the Polithuro’s window il thai
figure is more than 7°7. Our poor banker-ridden
farmers gross 87680 a month from the average 160-
acre farm. (lowa land. part of the Louisiana Pur-
chase. cost the U. S. d4¢ an acre. The land was
purchased. not liberated.)  Furthermore. our poor
capitalist farmers have clectricity (over 9577 ), trac-
tors (1.1 per farm), and telephones (over 9077). alk
of course, invented by Russians,

977 of lowans have radiog, made with tuning
dials instead of the l-station Soviet style, They have
a constitutional right to not listen 1o WMT, which
few exercise,

5000 WATTS
CEDAR REPRESENTED NATIONALLY

RAPIDS

BY THE KATZ AGENCY

BASIC CBS RADIO NETWORK

83
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A METHOD OF
EVALUATING

BMB FIGURES
THAT 1S
UNIFORMLY

FAIR TO
Mu STATIONS

There is a growing realization
throughout the industry
that current methods of
interpreting BMB figures
are unfair to
many radio stations.

Time buyers who use BMD
figures for their primary
purpose—evaluation of
physical coverage—
can only get a true
picture, if their method of
evaluation eliminates
the popularity factor.
Popularity can and should
be measured by other
means (Hooper, Nielson,
Pulse, ete.)

This organization now
makes avatlable a method
of using BMB maps and
figures which provides
a uniform, accurate
and clean-cut measurement
of station coverage—
not popularity!

May we explain and
demonstrate its
soundness and
. value to vou
Mr. Time Buyer?

RADIO STATION REPRESENTATIVE
27 EAST 40ih STREET * NEW YORK 16, N. Y
MEW YORK « 51
LOS ANGELES

LOuIS

CHICAGO « SAM FRANCISCO

84

Both Elhon Lewis, lll'm|||i‘l'['-{lin'1.'-
tor of the radio version. and Robert
Stevens, |rrm|m'1‘['-1“1'1'('[!”' of the TV
version, try to avoid those oldtime air
thrillers in which the sound effects man
was busy as the devil continwoush
cleaving cabbages with a meat chopper
in order to feien the sound of corpses
being decapitated.  Generally. an at-
tempt is made to keep the murder clean

a neat dose of poison. yes: a tidy
bit of zarrotting. 1:1'|'|!;|||.~‘: hut not an
excessive and messy siege of pig-stick-
ing and bang-hanging.

Account Executive Murray lists the
.'\‘H'.s:'n'n.w' IHIIHII." |}Ii.- way @ ":“"!i!_\ away
from auto accidents, Always iwake sure
the villainous eriminal gets his just
desserts. Don’t make the sex or gore
excessive, If it's a lady assassin. keep

her unmarried, And il it's a narcotics

* * * * * * * *

ssAdvertising doesn™t jerk. It pulls. But
if stuck to. it will exert an irresistible
force.  Advertising is no game for
quitter=.**
JOHN WANAMAKER
President. Wanamaker's. N. Y,
* * * * * * * *
case. don’t show the kiddie listeners
either how the stofl is admimstered or
a vietim enjoving his opinm session.”
Unlike some other air mysteries. the
Suspense shows dont depend on a
small clique of writers to turn oul the
seripts. The services of a vast variety
of free-lancers are used. thus providing
urealer freedom ol selection. l‘.-llil"_\,
the writers turn in a synopsis, and Ae-
count Supervisor Fom Maloney, and
\ecount Executives Gilday and Mur-
ray, spend hours hashing over the plot
and denonement with the writer and
}lrlltlllt't'rA Sometimes. oo, wlllu'r\i:-ur
Tom Maloney will spot a newspaper
clipping and have a writer develop a
plot from that. “Even though they’re
network packages. we helieve in still
plaving an active role.” says Murray.
An equally painstaking amount of
time is devoted to the commereials.
Both shows employ houmaor in their
commercial messages —and for a good
reason. “In the early  davs of Sus-
Gilday. ~CBS
npon our light approach in onr com-
The network felt we should
su~tain the ominous mood established

pr'uu'_" frowned

=1Vs
mereials.

i the show. Onr contention, though,
i that the verv change of pace <hocks
the
<tudies we've sinee taken show our the-

andience 1o attention,  \wdience

ory has been borne ont very well.”

For the radio Suspense commercials,
\uto-Lite sticks pretty 1wo
characters. One is Harlow Wilcox, the
anmouncer. playing himself. but with

well 1o

an extra bluster and hraggadocio add-
ed: his r-}!(""'h is favored with long
words and alliteration. The other char-
often a simple soul, who
serves as Wilcox™s foil. A typical com-

acter is

mercial by-play between them goes:

OSCAR: filter  throughout)
Yippee!

WILCOX: Why the loud levity. my
loquacious limonsine?

OSCAR: 1 just visited my Auto-Lite
Spark Plug Dealer. Harlow!

WILCOX: Did he check \ou with
his nimble nemesis of nefarious spark
plugs, the Auto-Lite Plug Check Indi-
cator?

OSCAR: Yessir. Harlow, and it
showed that my plugs were wrong for

\on

my engine’s heat range.
WILCOX: So he replaced those

many malingering  misfits  with the

... has more local accounts
THAN ALL THE OTHER
5 Rochester, N. Y. stations
put together.

1280

IN ROCHESTER, N. Y
Represented Nationdlly by
THE BOLLING COMPANY

SPONSOR



multiple magnificence of lgnition En-
gineered Auto-Lite Spark Plugs. eh,
(Dscar?: . ...

For TV Suspense, the opening con-
mercial always leads off with a parade
of marching Aute-Lite products, a de-
vice which the sponsor introduced co-
incidentally with Lucky Strike's march-
ing cigarettes. The middle commercial
has emerged into a tricky format, half
live, half cartoon. It begins with a
humorous  cliff-hanger cartoon. in
which. say, an absent-minded profes-
sor. late for his 8:00 a.m. lecture, dives
into his auto. ouly to find it stalled
because of battery trouble.

At this point, the announcer, Rex
Marshall, steps in to explain. by visual
use of films, the miraculous workings
of Auto-Lite Sta-TF'ul Batteries. (*You,
see, an ordinary battery holds only this
much extra water, while the Auto-Lite
Sta-Ful Battery. with that extra space.
holds over three times the liquid re-
serve of ordinary batteries.”™) After
Marshall’s spiel details the various
sales points, for light relief there is a
flash back to the professor. His car
now stoked with Auto-Lite Batleries,
he virtually zooms to his elass room—
so quickly. in fact. that he is seen
blandly lecturing to his students in a
pair of shorts. his pants having heen
forgotten in the rush.

Auto-Lite is a devoul advocate of
point-of-sale merchandising. Conse-
quently, in a typical year, it will dis-
tribute over 1.250.000 window posters,
cards, and leaflets. many of them pro-
moting the Suspense shows to its deal-
ers. Its most recent and smartest pro-
motional gimmick is the adoption of
Western Union Telegraph Company’s
“Operator 25”7 Service on a nation-
wide basis. This device—a co-opera-
tive plan developed by the Distribution
Council of the Association of National
Advertisers— in effect localizes national
advertising. Heneelorth, anyone wish-
ing Lo purchase an Auto-Lite product
only has to phone the local Western
Union office and ask for Operator 25,
The operator then gives the caller the
names of the nearest dealers carrying
the desired product.

Auto-Lite is now promoting this ser-
vice via its commercials on the two
Suspense shows, and its advertising in
38 Sunday roto sections: roto sections
in other weekly newspapers: 1,908
weekly newspapers: 16 automobile
magazines: seven fleel transport and

8 OCTOBER 1951

matchless magic manifested by the |

ONLY
ONE statioN

e 22 cities *a compact market of 54

caunties in Eostern HNew
York and Western Mew

@ towns England whose papulation
A28 exceeds that of 32 states.

e 54 counties

e 2,980,100 citizens

e 840,040 radio families

e only NBC station

e more people than 32 states

e more goods purchased than 34 states

e more spendable income than 36 states

the CAPITAL of the T17th stare

A GENERAL ELECTRIC STATION REPRESENTED NATIONALLY BY NBC SPOT SALES
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NORTH CAROLINA
IS THE SOUTH’S
No. 1 STATE
AND
NORTH
CAROLINA’S

No!.

SALESMAN
IS

\BL WPTF =z
WATTS
o ALSO WPTF-FM 680 «c.

AFFILIATE for RALEIGH, DURHAM and Eastern North Carclina
NATIONAL REPRESENTATIVE FREE & PETERS, Inc.

In TOPEKA

Your

North Carolina

Rates More Firsts In

Sales Management Survey

Than Any Other Southern State.

More North Carolinians Listen
to WPTF Than to Any
Other Station

W e,

Customers

LOOK TO

WREN

/J For Better Radio
Entertainment

WREN

1250 kc

5000 watts

Weed & Company, National Representatives
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| three marine papers; six general mag-

| azines. During the Suspense commer-

cials, listeners hear the voice of the
Western Union operator herself urging:

“Call me, Operator 25. Without ob-
ligation, T'll tell you where you can
get an Auto-Lite Sta-Ful Battery. That's
Western Union. Operator 25. and re-
member . . .,

ANNCR: You're always right with
Auto-Lite.

In Toledo, a top-ranking executive
of Auto-Lite deseribes Operator 25
service admiringly as “the latest ma-
jor step we have taken to h(_'l]) our
dealers increase sales. We have added
this service after careful tests in mel-
rnpnhl.m New York and Chicago
areas.

Auto-Lite’s ad agency personnel are
outspoken in their belief that radio
and TV are necessary complimentary
media. and not rivals. As Account Ex-
ecutive Gilday says: “In the future, we
believe that Auto-Lite will continue to
maintain its position in both radio and
TV, Certainly. it’s doubtful whether it
will drop one Suspense show at the ex-
pense of maintaining the other. TV,
despite its strong impact, still can’t cov-
er the entire market. Radio is still of
major importance for a sponsor seek-
ing to reach all of its dealers. distrih-
utors, and, of course. the national au-
dience.”

From all indications, Auto-Lite will
continue to juggle its two air thrillers
as long as audiences continue to hun-

ger for mayhem. murder and mystery.
* & k&

TAPE RECORDER

(Continued from page 33)

cls were used for spyiug by Germany's
Gestapo during the 1930°s. The grand-
parents of today’s American machines
were put to work during the war to

| train troops by bringing them authen-

tic battle noises.

But. to sponsors and agency men,
what's heing done with tape recorders
in this post-war-cum-pre-war era 1s
equally exciting. Take the cost cutting
that’s been accomplished on dramatic

shows as a prime believe-it-or-not ex-

ample.

The startling fact of the matter is
that with tape the same half-hour pro-
aram  which cost $10-12,000 three
years ago can be brought in for
53.500-54.000. That includes a top star.

You might wonder why tape can

SPONSOR



cul costs 20 :-hill[l])‘. After all, 1's ju’[
another method of recording sound
and recording itself is hardly new.
But the economy comes in through
savings in time. Hy Brown. an inde-
pendent producer who uses tape ex-
tensively, told sponsor about a typi-
cal case:

“I went to Rex Harrison. who was
then starring on Broadway in Bell.
Book & Candle, and signed him up
to do 26 hall-hour dramatic programs.
They were called The Private Files of
Rex Saunders (CBS) and we taped
them all in only six weeks—while Har-
rison continued his eight weekly per-
formances in the theatre.”

The advantages to both producer
and actor are apparent. In six weeks
the actor turns out and gets patd for
26 weeks of programs. He doesn’t
have to do the work at any special
time, thereby interfering with movie
schedules. personal appearance tours.
vacalion trips. The producer gets a
complete series pul on ice all at once.
He can offer less than the usual live
program fee because tape doesn’t re-
quire as much rehearsal time. and its
added convenience is worth real money
to busy actors.

Here's how lape culs cosls duriug
actual production. Says Hy Brown:
“It is just incredible. You can cut.
prune, juxtaposition; and the quality
15 superb. When an actor makes a fluff
he stops right there and reads back
the sentence. A snip in the editing
room later removes the fluffed sentence
as though it had never happened. Actu-
ally there are very few flufls once the
aclor gets used to tape. He's much
more relaxed than he would be in a
live performance, because he knows
that any mistakes are easily edited
out.”

News broadeasts. currently one of
the best buys on radio. have in many
cases become entirely a magnetic lnpk-
operation.  Each of the major nets
has at least one regular series of news
programs which weave recorded inter-
views in with the day’s events. Instead
of reading off whalt a Senator said
that morning in Washington. for ex-
ample, the newscaster merely leads up
to a recorded interview with the Sena-
tor which has been edited down to
manageable length.

The news operation al  Mutual
Broadcasting System is typical. Every
weekday at 4:00 p.m. Mutual's closed
circuit is turned over to the newsroom
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His ear is
to the ground

“Legwork” takes many forms in establishing the facts
for a Fulton Lewis, Jr. news story. He keeps his ear to
the ground—and the phones—to fit the pieces into an
informed commentary, As Mr. Lloyd A, Brown. of the
General Appliance Co.. wrote to station KWWL of
Waterloo, lowa:

“The news coming out of Washington these days
is of primary concern to all of us. Fulton Lewis,
Jr. does an excellent commentary on this news,
and the comments of our customers certainly bear
this oul.

“Our firm has shown a substantial increase in
business over the comparable period last year
since our sponsorship. We feel that this increase
must be attributed. at least in part. to the program,

“We are well satishied with the resulis and plan to
continue our sponsorship indefinitely.”

For network prestige and a ready-made audience,
investigate  the locally-sponsored Fulton Lewis, Jr.

program.  Though currently presented  on more
than 370 Mutual stations by 572 advertisers. there
may be an opening in vour locality. Check your

Mutual outlet—or the Cooperative Program Department.
Mvutual Broadcasting System, 1110 Broadway.
NYC 18 (or Tribune Tower. Chicago, 11).
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at 1440 Broadway in New York. Pro-

ducer Jack Fern briefs the 12 primary

control centers  spread  around the

™ country. starts calling each in turn

f ree for stories, The 25 minutes of taped

comments  which  resull  from this

closed-circuit round-robin are edited

WITH YOUR SUBSCRIPTION TO down to gel material for a 15-minute
newscast,

Three times weekly @ taped report

~ s relayed from Korea. Richard Kall-
S P O N S O R sen, Mutual’s Korean correspondent,
has two portable Minitapes with which

he records action along the batile-
front,  One sequence covered a trip
up front in an armored car. recorded
the sounds of a tank attacking a Com-
munist position.  These sounds were

T\- [) l CTI 0 N A R Y/H A N D B O O K relayed from Korea to San Francisco,

- then to the Mutual control point in
F O R S P 0 N S 0 R S - Hollywood. thence to New York,
= The significance to sponsors of this
personal. vn-the-spat Kind of reporting
lies in the greatest interest which it
generates amonyg news listeners,  Port-

THE NEWLY-PUBLISHED 72-PAGE

Defining more than 1,000 television terms and uses,
the $2 pocket-size dictionary is the only publication of able tape recorders can go where a
its kind. Including a sign-language for TV, valuable full set of movie gear cannot—and
hroadeast the result much more quick-
Iy and economically. Tape has helped
make radio news coverage superior to

data on camera and lens usage, TV union particulars,
and other pertinent TV information, the new dictionary

will be a prized possession you'll refer to again and what TV can offer on a day-by-day
again. Be sure you get a copy by entering your sub- hasis. This 1- parlit‘u.!arly Lrue on 'thc
h(‘l'iptinn to SPONSOR without df:l:‘.}’. |u(-a|_s(:en(' with slatmn_ after station

all over the country scoring news beats
Yearly subscription rate is only $8 for the 26 bi-weekly over local paper and TV stations via
issues; the two-year rate of $12 is SPONSOR’s most taped interviews at a fire. a wreck, or

special event.

opular value. . ]
PapL 4 One of the most fmportant contri-

butions tape i making to radio pro-
graming is in the field of the docu-
PLEASE USE THE FORM BELOW AND MAIL TODAY! | mentary.  Already. tape has heen used
to produce sone of the most eflective
radio shows of this decade. And it's
the belief of many network executives
that forthright. controversial. and ar-
resting documentarystvle programing
will be an important mainstay in fu-

Bulk TV Dictionary rates on request.

SPONSOR
510 Madison Avenue
New York 22

ture vears., These executives reason
Please enter my subscription to SPONSOR and send - that provecative programing of this

: FREE the new 72-page TV Dictionary/Handbook. - type can’t be done by television he-
Ihll me later. ~cause it would e too costly 1o dupli-
cate on film what can be done cheap-
Iy with tape.

What is a doumentary 2 This is the
way lrving Gitlin. producer of the re-
cent series Nation's Nightmare (CBS),
thinks abiout itz “The idea of a docu-

Name e
Irn‘

Address

: . mentary is o use tape as a dramatic
Zane State 2R :
mediun =0 as to get ¢lose to a real sit-

] 312 1w yeuire ] $#8 onc year = qpation. I0s not an editorial exactly,

but stmply tries to make a strong point

about how things really are so that
peaple will he moved to action.”™

TR B LA L 4 L0 ALY RO YRR LR PO L O R RO TR R M R R R e e s

SPONSOR
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Gitlin's own six half-hour broad-
casts were based on findings of the
Kefauver Committee
tionwide erime.  They reportedly cost
CBS a cool $25.000 to [ll‘m]lh‘l'. re-
quired a stafl of six in New York, 20
first-class assistants at CBS  alliliates

around the country. plus 50 secondary

investigating na-

contributors,

Nation’s Nightmare was three
months in preparation, with each half-
hour program the cream of some 30
hours of original recordings. It was
well worth the hours of editing eflort
—the results are electrifving. Pointing
out the key Lo tape’s dramatic power.
Gitlin says: “Tape removes any ques-
tion of ‘is that real?” When you hear
the sereams of that marijuana addict
on Rampart Street, New Orleans, you
know it’s true.”

(:};5 hﬂ..‘"- (l’rl‘.illl.\'
eral of these documentaries at the urg-
ing of listeners. Observers point to
this and the success of other well-done
documentaries and documentary-type
programs (like This is Your FBI.
ABC; The Big Story. NBC) as proof
of their drawing power. The Ford
Foundation is already dickering with

=
producers of this type program with

re-broadcast sev-

FACT...

» that the Market Reports with Bob
Rlley on the KMBC-KFRM Team are among
the greatest radio buys in the Kansas City
Primary Trade Area!
2. BECAUSE—Market Reports on The
Team are 3-tol favorites over amy other
radic market reporting in the Kansas City
Primary Trade Area . . .
3. Further, the Kansas City Stockyards are
"back in business"” after the flood with
greater activity, hence greater interest than
ever before!
4. The 6:30 A.M. Market Reports and
the 12:30 P.M. Market Reports, both with
Bob Riley, are AVAILABLE FOR SPON-
SORSHIP.

Call KMBC-KFRM or your nearest
Free & Peters Colonel.

-« KIMB C

6th Oldest CBS Affiliate

KFRM -....

Programmed by KMBC
222 West Eleventh

KANSAS CITY, MO.
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to education.

an eve

Spnna-aur:-. too, would find the doc-
umentary well worth looking into as a
commercial vehicle,  Besides its i-l['t-
lic service aspects. a skilllully  pro-
duced documentary series draws a sub-
stantial audience—and 1t's the size of
a program’s audience that makes il

“commercial.”” As for cosl. even ac-
cepting the ambitious CBS budget [or
Nation’s Nightmare as an average fig-
ure, the pnnhl('liuu CosL per program
was barely over $4L000 per half-hour
show.
Sponsors  of live programs have
found tape ideal for re-hroadeasts toe,
Not that transcription records couldn’t
It’s just thal

had on

be used for this purpose.

greater fidelity can be tape.

* * * * * * * *

seAdvertising is one of the few callings
in which it is advisable 1o pay allention
1o someone else’s business,*®

HOWARD W. NEWTON

V.P.. Dancer-Fitzgerald-Sam ple

* * * * * * * *

plus the flexibility of heing able to
edit out—or in—any

Thl‘ “ﬂll “u]l:‘ .-I]()\\:- ||t|lll1 averseas.

sounds desired.

for example. are recorded on tape and

edited before rebroadeast.  Hearts
“vaks™ can be inserted if the original
" laughs  weren’t rousing enough. or

slightly off-color jokes can he sliced
out to save the family
barassment,

Ed Garduer’s Duffy’s Tavern (NBC)

starts his third season on tape soon.

audience em-

and his entire cast chose to

linked to NBC's

Gardner
live in Puerto Rico.

New York studios by reels of mag-
netic tape.  The show is put on in a

local radio station before a Puerto

Rican audience and the taped record-

ing sent by mail to New York for edit-
ing and broadcast to U.S, listeners. A
similar  one-shot arrangement  was
made for the season’s premiere of

NBC's The Big Show. Originally
on live in London on 16 September

Jrut

with a large British cast supporting
Tallulah Bankhead. the re-broadeast

was heard in the States 30 September.

Commercials. too. are being pro-

duced via tape.
sages. singing or straight. are now re-

Most transcribed mes-

corded originally on tape for the same

reasons that drama shows are tape-

recorded.  In addition. there's
portunity for sponsors to use tape re-

a novel

ain o

corders for commercials with
twist.  Philip Morris. for  example.

takes a tape recorder out “on location™

Lok 02The

STATSIES

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.

w&p@ TOLEDD,DHID
WSPD-TV

1000 WATTS - M.B.C.
CHANNEL -13

o

Represented MNationally by KATZ
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4,000 NEW TV

Families Every
Month!

That's the big

BONUS
AUDIENCE

You get when you buy

WOW-TV

One of the nation’s
fastest growing
TV markets!

35,000 sets sold
this year, making a
total of more

than 88,000 NOW!
This will reach

100,000

by year's end!

It pays to buy
in a rising
MARKET!
L

WOW-TV

Insurance Bldg., Omaha
Telephone WEbster 3400
Frank P. Fogarty, Gen'l Mgr.

Lyle DeMoss, Ass't Gen'l Mgr,
or
ANY JOHN BLAIR-TY OFFICE

lo sel ils interviews  with smokers
which ave part of the “nose test” cam-
paign.  Several  producers  familiar
with the portability of tape recorders
suggested that other spousors would
do well o develop documentary-ty pe
commercials  featuring  taped  inter-
views.,  Auy type of testimonial com-
mercial could be enhanced. it was
pointed oul. through incorporation ol
on-the-spot  interviews  perhaps com-
lnlt'll' with authentic 'hi!l"\_'_!l'ntnl{] noj=es.
L', S0 Steel used tape for its come
mercial i an amusing way la=t season,
PDanny Kave was the star of the eve-
wng on Theatre Guild on the Air
INBCH and in the dress vehearsal of
George Hieks” commercial he mugged
and cut up so hilariously that the usu-
ally imperturbable Hicks hurst out
laughing, Kave promised he wouldn’l
repeal the prank during the actual
hiroadeast, But the director wasn't tak-
g any chanees.  He had Hicks tape
rerord his commercial privately. plan-
ping to air it ofl the tape. No one told
Danny Kaye about this little precan.
tion and., sure enough. Kayve started
cutling up again during the actual
hroadeast.  But only the studio audi-
ence enjoyed the practical joke for.
while Hieks choked over his lines. a
styaight message went beaming over
the air waves from a tape recorder in
the control room.
Here arve some other more generally
applicable uses of tape which you
might find valuable:

1. Teaser announcements for a dra-

matie program  can be put together

casily by taping quick excevpts from
the star’s most dramatie speech.

2. When an important star is un-
able 1o come into the ¢ity where vour
show urij_'inah'.-\ due to other commit-
ments, it is sometimes possible 1o tape
his part of the program. then send the
tape to the point of origination for n-
tegration with the rest of the show.
tob Hope. for example. did his part
in NBC's documentary on atomie en-
erey A The Quick and the Dead) [yom
Hollhwood, Dill Laurence. New York
Timmes science  writer.  was  actually
heard to carry on a conversation with
Hope, thougl he remained in New
York, It was simple 10 splice thei
alternate -|ll'w'||1‘_~ |ll_§.1t'l|ll‘t" |

B Simlarly. s possible 1o have
muosie: played ina concert hall where
acousties are excellent and then splice
in the volee of a narrator which has

|
been taped i an ordinary studio,

4. I's easy 1o simulate crowd
scenes by a process of blending and
reblending taped voices.  Four actors
can start the process. taping their
shouts. A duplicate of the [our voiees
i= made and then combined with the
orviginal tape. The process can be car-
riedd on Gl the full roar of a crowd
in a stadium is produced,

5 There are other effects |Ill.-.‘~ii?ll'
through use of this same technique. A
singer taping a commercial can liter-
ally sing a duet with herself 1o add
varitly 1o the disk. And there are
many other cost-saving and interest-
sparking tricks which producers have
learned 1o do with tape.,

Despite the many wonderful things
lape can do. 1t should be viewed real-
istically as only a tool. As such. re-
<ults are only as good as the thought
and planning that go inte a program.
Wams NBC producer Jack Gerber,
now at work on a seven-parl docu-
mentary commemorating NBC's 25th
anniversary : “The trouble is that too

many Lapes are just thrown together.
You've got to he very selective. For
one half-hour program built around
Winston  Churchill  we  spent  two
months listening 1o all his speeches
and editing them down.”

\n advertiser’s plans may not be
this elaborate.  But unless the time
and techuical talent is available, the
soals shouldnt be too ambitious, Tape

N

M,
..mﬂll""”’”” 1

1 Reasons Why

The foremost national and local ad-
vertisers use WEVD year after
year to reach the vast
Jewish Market

of Metropolitan New York
I. Top adult programming
2. Strong audience impact

3. Inherent listener loyalty

4. Potential buying power

W)

Y

—
]

Send for a copy of
“WHO'S WHO ON WEYD"
HENRY GREENFIELD

Managing Director
WEVD 117119 West doth St
New York 19
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is terrific—when used right. It can be
dull as dishwater in unskilled hands.
Probably one of the most practical
arrangements for sponsors intrigued by
tape’s program possibilities is Lo buy
into a network or jlltIl.‘l}i‘Il(]l'?ll |;m'k:1;_'v.
All major nets are excellently equipped
with instruments and experienced men
capable of turning out top programs.
Setting up a team of feld men. editors.
and enginecrs would admittedly be too
hig an order for all but the largest
agencies. The sound equipment would
cost thousands. would require consid-
erable floor space.
Now thal tape
radio. latest indications are that it will
probably do the same for TV. CHs
producer Fred Friendly has already

has revolutionized

done some dry runs on news and news
feature films for a projected series
titled See it Now.
part of the vadio version HHear it Now.
it will carry its sound on tape instead
Fidelity will therehy Te
raiscd to “hive” standards and the cost

The video counter-

of on fihn.

of movie recording greatly reduoced.
Even lip-synchronization is possible,
with the help of a Fairchild “lock”
which keeps tape and film in step.
Hollywood already uses master tape

* * * * * * * *

sesptistical research surmveys of radio/

TV audiences are all right in their fash-

ion. But what a buyer of broadeast ad-

vertising needs is a study of the human

sidle of cach marketl. especially in one-

station areas—in other words, an im-

partial observer who ean really case each
joint for the sponsor.**

E. I . JAMES

Public Relations Consultant.

Corning Glass Works

* * * * * * * *

recordings for all its movies, later puts
sound on film. Similarly. transcription
and record firms make their originals
on tape. dub them on disks later.
What's most remarkable of all is
that some day entire TV shows—in-
cluding the visual image—may le re-
corded on tape. Electronics wizards
are working right now on a process
which would “store™ the electronic im-
pulses which create a TV picture on
tape just the way sound alone is now
stored, Tf this development ever comes
out of the laboratory. then television
programing might be radically affect-
ed. For taped TV pictures would put
an end to blurry kinescopes and might
replace conventional filmed program-
ing at reduced cost. Meanwhile. tape
will go right on working its wonders
in the aural medium. * ok k
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BILL O'NEIL C./

PRESIDENT -

CLEVELAND'S (//f STATION

5000 W.

WIW BUILDING

CLEVELAND'S %74/ STATION - W)W - CLEVELAND'S (77;smpesl SIGNAL+ W)W - CLEVELAND'S 42 ST

INDIANS MAKE BIG HIT

Baseball stars Al Rosen and Bob
Lemon are now in their fifth spon-
sored month as WIW DJ's. There’s
a buy for you, too, on this show-
man’s station.

* REPRESENTED NATIOMALLY BY H-R REPRESENTATIVES,

Chief Says:

"Rosen-Lemon plenty great

Hit and pitch for baseball team;
And with sponsor they're first-rate
Selling on Chief Station beam.”

4 o
ANVTIATI0- M IMNOLLYLS #7777 S.ONVTIATIO-M [ T¥NOIS 270405 amananm (e O™

BASIC ABC

CLEVELAND 15, OHIO

nms}wh"ﬂfs

INC.

W

for YOUR FINAL PUSH
in THE LAST QUARTER
of 1391

lise

5000 Watts 250 Watts

Night & Day Niaht & Day
MISsOoULA ANACONDA
BUTTE

MONTANA

THE TREASURE STATE OF THE an

5,000 Watts Full Time

= e
John H. Phipps, Owner

L. Herschel Graves, Gen'l Magr.
FLORIDA GROUP
Columbia
Broadcasting

L System |

National Represcntative
JOHN ELAIR AND COMPANY

Southeastern Representative
HARRY E. CUMMINGS
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- IN THESE MARKETS
* its A M.
« MORNING & EVENING

Yes, and far A.M. radia in these markets —
“SPOT" the call-letters os listed herel

Represented Natlonolly by
JOHN E. PEARSON CO.

Owned & Operated by
SOUTHWESTERN PUBLISHING CO.

Don W. Reynolds, Pres.
Publishers of: Southwes! Times-Record, Fort Smith,
Arkonsas; Exominer-Enterprise,  Bartlesville, Okla-

homo; and The Doily Times, Okmulgee, Oklohoma.

WWDC
NOW Hst

in out-of-the-home
Washington audience

i S

Ask your Blair man for the
whole WWDC story

+Pulse: July, 1951: 6 A. M. to Midnight

92

BRIEFLY

(Continued [rom page 57)

Syetem retirement plan, Hardwan, the
guiding hand behind the company’s ra-
dio program, The Ohio Story. success-
ful regional radio show, has opened an
olfice in Cleveland as an advertising
and public relations consultant.

The best way to plug radio is to use
radio itsell,  WNMBG and WCOD-I'N
in Richmond, Va..
buying time on several stations within
their basie coverage arca. The pur-
pose. according 1o Willwre M. Havens.
manager of WMBG. WCOD-FM (Ha-
i |

mon sense o support and promote the

are proving it Iy

vens & Martin stations | ; is com-
medium and it's also good business to
get the most for vour money.” Time
purchases will also promote WMBG
and WCOD-FM's NBC program sched-

ule,

International Harvester refrigeration
dealers in the Little Rock. Avk.. area
have undertaken local .~:|1(1I|,-H!’.-hi|h of
all Liberty Broadeasting System Sat-

I-H dealers sign for LBS football cast on KYLC

urday afternoon college football games.
The KVLC in Little Rock:

sportscaster Ted Husing handling the

station:

series,

* * *

ol California.  Oakland’s
leading men’s store. signed the largest
daily hulk time contract in KLX. KLN-
'V, Oakland. ]I"i_-lllr}. The sSponsor-
hip: a minimum four hours daily of
the Japanese peace treaty conference

Grodin's

plus conmientary on each day’s devel-
opments from 4 September to conclu-
ston, KFWH, “u“_\\\nlul illl|i'|lL‘lil]r‘Ill.
also brought its listeners complete cov-
crage with three half-honrs scheduled
daily |||I1-' }rlll'l'lu;llinll:- of |'|‘;,'l||;1r|\v
schednled shows ta broadeast latest de-
\l'l‘l]lllll'lll:‘. '|.|1i:~ series was in I\H‘]l-
ing with KFWB poliey to air all major

public events—a policy that won the
station the George Foster Peabody
award for public service in 1945,

* * *

The Hauswald Bakery of Baltimore
recently purchased a new star for its

WAAM-TY show. This Is Your Zoo.

Hauswald Bakery buys new TV chimpanzee star

The }J]’ii'r': SO00 for “Doctor Tom.,” a
haby chimp who becomes the property
of the Baltimore Zoo,

» * *

The Amierican Assoctation of Adver-
tising Agencies recently announced the
clection of vew central council officer.
John M. Willeni. Leo Burnett Co.., Chi-
cago. is chairman of the board of gov-
cinors of the central council and di-
rector representing the eentral couneil
on the AVAAAL hoard of directors.
Willem. Leo Burnett viee president,
fills the unexpived term of Rolland
Taylor who resigned due to his trans-
fer from the Chicago 1o the New York
office of Foote. Cone & Pelding, George
Reeves. J. Walter Thompson. Chicago,
vice !ll'l'.‘\illl'nl. has been elected 10 fill
Willem’s unexpired lerm as secretary-
treasurer of the central council.

* * *

Just out: Radio Reports, Ine., fifth
annual edition of their Directory of
Radio and TV Personalities. The per-
sonalities ||i|'t-t'[(i['_\ lists more than 800
topical radio and TV shows with their
working addresses: type of audience;
station or network. dayvs on the air,
and a thumbnail deseription of each
show. Annual subseription cost: $15.

* # #*

“The Latin-American Audience and
Market of Austin, Texas™ is the ttle
of a survev made for KTXN, Austin.
by Joe Belden and Associates, Purpose
of the study to provide unbiased infor-
mation about radio listening habits: to
develop data ielpful in evaluating Aus-
tin’s  Latin-Americans as a markel.
KRTAN has reserved a few copies of the
survey for mailing to adverlising and
* ok W

.-'illl'.‘- managers,
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FURNITURE ON AIR
(Contiued from page 43)

enl, Ihuu;zh tests have been run on
WNBT, WPIX. and WIJZ-TV within
the pasl vear, \ bpm'ia] &‘ighl-\\w'k test
on WNBT. for example. featured a pro-
gram ou inlerior decorating—a natural
gimmick for furniture sales. Filmed
eight-second station breaks on WPIN
and one-minute announceinents  on
WIZ-TV rounded out the Sachs experi-
ments, The company isnl vel sure
what their approach should be on TV,
has no immediate plans 1o go ahead on
the visual medium.

The Sachs
harps on two things: specials aud slip

commercial  approach
covers plus re-upholstering. Room sets.
lamps. practically any attractively-
priced items can be plugged as a spe-
cial. More often than not. however,
it's the slip cover and re-upholstery
trade that’s promoted over the air. So
successful has this “side-line”™ become
that Sachs now does $1.000.000 a year
in this department alone,

This illustrates forcefully an impor-
tant point about the furniture business.
I’s a diverse line, with many furniture
retailers stocking hard and soft floor

eoverings, appliances like refrigerators

and radio. bedding. lamps. drapes
practically any article that ties in with
furniture.

And the slip cover and re-upholster-
ing business is becoming increasingly
popular with merchants, Rising furni-
ture costs have encouraged people to
bring in their old couches. stuffed
chairs and the like to be refinished. re-
upholstered, or simply covered. rather
than toss them out for new madels.
['s become so pruﬁtalﬂv that nany
companies have sprung up since the
war with these specialties their only
stock in trade.

Custom Upholstery, Washing-
ton. This store opened up shop five

In one of the west’s

RICHEST MARKETS
Idaho’s Fabulous Magic Valley

Ask Hollingbery
ABC at
Twin Falls, Idaho

Frank C. Mclntyre
V. P. and Gen. Mgr.
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years ago ina garage with two uphol-
sterers. Advertising their service with
nothing save direet pitches over local
radio stations like WWDC, the firm
has grown to be the largest furniture
upholstery plant in the area. Live com-
wercials are run on a floating schedule
within popular disk jockey
bring phone calls which salesmen fol-

-ilu\\\_
low up as leads. An aggressive com-
petitor. Bond Upholstery, follows the
same tack over WWDC. I
Washington's WWDC. im'illf-nl.'lll_\'.‘
carries a heavy load of furniture store
advertising. Besides the two re-uphol-
stery outfits, it sells time to H. Abram-
son Company for a 10-minute follow-
up after each Washington Senators
baseball game, plus a total of 40 min-
utes daily on disk jockey programs.
Hub  Furniture another

* X * * * * * *

Company,

ssRadio is an illustrated mediom , , . in
many respeets better than TV or printed
media. The announcer says, ‘Picture |
your dream house’ and you do—just |
the way you've ‘dreamed’ it. Your imag-
ination is not confined by au illustration
of a ranch hounse or Cape Cod collage
on the screen or in ink.*®
FOSTER 1. BROWN
KXOK. St. Louis

* * * * * * * *

Washington retailer, has been sponsor-
ing the packaged telephone give away
show. Tello-Test, for the past eight
years. )
Transit Radio every Thursday. Friday,
and Saturday with sale items. Julius
Lansburgh Furniture Company rounds
out the five stores making heavy use of

It also saturates Washington

radio in Washington; Lansburgh also
buys saturation spots on Transit Ra-

dio. a WWDC affiliate.

Jased on the success of these five
furniture outfits, WWDC's advice on
using the air runs like this: . . . a
furniture store should advertise a spe-
cific item, preferably a sale item or ser-
vice, As for the type of radio audi-
ence. our advice is that stores aim for
mass appeal, rather than class appeal.
People will shop for entire suites of
furniture, but when it comes to a bed,
a matlress. or an end-table. a strong
radio pitch will pull the customers in.”

Radio
means Hnited 1o large stores in metro-
politan cities like Chicago. New York.
fact.
sized stores as a group make the hll':_“

success slories are by no

and Washington. In medium-
esl profits. according to the National
Retail Furniture Association. Medium-}
sized stores, by NRFA standards, do a

TWo ToP
CBS STATIONS

TWO0 Bl6
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-
vle for the Southwest don't over-
look this sales-winning pair of
CBS stations. For availabilities and
rates, write, phone or wire our
representalives.

National Representatives

JOHN BLAIR & CO.
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Your praduet agels  merchandising
plus when you odvertise on KDYL-TVI

Coordinoted calls
man merchandising teom to brokers
ond retailers, plus strategic plocing
of these eye-catching “bulls-eye” dis-
play pieces — with your product
meons powerful mer-
chandising support.

by KDYL-TV's 3-

ottached —

Write for details, or see your
Blair man TODAY.

KDYLTV

CHANNEL-4 o NBC NETWORK

Salt Lake City, Utah
Notianol Representative. Bloir-TV, Inc,

af_@'_{/ Srarons
peard 1
o-America

KCMO leads the ficld of all stations heard
in Mid-America’s 1,691,410 radio homes.
With KCMO you get a bonus of more
radio homes than any other Kansas Cicy
station. Get proof—get the facts on Mid-
America radio coverage from the Conlan
‘Study of Listening Habits” in the Mid-
America

conunuing study are ready now. Write on

arca. Parts 1 and 2 of the 3-part

your letterhead to

50,000 WATTS
125E. 31st &  Kansos City, Mo.

or THE KATZ AGENCY
%4

| _\l‘.‘lI'l_\ gross business of from $125.000
lo 2350000,

City Furniture Co., Mobile. Ala.

A remarkable example of what can be

done by medimmn-sized stores in small

In Feh-

ruary of this vear City Furniture was

cities 1= their recenl success.
indistinguishable from some 25 com-
petitors lined up along Mobile’s Dau-
phin Street. For the 18 months prior
to that month Herbert Johnson of Mo-

hile radio station WKAB had been
dropping i on owner N A, Graham
with o =ales spiel.  But cach time

Graham had turmed down radio adver-
tising, until a day in February 1951
when he weakened,

\ modest sehedule brought more
than the wsual number of customers
into the store and City Furniture ex-
By March

owner Grahanm. who calls himsell =My,

panded s radio hudget,

I"f‘lt'llr”_\,“ was booked Tor 44 i}ull an-

nouncements, 27 filteen-minute  pro-
grams. and  five one-hour programs
over WKAD,  Results came  quickly,

\|III| sales jllrll}rt'lt S23.000 above the
previous month.

\s sales chmbed. Graham continued
to plough back a sizable share of his
profits mto more radio on WKAB. By
June the City Furniture advertising tal-
hv included 12 announcements. 26 hall-
nine
shows. And the sales mounted fantasti-
cally. June was 835.000 over the usual

hour programs, and one-hour

uross!

Here are a few samples: innerspring
mattress sales went from 20 a month to
150 |ra|fr_\ beds were =old at the rate ol
LO0 & month compared 1o 10 per month
lefore the air splurge: living room and
hedroom  suite increased
1.00004 .

a l'lilllillt‘ll' lot of GO chests of drawers

pur hases
In one three-day promotion.
were cleared out of City Furniture's
warehouse,

Despite heavy  spending on radio.
Graham reports: "My radio adverlis-
ing cost has only been about 214770 of
my increased sales: business s good
Cily
GCraham now has three hookkeepers in-

down al Furniture Company.”
steadd of one. operates five delivery
trucks in place of the original two. has
liad 1o rent an additional warchonse,
Mainstay of the City Furniture pro-
malion is WKADR's carlyanorning disk
jockey program keyed to hillbilly
sieand presided over by “Tom
Jack.”
commercials plugging a current “spe-
cial.” A iy pical radio sales pitch De-

ni-
and
The two dLjs put over ad lib

EE O - O - - O EE .

the only magazine
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gins: “Come on down to City Furni-
ture Company, 456 Dauphin Street.
‘Mr. Friendly™ still has some of those
beautiful tapestry sofa beds left. You
know, the ones vou ean buy for that
lonesome ole” $5.00 hill down. Most
every I.iul]y could use one of those sofa
beds, that's a sofa hy day and a bed
by night. You ean never tell when you
might have some extra company andl
will need to convert your living room.”

Owner Graham has also helped sales
along with oceasional promotions, Oue
of the most successful was a “tater pic
contest—a prize going to the maker of
the tastiest dish, Instead of the antici-
pated 15 or 20 entries, there were 177
pies brought in to the store—all ac-
companied by a group of backers. City
Furniture was jammed to the raflers.

* * * * * * * *

soThe only person who doesn’t need a
knowledge of salesmanship is a hermit.
For the rest of us, a greal deal of our
happiness and sueeess in life will de-
pend on our ability 1o sell our ideas,

our talent, and our personalities.**
THE YORK TRADE COMPI'OSITOR
York, Pa.

SRR W R ¥ % oK

gamely chose the winning pie after a
lively session of hillbilly music from a
band (‘,'.‘-]J("(‘ifll]_\ hired for the event.
The nlll)' pnr-pr--muliuu on this con.
sisted of announcements over WKAD.

City Furniture's success has raised a
furore among local furniture dealers,
WKAB has eight such stores signed up
and has had to turn down others, Mo-
bile’s three other AM radio stations
have also picked up more furiture ad-
\'('Ili:&ill;.', from dealers L'lllll];tlin;_- the
City Furniture campaign. Not all the
business now funneling into City Fur-
niture’s door, however, is taken from
neighboring  competitors.  Customers
come into Mobile from as far away as
100 miles to buy.

Kosciuszko Furniture. Milwau-
kee. First on the air in 1935 with an-

BINGHAMTON, N.Y. MARKET

NOW 5000

WATTS

CALL RADIO REPRESENTATIVES, INC,
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nouncements and a hve-minule news-
cast over WEMP, Milwaukee, the store
has been using a succession of pro-
grams ever since. Announcements are
slotted on Milwaukee radio stations
WEMP. WMIL. and WFOX. Iu addi-
tion Kosciuszko Furniture sponsors a
nightly 15-minute segment of Old Tim-
ers Party over WEMDP.

Format of this show is a wmusical
quiz. with people chosen al ramdom
from the ll'l{'llllll]:l' book 1o ideatily
the tune being played over the air. Ta-
ble lamps and electrie clocks go ta the
winners fabout three a night) with
82,50 gift certificates 1o those answer-
ing incorrectly,
Sinee it started in 1935 as a small
store, Kosciuszko Furniture has grad-
ually expanded with the help of radio.
It now owns two slores, I'I‘|mr|-‘1H_\ did
$1.500.000 worth of bhusiness last year.
Harley Smith Furniture. Graud
Rapids.
radio advertising exclusivelv. this store

Auother old-timer in using

has been on for 23 years. presently uses
seven or eight oneaninute announce
ments  per  week  year-round
WOOD. Grand Rapids.

ments are _-pn';ul around so as to hit

over
\nnounce-

as many different Kinds of listeners as
possible. some are adjacent 1o news
shows. others next to disk illl"\l‘}‘-, |m}-
ka programs, quiz shows. women's
stanzas. and so on.

Gillis Vandenberg., owner of Harley
Smith Furniture, explains his adver-
tising policy this way: “We don’t use
the newspapers and haven't since 1926,
Radio copy since then has been de-
siened to feature value, quality. and
locatton. With our present schedule |
feel we've built
second and even third generations

a clientele 1o cover

the same families. They come to Har-
ley Smith because they know they can
rely on the merchandise and service.”

One successful furniture dealer. de-
scribed as the “Sloanes of New Mexi-
¢0.” represents a switch from the usual
success story. He's John MeCormack.
former manager aml co-owner of
KTBS. Shreveport. and KTHS. Hat
Springs. Arkansas. McCormack moved
Lo .-\“.'lll'llll‘n]llt‘. N. M. lt'rl'llt|_\ for
his family’s health, opened up an ex-
clusive carpeting and floor covering
slore t'ulf'rill;,_.-, to the whaole state. At
first adamant against advretising over
local radio stations because he didn't
like their style of programing. McCor-
mack liked recent changes on KOB.
When his business expanded into fur-

There's More

RICHMOND
VIRGINIA
910 kc - 5 kw
ABC
AFFILIATE
®

National
Representatives
EDWARD
PETRY

& CO., INC.

Ve, Dave Kittrell
Crook Advertising Agency

Dallas, Texas

Dear Duve:

Talke “hont a market, bov oh bov!
Yiorte rale a look at th" home town
wn WOCHS
(harleston, I est
Virginny! I hy,
Dave, th" retail
sales in this aren
last year wuz S
niilyuns v dol-
lars—nearly hlf
uv what wuz solid
m th whole
state! Yessir
they sold 02 mil-
vun u’uHun worth
ur food alone
un” therain't hav!
T!‘H‘\. liere _::}U' [
is called TK
WVazic Falley
an hit's shore th
truth! Malkes
‘H"i h‘fl'nl{' l;“! 5
real magic when
) flll“ sSecs hl'n

thin's i \.]rl'r!.’
frum th' mer-
i jmn."\ \fu'.‘ln 5}
in" "member

Dave, WCHS gives yul more uv these
heavy buvers then all th other four
stations in town put tergether!

Yrs.
1y

WCHS
Charleston, W. Va.
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SEPARATE BUT EQUAL
WERD

Proves A Moot Southern Point in Atlanta

“"Separate but equal” . —that famous phrase
heard but seldom seen, came true, Hooper-wise
for WERD in May, 8:00 AM to 12 Noon—
Monday through Friday.

WERD'S Hooper Audlence shsre & the best
station i Atlanla today.  Ilere are the LHoopered
WERD — 23.2
Station A — 23.2
stalion B — 19,7
Station © — 1.6
Other AM and FM — 232

e al tadle buy in Atlania

EOYeT the aréa ehown

write for proaf of performance.
Represented  nationally by

JOE WOOTTON
Interstate United Newspapers, Inc.
545 Flith Avenue
New York 17. N. Y.

*WERD j& Negro owned und operated

clients have
renewed year
in, year out,
since station
went on air

the station most people

listen to most in West Texas

full time
regional on

920 k. c.
BEN NEDOW

general manager

ODESSA, TEXAS

Mat'l Rep. Forjoe & Co.

oh

niture, the former radio man bought a
13-minute =trip of programs on KOBs
Johnuy G Show. He's still with it and
well <atisfied alter four months.

\ quartel of furniture stores adver-
tise their wares over KRGV O, Missoula.
VMonmtana. Jensen Furniture Store. Globe
Furniture, and  Standard  Furniture
stick to announcements slotted at vari-
ous times during the day. Missoula
Furniture Mart., on the other hand.
sponsars a livelyv session of recorded
musie called Welody Lane from 7:15
10 4

Missoula promates specifie items for a

230 aum. Monday through Friday.,

week al a e, anns ils messages es-
pecially at Western Montana and Idaho
restdents 1o whom it promises free de-
livery.

Although TV is in imany cases loo
expensive for the average furniture
store. the Mohawk Furniture Mart of
Cincinnati has been using WKRC-TV
for the past vear. The firm uses 1wo
announeenents e week on a late eve-
ning movie show called Home Theatre:
inereasing 1his 1o seven nights a week
for special promotions. The commer-
cial is done live, with the program’s
“host™ plugging a specific item. About
half of these TV-advertised ttems are
specially priced: the rest are unusual
huvs or exclusive merchandise stocked
for the occasion. The store merchan-
thses the show with window t“.-&p}(l\h.
has nsed the WKRC-TV personality.
Dick Hageman. as a salesman during
special sales,

There are scores of other [urniture
stores whieh have made very profitable
use of the many eovperative radio
shows offered by networks— news. com-
mentary, forum-type. Besides network
offerings therve are dozens of dramatie
syndicated programs heing bought reg-
ularly by Turniture stores.

Radio can sell furniture. and as these
case histories prove. it has soll every
iteni stocked by ambitious dealers, 1t's
ndoulitedly helped move a substautial
}mllirvrl of the S10.000.000.000 worth
ol Twmiture sold last year,

Furniture i one ol those pernliar
retail husinesses that makes its own
riles. Althongh originally servieed In
fn]ihl‘l‘:— .'1I1|] \\II'HII'B--'I]I""‘" lII\l sl th-
er retail outlets. furnitore dealers have
srmdnally zotten into the wholesale end
too.  Lvervwhere exeept in the South
amd Far West the retailer buys his
stoch  divectly  from  manufacturers
through huge furniture marts. These
are permanent markels where a tre-

mendous variety of zoods are on dis-
play.

A big drawback 10 furniture retail-
ers is the slow turnover of their stock,
It's estimated that between 40 and
50 of their inventory is tied up in
floor samples. while the rvest must be
warchoused. This means a zreat deal
of capital is tied up in furniture and
that provision must he left in the hud-
get for warchousing costs, Add to this
the cost of servicing items already sold

-whieh eosts on an average of one per
cent of gross sales—and you have an
idea of the problems involved.

Actually. furniture retailing is a
profitable business, despite its unusual
problems. Some 7077 of major furni-
ture items are sold through lurniture
stores: they added up to 51.500,000,-

* * * * * * » *

ssAdvertising min=t move right inlo the
board of directors room, along with the
selling president of any sueceessful firm,
set your objective. Give your advertis-
ng ageney all the information. Co-op-
erate with them 1o the full in obtaining
thint nl!jv(‘li\l'.“

PHILIP W. PILLSBURY

President. Pillsbury Mills

* * * * * * * *

000 worth of wood and upholstered
furniture in 1950, Total furniture re-
tailer income is muoeh higher, includ-
ing as it does lamps. appliances, floor
coverings. and the like.

Furniture is not necessarily a “high
elass™ husiness either, Medinm-prieed
items accounted for abow 8077 of all
sales. And over 7577 of all furniture
is hought on eredit. Credil sales mean
more business, too. It's estimated that
ahout half of all evedit purchases bring
additional “add-on™ buyvs sometime he-
fore the aceount is settled.

\s for profits. the medinm-sized
stores seem 1o make oul hest. taking
in something like & or 977 profit year-
Iy. This is somewhat higher than in
the past. sinee sales have doubled be-
tween 1915 and the present. Not all of
the inerease in gross sales has been
profit. however. Inflattonary  pressure
has pushed up prices,

dteeest selling months for the furni-
ture dealers are May., August. and De-
cember. Wood furniture sells best in
the spring and fall. And among the
varions kinds of furniture. pieces for
the Iiving room account for the largest
sales volume—about 2077, Next best
seller s floor coverings, then bedroom

items. finally heddmg. * ko
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MR. SPONSOR ASKS

(Continued from page 49|

that television won't allect the attend-
ance.

I'm certain there will be no curtail-
ment of boxing shows at leasl among
the major promoters,

Nat FLEISCIHER
Publisher-Editor
Ring Magazine

New York

Y our question in-
dicates an aceepl-
ance of the the-
ory that 1elevi-
sion of t"-[lnl'lill"-’
events will result

in a decline of |
gale receipls. In
the long run, 1

do not think that
this is the case. |
feel  the

of sports on television will be sonie-

Mr. lrish

pallern

what reduced. [u the case of big out-
door promotions of major importance
where the seating capacity is much

greater than in indoor huildings, there
will be a tendency to [furnish these
events to the public by the use of thea-
tre television and other closed circuil
media. However. during the 1951-
1952 season. the International Boxing
Club is planning three home boxing
television shows a week—one local to
New York and two network shows. In
addition. WPIN will carry some 117
other events from Madison Square
Garden.

Nep [risn

Executive I'ice President

Madison Square Garden Corp.

New York

Any questions?

SPONSOR welcomes questions for
discussion from its readers. Sug-
gested questions should be accom-

panied by photograph of the asker.

A COMPLETE 1 film studio.

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

8 OCTOBER 1951

510 MADISON

(Continned from page 131

ther get a going over [rom the spouse,
Radio relieves him of the responsibility
of teaching his kids about Love and
Marriage with capital letters . . . it’s
quite simple now
right hair tonic and /or deodorant and.
of course, the alkalizer aud the laxa-
tive! Much easier to get at than honor
and dependability and stufl hike that.

Is this the zift—"free by radio™—
that Mr. Sarnofl meant? Advertising
medium or not. is this the gift we have

tl(‘p('l](lr- upon the

foisted upon an entire generalion o
its confusion and bewilderment?

Pray for me. 1'm a teacher! [ pre-
pare the young for this radio game!
I'll never go to Heaven when I die!

AxITA DE MARS

Iustructor. Station Operations
Finch Tunior College

New York

SMALL ADMAN'S BLUES

Your article. “Why are so many
sponsors changing agencies now,” cov-
ers the story from the “blue ¢hip™ an-
cle only.

I would like to eall yvour attention to
the small and medium advertiser who
sits in his living room and waltches the
television hi-jinks of the hig boys. He
also watches with envy accounts like
Tintair, Hazel Bishop Lipstick and
many others. who light up the sky
with sizzling sales messages,

The eclient consults his “black and
white” agency who has handled his ac-
count for ten years. The agency makes
a few phone calls and prepares a re-
port thalt says a twenty-second filin
costs 8500 to S1.000. One Class “A”
20-sccond spol a week on a network
station costs 8675, Good adjacencies
are hard 1o find and one spot a week
is like “spitting in the ocean.” For
that kind of money we can gel you so
many lines in the newspapers.

The newspapers reach X number of
people with a top readership ol your
ad of 7577. Therefore. you can reach
a large number of people at the lowest
cost per 1.000,

Client nurses his wounds but still
has the TV bug. He is duck =oup for a
new agency thal can ake a sensible
TV presentation. Some of them call
the station to talk to the time boys. In
fact. last week one of them bought my
lunch. plus a spot schedule—and shifi-

ed agencies as well!

A. €
WIiLLIAMS
Onc of
WDIA's
many famous
personalitics

BLUE PLATE FOODS
Joins the Swing to
WDIA in Memphis

WDOIA completely dominates in selling the 449;
Negro segment of Memphis’' 394,000 pepulation. . .
ecopomically reaches and sells a total of 489,000
In WDIA BMB counties. The 5

Memphis statlons split up the white audience.

Negroes other

Blue Plate Foods now uses WDIA as do such other
QUALITY advertisers as Tide, Lueky Strike, Kel-
logg, Ipana, Super Suds, Purex, Sealtest, Arrd,
Bayer Aspirin and Calumet. The Hoooer below
shows why WDIA is a GREAT BUY. Write for
Tull detaits.

HOOPER RADIO AUDIENCE INDEX
Citv: Memphis, Tenn Months: July-Aug, 1951
Time Sats wWDIA B B==D = —F=h
MF BAM-.6PM (3.3 23.5 22.7 17.9 148 10.8 51 3.7

MEMPHIS WD IA TENN.,

John E. Pearson Co., Representative

IN MONTREAL

it’s

CFCF

Ask the man who knows best—the local ad-
vertiser on CFCF.

Best proof that he gers prompt action at the
cash register is the fact that

Over a 3-year period
local advertising on CFCF
has increased 260%.

National advertisers, too, can bank on CFCF.
For Canada's FIRST station has the coverage,
the listenership, w do a real selling job in
the rich Montreal market area.

U. S. Representative—Weed & Co.
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rlhe new I\ .|li\r'rll-s! w1 Canl-
dTord 8500, 21000 or more for a
filis conumercial, we nsually sell a live
eeticipation. or, al a cosl =15.00.
take five or six Sx10 elos<ies and
nake a strip film of the product and
ust o live announcer for the audio
=]l
~1 Lewis
Tl Sales
P
Vew Vaorl
BINDER IMPORTANT
I have read cach issue of sroason

thorouehly, and then discarded 1t be-
ca=e 1 didn’t have a binder o

tainer. We

formative and interestimg and value it

Con-
constder SPONSOR very in-
highly. The hinder enabling us to keep
cailt i=suc <hould make this ine maga-
zine even more valuable.
Hargy H, AvERILL
Radio Station CKLI
Detroit

®  Binders bolding  <ix omonths of SPOOYSOR™

issties are availuble ot SLAO cach, 3700 for twa,

WORK PROMOTES GOODWILL

You will find attached a elipping
frome the York Dispareh ol 24 May,
1951, You will note that we have pre-
pared a quarter-hour program having
t do with the general culture and in-
dustry of York, and featuring the va-
tions leaders of these groups in our
comnumily, Felix Bentzel, Mayor of
York, was very gratelul for this, and
will present the recorded program to
the proper oflictals of York., England,
Our organization was Lthe first 1o offer
Mavor Bentzel something that he could
present to his Britizh hosts when he

visits them. After our offer. many oth-
er= 1l'““\\l'll.

We felt that this event was mosl un-
usual (thongh it is not unusuval that we
should be leaders in commumty activi-
hut il 15 even more ancommaon
‘[ll!illll
Lsually we are

lies ) :
that we receive a good local
Il'l-:"I!'\'ll Lo '”
Bul
in this case the article appeared on the

1 ITLYES,

at all) as “a local radio station.”

In;u'k page. \\i]ii'h. iTl 1|1|' Cases n{ mos=l
newspapers, would be the front page.
And most evervone was able to read
it in spite of an apprentice composi-
Al of

which makes us believe that perhaps

tor and a Lilind }r!'m‘[ reader,

vou would be interested in using the
article for a short blurh in vour fine
publication, 1T you can use this story.
and if you choose to use the name of
o from our

person organizalion.

please mention Glenn Prillhart— it was
his “bhaby.”
LeEroy K. STRINE
Wanager
WORK
York, Pa.

POLKA D.).'S BAND

My main purpose of this letter is to
ash your assistance in publicizing the
[ormation ol the National
of Dolish-American and
IIIJ('t\l'I\ Sre

As vou know, ideas are the lile-blood
of broadeasting, the

\e=ociation

Polka  Disk

\ssociation will
strive for the good of its members. and
all connected with the broadeasting in-
dustry.

Ant enclosing this news release for
you to inserl inoan issue of SPONSOR:

“A National  Organization of  All
I"olish-American Polka Disk  Jockevs

i= now being oreanized. All interested

in Knoxville!

en cirele

Not the biggest station. but the BIG BUY in cost
per thousamd homes reached in Knoxville's *gold-
. the indunstrial metropolitan area of
335.000 peaple. Cover this compact market with
WEBIR AM and FM, both for the price of one,

The Bolling Company

please communicate with: Henry La-
zarski. Acting Secretary. Polish-Amer-
ican Polka Disk Jockeys Association.
1010 Willis Avenue. Syracuse 9. New
York.”

HeENRY LazaRrski

Civie Broadeasting Corp.

Syracuse, N. Y.

TV DICTIONARY POPULAR

I would appreciate a copy of the
“TV Dictionary /Handbook for Spon-
sors which you ofler subiseribers in
a recent issue of sPONSOR.

Also. I'd like very much to have a
copy uf IIIL' np fnr Spolsors \\lli:'h
you also mention is available to sub-
:-l'l'i]ll'l’:n

DeEWITT O'KIEFFE
Iice President

Leo Burnett Company
Chicago

Would appreciate your sending me
a copy of the 1951 &4 1B
Dictionary/Handbook for  Sponsors”

issue l_l{

which s avatlable 1o subscribers on
requesl.
F. J. DaniELs
Sales Promotion Manager
Durkee Famous Foods
(:’h'!'(’hf”f;

\= a subseriber to spoxsor. | would
appreciate your sending me a com-
[Ilt'll' copy of Herb True's TV Die-
tionary /Handhook for Sponsors,”

Many thanks.

Leoxawp V. Corsox
Advertising Manager
The Mennen Company
Yewark. N. I.

We would be glad to have the com-
plete =TV Dictionary /Handbook for
which | from
the 1 June issue is available to snb-

Sponsors” understand
scribers on request.
J. M. ALLEN
I'iee President In Charge
of Public Relations
Bristol-Myers Company
Vew York
I woulld appreciate vour sending me
a copy of the complete TV Dietion-
ary /Handbook for Sponsors.”™
Riciiakp A, CLARK
Socony-lacuum il Company
St. Louis, Mo.

& Soventyiwe g TV Dietionhry s
VMap for Sponsors™ o SPTONSOR -
wn rerquest, Extra copies of Dictionary 2,00,

SPONSOR




29,000 RINGSIDE SEATS—at movie prices

On June 15. almost 29.000 people in
several cities watched a heavvweight fight
on movie screens as television cameras at
ringside brought the event from Madison
Square Garden. And Big Screen Television
made its bow to the public over the net-
work provided by the Long Lines Depart-
ment of the American Telephone and
Telegraph Company.

Since then other fights have gone over
the Bell System’s television network. And
future plans call for more events going to
more theaters, reaching more people.

This new kind of showmanship is one

more example of the use made of the Bell
System’s network . .. facilities made pos-
sible by the experience and imagination of
Bell engineers. The equipment for these
facilities is specialized and expensive.
Much of it must be precise and delicate. vet
sturdy and long-lasting.

Last vear the Bell System doubled its
television channels. bringing them up to
almost 23.500 miles. The value of coaxial
cable, radio relay. and associated equip-
ment used for television purposes is nearly
$85.000.000. Yet the service is .-'|I]l|1|ft‘il al
a very moderate rate,

BELL TELEPHONE SYSTEM

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



Don't blame the advertiser

‘What ha= the AN\ gol against ra-
1?7 i an apt paraphrase of the ques-
tion a<hedd again and again of SPON-
soi’~ editor by <tation management as
he motored over $.500 miles of the na-
tion’s highway s this summer.

i view of the ANA reports. network
pate culs, station indignation sessions,
drap i network business. amd gossip
wide and varied 1t was no easy matter
Lo convinee a slation manager that in
favt neither national advertisers nor
the AN\ were unfriendly o radio.

Somie of these interrogators were
downright <hocked to hear “one of ra-
dio's staunchest champions.” SPONSOR,
express this point of view. “You're in-
consistent with the Tacts,” they'd some-
lines =a\. N o're inconsistent with
yoursell.”" they d add. pointing 1o our
extensive “Radio is Getting Bigger”
campaign. our “Let’s put all media un-
der the same microscope” thesis.

Radio'= futare will be healthier if
dation manazement understands why
national advertisers are not unfriendly
to radio  rather why every wise na-
tional advertiser wants a flourishing
radio medium. Aund radio’s futore will
he healthier if national advertisers un-
derstand why spoxsor has heen bring-
e overlooked radio Lasies Toretbiv o
thewr attention.

To station management we sav: the
malinnal advertiser i= a business man.
He nses advertising o= a vital tool
the srowth and continued prosperity of
his husiness. |le needs [llllillll"l.l\l' ill]-
certisine wedias he has no logical rea-
son Tor bemg “antt”™ this medivm or
Lhval

Frequently he fizures his preferences

ol wedia by results. Bot sinee national

100

advertisers generally use two or more
advertising media 1o ~ell the same
product it's often impossible to isolate
the precise effectiveness of this medi-
um versus that. How an advertiser’s

5,000,000 advertising pie is shiced is
oflten decided by sales trends. expert
advertising advice. and a ready. eas
comprehension of precisely what the
medium offers  audiencewize  trathe
than specific resuli=1.

The ineredibly confusing radio rat-
ing system {unparalleled in the black
and white feld) and the understanda-
ble uncertainties about radio as TV,
broadeast advertising’s glamour baby.
burst on the media scene haven’t aided
that “ready. ecasy  comprehension.”
Maybe the thinking of national adver-
tisers about radio’s value has heen
sudged a bit by this rival medium o

Radio Basics

National  advertisers, advertising
agencies [and stations] will find SPON-
SOR's 1b-page "Radio Basics' booklet
a down-to-earth validated review of the
true dimensions of radio. Nearly 10,
000 reprints have already been dis-
tributed. 32 charts and analyses by
such firms as Nielsen, Biow, Trendex,
BBDO, Hooper, NBC, Pulse, PIB, CBS
pinpoint (1) The dimensions of radio’s
sudience, [2) Cost of broadcast ad-
Radio's billings; (4)
Time spent with radio compared with
other media; (5] Where listening takes
place in the home. Copy free on re-

vertising; (3]

quest to subscribers. Inquire about low
quantity rates.

that, too. No stalion or network exec-
utive has yel accused national advertis-
ers of not being human
such human dilenunas who can blame

and faced by

the advertiser for following the line of
casiest understanding,

Nor has radio helped itself in mea-
suring its andience. Last week spox-
sor learned of a meeting of seven or
cight top radio manufacturers during
which each, withonl exception. said
that the sale of his \M sets during
1951 is better than ANy preswar vear.
Yet radio, the greatest saturation me-
dium with over four hours of daily
g in 9650 of all UL S0 homes,

has been woelullv facking in counting

lister
ils andience.  Its mammaoth personal-
set in-home and out-of-home audience
(largely developed sinee the warl are

srabis siee a teclimgue for counting
them and gaining buser acceptance of
the count is vet undeveloped.

Until vecent months, radio as a me-
dinm has been a babe in the promo-
tional woods, Against the skillful $1.-
000,000 Bureau of Advertising of the
ANPA and comparable bureaus for
other media. there was no attempt at
defense and linle ar offense.

I= the buyer of advertising to blame
il the medium is sluggish in the eom-
petitive media struggle? Must the huy-
er he blamed for lack of appreciation
of radio? Or does the blame vest with
radin?

spoxsor has repeatedly maintained
that radio must fight its own battles,
mend its own fences, build sponsor ap-
preciation. As the work (already well
started by BAB. CBs. NBC. MBS, and
many individual stations and station
services ) progresses radio will discov-
er that national advertisers are indeed
= I'rivml,-.

Why has sroxsort so ardently pre-
sented rvadio facts and figures 10 ad-
vertisers—so ardently. in fact. that
more than once we have been acensed
In advertisers themsehes of seeing on-
Iv the medium point-of-view?  Simply
beeause the need has appalled us, Since
the first ery about radio’s “fadeout™
arose, we have felt militamly aroused
by the paradox of a vital. mammaoth.
outstandingh -persuasive medium vir-
tually sold down the river by the lan-
suor ol the pvnplv charged with pro-
araming, promoting.  merchandising.
and selling il.

Some ol radio’s greatest success slo-
ries have developed in the past yvear.
D-Con. Ralston Purina. Robin Hood
Flour. Hudson Paper. General Mills.
and countless others are a few who
really know the power of present-day
radio. We predict that during 1952 ra-
div’s vesult voster will swell significant-
W

This. then. i= our advice Lo station
and network wmanagement: learm to
know the national advertiser better.
Stady his views carefully. Answer him
factually. Show him why radio can. in
fact. do the things he expects of it al
senstble cost,

And 1o the national advertiser we
suy + The true facts about radio. onee
vou kinow thene shauld vekindle your
enthusiasm for radio and strengthen
vour determination 1o see that it stays
hiealthy.

SPONSOR
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A
= [—TI iy le AN OLD
P 5y CINCINNATI
CUSTOM...

WCPO 1> WCPO-TV

: rake FIRST RATINGS scamw:

NCPO-TV is first == 7 days a week =-- day and night!

—with 6 of the top 10 once-a-week shows!
i —with 7 of the top 10 multi-weekly shows!

HORE TOP SHOWS than the combined Total of the other Cincinnati TV stations

MJG. 1951, PULSE TELEREPORT wcpo T v STATION A,, STATION '!B”

| average rating 4 7. , 24 .6 2 8 o 3
!NCPO-AM is first -- says Hooper, June -July, 1951!

WePO | sy a | s 7 | g e [
(@ eiRered Time Periods. | 26.7 g e A &7 | 12.2
| Mon.-Fri. 8 AM-12 N 2¢.1 | 247 179 4.3 | 107
Sundoy 12 N-6 P 62,7 [ S 7R TN T T
Sun.-Sat. Eve 6 PM-10:30 PM 241 Sl 23.2 9.8 13.4
Mon -Fri. 12 N-6 PM 213 | 295 266 i 57 12.3

CHANNEL 79 Cincinnati 1, Ohio

js-=ml 123 ON YOUR RADIO DIAL -p
Affiliated with THE = @ = REPRESENTED BY
CINCINNATI POST _ THE BRANHAM CO.
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www.loc.gov/rr/record



This file including all text and images are from scans of a private
personal collection and have been scanned for archival and research
purposes. This file may be freely distributed, but not sold on ebay

or on any commercial sites, catalogs, booths or kiosks, either as reprints
or by electronic methods. This file may be downloaded without charge
from the Radio Researchers Group website at http://www.otrr.org/

Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.



