iVEMBER ® 50c Per Copy $8.00 a Year

Timebuyers: underpaid,
underplayed, overworked—p. 34

- ]

NBC has come a long way in

25 years. Ed Wynn

(pictured in 1936 with
Graham MceNamee) has

come 19 of them




Al Tiffany—Agricullural Specialisi=conducior of FARM WORLD TODAY

A SPECIALIZED PROGRAM FOR A SELECTIVE MARKET...

FARMWORLD TODAY

. . . Presenting all the basic, up-to-date information needed in
the business of agriculiure, to one of the greatest farm radio
audiences in the Midwest.

FARM WORLD TODAY, broadcast Monday through S;t[txrd;l}', 11:30-
11:55 AN, is an example of WLS specialized programming for a large
and imporcant selective market — those people, men and women, whose
busic economy is dependent upon agriculture. Conducted by Al Tiffany,
WLS Agricultural Specialist, FARM WORLD TODAY boasts one of
the greacest farm radio audiences in the Midwest. They listen for infor-
nution essential to che business of agriculture . . .

« New Crop Possibilities !

o Forccase of important crop and livestock potentials!

e Labor saving devices — weather —markets !

o Local, Nutonal and International news affecting ;lgricul(uru!

o Projects of leading agricultural organizations —
including farm women groups!

all important o all members of Midwest farm families because of the
growing significance of possible war economy; heightened interest in
market reports: ever present concern over weather conditions, and the
need to keep abreast of che very latest agricultural developments,

From your point of view, FARM WORLD TODAY offers tremendous
commercial possibilities. Sold on an economical participation basis, this
mherent prestige yields quicker acceprance and firmer belief
- cach sales messagre — begetting instant buyer action.

|al-s1_"."..'|':: 5

Phrough vears of service to the vast agricultural industry, by such

programs as FARM WORLD TODAY, WLS has emerged as the undis-

puted agricultural Teader in the Midwest — the result of planned program-

min ' by the largest informed agricultural seaff in radio.
Your Blate mun has complete details on WLS agricultural leadership.

890 KILOCYCLES. 50,000 WATTS, ABC NETWORK—REPRESENTED BY

"
F. C. Bisson, Market Specialist,

presents latest market informa-
tion on FARM WORLD TODAY

L JOHN BLAIR & COMPANY

The WLS rural market is bi
and imporiant, with 1,738
370 radio families whm!
economy is so greatly de
pendent ; upon agricultury

This marke! consisis of:

11.5% of the nation's cas
farm income

L]
B. O',-’. of the nation's farms
9.1% of the nation's catile

15.6 % of the nation's hogs

9.4% of the nation's poult

PRAIRIE
FARMER
STATION




Local use of air
by public
utilities is up

Lever agencies
have eye on
regional nets

Videodex report
shows import of
TV time slot

$2,000,000 air
campaign spurs
rise of Rvbutol

New sales firm
for TV film
shows emerges

Dunbhill tests
TV in 2 markets;
radio test due

BPONSUR, Valume 5, No. 24, 10
010 Madizm Ave, New York 22,

Use of hard-hitting public relations air advertising on local level by
public utilities is inecreasing (see page 32). No longer after mere
"prestige," light and gas companies are out to buy ears with same
cost=per-M awareness of P & G timebuyers. Local companies take cue
from their trade group (Electric Companies Advertising Program) which
sponsors "Corliss Archer" on CBS radio net work. ECAP has cut its
cost-per=-M from $3.75 in 1943 to $1.66 today.

—SR—
Lever Bros. agencies are making inquiries about regional networks for
soap firm, SPONSOR learned at presstime. This is but one of many in-
dications that advertiser interest in regional webs is growing because
of low-cost, no-waste circulation advantages.

=R

Value of grabbing off favorable time period for TV show is dramatized
by recent Videodex ratings of "Rack et Sguad" kinescopes in 3 single-
channel markets. In Milwaukee, with 9:00 p.m. Friday time slot, show
got 29.7 rating; in St. Louis at 11.00 p.m. Saturday, show got only
11.0; in Toledo, at 3.30 p.m. Saturday, rating was paltry 1.9. But
when Toledo kinescope was changed to new time (Saturday, 8:00 p.m.)
its rating zoomed to 28.3. (One of best ways to get good time slot,
many sponsors have discovered, is by negotiating with station directly.)

—SR—

Latest meteor on drug-product horizon is Rybutol, B-Complex vitamin
which is now spending ad deollars at rate of $2,000,000 for air cam-
paign which includes MBS' Gabriel Heatter, saturation radio and TV in
selected markets, and TV show on 8 ABC-TV stations. Razzle-dazzle of
Rybutol firm (Vitamin Corporation of America, Newark, N.J.) is reminis-
cent of medicine man style of Hadacol's Dudley Le Blanc =- with impor-
tant differences: (1) Rybutol pays card rates for air time, from all
indications; (2) Product itself is genuine. Interesting sidelight in
firm's use of high-pressure approach is that it believes doctors them-
Selves are being resold on vitamins via advertising (See article p. 30).

SRR
You can expect emergence of more independent sales organizations rep-
resenting TV producers and talent agencies who seek to market film
packages. Most recent outfit arising to play this role is Consolidat-
ed Television Productions, unofficially allied with KTTV, Los Angeles.
Peter Robeck, sales manager, John Asher, sales promotion manager of
Consolidated are opening office in New York. They'll represent pack-
agers, push Consolidated’'s 2 filmed kiddie shows, "Cyclone Malone" and
"Jump Jump."

= E R

Dunhill cigaret has 6-month test campaign running in Cleveland and St.
Louis, according to local sources. TV and newspapers are under scru-
tiny currently, with radio tests said to be planned as well for near
future. Agency is Biow.

November 1051, Tublished biweckly by STONSOR Pubbeatlons, Inc., at 2110 Elm Ave, Baltimore. Md  Hxooutive, Editorial, Clrcdlation Office
£8 a year in U. 8. 39 elsewhere. Entered 85 kecond class matter 29 January 1949 at Baltimore, Mo posioffice under Aet 3 March 15870
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REPORT TO SPONSORS for 19 November 1951

Rice quits over
blacklist; agency
denies charge

Rough going
ahead for NBC
in Florida

Pacific Olive
readies $100,000
promotion

Canada to get
U.S. TV shows
by fall, 1952

Schwerin

holds 1,000th
radio-TV test

BAB issues
fact-packed
insurancc report

Complex problem of Red Talent accusations (Sponsor 8, 22 October, 5
November) came to fore again when Elmer Rice quit "Celanese Theatre,"
ABC-TV. Playwright told SPONSOR he wanted Paul Muni or Gregory Peck
to appear in his "Counsellor-at-Law." When they proved unavailable he
sought one of 6 actors, whom, he alleges, Celanese agency rejected be-
cause all are in "Red Channels." Ellington agency denied "political"
blacklisting; as proof announces Alfred Drake, with 6 "Red Channels"
listings, will star in Rice play 28 November.

—SR—
Strong objections to NBC's network reorganization plan voiced by the
Affiliates' Committee at its New York meeting recently, were echoed at
NARTB Third District meeting in Pittsburgh (12-13 November) where much
of discussion centered on need for increasing rates rather than reduc-
ing them. Said NARTB's president, Harold Fellows, to 120 broadcasters
assembled, "Radio is getting bigger and bigger." Growing affiliate
resistance can only add up to bigger headache for NBC at its meeting
later this month in Boca Raton, Fla.

—~SR—
Spending $100,000, Pacific Olive Company of Visalia, Calif., will aim
for high brand identification, stress guality in upcoming radio, TV,
and allied campaigns. By first of year, AM campaign will be in 11
Western states. Peak of air drive comes Christmas week when 370 radio
and TV announcements go on air. Station list includes 20 radio, 10
TV stations. To tie campaign together, print advertising will carry
trademark character (named Ponchito) developed for TV. Abbott, Kim-

ball, Los Angeles,is new agency for firm, got client so enthusiastic
about new campaign it was launched ahead of schedule.
SR

Canadian television got strong boost when FCC recently gave AT&T Long
Lines Department permission to build U.S. end of first international
TV 1link between Buffalo, N.Y., and Toronto, Ont. Start of interna-
tional service is scheduled for 1952 (probably fall). It will coin-
cide with opening of Toronto's first TV station, operated by govern-
ment's CBS. Montreal will be added to Canadian TV picture Some time
in 1953. But don't expect TV stations in Canada's other widely-flung
cities -- Vancouver, Winnipeg, Halifax -- for at least 4 more years.

=5 R
Extent to which modern advertisers rely on research was emphasized
this month when Schwerin Research Corp. held its 1,000th gualitative
radio-television testing session. Schwerin specializes in analysis of
commercials as well as programing appeals, has own theatre near Radio
City, New York, where cross-section audience groups are assembled.
Thus far, reactions of 550,000 people have been accumulated in tests.

o - s
Most recent BAB Retail Information Folder covers life-insurance firms.
Like previous folders on clothing stores, furniture retailing, bever-
ages, latest study is jam-packed with information for radio station
salesmen, including dictionary of life-insurance terms. "This kind of
thing is healthy for everyone," an insurance company account executive
commented to SPONSOR. "It will help the radio boys really think con-
structively when they come to sell us." Constructive promotion on ex-
panded basis is planned following recent appointment of BAB promotion
executives John F. Hardesty and Kevin Sweeney.

SPONSOR




An independcnl survey of radio listening

habits in the Red River Valley was recently

made by students at North Dakota Agricul-
tural College. The Survey covered 3,969 farm
families in 22 counties within about 90 miles
of Fargo. In answer to the question, “To
what radio station does your family listen
most?”’, 78.69 of the families said WDAY,
4.4, Station “B”, 2.3%, Station "C", 2.1%
Station "D”, etc. WDAY was a 17-to-1 choice

over the next station . . . a 3l5-to-1 favorite
over all competition combined !

It’s the same story in town. Year after year,
WDAY makes a run-away of the Hooper
race, consistently getting a 3-to-1 greater Share
of the Fargo-Moorhead Audience than all
other stations combined!

Truly, WDAY is a colossal radio buy in a
stupendous farm market. Write direct, or ask
Free & Peters for all the facts.

kCompetition includes local studios of the other three major networks.

WDAY ¢ NBC ¢ 970 KILOCYCLES ¢ 5000 WATTS
FREE & PETERS, Inc., Exclusive National Representatives
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ARTICLES

Radio listening in the Midwicest: spring. 1951

Dr. Farest Whan's 14th annual surveys for stations WHO, WIBW show
that radio listening is going up in the Midwest

Bybutol: jei-propelled vitamin

472,000,000 radio, TV spot and network campaign, with razzle-dazzle touch,
shet this vitamin product to No. | sales spot among B-Complex firms

Publie ntilities on the air

Member firms of Electric Companies Advertising Program are fighting
"ereeping socialism' via use of "popular” network AM program

Tiumebnyers: nnderpaid. nnderrecoguized

An analysis of the timebuyer's role in the agency, his salary, responsi-
bilities, brings to light fact that he is often under-appreciated

Rayco flopped on the air—cawme back sirong

When women's appeal video formula failed, auto seat-cover chain bounced
back with mystery-drama which proved highly effective

How many VEBC milestones can you recall?

How high can you score in this nostalgic picture look through the 25
years since the birth of NBC?

How to blend film-commercial (echnigues

Leading producer tells how to combine cartoon, live action, stop motion,
other film techniques, for greater impact at low cost

COMING

Is 20 seconds long enongh to sell?

SPONSOR has examined the use of station breaks by advertisers and
their advertising efficiency, The findings may surprise you

Public utilities on the aiv: pave 11

How local power companies use radio and TV to aid in building good
will—and warding off government ownership

\ closeup of the reseavehers: pave |

SPONSOR is preparing a series which will examine in detail just how the
various radic and TV researchers compile data, First article on Hooper
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DEPARTMENTS

MEN, MONEY & MOTIVES 6
510 MADISON 10
MR. SPONSOR: SAMUEL SENNET 16
27 NEW AND RENEW 23
P8, 24
TY COMMERCIALS 42
RAD.O RESULTS a6 :
MR. 5SPONSOR ASKS 50 :
i ROUNDUP 54
30 AGENCY PROFILE: J, M. CECiL 58
SPONSOR SPEAKS 88
I
by 9
L
31
COVER: NBC was 10 years old when this pic-
ture of Ed Wynn sitting astride Graham Mec-
Namee was taken in 1934. Sponsor who bene-
26 fited {r_om popularity of these two early stars
of radio was Texaco. Many sponsors have !
profited, many stars have risen in network's 25- '
year lifetime (see picture history, page 38).
: Editor & President: Naorman R, Glenn
38 Secretary-Treasurer: Elaine Couper Glenn [
Managing Editor: Miles David |
Senior Editors: Frank Rasky, Charles Sinclair
Department Editor: Fred Birnbaum
Ass't Editors: Lila lederman, Richard A.
A0 Jackson
Contributing Editors: Robert J, Landry, Bob
Fareman

Art Director: Howard Wechsler
Photographer: Jean Racburn
Vice-President - Advertising: Norman Knight
Advertising Department: Edwin D. Cooper
[Western Manager), George Waiss (Trav-
eling Reprasentative, Chicago Office}, John
A. Kovchok (Production Manager), Edna
Yergin, John McCormack
Vice-President - Business Mar.: Bernard Platt
Circulation Department: Evelyn Satz (Sub
scription Manager), Emily Cutillo, Joseph
ine Villanti
Secretary to Publisher: Augusta Shearman
Office Manager: Olive Sherban

3 Dee.

3 Dee. Fublishicd blweekly by SPONSOR PUBLICATIONS INC.,
vombloed with TV, Executive, Hditerial, Cireulatlon snd

Advertinlng Ofiees: 610 Madison Ave,, New York 22,

N, Telephone: MUrray I ¥-2772, Chlcago Ofice
11 1, Grand Ave Sufte 110, Telephona: SUparlor 7-9343
West Coust (Mliee: A7 Sunset Moulavard, los Angeles
Telepbione: Ilsfda 85080,  I'rinting OMce: 3110 Eln
Ave.. DBoltimors 11, Md, Subseriptiona: Unltad States
% & year, Canadn and forelien $9. Singlo coplen 50¢
Printed In U, 8B, A, Address all correspondence to 610
Madison Avenus, New York 22, N Y, Copyright 1951

SPONSOR PUBLICATIONS INC.




50,000 Watts e

SHREVEPORT HOOPERS

March-April ¥

RN
wo N

ITS EASY,

8 a.m.- 12 noon

Mon. thru Fri.

(NOW HOW!

}Q“ERNOO

HEN YOU 8:00 A. M. to 12:00 Noon 12 Noon to 6:00 p. M.

12 noon

Mon. thru Fri.

4

-6 p.m.

<

6 p.m. -

6:00 P. M. to 10:00 P. M.

Sun. thru Sat.

ENI~®

10 p. m.

The chart above shows KWKH’s fanciest and latest Hoopers
—March-April, ’51—as well as those for the corresponding
months of 1950 and 1949. Notice the big KWKH increases
in five of the six “‘comparison” columns. In 1949 we were a

solid fiest—Morning, Afternoon and Evening. In 1951 we

tremendously increased our first-place Share of Audience
over 1949—up 30.8% in the Morning, 42.9% in the After-
noon, 8.5% in the Evening!

KWKH does the same kind of bang-up job in its tri-State
rural areas, too. BMB Report No. 2 credits KWKH with a
Daytime Audience of 303,230 families in 87 Louisiana, Ar-
kansas and Texas counties. 227,701—or 75Y—are “average
daily listeners” to KWKH!

Get the whole KWKH story, today. Write direct or ask The
Branham Company.

* Latest available at press time.

CBS -

KWKH DAYTIME
BMB COUNTIES

Study No. 2
Spring, 1949

KWKH | "5 |KWKH | '8 | KWKH | &
M‘i“g';:pqn"' 39.6 | 233 | 31.7 |297| 42.5 | 289
M‘i"é"'s-"gm nn.b6 | 22| 1.6 |208| 46 4| 255
“oni | 518 |01 |#5.3 |us| a6 s

KWKH

Texas -

SHREVEPORT { LOUISIANA |

._Arkansas

The Branham Company

Representatives

Henry Clay, General Manager




that’s what
you like about
the South’s

Baton Houge

With retail sales in 1950 of
S1ALOVSO00L00- —and ellective
buving income of S1Y2.555.-
(00,00 Baton Rouge consti-

tntes the Kind of a market where

vour radio dollar produces. For
cflective coverage of this entire
trading area. investigate W]1BO,
the station with the largest over-

all audienee.

NBC's | + | 5,000 walt affiliate in Baton Rouge, La. |

WJBO]

BRL (FM)

ATFILIATED WITH THE STATE-TIMES AND MORMING ADVOCATE

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO.
6

9 M @ by
Robert |. Landry

(i

Not by bread alone—but with salaam (i)

Vicks Vaporul. a sainted name in spot. has just converted four
“divisional™ general managers into presidents. thereby  emulating
CBS and many another American corporation, Our American busi-
ness hierarchy expands and waxes complex. demanding new and
added svmbols of deference and prestige.  Divisional presidencies
compare Lo systemn presidencies as marquesses or carls compare to
dukes. and a latter-day viee chairman is a sort of honorary prince,
or cousin royal. [0s all fairly exciting and wonderful for the elite
and undoubtedly is a commercial mirroring of military example. now
that brizadier generals. major generals, Heutenant generals. full gen-
erals. and zenerals of the army stop short only of field marshal,

S

Titles of distinction. prestige and authority are more and more a
formidable hurden upon any trade-paper journalist. It is so ecasy
to et mised up as to who's whoo Only a Chef de Protocol can dis-
tinguish a viee president of the blood royval at J. Walter Thompson
from a mere gang foreman with epaulettes. Throughout advertising
agencies. there are publicity directors who are and publicity direc-
tors who are not vice presidents. and if yvou think theyre not highly
aware (either way ! vou don’t know the disease of 1|'|||pt'r;i|1|t'lllal
hearthuin,

* ¥ *

\ word. now. on another formn of commeretal prestige—the in-
ereasingly  widespread custom of bestowing annual awards and
prizes in and to business. Generally. the recipients are remarkably
ready 1o be flatteved silly. taking it all deadpan, But once in a while,
strange awkwardnesses ereep into this business of attempting to praise
husinessmen. Thus the senior Rockefeller and the senior Ford often
backed away from proflered honors, Their wealth and position made
it almost impossible to accept awards without self-consciousness,

* # *

Note this: some of the awards in advertising go certain vears lo
relatively undistinguished recipients. You don’t hear it mentioned
aronnd. but this is sometimes hecanse the man really favored won't
stand still for the spotlights. the photographers and the speeches,

#* # #

Many vears ago Pariery bestowed a special plaque upon John K.
Hutehens of the New York Times for his contributions 1o the art of
radio eriticisn, Far from being delighted. the Times was palpably
embarrassed. It was. presumably, recognition for the wrong reason
(the managing editor was anti-radio’ and from the wrong source
fa trade paper that didnt use good grammar). Nol only did the
Times never acknowledge the plaque in any way. but Hutchens
wrapped it up and silenthy took it home in a taxicab with the blinds
drawn.

1 Mlease turn to page 721

SPONSOR




Evervwhere von look. you sec that the bright
future predicted for film programs in television
has already arrived,

o Look af the sehednles, You sce filn progiamns ot

crery chanuwel, cvevy day and wight of the week

o Look at the ratings. You see film programs
éz o thi fi'frrf! I's, with r-!fr-aagj.-i u," 21 e J,.l'_fjifuf
it individual markets.
™ L,,,,i‘l- al thi SPONSOrs You s ;.:-'”. Prog e s
nsed hp‘ such big-tim advertisers as Procter &
Gamble, Geweval Mills, Stevling Divng, Philip
Morris, !a':'.i,ri'._fnfl'-."\'nu,"-‘urf ~ane many others Ji'r.ff-’

IOre wmaodest TV appropy 1alions,

For you don’t need a king-sized budget Lo use film
on television. Film opens the door to efficient Spof

Program advertising,

You can place vour film show in as few or as
many markets as vou need, when you're a Spot
Progrom advertiser, You're never faced with those
network budget-boosting “must” stations or mini-

mum group regquirements,

Your film program can be of any type or length.
There's comedy on film, and mystery, drama,
homemaker, quiz, ete, They run from 5 minutes
all the way to feature-length “movies.” The pic-
ture quality is consistently more satisfactory than

kinescope recordings.

And there's this added altraction. You pay no
premium for all these Spof Program advantages,
Spot rates are generally lower than network rates
for the same time periods, over the same stations,
The difference is enough to cover the extra film
prints needed, their handling, distribution and

other costs.

If you want the total picture. just call any Katz
representative for the full story on Spot Program
television. You'll discover there's a lot of film in
vour television future. And you won’t need a
crystal ball to see that . . .

You can do better with Spot. Much better.

THE KATZ AGENCY,

NEW YORK s CHICAGO + DETROIT o LOS ANGELES * SAN FRANCISCO = ATLANTA

171
your
v

future

Station Representatives

[1’.‘15'\:.- - K .'|_|"]I‘_\_.‘\CJ CITY




2 major half-hour shows now available for local TV sponsorshi

Here's a m;ljl!l' |]<’\|‘|llpml‘|l| in ]lu';ll
and regional programming—a chance
for your station to get ofl 1o a fiying
start for the coming television year.
Two big-time shows are now on film
for -[Itll!.-ui"-llilll “Tales of the Texas
and

Rangers” “Dangerous

well-established

\ssign-
ment.” Both are

from NBC Radio . . . both are ideal

now great TV

for local accounts who want a show
of top network caliber but must
work with a Hmited budget. These
half-hour shows are red-hot. so start
checking vour prospects now!
Write. wire, or phone today fo
VBC-TI
Film Svndicate Sales. 30 h’m':ﬂ't'fr'.’."f‘r
Plaza, New York City.

price and audition print,

LRI T D R T DO O O D DO D I D IR IR D B

Each Half Hour A Complete Story
5 sponsor identificotions

through provision for:

Opening billboard

* Opening one-minute commercial
* Middle one-minute commercial
+ Closing one-minute commercial
Closing billboord

s % 53 & % = 8 s % = % = =

" B c -Tv FILM SYNDICATE SALES

30 ROCKEFLLER PLAZA, NEW YORK, N. Y.




*
“TALES OF THE TEXAS RANGERS"’ \
Authentie stories from the files of

the Texas “am;rr-‘!

\[.‘llft' to order for local ‘Iii\"lll-l'l &
with local budgets and top ideas.

“DANGEROUS ASSIGNMENT"
<tarring Brian Donlevy as
“Steve Mitehell™ international
adventurer, hghting crime in a
background of global intrigue.
Donlevy follows Illfull_‘_'ll—
sells time and produets!

When he “museles in"—out
goes the competition!

———
Ty retan,




more mail than

i the entire 12 months

n.j 1950

CBS Outler in Montreal
Key Station of the
TRANS-QUEBEC rodio group

! CRAC

MONTREAL

730 on the dial ® 10 kilowatts
Representatives;

Adam J. Young Jr.- New York, Chicage
Omer Renaud & Co.—Toronto

@ad ison

RED CHANNELS

[ have been reading with great in-
terest—and  great  satislaction—your
excellent series of articles entitled *The
truth about Red Channels,”

[ realize that you are reporting your
findings in an excellent ohjective way.
I myself. working in the ereative in-
dustry which vour magazine serves.
cannol help but feel subjective in niy
dislike for amy means which creates
fear. judges men guilty belore being
siven any chance to defend themselyes
to subversive charges leveled at them:
the very publication of such a book
allows the un-progressive elements in
our midst to set themselves as judees
and juries of the fates of the most tal-
ented men and women in our country.

If the intent of the men who pub-
lished Red Channels was merely 1o
warn hroadeasters of subwversive ele-
ments they could not possibly  have
sone about publicizing such facts—in
such an un-American way. This book
and its unjust methods of warning the
people is the hest propaganda the Com-
nnnists can use against ns  for isu’f
Red Channels the hest example of
thought control today?

Congratulations again and Keep up
the sood work. We all hope for clear
withou  zuidance  of - Red
Channels!

sailing

AN ExEcuTIVE
Dullout TV Networl

I have read in vour issue of 22 Oc-
fober “The truth ahout Red Channels™
and can onlv =ayv that this appears 1o
me 1o be subjective reporting by a
writer who was determined to try to
discredit Connterattack from the yvery
hesinning,

While 1 realize, of course. that the
stall at Counterattack has a diflicull job
and olten operates under handicaps,
and no douln makes its share of errors,
Counteratiuch nevertheless: in my opin-
. is doing a valuable piece of work
that is long past due. 1 the broadeast-
ing industry had kept its own honse
clean or made any sincere effort to
weed out the Commies. then  there
waottld bie no rovm for Counterattack o
Red Channels. Bt snch is not the case,
wied obvionsly there is room for some

service whichh will throw lLight where
light is needed.

Your writer has done a fine hatchet
jobr to date, apparently in the interesis
of those writers and artist= who have
questionahle loyalty records. Whether
or not that is yoor intention, T cannot
=ay. hut it does appear 1o he so judging
entively from the one episode which 1
have read. 1 am awailing with interes|
to know what constructive program
spoxsoit will offer to achieve the re-
sults which Red Channels and Counter-
attack are striving to attain. although
their methods Tack mueh of heing per-
fecl.

T am not defending error. nor am |
defending faulty methods. But 1 am
wondering why spoxsonr is doing such
a splendid hatehet job, unless it has
something specific 1o offer as a remedy
fur nse here and now. hecause as | see
it. the hour is late.

\LBERT Evaxs, Jr.
Evans & Associates. Fort Worth
® =IMONSORS Red Chanaels series appeared as

fullows: “The trnth ahout Red Channels.” Part
s g i o3 Part 11, 22 October; Part
s

are pepresentative,

DEPARTMENT STORE RADIO

Az a subscriber to vour publication.
we find many useful articles applicable
to Australian Radio,

U nder the heading of “Applause™ on
page 92 of vour 27 August 1951 issue,
mention 1= made of a hooklet titled
“Department Store Radio Advertis-
ing: vou also make reference to The
\dvertising Council.

Would it be too much trouble for
vou to ask the National Retail Dry
Guoods Assoctation to forward us two
coptes of their publication?  Likewisc.
we would also appreciate any printed
material issued by The Advertising
Couneil.

A, D, Hanxaw

The Weston Co. Pry. Lid.

Sydney. Australia
[ ] The NIRIM: A booklets sell at 24,00 cach and
coun De obtained from them at 100 W, 3l St
New York LY. Vo The Advertising €

Rest 15th St New York 190 N, Y
rial thronegh theie pulilie relations

WRITING RADIO PLUGS

Just a note 1o tell vou how much our
whaole department appreciated your ar-
ticle entitled. “How tao he a dud at writ-
ing radio commercials.” pages 38-39
ol the & October issue. So “hilariousi-
fied ™ were we that we would appreciate

SPONSOR




1604 12th Street

a
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"'l install the channel 6

FLOYD V. MILLER

1006 Jefferson Street
Lawrenceville, lllinois

@® You won't find a word in Standard Rate &
Data about WFBM-TV’s big BoNus in TV
SETs—but it’s something you want to remem-
ber! As indicated on the map of Indiana,
there’s a wide belt around Indianapolis where
hundreds of TV sets, in scores of towns outside
the station’s 60-mile area, are tuned to this

pioneer Hoosier station, exclusively.

Lawrenceville, lllinois

s IN SETS ON[HURN]

for best reception here..

a WFBM-TV town!" says

“"We get WFBM-TV only, and get it good!" says

ROBERT D. GRAVITT

IHDIAHAPOI.IS}

anfenna

.this is

INDIANAPOLIS
II*
2 "WEBM-TV

LAWRENCEVILLE, (Jf‘-
ILLINOIS o
122 MILES FROM
INDIANAPOLIS

Get the facts about the WFBM-TV selling
area today. Write for details about this prime

TV market that packs a load of sales dyna-
he home of WFBM-TV at 1330
lorth Meridian Street in Indian- mjte for many a leading manufacturer. To
ipolis is a beautiful new building, =
lesigned exclusively for radio
ind television. Complete facilities
or both studio productions and

Iim presentations are available. 7 . v o
ot < Yndiana

REPRESENTETD N ATI ONALLY B

put the products of your clients up in front,
and keep them there—in the heart of heavily
populated, high-income Indiana—recommend

the Hoosiers' first station . . . WFBM-TV!




When folks hear

THE TOWN CRIER

in the Minneapolis-St. Paul Market

they BELIEVE and BUY"

EHIND the shuttered windows of early
B \merican homes, men and women
paused when the Town Crier's bell rang
out. They listened while he called out news
of events and things to buy.

They knew his bell, his voice; and so the

friendship of a voice with many people was
formed. To make and keep friends, the
Town Crier had to tell the truth: be a
friend; be of service.,

Our objective here at WTCN is to be Town
Criers in the hnest sense. That’s why our
prime purpose is to be people who make
friecnds—who serve our community.
Products—like people—are best introduced
through a friend who is known in the way

the old Town Crier was known.

"Proof of this belief in our folks by the people out
here 1s ready for you in return for a letter or phone

I It's the human side of selling—about real people
who ¢ry real products which real people buy.

T c ' “”f f/“,
\/\ / 0707 ricr orthwest

RADIO ABC 1280 TELEVISION ABC CBS DPUMONT.- CHANNEL 4

Free and Peters, National Representatives
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(if possible) having a couple of re-
prints which we will frame for posteri-
or—or is il posterily? (See Section 10
of aforementioned article.)
Wat. J. Beewer. Radio/TV Dir.
Potts. Calkins & Holden, k. C.

After seeing the article “How 10 be a
dud at writing radio commercials™ in
a current issue of sronsor, | was in-
terested enough to discuss it with Mr,
Coe. our stalion manager,

The article is certainly vital to a
station :all{‘h as ours. ] \\mllil appre-
ciale it if vou would send me a few
copies— three or four will be sullicient.
Joax Beckyan, Continuity Editor
WIWCA, Gary. Indiana

RESULTS COUNT

I firmly helieve that vour radio re-
sults page and TV results page are two
of the most valuable examples—two ol
the most useful items of editorial ma-
terial that | have ever seen in a trade
publication.

However. | have been carelessly let-
ting back numbers of these pages slip
by me. Only recently. I woke up to the
necessity of having a bound file folder
of all these pages—insolar as they are
available.

Do you contemplate ever issuing all
the pages—current
number pages

lﬁl;_’('!‘ illH] ll;“'k
in bound booklet re-
print form? How many of these pages
have there been altogether in the last.
say. five years?
getting tear sheets that would help com-
plete the file which [ am certainly go-
ing to keep intact from now on . . .
intact and up to date?

Irwix W. Lyxcu, Adv, Mgr.

Sun Spot Co. of America, Baltimore

How do I go about
o

® SPONSOR plans te publish it« hundeeds of
Radio Results and TV Results in booklet form
carly in 1952.

LIKES LOCAL RADIO

In your 8 Oectober issue | have no-
ticed the story regarding the show
which T am sponsoring over KOB. |
am very much concerned over the state-
ment in that story which reads: “At
first adamant against advertising over
local radio stations because he didn’t
like their style of programing, McCor-
mack liked recent changes on KOB.”
I have not made such a statement re-
garding the other radio stations in Al-

19 NOVEMBER 1951

buquerque and am very much cinbar.

(-]
rassed that such a statemem would - Wh WFBR Is
pear in this story. y

BIG

in Baltimore

I am well pleased with the program
on KOB but do wse radio advertising
over the other stations and certainly
have no eriticisin to offer of thew

If amy

be run on this statement | wounld <in-

kind of a correction could

cerely appreciate il.
Joux C. McCorvack
John McCormack, Ine.. Alhuguerque

SELLING RETAILERS

Congratulations on a wonderful arti-
cle in vour 22 October issue hy Joe
Ward of A.R.B.L.

Let e herewith enter my order im-
mediately for 20 reprints on this ari
ele, one of whiclt I will paste on my
bathroom mirror to read every morn
ilif_' hefore 1 come to work.

As | am writing to Joe Ward 1oday.
if I were Lo write an article on what is
wrong with the broadeasting business
todayv, | would be afraid to put one
paragraph on paper, since if T did 1
would be so stmilar to Joe's article. al-
most word for word. that he would
probably have a good case for plagiir-
ism suil.

What he says about our business is
the bitter truth, but the complete truth
!'lnnt'llll‘lt':iei.

Dave Bavvor, I'.P, & Gen. Mgr.
WIMO. Cleveland

Your recent article, Gentlemen . , .
In the October 22nd issue of spon-
SOR 15 so good that we would like each
of our stafl members to have a copy.
Would you kindly arrange to send us
twenty-two reprints of the article.
“What radio should know about selling
and bill us.
Davio M. ArmstronG. Mgr.
CDKA. Iictoria. B. C.

retailers,”

Just zot a look at another fellow's
copy :'[ SroxsoR lor 3,: () lnl'l'I,
Please send twenty copies of the ar-
ticle on page 30. “*What radio should
know about =elling retailers.”
Believe vou've hit the nail on the
head again with this one.
Sterney W. Ryber, Sin. Mgr,
WENE., Endicott, V. Y.
8 Reprlurs: of the srtidle. "What  radio shonld
knew sbout aclling retallers™ ran be abiained

the following rates: 1-25 copies, 23¢ rac
copivs, 13¢ vach; 100 or mere, 10e each.

(Please turn to page 86)

NO. | OF A SERIES

CLUB 1300 1s the big
participating program in
the Baltimore area! Big-
gest average ratings for
the full
minutes, biggest mail pull,

seventy-five

biggest studio audiences,
biggest in every way.

CLUB 1300 success stories
are legion. Ticket requests
are fabulous. Audience

loyalty is tremendous! Get
aboard CLUB 1300 for

your share!

Ask your John Blair man
or contact any account
executive of . . .

ABC BASIC NETWORK

5000 WATTS IN BALTIMORE, MD
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Gateway

to NORRISTOWN . .

 TXE R RN NN

JOHN TAGLIEBER, Grocer—Residents from
miles around and Norristown’s 38,000 ciu-
zens buy $10,794,000 worth of assorted edi-
bles each vear from 152 food stores like
Taglieber's Markets

ELIZABETH A. MYERS, Housewife—Wamen
like Mrs. Myers prefer to shop near home
Their families purchase nearly £5,000,000
worth of clothes a year in Nomstown's 62
busy apparel shops

Ph. \
{
o | \, 1
bt ey L
X 7S /
PHILADELPHIA e

When s
When it's

5,000 walls more thon 5,000 wotts?
first an the dial! Operating at 560
WFIL's 5,000 warts provide coverage
venty times the power at double the

LOO, 000 wages at 1120 kdocyeles

] e B

HAROLD W CARE, Pharmacist —WFIL spat
announcements help sell a lot of goods in
Norristown's 29 drug stores (like Care's
Pharmacy) where 11,000 families spend
$1,232,000 a year,

It’s Not the Size ...

Bustling Norristown . . . just a medium-sized
city ... but its effective buying income of $5,083
per family is 14 per cent above the national
average, typical of the 1,167,520 radio families
in Philadelphia’s 14-County Retail Trading Area.
Y ou can reach more than three-fourths of Norris-
town’s prosperous homes just as effectively and
less expensively on WFIL's 5,000-watt signal
as on 50,000 watts. And WFIL outpulls local

county stations here, as in 10 of the 14 counties.

Schedule WFIL.




id ALL of America’s 3rd Market

1SR 000RRRRLEBRRRRRRS LA A A A R R R R EREEREEE RN LN NS

It’s the Selling Power!
You can’t judge Norristown’s buying power
by its population. Nor can you judge WFIL's

sci]ing power b)' its power output. For WFIL's

penetrating voice reaches 2 out of 3 radio homes 560 ke. ;
in every corner of America’s third largest market. The Philadelphia
WFIL is a sure thing . . . your best bet to Inquirer Station
reach @/l of a market whose combined buying

| power is $6,638,759,000 . . . and far beyond :::::f':f'g::

" into a tremendous bonus area. Total WFIL In America’s Third Marke!

coverage: 6,800,000 people with more than

$9 billion in purchasing power. Kopresemed by THEIGATE AOENGY
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The KATZ AGENCY
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7:30 a.m. and 3 p.m. daily Ed’s listeners
gather 'round . . . and he sells them!

16

Samuel Sennet

M. Spoasor o

[ Howard Clothes Corporation, New York

“Nice guys finish last!”™ The once-pugnacious Leo Durocher was
the phrasemaker. But Lippy Leo changed his philosophy when he
led the New York Giants 1o a pennant. Another “nice guy™ disprov-
ing the Durocher theory is Samuel Sennet. guiding hand behind
Howard Clothes” multi-million dollar operation. With three plants
and 55 retail outlets in 26 cities from New York west to Minneap-
olis, Howard is a |"||)ll‘lill;_' chain store colossus.

Sennet’s association with Howard Clothes and their predecessors
goes back 1o 1917, It was then the Brooklyn-born. New York pu!l“l'-
school-educated Sennet first entered the clothing field. He was 15 at
the time. Within eight vears, he sold his firm on the volume possi-
bilities of a popular price “maker-to-wearer” line—which became an
overnight success. That year, 1925, Howard Clothes was formed.
Sennet was a junior oficer then: he was elected president in 1947,

Now Sennet, voung-at-30. maintains his earlier drive to keep How-
ard Clothes up front (annual sales volume is well over 528,000,000},
To maintain Howard’s leadership in the men and boys™ clothing field,
the East and Midwest are blanketed with merry jingles and erisp.
bavd-sell announcements on <ome 36 kev radio and TV stations.

Jinmny Powers™ Powerhouse of Sports is telecast four times weekly
over WPIN, New York: in adidition. one of the Powers shows is
kinescoped for viewing in five other eities. Together, this master
weave of radio and TV expenditures (through Peck Advertising)
totals $225.000 amually or 107 of the Howard ad drive.

Behind the scenes is Sennet. who liolds “you get no more out of a
joli than you put into it .. . you should get a kick out of vour job
0or 2o il .HIIJIhi‘I [il‘ll‘.”

Despite his intense interest in his corporation. Sennet is far from
a selfwcentered businessman. From Howard Clothes employees and
SLOTE NEINQZETS comes these bits of |n'.li.-c‘ and respect that form a
well-fitting mantle about the man: “fair a man as you'd ever want to
meet”™ L. works up aclot of enthusiasm among lis eniployees.™

\sh Sennet and he says his hobhy is bosiness. But even his publie-
service activity as men's wear chairman of the National Conference
of Clvistians and Jews and philanthropic work with UJA. and the
Brooklvn Hebrew Home for the Aged reflects his interest in his
fellow man.

SPONSOR
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WREC

GIVES YOU A Y ES — THAT'S RIGHT —
BONUS YOU PAY NO MORE —
MARKET ' ACTUALLY, YOU PAY
- 10.1% LESS PER THOUS-
AND LISTENERS, COM-
PARED TO 1946 — AND
CCORDING TO THE
1950 CENSUS YOU
REACH MORE PEOPLE,
GET MORE COVERAGE,
MAKE MORE SALES . . .
THAN EVER BEFORE.

According 1o the latest available figures of the
1950 census, the rich 76 county Memphis Mar-
ket shows a delinite population increase. This
increase means thousands of potential custo-
mers. It is your

WREC BONUS MARKET

WHICH YOU NOW RECEIVE
IN ADDITION TO THE LONG
ESTABLISHED WREC COV-
ERAGE . ..

AND YOU PAY LESS PER
THOUSAND THAN YOU DID

WREC

MEMPHIS
B NO. | STATION

Affilisted with CBS- 600 K.C, 5000 WATTS, Represented by THE KATZ AGENCY,INC
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Don Lee audiences have gro

Daytime audience 16.3% bigger |
Evening audience 22.3% bigger

(according to Nielsen, Ist half of 1951 vs. Ist half of 1949, full network average oudience)

Don Lee can deliver your sales message consistently to more
people through their own. major. local selling medium at a lower

cost per sales inpression than any other advertising medium.

That’s a big statement, but it’s true because Don Lee 1s a
big network. Don Lee broadcasts locally from 45 network
stations in 45 mportant Pacific Coast markets with all
the local selling influence and prestige that you need to

do the best job of selling within each local market... /\

where your sales are actually made.

As a matter of fact, Don Lee is the only sclling medium
actually designed to sell consistently to all the Pacific
Coast. That's why Don Lec consisteutly broadcasts more
I'L‘;‘,;iﬂll;l“}' sln_msurr(i ;ld\'('i‘lisillg than any other network
on the Pacific Coast. Don Lee delivers more and better

and the advertisers who sell the Pacific Coast know it.

WILLET 11 BROWN. Prosident » WARD D, INGRIM, Excontive Viee-Pris
NORMAN BOGOGS, Viee-Prosidonut in Charge of

1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFO
Represcnted Natwnally by JOHUN BLAIR & COMI



uch biEEr on the Pacific Coast

AEN’S DEPT.

BROADCASTING SYSTEM
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In enent |

Advertiser You Make IR

THESE INDEPENDENT

More Sales THINKERS SAY:

d.“ €are nCreasing oy r,.
b:o schedy]e with KCB‘C
. cQause we kn oy that oy
.?nnouncemems have e,
.\ ery :'!chriveand arem
1f'nportam in the prom(:r
ton of gy busin(*ss." -

~T0 Radig Spaz,

s i .
v e , !)a-s Moines, J'owakcnc
I ;rom Martin Cole, Pre; d
llioee Furnjy e Co o
‘- Deg Moines A
"
bl

d;'c. I Iﬂra;m“.jng Tesules oy
. . . . -nt, the : &
Leading independent radio stations are today’s best buy! Ba it Empire Byjjqg.
dLoan Associae:
. : 2 : i SOcCiatj
There's something about being 7ndependent that keeps you tough- O e ]
£ _... . ¢ s L. -“Wfl'lng in
ened up, ready to tackle any job that requires good, honest, hard quite a numpyer Bp
. 1 y | vy 1 aCcounes £
selling. At any rate, you will find in radio today it's the leading
independent radio stations which are doing a truly productive sales “{’;’:(‘_Jﬂscnh W. Palmer
g i N = - % ~ruder, Ba‘c('wcn
job for national advertisers. Perhaps you've been thinking to your- Drt?“k::' Inc, Adveriging
e : : e, Colo,, sing.
self, "I ought to try Independent Radio.” Well, now’s the time to © Radio Surion ke ppy
% D{'ﬂ\"‘r R,

act. Write for all the facts to any AIMS station listed below.

-
THESE ARE THE LEADING INDEPENDENT RADIO STATIONS:
WCUE —Akron, Ohio WKYW Lonisville, Kentucky KSON —San Diecgo, California
WEBMD - DBaliiore, Marvliand WMIE —Miami, Flovida KYA —San Francisco, California
WBNY - Bullalo, New Yok WMIL —Milwaukee, Wisconsin KING —Seattle, Washington -
WIMO Cleveland, Ohio WKDA Nashville, | ennessee KREM Spokane, Washington
WVKO Colpmmbus, Ohio WBOK —Noew Onleans, Lowdsiona WACE springheld, Massachusetis
KMYR — Denver, Colorado WWSW — Pittsburgh, Pennsyhvania KSTN —Stackton, California
KCBC es Moines, Tows KXL —Porthind, Oregon WOLF —Svracuse, New York
WIKY  — Lvansville, Indiana WXGI - Richmomd, Virginia KFMJ ulsa, Oklahioma
WCCC —Illartford, Conmecticnt KSTL —5t. Louis, Missouri WHNEB - Worcester, Massachuscuis
WXLW Indianapolis, Tadiana WMIN St Paul-Miueapolis WEBBW Youngstown, Ohio
WIXN Jackson, Nlississippi KNAK Salt Lake City, Utaly
KLMS Fincoln, Nebraska KITE —San Antonio, Pexas

They are all members of AIMS—Association of Independent Metropolitan
Stations—each the outstanding independent station ina ity .

Aim for BULL'S-EVE results...with the AIMS GROUP
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New and renew

19 NOVEMBER

1. New on Radio Networks

SPONSOR

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

American Chirle Co ssh ABC 135 Will Bugers: T, Th 33306 it 30 Oty 32 whe
Bymart Ine Cevil & Preshrey MM 13 Semerset Mangham Theatee: Sat D810 000 s 27 O
2 whae

General Mators Carp huwduer AR Flee Bz Wand: M 08230 pane 10 Jun only
( Buick Motor div)

General Motors Corp huilner 9 {1} Hollywoud Star Plashonsey M 0830 oy 17 Jun only
{ Buiek Motop div)

General Motors Corp MaeManus, John & ARC 215 Stop the Musict Sun 88000 pm; 2, 9 Dee only
(Pontiae Motor div) Addams

Seeman Brothers Ine Willinm Weintraul GBS 173 Fhis Is Nora Dreakes alt days YeF 2000405 g 19

Novi: 532 whe

2. Renewed on Radio Networks

SPONSOR AGENCY NO. OF STATIONS PROGRAM, time, start, duration
l"umin-ula! Baking I... 5 e = :

Grand Slam; M<F 11300553 am: 19 Nov: 32 wks

Fed Bates CBs 351
Swift & Co J. Walter Thompsan NI i1 Redd Foleys MeF 10030005 amy 26 Novy 52 whs
Toni Co Foule, Cone & Held- CBS 186 Arthnre Godfrey s alt days MF 100020153 am; 29 O
ing 52 whs

3. New National Spot Radio Business

SPONSOR

Diamond Maich Co

Leser Brothers Co

Snow Crop Markeiors
Ine

Velvet Tip Bobby Pine

PRODUCT

Matrhes

Silver Dusi

Frozen foods

Babhy pins

AGENCY

STATIONS-MARKET  CAMPAIGN, start, duration

RBeoton & Bowles s
5. Y.)

SSCH (N YL) 20

Maxon (M. Y.) 0

Hersehel Z, Beutsch R
(N.. Y.) 20

mikis Vonvmits . mideNav: 13 wke
mkis Annemisy 12 Novi 4 whs
mhkis Anmemtss 12 Nov: 13 whks
mkts (U, S04 Fartic; varly Janig 13 whks
mhts A Canada)

4. National Broadeast Sales Executives

NAME

FORMER AFFILIATION |

Koy .l..l.l-d‘;ll\la!l
Frank I, Corbent

Harry J. Daly
. P, Fitepatrick

Edwin 5. Friendly

Murray Liayd Goldshorough
Ir

Freederick G Narm

Arthur F. Harre

ieorge W, Harvey

Hungh M. P. Higgins
Lowell Jarkson

David J. Jacolison
Carleton Jewent
Boyd W, Lawlor
Elmore K. Lyford
Frances (Flrien

Bernard W, Pelaer Jr
Do Pantioe
Arthur Pappenberg

Natianal .lh-nmlr.hl .‘-':Ir-, Vancowser, of-
fire mer

WEAP, Marysille, Tenn., partner

Wasth, I €,

Falstalf Brewing Corp, 1. L, sls prom
mgEr

ARC.TV. N, Y., castern << mgr

WNOW, York, sls prom mzc

WD, Chi., =ls mer

W, Chi,, gen wmer

WEN, Chi, castern sls mer (office in
N. Yo)

BARB, N Y, dir

ARG, Chi., member central div radio -
e gt

Young & Rubicam, N, Yo, pule rel supery
Eserent-Mehinnes, Chi., mzr

W TR, Flklart, Inil,, prog idir

MBE, N Y., supery 1y st relations

Free lanee writer, N Y.

NBC, N Y, iy acet ener
Robert Mecker Associates, Chi, mgr

King Freatwres Syndicate, =ls

NEW AFFILIATION

Chith, Penticton, W G, mgr, parl owuer

WOKE, Dak Bidge, Tonn, alss sery

WOKE, Oak Hidge, Tenn,. dir

Free & Peterss N Y, bead radio sls prom, reseureh
e

AL N Yo, matl ddie 1y sls

BWLET, Grttysbiors, mer

Name. mer
WEFL, Chi., gen mare
WEHLA, Tampa, gen mgr

IS Radio Serwork, N Y., market rescarch counsel

Samre, sl mgr

CHsS-TA, N Yoo die pube el

Robert Meeker Associates, Chi., mgr

WREA, Gary, caomml, =l prom mgr

BaMom, N, Y., dir «in relations

P'hil PDavis Musical Enterprises, N Yoo sls prom,
publicity dlir

hate Azemies. N, Y,

Samw, S0 Fo, magr

WHASTY, Columbos avet esee

membier iy sls spall

® In next issue: New and Renewed on Television (Network and Spot) -
Station Representation Changes; Advertising Agency Personnel Changes

x
Numbers after names

refer to MNew and
Renew category

Ed S. Friendly (4)
Geo. W, Harvey (4)
Carleton Jewett (4)
B. H. Pelzer [4)
Don Pontius (4)
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1. National Broadeast Sales Executives (continued)

NAME "~ FORMER AFFILIATION NEW AFFILIATION

i 3. Bes ool Woasha I A WHOKE, Oak Ridge. Teon., svp
Raobiert 11, =alk Cit=, N Yo, radio s sls hatz Agenev. N Yo member 1y sls spaff
Gearge T Shaperet Tesision Productions. N, Y., Peveless Television Productions. N, Y. wp
ml operations
Faward 1' =hurick CRs Raddio Div, N Yoo markel rescarch CBSTY. N Yo network sbs aeet eaer
conn el
hesvin 1L Sweenes o Lee Telesvision, ywd,, ol pmgr Bk, N Yo ddir natl prom

Warry 0. Weaver WEAP, Marysville, Tenn., partner WORKE, Gak Ridge, Tenn., alse pres. gen mer

3. Sponsor Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION

‘ o Llasdd Nernegeer L. S0 The Corp. N Yo, s mily ap Rristol-Myers Products Wive N Y., o ap
: - S Levwnael F. Cramer Alen 16 DuMant Laboaratories, Clifton, N ), Aven Mg Corp. Cine, (Crosley div ), assi gen mer
‘J . eaer vp, dir
".‘ = Charles S Ceittentan Seliick, Stamford, div <ts, adv Exversharp, N. Y, (shaving Instrument div), dir «ls,
\ £ T li-ing
Wielard 10, Hehoan hroger Co, Cinew ereative prod die Pabst Sales Co, Chio ady mer
standey Foo Patten Allen B DaMent Laboratories. Clifton, N ). Same. Vp
= us=t 1o pres
Sathan N Perlaiein Pabst Brewine Co, Chic ady ddie Same, alen wdv dlir Pabsr subsidiaries (Hoffman Beve
erage Co, Newark: Los Angeles HBrewing Coo LA,
~tanles 1L Palser Daneer-Fitzgerald-Sample. No Yo media houyer Lever Brathers Co, N, Y., radio-dy anedia mge

Martin L, Seher Motorala-New York. N. Y., gen sls mgr Ey s Radio and Phonezraph Corp. N. Yoo natl

sls mer

G. New Ageney Appointments

~ SPONSOR PRODUCT (or service) AGENCY

Mlied Cheaival & Dye Coep (Swerl prod div), Swerl smls Price. Rolinsun & Frank. N. Y,
+ TR 7
Al Plorists of Philadelphia Florist association Velrian Baner, "hila.
\rr o Sales Agones ITne, Biemingham, Ala. Arrestine  tallets 1o =top  <moking sparrow, Birninghan
Tabin
Jow Bonowe Calture Tostitute, N, Y, Physical culture R. 1. O'Connell, N Y.
AL Ca Vindlerwear irshon-Garfichd, N, Y.
Ry-Chemical Produeis Co Sue-Grip waves Waehaoff, N, F,
Carnsn Rramds Ine. N, Y. Macarani products Hermineham, Castleman & Pierve,
Consalidates] Cosmetivs, Chi, Spiv desdorant, Lanoline plus ros- Tim Marrow, Chi.

anton Rablier Co. Daston Allman, hetroit

- Lramdell Co, Uhil . Ruthranf & Hyan. Chi.
Mist bue, S0 1 Glyea=Mi=t hon=chuold e Leche & Leche, Dallas
Warciet Hubbard Aser of Cawela, Mountreal Casmeties wmanntactnres Cackfield, Brown. Manireal
Health Insuranee Plan of Greater dew York, Health plan Gordan Baird, N 3.
b, A 1A
Mool Chemdeal Coo Phila, Tomsedvaelad ol Hilton & Rigeio, N Y.

vis Mntual Cpanalty Co, Pewrin Tnsnrane i Do Heinrieh, Peoria

Wing hone Corp. N, Y. Ol Loolon samilwichis Couetland D, Ferenson, N Y.
R LL T P Raslie <tation Ruthranff & Ryan, 51 L,
Lineoln Village. ©hi. Werail ~hoppine conter Allen J. Co

Waster Video Syatéms Toe. S Y. TV ehassis Gordon Baird, 7

Metuwrmick & Cu, Bulto, Ree birmnl inseiticidess Hy-tora plant ool & Preshires, N Y,

Michizan Winerios lue. Paw Paw. Mich,
Matlwr's €y

W. B Doner and Coo Detroit
& Cookiv o Oukland Rak el ool Honig-Cooper, S0 Fooaell 2 Jan)

Norcis= 1 her w Yo e Ratlinle- West-Marqni= Cn, L. A,
Northheaok Plastie Card Ca. Sarthhrank, 11 Lifetioee playive vurds Rabertsan & Bockley. Chi,
Ovpeluies Vnbimdned, =, 1. Lisported  arehid plant imporier Hiclhard N. Melizer, 5. F.
Parman X hendall, 11 teml, Fla, Parsbhen fresh froven I aler Newr . Lande & Associates, Jacks
aoniville

N b ; Porfume Limport Ca, N, Y, Perfmmes Fradhin, N, Y.

rnk;:‘r mrr; L r:t:\r-’nar::d‘ i v Vo Hunestonde, Muas, ufadtnrer Gardan “.‘ll!‘tl., NV

Roasa ::ﬂnq‘ory Sann=Sea Fondsy Yonhers, N Y, Pl processars William Vou Zehleo N Y,

il Woalthaw, Mass. Muattresses Herbert W Frank, Hoston

Rob=rt H, Salk (4, stuegis Preteel G, Reading, 1, Porats eliips Al WL Seidler, NN

Geo. T. Shupert [4) P Pl Donat Corge 1Phila, Minfature packezed dooghnni- Abner ). Gelala, Phila.

K. 8 Swef:n-w [4. Top Serret Hosiers Sales u I, u=lery Pearl Randolph Stanton, S, F,

L. F. Cramer 15! Fring Tue, VMehees Rovka, Eleetrastatle preclpitators Walker & Downing, Pitsh,

R, H, Hehman (5] Waltnn Bakise Co. Paleda Hukedl good- Ruse & Urlian, Detrai
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With gamecock
action we are
winning sales battles
right in the heart of
the richer-than-ever —= -
Carolina Piedmont "=~ - -
(Spartanburg-Greenville) Area.

And, at the same time, we are
delivering the Jargest listening
audience on any station in
the area'* W SPA personalities
— Jane Dalton, Farmer Gray,
Cousin Bud, Ed McGrath,

Ace Rickenbacker — plus smart
programming and the greatest CBS
shows are responsible for that!

*BMB Report No, 2.

*
Represented By
John Blair & Co.

Harry E. Cummings
Southeastern Representative

No. 1 CBS Station For
The Spartanburg-Greenville Market

*
Roger A. Shaffer

Managing Director

Guy Vaughan, Jr.
Sales Manager

WP

5,000 WATTS 950 KC

South Carolina's Oldest Station

SPARTANBURG, S.C.

New developments on SPONSOR stories

Big Todd Russell, Rootie Kazootie and his WNBT gang are, like Coke, :"naiufa"'

e e

See: TV is a good summertime hny™
Issue: 9 April 1951, p. 58
0 0 Sllhjo(‘l: Advertisers can be assured of good
ralings when program quality is high

Summer replacements needn’t be merely experimental or designed
to save programing money while holding a discount rate. For a
good show. stavted in the summer. can build up enoongh product iden-
tification to warrant its fall renewal.

Such was the case with the Coca-Cola Bottling Company of N. Y.
and its summer liaison with Rootie Kazootie, a whimsical puppet-live
actor delight on WABT, Monday to Friday, 6:00 to 6:15 p.n. (also
on NBC-TY sustaining. Saturday 12 noon to 12:30 pan.).

Coca-Cola of No Y. picked up the summer tab for Rootie Kazootie
along with seven other programs. Coke’s design: to sell their new
slogan. “I's a natural!™ At the end of eight weeks. product and pro-
eram identity had zoomed. Agency William Esty reports as examples:

An eight-year-old boy knew Rootie and pointed to a Coke cooler in
front of a gas station. Another said Rootie was on TV and sold Coke,
Other children all veadily identified both Coke as the sponsor and
Rootie Kazootie as the showease.

It's an identification that has paid off with dealers who have heen
enthusiastic in their recognition of the program’s “sell.” Equally
important the show is up for its second award. From 717 Guide
cartier this year came recognition as “outstanding kid show of the
vear” funder RCA-Brano-\. Y, sponsorships). Now. on 24 Novem-
her. Rootie Kazootie will receive a public-service award from the Vet
crans of Foreian Wars,

See: “How 1o be u dud at writing radio
commercials™
Issue: # October 1951, p. 38
0 0 hlllljl!(‘.l: SPONSOR survess copywriters’ time-
tested methods for killing sales. driyv-
e e e} ing away castomers

Another step toward making air advertising more effective is under
way. This time, it's a single pilot study conducted in Seattle by BAB.
\RBL Bon Marche departoent store. and KOMO in Seattle.

The hve-week test (whieh started 20 October) s desiened to judae
the efficacy of copy approachess the variety of copy appeals best
suitedd for specific types of vadio audiences: the effeet of various
times of the day on certain copy approaches. The study is financed
by BAB. with time and radio facilities dovated by KON,

SPONSOR




WM&W to the National Broadcasting Company on

the completion of 25 years of notable service to the people of America!

As an affiliate of NBC since 1927 we take understandable pride in the achieve-
ments of our network during the past turbulent quarter of a century, and we
look forward with confident anticipation that the future in AM radio and NBC

will be even more inspiring and satisfying.

At this quarter century milestone it is well for us all to remember that Ameri-
can radio operates as free enterprise and that free enterprise guarantees o

free America!

. RADIO STATION KVOO

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

50,000 WATTS : TULSA, :
OKLAHOMA’'S GREATEST STATION AL

19 NOVEMBER 1951




in Western Michigan

the television picture
is changed!

the only Western Michigan station with full television facilities!

Grandwood Broadeasting Co.. owner
and operator of WOOD-AN*, have
purchased the only TV stationin Grand
Rapids—the retailing and whole-
saling center of Western Michigoan,

A brand new micro-wave link has been
installed  and  power will soon  be
increased to the full limits allowed by
the FCC.  Whal's more — you now
have the flexibility of live studio cameras!
WOOD is alveady presenting a variely
of locally-originated shows.

IN WOOD-TV, you'll find the same
programming know-how . . . the same
aundience and trade promotion . ., the
same careful atlention lo servicing
details . . . which you have come to
expeet from WOOD-ANIL.

When vou place your schedules in
Western Michigan, consider first the
only Lelevision station located in Lhe
center of the Western Michigan busi-
ness communily:  WOOD-TYV . . .
Western  Michigan's only complete
television facility,

*also owner and operalor of WFBM-AM-TV, Indianapelis

5000 WATTS — 1300 KC
NBC AFFILIATE

Always the best earful . . .

NOW the best eyeful!

WOOD

CHANNEL 7
NBC-CBS-ABC-DuMont

MATIONAL REPRESENTATIVES
KATI AGENCY, 488 Modison Ave., New Yaork, N. Y,

GRAND RAPIDS, MICHIGAN -+ Aiso WFDF — Fiint, Mich. WEOA — Evansville, Ind, WFBM and WFBM.-TV — Indianapolis . fnd.

26 SPONSOR




Increase in lowa sets per home How lowa evening andience has grown

Percentage of all homes owning:
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Chart above compares 1949 weekday evening radio audience by quarter
hours with 1951, Figures within white portion of bar represent growth of
1951 audience over 1949. No 1949 figures available after 8 P.M.

Figures above are from Forest Whan surveys for WHO, lowa. Note sharp growth
of "two or more radios’ since 1940. Meanwhile, "one or more radios”" homes
have hit near-saturation mark, 98.9%,, almost 3% higher than national average

Radio listenmg m the Midwest:

spring, 199

: i Ve were speaking recently
with Bruce Drewer of Bruce
Brewer & Company. Kansas City. and
one of the Midwest's leading timebuy-
ers. about the radio audience survevs
conducted by Dy, Forest L. Whan of
the University of Wichita. Said M.
Brewer:
"“'l"\l‘ i]n“(ll'

built a half-million

19 NOVEMBER 1951

Dr. Forest Whan sarveys in lowa

and Kansas for WHO and WIBW give sponsors

valuable guidance. show listening is np

spot radio account due to Dr. Whan's
['\.'!Il.-"l.- “:ls“l:
Studies. which have given us clues Lo
The
advertising budeet for this account in
1910 y 830,000, Today it
spends 8550.000 on spol radio alone.”
My, Brewer added:

“Dr. Whan's studies have given us

lowa and \udience

buying radio effectively, enlire

was :m[\

more mlormation on an  across-the-
board type of research than amy radio
studies we've ever had. Thev show the
whole halance of rural and urban lis-
tening and give a betler picture of
every Wpe ol program likes,”

D, Whan has been making extensive
and thorough studies of radio listeninoe

in the Midwest for a decade and a hall

27




for 15 vears in Kansas. paid for Iy
WIBW, Topeka. amd for 11 years in
Lowa, |'.||-| for by WIHO. Des Moines.
Thes are I, Whan

pse= hoth diary and *'I‘I‘IIII.II mleryiew

unipae heanse
methods. and caclt vear makes the stud-
wes in the same manner. <o that one
can I -'1-I|I1I‘Ill'li with the other.
ey provide adverlisers andd agen-
unique opportunity o gel a
\mierca

Cies 1
birds-eve view of Midwest
o compare listening habils. program
preferences. =el u\nu-r-hiln. and  andi-
ence make-up: 1o not trends as they
1o donble cheek [acts that
come out of these surveys with the

III‘\I'irI]I:

~ame common denominator,

spovsoi thumbed through its copy
of the just-published 1951 Towa Radio
anld
pch valuable information that’s espe-
viallv =ignificant and helpful this year

\udienve  Survin CANC ACToss

hecause of the changing broadeast pie-
tre. Most outstanding of Dr. Whan's
findings i= the faet that radio i= sill a
arowing medium in the Midwest, For
instance. i lowa the radio audience is
2007 harzer than in 1919, In hoth Kau-
sas and lowa, near saturation has heen
reached in the nnmber of homes with
radio,  \lso. multiple-set ownership has
almaost Iri||||'|| <inee 1040, with the re-
sultant inereasce in the number ol per-
son< tuned 1o rdio, as well as an in-
crease in the amount of listening per
adult, This represents a sizable honus
o advertisers in the “extra listening.”
a Tactor not measured by omost radio
rescarchers Vwho confine stndies 1o
“family radio™ Hslening.

While speaking with <ome of radio’™s
tap timebuvers about Dr. Whan's re-
search. spoxsor heard words of high
praise for these annual studies, whiel
are divected by Panl AL l.ll_\l‘l ol WHO
and Ben Lods of WIBW. Oue of the
timebuyers inoa prominent Chicago
Pl r-\!-i:lilu‘l] hat hlhl‘_\'l'l' very ae-
.lll.ll
<ondl imerview methods l:-.l'nl"'

Whan's  stafl

curate bevavse of the dian e
(D,

personally  interviewed

D090 adult wen and women Tor the
Muveh-April. 1951 lowa Stady and
7000 for the Kunsas Studv.) This

timehbuver <tated Tarther:
“Dr. Whan's stidhios tell von l‘\.'l"tl_\
wliat A Slalion = actnal audienee s

not the potential andienee, 1 gives vou
the andience for amy time and by Tam-
iy, \|-'I|upu|i|.n| |.'|I'|ll|;’ =vslems ]_‘i\n

v andiences inoonly oovesteiced are,

withomt taking into cansideration the
<tation’s enhire conerage area.” e
.:l1l]l'i|:
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Auto radio ownership and use in lowa

PERCENTAGE OF FAMILIES OWNING CAR RADIOS

ALL FAMILIES
QUESTIONED

85.0%

AUTO LISTENING

o Daily Use of Aviemobile Radios by Those Riding — by Distance Traveled

LI (O (O | |G
63.5% | n\ ¥ “ iﬂ b i 26 A0 50 Mss

(Pereentages based on portion of 2437 mlulty w

SQUEhi rotle in Wadieguipped  ents in owieh olnssifieatio

POt Toiwii Hadi Ak beties

Nurvey

“The ideal would be 1o have a na- ning hours. These findings are charl-

tion-wide Whan study county by couns e on page 27,
o
Although Dr. Whan has made stud-

tes in o several Midwestern states. some

This 207% audience increase elearly
shows that television has not yet made
inroads on the lowa radio audience,
However. it should be pointed out that
four of the fve TV stations serving
lowa are located on the boundary of
the state. WOLTV, Ames, is the only
centrally loeated TV station.  Some
1.8 of Towa's radio homes now own

of the findings are Tor internal use and

have not been released,  Eastern see-

tions of the country may be researched
by Dr. Whan and his stall under coop.
erative sponsorship by stations—a de-
\V!u(lnln‘h! that would be welcomed In
the advertising industry.

Dr. Whan's latest Radio Audience

Stuelies lnrn\'iah‘ a wealth of illl]mll:llll

TV sets. as compared with 1.77 in
1950, In Kansas. TV n\\‘lu'r:ihip has
come to only 24 of the radio homes.
No TV stations are located within the
~tate, and excepl for WDAF-TV in
Kansas City, Moo, out-of-state TV sta-
tions are 55 o 100 miles from the Kan-
sas line,

data on radio listening in a big chunk
of Midwest America, making it possi-
ble to reach the rizht Ivpes of persons
for the product being air-advertised.
sroxsor picked out some of these dala
to highlight for you: It should he noted here, lowever,
that weekday  afternoon listening in
lowa is down slightly—an average of
0.9 ol all radio homes in 1951 over
1949,

o Trends in “Best Liked™ types

o Midhweest Radio is growing.
Oue ol the most startling findingsin the
1051 lowa Radio Audienee Survev is
the 207 andienee erease n listening
over 19109 during the morning and eve-

SPONSOR
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of programs also are revealed clearly
in Dr. Whan's studies, In both lowa and
Kansas. men and women listeners pre-
fer news broadeasts above ali other
kinds of programs. Interest in news
has increased over the past five vears,
For example. in 1947, 72.1°7 of lowa
women and 80.4 of lowa men named
news as their first program choice.
This year 79.070 of the women and
87.1°% of the men gave news first place
on their program list. Listeners were
asked to choose five types of programs
liked best from a list of 16.

Although “featured comedians™ was
the second “best liked™ type of pro-
gram. the pereentage of listeners choos-
ing this category has decreased during
the past five vears. in both lowa and
Kansas. In the lalter state. lor instance.
64.277 of the Kansas listeners named il
in 1947, whereas this year “featured co-
medians” was named second-choice by
only 59.27¢ of the Kan

Third place went to “audience par-
ticipation™ programs by 45.37 of the
Ransas listeners and “popular music”
by 499 of the Towa listeners. Per-
centage of audience in each case re-
mained nearly static over the past five
vears, This is also true of the fourth-
place “hest liked™ shows,
music”

1= audience.

“Topular
was named fourth by 43.7°¢
of the Kansas audience: in Towa fourth
place went to “audience p.'lr!iri|ulliun"
among 49477 of the women listeners
and to “sports broadcasts”
47470 of the men Listeners.

among

Fifth preferred program type in
Kansas “sports broadeasts™ Iy
36.7% of the audience—an increase
from 2449 in 1947, “Complete dra-
ma’ ranked fifth among 38,47 ol the

was

believes he

Researeh vetleran Forest Whan

1'. Forest Livings Whan, chairman, Committee on Ha-
dio. University of Wichita, Ka
expert on broadeasting rescarch,
fessor has conducted more than 17
ies. mostly in lowa and Kansas: written two bhooks.  1le
conld set up effective
radio-station faeils inexpensively (sce editorial page 88).

v is a long-established
The 16-vear-old pro-
radio research stud-

mational snrvey of

“Throughout the years it has been interesting 1o compare the attitudes. habits
and preferences of the people of Kansas with those of the people of lowa, And it
has surprised us that others have not made those comparisons from the printed

reporis.

“The 1951 lowa and Kansas studies are no exception. Although slight differ-

ences in sel ownership in and out of the home are found. the Lasic habits, pref

erences and attitudes in the two states are surprisingly similar. The similarity in
findings in the two states suggests that the people of the Midiwest depend on radio

(o a greater degree than e some other sections

if reports [rom those sections

wre to be accepted. Television has made little imipact as vet in such Midwest

creas, and dependence on radio is on the increase, rather than the decrease. In

both sintes radio has becone a vital part of human existence. commanding more

attention, tine and respect than any other communication media

are sorry lo reporl. the schools.”

including. we

DRR. I, L. WIHAN, Chairmau
Counittee on Radio
Unirersity of Wichita

women listeners in lowa. with “audi-
ence participation”™ coming in  fifth
among the men—Dby 417 of them,

e “Extralistening™ meuans a sizo-
ble bonus to advertisers. Listening in
car radios. unmeasured by most radio
andience rescarch. is another of Dy,
Whan's  highly findings,
Towa families owning car radios have
increased from 427 in 1919 1o 55",
in 1951. In Kansas 54.4°¢ of the fam-
ilies own car radios. More than one-
third of the riders in both states use
their car radios within the first five

interesting

miles of driving. Charts showing num-
ber and use of car radios in lowa ap-
pear on page 20,

Much radio rescarch has been lim-
ited also to investization of lis‘ening to
the “family radio”™—an assumed single
set in the house. As strikinzly revealed
in the chart on page 27, more than half
of Towa homes now have two or more
radios and 157
sels. In

have three or more
1940 fewer than one in five
."‘I'Inllll' ‘)};.”‘; uf

all lowa homes now own at least one

had two or more sets,

i Please turn 1o page GO)

Kansas programing preferences from Forest Whan study for WIBW

Featured
l:asts Comedians Participation

Audience  Popular

Music

Sports

B:oadcasts  Drama

Complete

i
Religious Oldtime Scnal Talks
Programs Music Drama Comment

Variety
Programs

1947 SURVEY
1948 SURVEY
1947 SURVEY
1950 SURVEY
1951 SURVEY

O
O
()
z

Market
Reports

Slassical

Band (Brass)
Music

Music

Talks on
Farming

Homemah
Progran
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THE MEN' Strategists who put over Rybutol's dynamic saturation cempaign include [from left) Harry B. Cohen, Jr., account supervisor;
' Morton Edell, VCA president; Edward Aleshire, agency 2nd in command; Larry Paskow, sales manager. Edell is chief strategist

Rvbutol: jet-propelied vitamm

S2.000.000 radieo and TV razzle=dazzle campaign helps Rybutol

zoom (o Ne. 1 seller among B-Complex vitamin firms

gh_ = A [ew weeks aco, Morlon
3 2 Fdell, president ol \ itamin
Corporation of Nmeriea. Newark. N, ).
ol ru=lt wire fromm Chivaso, Il was
from one ol the Waindy Ciy stations

cr which Fdell had Lmelied o satu-
ration comipaign lor his B-Complex vit-

Iy bntol i *.'n|||v.|'|'_!n
OGUO radio mid 100 1N
WD, WCFL.
WANE swathin three weeks,

The telesrmm vend, e efleers “Loeal

drugsisi- confplaining vonr air adver-

v ool
Calistsling ol

dnonnetIinenls  ovie

tisinge has brought <o uimy customers
to stares, their stocks of Ry lintol are
sold ont. Please advise il von wan

vonr annonneement schednle ehaneed.”

30

Edell, jet-propelled wonder salesman
il there ever was one, |!Jn|||frI|\ wired
back: “Continue ammouncements, Am
sending By butol by ijl‘lllu' 1o replemsh
retail supply.”

This cpisode illustrates graphically
the phenomenal sales rise of Ryvbutaol,
and it= beliel in high-pressure promoe-
tion. Not sinee Senator Dudley ), Le
Blane has there emerged 1o national
prominence a  razzle-dazzle medicine
salestan equal 1o Edell. Nor has any
other drng store item <hot up <o quick-
Iv. thanks largely to vadio and TV ad-
vertising showmanship.

I March this vear, Edell’s Vitanin
Corporation of America was i-rmlru ing

00,000 By butol vitamin geloeaps per
dav, Thar monmth, 1t stavted a CO-0p
riaclio <show in Chicago with Walgreen's
Drue Stores, and. on a national seale,
began sponsoring Gabriel Heatter over
Mutnal.  Shortly  after, it tripled its
production capaeity: doubled it again
in the early fall: and now is making
LOOO.O00 gelucaps a dav, 2.000.000 of
these Ry butol. which are being sold as
fast as they arve turned out. Trade es-
Limales ]l]s‘li't‘ the rnm|u|n_\':~ present
aross al S10.000.000,

VONs advertising <pending has kept
pace with its sales. lts radio and TV
outlay has heen upped from $500,000
to roughly $2.000.000, at its eurrent

SPONSOR




These are the highlights of Rybutol’s S2,000.000

spot and network radio-television campaign

1 Nationally, it uses *Gubriel Heatter™
over 170 Mutnal stations, to hammer home
Rybutol brand name, His piteh blends old-
age fear, emotional exhortations.

2 Regionally, it uses Imu'r-lung Lorraine
Cugat Show over eight ABC-TV stations,
to demonstrate Rybutol poteney visually:
uses her as beauty svmbol.

3 Locally. it wses radio and TV an-

nouncements for three-week saturation
campaigns,  Multi-station  pitch  provides

impact for communily promolions.

4 Also loeally, it buys radio and TV
programs and participations, largely TV.
If TV show clicks, it is woved on to other

cities on kinescope.

o Local air ecampaigns are accompanied
by newspaper ads, cards and window dis-
plays in drugstores, This draws attention of
retailers, plus consumers. to Rybmtol.

6 Advertising is keyved to two points: Ry-
butol helps people over 35 “growing old™:
free offer of 25-day Rybutel supply plus
moncy-hack guarantee on big hottle.

THE STHATEGY. Emotionally-charged pitch, high-pressure merchandising, local, national
' air advertising all help 1o boost sales for Rybutol (see box above)

ABC-TV's "L ine Cugat Show" sym.
THE BEAUTY: bolizes 5va:;:'|ﬂ"‘:—; ug:eolih?:rod::er

a

rale of 1-1Iu-|u[i!urv. One VCA execu- unouncement l‘illl:|lilif_.'ll.‘- twith radio

tive explains breathlessly: “IUs hard to  predominating) have been made in St

Louis. New York. Philadelphia. Balti-

ez our exact air expenses, hecause we
peg 1 New - _ _
more. Washington, New England. In-

keep buying more time virtually every
{li]_\".”

An examination of VCA's air-buying
strategy (conducted via Harry B. Co-
hen Advertising Company, New York)

diana. Ohio. Michigan, Arizona, New
Mexico, Colorado. Tt likes buying a
local program. and il the TV show
clicks it moves it on to other cities on
kinescope. For example. Texans Have
Talent, which it originated on KRLD-
'l-\'. “;l“:lﬁ. did =0 well. a Lilll‘?-‘-t‘u'[n‘
has since been used on KEYL-TV. Sun
\ntonio. Here's a typical handful of
the local shows (mainlv TV) it has

reveals three chiefl elements:

1. On a national level. it uses Ga-
briel Heatter Thursdays from 7:30 to
7:45 p.m. over 170 Mutual stations. to

hammer home the Rybutol name,

2. On a regional level, it employvs
the ABC-TV Lorraine Cugat Show, an
hour-long variety program. heard over
WIJZ-TV, New York: WENR-TV, Chi-
cago; WXYZ-TV, Detroit: WTCN-TV.
Minneapolis: KGO-TV. San Francisco:
KECA-TV. Los Angeles: KTHO-TV.

Phoenix—big city stations where the

heen using:

Martin Block’s Wake Believe Ball-
room, WANEW. New York: the Sun-
day Theatre Hour, WIBK-TV. Detroit:
Frani .!“H_'—'r' Detective. WITY, Pitts-
hurgh: Stars in Your Eves, WPTZ-TV.
hiladelphia: Craig Kennedy. Crimi-
product is demonstrated visoally, nologist. WEWS-TY, Cleveland, KING.

3. On a strictly local level. when it TV, Seattle: Mr. and Mrs. Kup,
WBKB-TV. Chicago: Ed Haves Sporis
Cast. WIBK-TV. Detroit.

In addition. whenever Rybutol moves

goes into a market it launches satura-
lion announcemenl campaigns  ovel
most local stations: or buys a single
program on one station, for hig con- into a city for a local promotion. it
munity promotions. In September this  supplements its radio and TV advertis-
vear. for example. it deluged Los An-
geles with 900 radio and 15 TV an-

nouncements,  Similar  radio TV an-

ing by plastering ads in the newspa-
pers and distributing cavds and win-
(Please turn to page OG)
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PART ONE

OF A TWO-PART SERIES

Public utilities on the am

Elecirvie companies trade group now spends 2/3 of $1.500.000

budget on radio. helps utilities fight “creeping socialism®

e o “Creeping  socialism™ s
Ui 0¥ a major problem faced
e v q . - .
today by the nation’s pri-

valely operated electric and gas utility
Ever since the mid-19307s
when the federal covernment wenl into

companics,

the power business, the danger has
Private firms like the
Neliaska Power Company and others,

been growing,

have Leen swallowed up in the recent
past by the state and municipal owner-

Now, billion-dollar  firms
Pacific Gas and Eleetrie, whose

-l!i}l.
like

menmbers literally cover California with

oven

an electric blanket. are In-inf,: threat-
enei by federal power,

To fight back against government en-
croachment, the nation’s rower com-
panies have heen turning increasingly
lo air advertising, using it as a major
public-relations weapon. In large and
small markets all over the country,
public-utilities firms now buy time with
the business-like seriousness of retail-
ers anxious lo move goods, In fact
recent Broadeast Advertising Bureau
fizures imdicate that about 7877 of the
nation’s light and power companies use
some form of local radio: and about
2577 are now using TV,

On the national scene, an imdustry -
wide group known as the Electric Com-

Radio has helped swing public sentiment wqicay from

government ownership of utilities

60
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Opinion: Rescarch Corp, studies show that ECAIs 52-week ad campaigns since
FOVS mede initral rapid strides in changing adverse public opinion, held well
i post war 191519 “platean,” and are again bettering the ECAP  position
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panies Advertising Program speaks for
aliout 150 of the leading
gas utilities and spends about two-
thirds of its $1.500.000 advertising
budget on radio. ECAP, as the organi-
zation is known, sponsors Corliss Arch-
er on 173 CBS stations (Sunday, 9:00
to 9:30).

The fact that ECAP uses a light and
down-to-earth vehicle like Corliss is.
again. symptomatic of the practical.
husinesshike approach of public-utili-
ties strategists,  Unlike those industri-
alists of the earlier days of radio who
sought to do a public-relations job via
programing of an arty nature. public-
utility executives on hoth the local and
national scene are now striving Lo
reach  the widest possible audience.
Their activities are well worth study
by any husiness group anxious to do a
hard-hitting public relations job.

electrie and

To give its readers a closeup on the
strategy of the nation’s public utilities.
sronsokr has divided its coverage into
lwa parts: (1) The national activities
ol ECAP. to be deseribed fully in this
issue: (2) Case histories of local ad-
vertising by publie utilities all over the
country. to be reported next issue.

Actually. many of the local publie
utilities take their cue [from ECAPD.
striving to find programs on the local
level with appeal as widespread as that
of Corliss and modeling their commer-
cials alter samples supplied by ECAP.
It is particularly remarkable that ECADP
has had this influence when you con-

COMING 3 DEC. ISSUE

PART TWO

How many light &
power firms use lo-
cal-level radie, vid-
e0 in U.S. today
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«ee stages in development of ECAP's air formula

tial program in 1943 was “prestige” news

sider that the organization actually has
no paid stafl, no titular head, no big
expensive offices, no hack-slapping hier-
archy. Only an unpaid commiltee,
meeling occasionally and representing
the 150 member companies, supplies
leadership for ECAD.

Guided by the sage counsel of the
N. W. Ayer ad agency, ECAP goes al-
ter cost-per-thousand efliciency. 1t acts
as il it were selling soap instead of
ideas. Here's the way its philosophy
has paid off: in 1944, shortly after
ECAP first ventured into network ra-
dio. it reached listeners at a cosl-per-
thousand of $3.67; today, after sift-
ing vehicles and finally coming up with
Corliss. FCAP's ('t)h[-]Jt‘r'”lllll.‘-iillll is
$1.66.

When ECAP was formed. in 1939,
the weight of public opinion. among
consumers and farmers and business
firms, was in favor of the government-
operated. TVA-type power plant. Few
laymen stopped to think that the so-
called “l.']l('up” l']w‘ll'it'il} and power
from these projects could only be paid
for by subsidies, and that these govern-
ment hand-outs would come from high-
er taxes. Fewer still paused 1o think
that ])ri\'alt‘ power t‘mnp;mit‘s seldom
make more than 109 in net income on

"Corliss Archer'" (right) comedy. Present series gathers more

. Latest show in steady ECAP swing to more popular shows is }
than twice weekly audience of 1943 at Cost-per-M of $1.66

2, Switch made to "Nelson Eddy" show in 1944
on CBS radio net. It had limited appeal, on CBS. Still largely a "class” show, it pointed
ECAP $8500 weekly. Cost-per-M: $3.75 up value of popularity, drew Cost-per-M of $3.67

their operating revenues, and that they
hand over around 187 of their gross
revenues Lo the government in the form
ol taxes. While the ery of “monopoly™
was being raised inaccurately againsl
private power firms, most of them real-
ized that their great hope was in telling
and telling it efficiently
and well—to the nation’s “electorate.”

So il was in the late 1930%s that the
idea for ECAP was born, and grew
quickly with the aid and assistance of
the N. W. Ayer ageney, an old hand
at utility advertising.

their story

The philosophy behind the move-
ment was summed up very nearly in
1939 ll) Grover Nell, ]1]'&’-i(|r'll| of the
Wisconsin Power and Light Company.
and one of ECAP’s prime movers, Said
he:

“*We believe that unless a majority
of the |lll|-]il.‘ is sold on }ali\;lll' Opera-
tion of public utilities. we will lose our
business to governmenl operation no
matter what kind of public relations we
have with our own customers. The de-
cision is going to be made in Washing-
ton and that action will he greatly in-
fluenced by public opinion.”

AL that time. few attempts had been
made to use network broadcasting as a

(Please turn to page 60)




Tim

huyers:

underpaid

underplayed.
overworked

Their decisions may involve millions. but timebuyers are ageney

Timehuyer is often shut out of strategy meetings

forgotten men. Sponsors lose out when their skill is not used to full

3 Nol too long ago, a Lime-

buver. responsible for plac-
ine more than L0000 of business
annuallv. was handed a memo by an

actount execitihve, It read:

“Foanmy W lite Toathbirush Co. has
e I'||H| o1 spol l'.‘lHIll.‘t};ll for 52 weeks
al 220,000, Wan's our <tation in New

Havin, one in Philly @ newseast or par-

lir'i[utlinla i variely show. 7 aan. 1o O
aan. 'lease give program. station avail-
abilities.”

The imebuyer was left ina complete
fug on the sponsor’s strategic reasons
o ~l:i\'_"|||_: the radio lilllrll:llllull\ The
high-handed account executive didn’t
say whether the client was tryvimg 1o ad-
verlise ina new market: clear over-

Mapragers of Departments

Sugrersize other huyers

Full-fledged Timebuyers

Assistant Timebuy=rs

Estimators

Under 53,000

PAY-SCALE FOR TIMEBUYERS*

$10,000-$12,000 (often low as $8,000)

i charge of network timebnying

$4.500-$8,500

Segotiate with <ttion reps. nake decisions on ehoiee of stations

$3,000-54,500

lTr'||r Lo tinmelpn ers draw iy lists, some contaet work

Wark Trom porential <tation lists in making cost estimates

loaded dealers” shehes: seek oul a spe-
cial audience: or inlroduce a new
lll'nlllll'l,

“Yours nol to reason w |1_\." the time-
buyer was told in effect, loftily, “Yours
bt 1o buy and buy.”

This example of how a timebuyer's
full talents are being wasted is nel
unique. 1's one of many. illustrating
liow an advertiser can lose money. be-
cause of the lowly recognition some
ad ageney brass give to their timebuy-
ers. sPoNsoR has touched. indirectly,
hefore on the underprivileged timebuy -
er (Timebuyers” lament.” 1 June,
1048 Y our timebuyer can contribute
more.” 21 November. 1919: “So vou
19 June.
1950). But right now. many feel it's
time for a full airing of the subject.

think timehuving is casv?.

In extreme capsule tenms. the dilem-
ma can be snunned ap this way, I's
contended that account executives, me-
dia directors. and radio and TV pro-
ducers are the Glamour Girls ol the
advertising business —-and are paid ace-
cording, Bul those Cinderella Girls, the
timehnyers, do equally difficult work.

shoulder the brunt of the big-money

SPONSOR




How timebuyers are underplayed in agencies

Lack of recognition: Acconnt executives, seeking o

keep tall decision-making power and prestige, often
B =

Sponsor, agencey.

give timebnyers mechanical role.
and timebuyer all lose ont—not using timebnyer’s
market savvy. experience. means loss of money.

Lack of remuneration: While glamonr-boy top brass
may get as high as $50.000. workhorse timebnyers
(see chart below left) often
With a million-dollar responsibility, timebnyers want
commensurate boost in their payveheck,

zet poorhonse wages,

Lack of advancement: Only rarely are timebnvers al-
lowed to gradunate 1o media director or account exece-
utive. With their possibility of advaneement emt off,
their rut roadblocked. they may grow lethargic on
job—meaning sponsor isn’t getting money’s worth.

Lack of training. Becanse of their lowly, Cinderella
status, agencies don’t train timebuyers suofficiently 3

S o

dragoon them helter-skelter from office boy ranks.

There is need for college conrses
sessions taught by veteran media

: ageney lecture
irectors.

Worst of

1y timehnyers are poorly paid

responsibility—and yet are acecorded
the status of ad agency serfs.

Result: while the others are well rec-
ognized. the timebuyer sofTers a loss
and the doesn’t
gel his vnlnllh'lt* mnm'_\':- worth from

nf INUI‘EI}P. sponsor
the ad agency.

Of course. this see-saw ol values
doesn’t apply in all ad agencies. The
Frank Coullers (of Young & Rubi-
cant ). the John Kuceras (of Biow ). the
Stanlev Pulvers (lformerly with Dan-
cer-Fitzgerald. now Lever Brothers me-
dia man). the Jim Luces and Jane
Shannons (ol J. Walter Thomps=on).
the Tom MeDermotts (of N, WL Aver).
the Henry Clochessys. Al Eisenmen-
gers, Frank Silvernails. all get full
recognilion as master eraftsmen, Stll.
there are [I]{"['Il\ of instances where the
mequities prevail.

Precisely hiow widespread are the in-
equities? What has led to the sitna-
tion? And what can he done o alle-
viale 1?7 To answer these questions.
SPONSOR, in a nation-wide survey. con-
sulted over two dozen execulives in va-
rious strata and echelons of the ad
ageney hierarchy. Here is a summa-
tion of their answers, including the
point of view of ageney management.

To what extent are timebuyers
unrecognized?

Many pointed oul that spacebuyers,
of whatever rank. are generally more

19 NOVEMBER 1951

often consulted by the strategv-plan-
ners of the elient-ageney group. On the
other haund. the timebuyers. whether
they are managers of the timebuying
department. full-fledeed timebuyers, as-
sistant Limebuvers, ov timebuying esh-
malors. are loo often 1]|':,I|¢'|'lf.‘cl. [n the
minds of the accountl executives, they
are mistakenly relegated 1o the Sileria
of clerk status,

Charles Pearson, president of the
Pearson Advertising Ageney. helieves
this sitnation has arisen lecause time-
buving is a relatively new profession
compared to spacebuying,

“It was especially Lrue ten vears

ago,” savs Pearson, “when ageney ex-
ecutives grabbed anybody into the jol.
out of desperation. But there’s no ex-
cuse for giving spacebuyers more sla-
tus than timebuvers todav. Actually. in
my opinion. timebuying is much hard-
er than spacebuying. Just about all a
spacchuyer needs is Standard Rate and
Data. But a timebuyer has 1o he con-
scious of a vast number of wponder-
ables, concerning  slations, markels.
time placement. and  program  shuf-
fling.”

Jack Wvatt. partwer of Wyatt &
Scheubel. “Great  limebuy -
he maintains, “have not been de-

CONCurs.
ers.”
veloped except by a few agencies who
recognize the important role they play,
This includes ageneies like Biow. Dan-
cer-Fitzgerald. J. Walter Thompson.

others.  Today. with net-

wirk TV proving so expensive, and

and  some
many big advertisers enteving ane-sla-
lion eites with spol programs, or <hift-
g o spol. the thmebuyer whe has an
erquity of goodwill with TV stations is
doubly iniportant. Siill. agencies can’t
see this. for the most part. and won't
give the timebuyer the status he or she
lll':-l'l'\l‘.-."

His

timehuyer for Duae Jones and

pariner. Regeie Scheubel. ex-

!'rin\\.
thinks so highly of her station contarts.
‘-Il"'” u“:.‘tl 1-Ir.|!\ |u']-nllili o1 |'II.--.|111"--
appointients of several weeks stand-
ing—jus! to have dinner with an old
station friend who's in town. She has
developed timebuying to such a pol-
ished art. that her agency now serves

national hnebuving

“outsude”
for other 1-\
agencies—to name a few. Thomas ¥
\ntonio: Liller. Neal &
Battle. Atlanta: Westheimer & Block.
St, Louis: Charles A, Rumnll. Rorh-

ester: and Reingold Company. Boston.

as @an
'|--|}:1|'Inu-ul resional

Conroy. San

An es-limebuyver. wow a =lation rep-
resentative. blames some aceount exer-
utives for elhowing timebuyers out of
strategy  conferences.  “Secvethy  the
ageney viee presidents often evave o
|[1||l!|||}u“1|' Illl' }lu\\'l'I’ .'lHll ill'l.‘.‘li“_‘_l‘ ;ll-
volved in [ully making expenditure de-

cisions. They like telling clients or <1a-

(Please turn to page 83 )
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Raveo profits by 1ts TV tr

Sceat-cover firm chose wrong vehicele on its first ventuare inthr

Now it’s fonnd spot radio and TV approach that works. is expanding S2

Seldom has there been a
4 TY test campaign with so

many high hopes pinned proudly to it
as the one used in New York last win-
ter by the Raveo Manufacturing Com-
Ild.]]_\ s :""l‘]l]lll" Ili‘l.“' 1|"’]'L‘ Il("l'll one w I]il‘h
"ll[lll!'ll =i l]ltll’llllf.,.',]il}.

Rayeo. which had gone into the cam-
paizn hoping to find a master TV pro-
gram [ormula that could be used wide-
Iv in other markets. was stunned. The
11-week run on the test vehicle. WIZ-
TV s Eva Gabor Show. cost them $25.-
000 and sold a mere 51.375 worth of
seat covers, I it proved amything,
Raveo felt bitter. it only showed
them that perhaps they would be bet-
ter off if they staved out of broadeast
advertising entirely.

So sour was Rayeo that it even con-

B> EVA GABOR COULDN'T SELL SEAT COVERS High-fashion appoal on Eva's women's  stdered dropping the axe on all of its
interest show flopped in a N.Y. test campaign to find TV formula, soured Rayco on air use existing air advertising, including siz-

able announcement schedules in some
25 radio markets and about 15 TV
markets—despite the fact that plenty
of sales could be traced to them. There
scemed 1o he no sensible reason why
Rayea's carefully-construeted TV test
formula. that of linking its product
with  high-fashion commereials to a
well-tated wonran’s-appeal show. hadn’t
worked.

Werks went by, A change in ad
agencies was made. Rayco became busy
with its brisk spring sales. and a big
expansion program. Then. the new ad
ageney made a bold suggestion: use
another TV show 1o lest a new ap-
proach. This time. the sales pitch would
be hard-hiting. and would be directed
toward men,

Rayea was highly  suspicious. but
> MYSTERY UKAMA DID ivew approach, this time aimed at men primarily with hard- rl..'m”'\, .H;.-‘rmltl' and ]mu'l'.!hl Tfﬂ,‘).l‘lt'f{tlll
hiting appeal, was a success when Rayco used WOR-TV's "Trapped" mystery drama series W OI-TV. Rayco needn’t have worried.

(V¥ ]
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il errors

woor resulis.

jet
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Results from the new approach were

eye-opening. Soon, the $2.500-weckly
TV program was pulling in traceable
sales at the rate of £7.500 per week.
”lll'i.ll;_’ the jlll}-lllv{}t'llllll‘[' test of the
revamped TV formula, only some 20,
of the ad doHars allotted for New York
went into the video show. But it pro-
duced 359 of the New York area sales.
Rayco was dubious, then incredulous.
then delighted.

“Zl}'l‘n ] lllll;,:('] feels that its ad
dollars were entirely wasted in the di--
astrous laffaire Gabor, The
voung firm now realizes that what went
wrong was not the fault of the blonde

rising

Hungarian beauty, but rather in a
wrong first approach to TV program-

ing, Rayeo’s top advertising hrass,

| —

Om,_.-;'ml..l;;!) “FLs ]_j.
e B

president Joseph Weiss, and sales and
merchandising manager, Julius Rudo-
miner. can smile about it, even though
it was far from funny at the time,
Now, with its eve on evenlual net-
work telecasting. Raveo has firmly es-
tablished radio and video as integral
portions of any future Rayco ad plans.
\Iready spending about a third of an
$800.000 ad budget on the air. pri-
marily in local-level radio and TV spat
make

hroadcasting’s share even larger when

campaigns, Raveo intends to
il begins to expand into big-time TV
programing, luu'k-lnppvJ with spot ra-
dio campaigns. The storm which il
weathered in New York City with its
first large-scale “experiment’ has given
the firmi confidence in the medium. as

) Z() MINUTES
() MINUTES

—_— N

well as the much-desired working for-
mula to apply nationally. either via net-
work TV or in market-by-market ex-
pansions,

Slrange as il may seecin llul:l_\. in
view of what Ilal|'|_n'l|e'l|. the Eva Gabor
Show looked like a wonderful “pilot”
TV programing operation when the
Kossman

counsel. had first presented it to the

agency, then Hu'\vnh- ad
seal cover firm late last vear.

True, Rayveo was a firm that had
grown so fast it hardly had time to
cateh its adveitising breath. It had
been a broadeast advertiser only since
1947, a vear after its founding. with
no clear-cut approach. But. the idea
of teaming a Rayco sales pitch with

( Please turn to page 76)

RAYCO'S FORMULA OF SIMPLE, HARD-HITTING TV COMMERCIALS TESTED ON "TRAPPED" IS SOON DUE TO BE USED NATIONALLY
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' mix them

Now {0 hlend film-commer

(4

I'nlke two or more of the five film=comme

BIRD'S-EYE VIEW OF MAJOR FILM TECHNIQUES

CARTOON Ay ¢t hart [right] indicate artoo
L cown L f it i' =1} <}‘||:|'|q il'_'TI (.'D‘J'I‘f
{ i neapensive [and biva) comic
T af n is to ;:..,'m
mmercial where techniques are com.

J f L spel. 5.0.5. Scouri

how ) proved this with
Bunny which open with cartoon, then

j to demonstrate the product. Where budgets

and dialoque (sync so

k TV has used far too much tall-tali-talk by
k ) film, to get the gre

, [Edi} to: in Harry
et 1 tiv tyle man

(Y praduclt for setting the
fustion, for inything requiri

i tor appetite !|.[:l~.||

STOP MOTION: Phatec
mo movements (24 per

cky Strike's

op Mo

Muratti cigarets in Europe prove d
f o ek
M =
1

PUPPETS - tvaore Fall the ‘Bt 25 the: word

3

PHOTO ANIMATION: H

intricate frame-by-
n |'-r!’. won-

cigarets—an idea

mit 1 v yrtoon, at fraction of the cost of

or Trademark characters

an "come to life" in cartoon with greatest fluidity.

a% 3 5. the "Magic Bunny" which
! d a3 a TV commercial device in 1952 will be featured

kag f. Th it can or car, can
b 5 it sration and fantasy
b i techniaue nothing surpasses
t f € t make ops for |cnr_) life
u 0 QUi chiar $ best nly when a persona
f ¢ involved, when an acloer has a testimonial type of
ment, or wher ] Py it involved Pvr‘.nnj:-
f the alit of Arthur Godirey, Art Linkletter
¢ Fu and K nith obviously require sync
4. bul t mmon run ouncers are a detriment
i emmer th » used strictly off-screen,

MNew York is .]r.;.;'_;.-.”... crawling

sut of its radie diapers and deftly learning this lesson.

strabion of a producl is useful, also finds an advantage in
g

p Motion, Balancing the attention-getting and long-

..'."'1':| appe al of

Metion is its high cost, made nec-

ry by the time-consuming eHorl which goes into pre-

ing each frame, L
the Stop Motion techni d for its commercials
intr Y its TV "Hit Parade,”
>p Motion footage made

ity Strike has been able to adapt

ials can later be used fo good advantage.

He ik
t { 1 1 b
P technig ik
ymort

f ]

e, was de

" ¥ i onable

t y of 1} nts as they animate
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It is the contention of Five Star Productions, a leading Holly-
wood producer of film commercials, (Coca-Cola. Ford. Sun-
| kist, Philco dealers) that TV selling has suffered from a lack

_ ®
| of variety. To get commercials with full impact at low cost, Five Star
' believes two or more of the basic film techniques (cartoon. live action,
stop motion, etc.) should be blended in a single commercial. The chart

and commentary on these pages are Five Star’s contribution to the art

B es Bolow: of blending film techniques. Note the column headed ““Best Position.”
’ ques , ; It is the key to proper blending because it tells where in the commercial

'p’i(!f and money each technique can best be used. spoxsow presents Five Star’s formula

in compact form here so that it can be posted for ready reference.

IjECHNIQl.lE AVERAGE COST EXPECTED LIFE BEST POSITION
3-DIVISIONS (Per Second) (Per Market) (In “Blended Spot”)
CARTOON:
ill Animation $60 20 or more times | Opening To Gain Interest
mited Action $30 10 or more times | Center _ For Tradlemark Character
mn“ $15 5 or more times | Opening :ersunal'z_'"g PFmd”“
B e | | r——— ——— i o Ak xaggeration, Fantasy
- . [y [ ' R
Somic Strip $ 8 2 or more times | Not Recommended Singing. Jingles
120 i . |
B ative or ; LIVE ACTION: (Narrative)
. 10 or more times | Center Demonstration
'f-Screen Voice 340 Exposition
— = == Human Interest
Appetite Appeal
'und or $50 2 or more times | Key Line, (Sound)
Jialogue’’ Climax, or “Personality” Commercials
1 2 Testimonials
Testimonial Only Key Copy Line
O 00 00§ e N 00 00, A T
STOP MOTION:
Demonstration
$30 8 or more times | Center Exaggeration
Mechanical Action
Personalizing Product
R i i
PUPPETS:
Trademark Characters
ime-by-Frame . : e
‘hnique $40 15 or more times Opening Singing Jingles
ing $6 2 or more times | Not Recommended
‘nd = $6 . 4 or more times | Not Recommended
T e W
PHOTO ANIMATION:
: c Special Announcements
$15 5 or more times enter Retolichiie: Proddtes
End Signatures Demonstrating Intangibles
Signatures

rt prepared by Harry Wayne McMahan, “Five Star Productions,” Hollywood, for SPONSOR.



ons
0 for chart
ion shown on these pages

mix them per Harry MceMahan's formula.

BIRD'S-EYE VIEW OF MAJOR FILM TECHNIQUES

CARTOOMN: As the chart (right] indicates, cartoon
reaks down inte four subdivisions, ranging from costly

snimation to inexpensive [and ineffective] “comic
Top advantage of cartoon is fo gain
commercial where techniques are com-
bes! to open the spot, 5.0.5. Scouring
-1}

‘Magic Bunny'' series which open with cartoon, then go

Shows,” have proved this with the

to live action to demonsirate the producf. Where budge!s

LIVE ACTION: There are two types of live action: nar-
wtive [off-screen voice] and dialogue (sync sound). New
York TV has used far
snnouncers, both live and film, to get the greatest good

y much talk-talk-talk by actor and

from its commercials. (Editor's note: in Harry McMahan's
epinion.) Live action, narrative style, is mandatory lor
monstration of the preduct, for seHing the exposition
te a "selling" situation, for anything requiring human-

rterest factors, and for appetite apped in & food prDC"

STOP MOTION: Photographed in intricate frame-by-

frame movements (24 per second) Stop Metion has won-
Jious uses, Lucky Strike's marching cigarets—an idea
en from Muratti cigarets in Europe—proved this tech-

g

Jcot

onaliting the product Tape used
s, Pills-

exaggeration, with "fleating pancakes”

personalize and demonsirate us

the cepy line that "light, light pancakes are

Mechanical action, whers frame-by-frame demon-

PUPPETS: In this category f st and the worst

{ commercials. Unless i a'l Deody" or "Kukla,

o where "personality’ is the deminant fac-

oneties and hand puppels are a disgrace

the Fy The {otract from rather than add to the

] 5. Quite a thing are the George Pa

f pupps first i duced in commercials in Hel-
before he sme here to do "'Puppetoons

succession of heads and bodies in progressive

PHOTO ANIMATION: Heore is the low-cost

lance the bt

are limited, "grow’ cartoon, at a fraction of the cost of
full animation, is a good "opener.” Trademark characters
an "come to life" in carfoon with greatest fluidity.
Again, in the case of 5.0.5., the "Magic Bunny" which
started as a TV commercial device in 1952 will be featured
>n the package itself. The product, be it can or car, can
be "personalized" in cartoon. Exaggeration and fantasy

are a cinch with this technique. Finally, nothing surpasses

cartoon for jingles; it makes them tops for long life,

uct [:n‘-!:g..e- ve action is best only when a personal
ity" is involved, when an actor has a testimonial type of
comment, or where a key copy line is involved. Personal-
ities of the caliber of Arthur Godfrey, Art Linkletter,
Betty Furness, and Kate Smith obviously require syne
sound, bul the common run of announcers are a detriment
to the commercial and should be used strictly off-screen
heard but never seen. MNew York is gradually crawling

out of its radic diapers and deftly learning this lesson.

stration of & product is useful, also finds an advantage in
Stop Motion. Balancing the attention-getting and long-
lasting appeal of Stop Molion is its high cost, made nee-
ssary by the time-consuming effort which goes into pro-
cucing each frame, Lucky Strike has been able to adapt
the Stop Motion technique first used for its commercials
infe a striking infroduction for its TV "Hit Parade,
suggesting the possibility that Stop Motion footage made
for film commercials can later be used to good advantage

on positions, are shot by on technigue
becoming virtually a third-dimensional cartoon. Peter
Paul Candy has proved their

and Heinz currently is u

merit for singing jingles,

sing this technique to bring to
life the "Aristocrat Tomate" trademark character. In the
Pal technique, the “dells” are expensive, but this is
dily amortized over a series, bringing the cost far
under cartoen., The Heinz

livered for less than $1.5

es, for inslance was de-

each, commissionable.

lemonstrate the washability of the pants as they animate
and out of a tub., Knapp-Monarch Appliances utilized

this mothed

o show various raw products coming into a
mixer and dics:|'r:r~q oul as finished articles, Pheoto Ani
| J showing a "catalog” of products

announcements, and for signatures

TECHNIQI

LIVE
ACTiOl

STOP
MOTIOI

PUPPEF

How o Mlend Itlm-commerc;

Take two or more of the five film-comm#p

You'll save i

t|
}




thnnues

igues below:

ief and money

CHNIQUE
-DIVISIONS

AVERAGE COST

(Per Second)

It is the contention uf Five Star Productions, a ft'f!rl'r!‘.ﬂ,'j Holly-
I v wood producer of film commercials, (Coca-Cola, Ford. Sun-
kist, Philco dealers) that TV selling has suffered [rom a lack

of variety. To get commercials with full impact at low cost, Five Star

:!n“‘!"f-r’!'f‘.\' o or more u_p" f;n' :"u!.s;': ,Hla".’n Live ;"H;."q‘;ur\\ | ecarrtoon. ||r.‘.ff' action.

stop motion. ete.) should be blended in a single commercial. The chart

n‘.HH.Jr commentary on !!H',\':' pages are f"ﬁr ,\'."ru‘_\ .rmfu.’;un—nn Lo H'n' art

of blending film techniques. Note the column headed *“Best Position.”

It is the key to proper blending because it tells where in the commercial

each technique can best be used. sroxson presents Five Star’s formula

in compact form here so that it

EXPECTED LIFE
(Per Market)

BEST POSITION
(In "“Blended Spot”)

can be pn.u’f'd’ _f'nf' ready !‘r'fr'rr'ﬁfr'.

BEST ADVANTAGES A
USES OF TECHNIQU

Il Animation
nited Action
row Cartoon”
omic Strip”’

rrative or

f-Screen Yoice

ind or

ialogue”’

BRI

me-by-Frame
fhique
L
d

B

$60
$30
$15
$ 8

$40

$50

$30

$15

20 or more times

10 or more times

5 or more times

2 or more times

10 or more times

2 or more times

8 or more times

15 or more times
2 or more times

4 or more times

5 or more times

Opening

Center

Opening

Not Recommended

Center

Key Line,
Climax, or

Testimonial Only

Center

Opening
Not Recommended
Not Recommended

Center

End Signatures

t prepared by Harry Wayne McMahan, “"Five Star Productions,” Hollywood, for SPONSOR.

CARTOON:

To Gain Interest

For Trademark Character
Personalizing Product
Exaggeration, Fantasy
Singing Jingles

LIVE ACTION: (Narrative)
Demonstration
Exposition
Human Interest
Appetite Appeal
(Sound)
“Personality” Commercials
Testimonials
Key Copy Line

STOP MOTION:

Demonstration
Exaggeration
Mechanical Action
Personalizing Product

PUPPETS:
Trademark Characters

Singing Jingles

PHOTO ANIMATION:

Special Announcements
Retouching Products
Demonstrating Intangibles
Signatures
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erenals...

by BOB FOREMAN

Looking back as little as 12 months
ago, il = maosl apparent that something
dramatic has ||-‘I!t|n'l|l'1| 1o the llll;llil)
of fhn-made-Tor-television.  The meta-
morphosis was a gradual one, to he
<tire, and has not vet heen l'lill1il1l'll"_\
elfected in all instances, of course. But
generally speaking, TV films today look
fie on TYV.  And this. brethren, was
not the usual run of events as many in-
dividuals and many thovsands of feet
of film can testify.

[ can remember the horror of Tacing
the Taet that the first seven Groucho
Marx shows were “in the can”™ when
wie diseovered the Progranm didla’t come
I"aces, even in ome-
||i-*“i\l‘ll into the

and on close-ups  great

over very clearly.

divm long shots,

hackeroumd

m review

Reynolds Mcetals Company
Buchanan & Company, N. Y.
414 "Kate Smith Evening Hour,”

NBC-TY

U o tecent Aate Soith Fveming Hour |
wiee tteated o oone of the most tedious come
wiveeial epies over flmed Packed into two
Nt et sevmid more like two honrs)

v« ihe preatest conhination of  poflery
meansfacturers” bellvache, and  <heer  trivia
that i< by plitasuire 1o wilness,

Ih - Finsvrtea lllll!l‘ll}\ in the <how
with iy mueh oy oo sendoll by Roate (b
.| racefully ddpd Tor Balit), for exampled

I s s a Caseoin paint of what

I | ~tal witle lengthy look at

w1 bl pradeomark which vonsisi= of o
nigl i ricle o lior 1 inelerm con

by il inte an awkward

then it b peal kaighn

i AL it real horse. Hhim!  From
! i Lot | arross the {ae
" Reynokid ompeiition s kept alam
Wy jirs tlywnn, Tully illastrated with ani

T o praph plus piving il the Tactory.
(L virplar iram foil-wreap

| it f {

LY el L] i Hiremageh Hery
paadites byl li fapiissael ol thee puv oo
| sy agamn, fromvng o« dull o piece of

| | i b orereivedd the | ng
\ | il File Cloeparatinn innnal repor

white flares often appeared where we
had expected to see inleresting visages,

The next several weeks re=ulted in
frantic experimentation with backdrops
of all kinds and eolors, while Lighting
ol every conceivable variety was tried
so that this one rather statie program
could hevome as clear as hive television
and i||||u|-si|l|!' to dilferentiate from
same.  This hitand-miss method was
necessary, mind vou, despite the inten-
sive winistrations of experts from net-
work. Hollvwood. and agency alike.

I know that others I'_\ the score faced
thi=s same dilenmina whether they were
filing a 20-cecond chainbreak or a
half-hour
Zuage. was f'nlll{ll_‘_‘ out |uwrl]_\

drama. Film, in plain lan-
and

1 Please turn to page 700

~lockholder- LY am
nolds aluoiunm foil for wrapping looked in-
teresting wish they'd let Kate 1alk about &t

and show what it does!)

review

Gillette Salcty Razor Co.
Maxon, Inc., New York
AN Announcements

1o i< know —thar e

wome night

Pl niost vecent Gillette flm 've seen is

an amimated vpie that gives me panse to

Wil
dere The story wald  for  piore prapeerly,
drawn) i of a gent who drops hic razor 1o

the bathrmom floor. even as yan or | I'he

sesulting damage 1o the gadger gives canse

o a lenpthy dizenssion, all anfmated. imimd
yoi, reganding the precision involved in i
Wade amd

ot @ new one i von've dropped

waking of haoth hioow

rator -\'\'l
ven ol Detter
S

To me ta geat wha reeently =witelied 10 9
« havk)
duralithity of
think of the
1l rath

ni ','.!'i\n

Gillette razor as reported a fow is=n

this i« thiowing doult on tl
the dmplement and makes i
proldems inbierent i 21 something
thonnte U sire this

taken lightly

br ol know

mproach was not soin facr, 1710

vinger a it ol Lballion that it cann Froom o

whieh <howel

VY that gremt muny Gil
leblis razors in nse wiere aol giving the best
eevice, From thic come the conclusion that

there's real potential switching nsers who
own damaged Gillettes to new ones.

I'he animation is good except for the lip
svne and [u'lll:lp- the faet that a story
such as Gillette is attempling to convey

m':;_'hl' be better told ﬂ"ﬂ]i.-‘-lil'ﬂ"_\'.

m review

SPONSOR-  Kaiser-Frazer Corp.
William H. Weintraub,
Dearborn, Mich.

FROGRAM: One-minute anncmts.

VSENCY :

I doubn whether I've ever seen a more

combination and live
This trim litlle automobile
(the Henry J) is made to look just as smart
and roomy on the road as it is in the careful-
ly and realistivally drawn sequences, By in-
terlacing live sequences with animated, a
wonderful feeling of pace and interest is
maintained thronghout the announcement.

We see the car rolling in against a West-
backeground, while animated
fizures leer out of it and tell of its virtues,
sometimes in song, somelimes in spoken copy,
bt there is always enough real-car-on-road
1o keep us ever mindful of the fact that we
are talking about a real automobhile with all
the solid features that go to make for good
moloring.

adroit of animation

action <hooting,

vrn (drawn)

Car copy is hard 1o do well—aund very hard
to make stand out. Both have been achieved
for the Henry J. The commercial was pro-
duced by John Sutherland, Ine,

TV

review

Clorox Chemical Company

Honig-Cooper Company,
San Francisco

FROGRAM: “Jessie DeBoth’s TV Note-
book,”” WIZ-TV
Jessie’s T1 Notebook, which 1akes its name

from this very =avvy lady’s syndicated cook-
ing colvmm in newspapers, came forth with
a live comniereial the other day that not only
wowed yours truly but (more important!)
also flooared the six damsels that were view-
ing it with me. To prove that Clorox ac-
tally does i< job, Jessie smeared coffee,

Prune  juice. ora

juice, and blackberry
inen napkin right in front

jam on a white

of the camera,

The howified comments of the gals who
were watching alongside of me attested 10
the daring of this feat. Jessie then dunked
the messy cloth into a bowl of Clorox and
went on with her cooking, Shortly after, she
returned 1o the bowl, took out the napkin,
and by Gawdge, it was as spotless as the
pacemds cay 0l ey AL of which goes to
prove that TV, utilized as Miss DeBoth did
it simply, dramatically, and convincingly—

demonstrates with action and sells by dem-
afstration,

SPONSOR




Of all of Mr. Webster's definitions of equipment, we

like the following:
e-quip'ment: the mental or temperamental

traits and resources which

equip a person.
Certainly we have the physical equipment for making
fine television commercials in our studios (and we'll
have an interesting story to tell about some of this
later) but the physical equipment represents only the

tools of the trade.

\\k :w” [.ka'mn}h:’. We SL‘II t.\‘],’!r.l'.-’:.h‘t':.x’f [\L‘I‘:‘.l')[][lt,‘l
We sell advertising personnel.

From the creative beginning r!]mugil u_nnplctc pro-
‘]UUI“‘H‘ our L‘U E’U’f‘ik' are -‘;‘:u'.-;_i."l.-'-_l'.’_‘ i visual sell-
ing. That's why Sarra television commercials are cye

and pocketbook openers!

S5 ARRA=— [l

NEW YORK—200 E, 56th Street
CHICAGO —146 E. Ontario Street .

Specialists in Visual Selling

PHOTOGRAPHIC ILLUSTRATIONS + MOTION PICTURES - SOUND SLIDE FILMS « TELEVISION COMMERCIALS
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¥

When this symbol shines out from a
television screen, it identifies, for viewers
and advertisers alike, the network where
they're most likely to find what they're

looking for:

.where 6 of television’s 10 most popular

shows® are broadcast

.where average ratings are higher than

on any other network’

.where television's solid-success package

programs come from...shows like Mama,
Toast of the Town, Studio One, Suspense,

Burns & Allen, Talent Scouts

.where the new hits will keep coming from:

[ Love Lucy, Frank Sinatra, Corliss Archer,
See It Now, An Aftair of State, Out There,

My Friend Irma

.where 59 national advertisers...including

15 of America’s 20 biggest...are profitably

doing business today.”

“This is the CBS Television Network”
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ICE CREAM (in winter)

SPONSOR: ¢ urtis Publishing €. ViGENCY : BBDO
CAP=LLE CA=E J=TORY Ihe maturday Eaening 'ost
had a national lead story of particular interest to families
i .“HHHJ )"a F 1) Curtis I lan s ta fJuich Iv bring the arti-
e fo .’rf-\fr ners .'.f.n.'f flra }’.r'; ritet .,r',“ s and hve aanounce-
menls Jor ST0 aecomplished this S Niles increase
Jor the entiwee Uhiladelpliia-South lersev area was 207 :
dealer sales i Sowth Jersey was up S and repeat
orders [rom dealer raneed as hieh as LW, in in-

Crifgsesd sarfeny

WRIDN, Camdin, N ) "ROGEAM: Announeements

SIPONSOR: Ziegenfelder Tee Cream Co. AGENCY : Direet
CAPSLLE CASE HISTORY : Sponsor’s problem: to in-
crease oo cream sales during the winter months. Zl‘r“g{‘rl-

[elder decided the proper approach would be 15 announce-
ments weekly. By the end of February. sales were np
104, over the same month last year. In March the same
sehodule was designed to hold ar least 607} Of the neu
increase. espite extremely bitter-cold weather the satu-
ration campaign held 710 of the increase realized in
February, Cost: about 8112 fu‘:‘):'f'\}

WTRE, Bellaire, O, PROGCRAM: Announcements

RADIO
RESULTS

EASTER HAMS

=PONSOR: Ohbio Provision Co, AGENCY : Gerst, Sylvester &
Walsh

CAPSULE CASE TUSTORY: Ohio Provision shared costs
with W on an Easter ham campaign involving point-
of-sale hangers. showease streamers, ete. The Easter ham
message was duplicated on Ohio’s 15-minute morning news
show (330 per program). This is Ohio president Alex
WeCrae's report: ham sales up 20 1o 25%% during the
Easter period: highest Easter sales in the company’s 60-
year history resulting in an unprecedented sell-out.

WIW, Clevelamld PROGCRAM: News With MacDonald

COMBINATION RANGES

NON-GLARE EYEGLASSES

SPONSOR: Kings, b, AGENCY : Dirver

CAPSULE CASE HISTORY : A frve-minute weather sum-
mary provides an ideal sales velicle for Kings because of
the hieh listener interest in weather reporls in this rural
area. Recently, Kings devoted a single free-minute show
to Nalumazoo combination ranges. Quick response sold
Jour ranpes within four hours: fwo soon afler _n"ur o Com-
bined S1.900 gross. The weather program, only alvertis-

IR e r,-",ruJ.-.' used, rosts > i.lr‘1 !l:‘! .\;!lh'f

WDEN, Warerhoar \ PROGRERAM: Weather ~ommars

SPONSOR: National Opties Co, AGENCY: IHuber Hoge
CAPSULE CASE HISTORY:  National Opties started 1with
three announcements weekly (890) on the early-morning
Ralph Story Show. The offer: Rayex night driving glasses
at S1.98 cach, plus postage. Second week sales totalled
34 orders: the sixth week pulled 459. In National's
seventh week of campaigning the account had run 34 an-
nouncements and received a total of 2.104 orders for a

sales £ross rumumh'u_'_; 1o $41.165.92,

KNN. Los Angeles PROGRAM: Ralph Story Show

PLANT NURSERY

TELEVISION SETS

w[HONSOE . Nalliy Nurser VGENEY © Daresi

CAPSEULE CASE HHSTORY The nursery switehed [roum
TR W radie, it weagntarned the same 225 month-
Iy buelger, Twitial difficulty s nuesery s 10 ey ont 0]

feviire qeneel mnnast r|_||' the onenple apnonnceement was de-

voted to tiavelling divections.  Nevertheless, first three
i neemend -'J!-JH,"J’H rare I’m\.'.rn'.“ f}HHr a year )
newspaper wils, Thied-duy air annowncement browght well

aver 300 sales, cach averaging froon 82 ta 2105,

KOPE, g | vak PROGRAM: Aunounvcemenis

!

R S e —

SPONSOR: Television Center ACENCY: Clark Associates

CAPSELE CASE HESTORY This dealer took on a line
uj" f'hn’;’mrnmmu' recerrers Hnever Im't'l'r'm.l',\'f'\' ,\(th)' f!l (:f'tmrf
Rapids. Fifty announcements in one week were scheduled
to tntroduce the sets. but World Serics commutments inter-
Jered. lustead, the announcements were scattered over a
I0-day period. Post-campaign tally: the store’s complete
tnveatory of 22 sets, representing a cash value of $5.000,
were sold. Ad costs: 39 per announcement.

WGRD, Grand Rapids, Mich. PROCRAM: Announcements
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"At this ratio, we could carry

38 minutes of commercials per hour.”

Yes, if radio worked on the same basis as many newspapers,

64% of air time would be commercials!

Maybe that's another reason why pcop[c spcnd 669, more time

with radio than with newspapers in the WAVE area!

W AVE, however, works on about a 10% ratio, and still

gives you 1000 one-minute, Class-A impressions for only 37¢!

Facts above are from scientific, aunthoritative survey
made by Dr. Raymond A. Kemper (head of the
P‘\(’!'Uff-i:!:'n'} Services Center, l'.'m.';'.l'f."r_) af Lorisrille)
in WAVE area, July, 1951. Copy on request.
sooowartrs o nec o LOUISVILLE

Free & Peters, Inc., Exclusive National Representatives

19 NOVEMBER 1951 47




Vhis " @olonet of the |

NEW YORK

Year™ Award!

L.-\'I'I-: every autumn, our Board of Directors mcets to adjudge the
past year’s performance of every man in our organization - to decide
who, if anybody, has earned the right to be called The Colonel of the
Year. The resulting award, “for services over and above the call of
duty”, has come to be regarded as the highest honor any of us can

achieve.

Even though this or any other year’'s Colonel of the Year may be located
thousands of miles from your city, you may easily have helped elect
him. He may very well have won his award partly on the strength of
some job he did for jyow, even though you two may have never met,
never discussed your problems face-to-face, nor given or received any
personal recognition for a job well done.... Because all of us Colonels,
in all seven of our offices, are mutually dependent on each other, and
work as a team on any problem that requires any sort of coopera-
tive cffort.

Thus, to you as well as to us, our Colonel of the Year citation is a
significant incident. It is not given as a substitute for spendable rewards,
but we believe that it is as important to our Colonels as are the Profit-
Share Plan and the cash bonuses that also provide very tangible
measures of our efforts and achievements, here in this pioneer group
of station representatives.

FREE I

!

2 L

Pioneer Radio and Television Station Rep-rese;szi

Since 1932

CIIICAGO DETROIT ATLANTA

FT. WOR]

TR T Ty Ay Pam—
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SAN FRANCISCO

Chbe Colonel g
Joncs Seovern

1

EAST, SOUTHEAST
Boston-Springfield

WBZ-WBZA

Buffalo WGR
Philadelphia KYW
Pittsburgh KDKA
Syracuse WFEFBL
Charleston, S. C. WCSC
Columbia, S. C. WIS

Norfolk WGH

Raleigh-Durham WPTF
Roanoke WDB]
MIDWEST, SOUTHWESY

Des Moines WHO
Davenport WOC
Duluth-Superior WDSM
Fargo WDAY

Fort Wayne WOWO
Kansas City KMBC-KFRM
Louisville WAVE

Minneapolis-St. Paul WTCN
Omaha KIAB
Peoria WMBD
St. Louis KSD

Beaumont KFDM
Corpus Christi KRIS
Ft. Worth-Dallas WBAP
Houston KEXYZ
San Antonio KTSA

MOUNTAIN AND WEST
Boise KDSH
Denver KVOD
Honolulu-Hilo KGMB-KHBC
Portland, Ore. KEX
Seattle KIRO




The

picked panel
answers

Mr. Gandy

M. Gandy. Iy
his question. in-
that e

recognizes an op-

thicates

partunity to build

conumunity  rela-
tions with radio
amwd TV use

Fraukly that's re-
fre<hing. Far too

el emphasis is

Mr, Liebschutz

on direct sales, as

one turns from =tation o slation, and

iy opinion very real opportunities
are shilled.

I think. as far a5 new car dealers are

coneeed. that their apportanity in ra-

die mud 1N

help sith information and bl trust.

i< 1o create miterest, he of
I'roper usage will hring prospects 1o
stlesmen. amd L L

I think salesmen do the <elling . . .
that's their |'n|-.

When an advertiser helps with in-
Buthls trust, he's cer-

|1l1'11|.1t ;iill x'l‘HI

I.'lilll_\ [w'tll'l'ill_'_' lii= compmmnity rela-
tions amd wesw car dealers are inoa very
e iahle ||u-]|]u|: Lo ereale such mter-
=],

es~ential in
Wi o have
an inmnediate and very persanal inter-
Welll tenst the

dealer who hielps ns 2l thiee st ol
than

Peselay  antennoliles g

eveery sense ol the word.

est i the Tamily ear.

ol e dmse=tient more cemdily
that dealer who continnally teases with
the apportinty ta ey est,

There are iy l|J||1_:.'~ that new car
dealer= ean well v Lo when amd what

to o abowt prepaving for eald weather

50

W Spomsor asks...

How can new car dealers best use radio and TV to
build community relations as well as sell ears and

aulomotive service?

Joseph Gandy

driving, and warm: how to get the
mo=t oul of onr cars . , . out ol lires,
and gas awd oil. and plugs, and bat-
teries. s what dealers do about lo-
cal driving and <afety problems. how
the schools are helping  with driver
training programs, how we can help:
aed infinitnm,

I lelieve in new car dealer program-
ing that sclls the dealer. It can be in-
teresting and informational. Tt el
build trust. Tt il better community
relations, 1t will deliver prospects (o
salesnien.

Prospects who are not only “in the
market.” but prospects pre-sold on the
most important factor | where to
huy.

Heaey LiepscirTz

P'resident

Advertising Ine. of Washington
IWashington. D. (.

For a practical
answer to this
question. the an-
tomohile  dealer

tlake a tip
from  the

can
greal
'.!(I‘.-lh]llll‘ ramjyi-
nies who are cul-
tivating the same

people and  do-
ing a dramatical-

Mr. Byerly

|\' .-lll'-"v.-a:d[lll jn}l
ol 1t

and news hroadeasts,

prinunily throngh local sports

Radio gives the mass coverage that
pavallels the Tamily percentage of au-
tomohile ownership, Tn addition. ra-
dio reaches car-owners when they are
o=t car-tinded  while they arve riv-
g Sports and newseasts seleet the
male awdience the advertiser mainly

wishes 1o reach.

Partner
Smith & Gandy, Ford Dealers
Seattle, Washington

Building community relations should
he an integral part of all advertising.
By devoling some commereial time pe-

. riodically 1o plugs for eivie and chari-

table causes, any adverliser can inte-
grate himsell in community life. win
influential (riends, and also do a lot
of good. The local radio station—
prime-mover in hundreds of commu-
nity campaigns—can be an invaluable
aid in doing this.

Kerrn S. BYERLY

General Sales Manager

WBT. Charlotte, N. C.

We new car
dealers, acting at
the level of our
national associa-
tion, recently
concluded nation-
wide research to
find out e-‘-]w(‘i.ﬁ-
cally what people
across the coun-
tey think of auto-
mobile  dealers.
One very revealing [aet brought lorth
was hat the majority of people trust
“their amtomobile dealer.”™

Well. T know that good business
practices huild trust and that most au-
tomobile dealers operate at high ethi-
cal standards. so it must be a matter

Mr. Wolfington

ol telling people how you operate that
starts the satisfied-customer cyele.

Radio and TV are just about the per-
feet medium for telling people how vour
aperate selling voursell, in the
same place that vour manulacturer
sells prmhu t.

New car dealers have mueh more
than prodoet 1o sell. They sell service
and maintenance. they assore essential
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mobility and they are important eco-
nomically to the community , . | sup-
porting local projeets, providing local
employment, paying local taxes, and
purchasing locally,

We new car dealers expect the fac-
tory to do a bang-up job of selling
produet, but we ourselves niust sell our-
selves. Station salesmen and program
personnel can help us. They can help
us integrale our promotions into the
broad related programs of both our
manufacturer and our national asso-
ciation. They can help us build the
type of programing best suited to our
individual needs, help us sclect the
best time to broadeast and keep us
scheduling programs continually.

I might add that most of us in the
automobile business know less aliout
promoting ourselves than selling auto-
mobiles. Conversely radio and TV men
may be in the same plight. In that
event, I'm in a position to know tha
the National Automobile Dealers As-
sociation in Washington will aladly
provide material to help them help us.

J. Eustace WoLriNcTON

Chairman. Public Rel. Commitiee

National Automobile Dealers Assn.

Washington. D. C.

People who sell
services need to
inspire confi-
dence. Confi-
dence  generates
loyalty. Lovalty
plus good service
[l('upll"
l‘(llnil]g ])3l'k.
Razzle - dazzle
whoop-de-do  en-
tertainment may
catch the eye or the ear. but no asso-
ciation-breeding eonfidence results. In
my experience. most car dealers lean
toward service features in radio, This

keeps

-J

Mr. Brent

is not particularly true in TV however
where entertainment — variety shows,
IJ](] Il](“'i(‘.!‘" secm Lo h(‘ naos=l i\l "]{"!'
mand. Citing several radio case his-
tories: Mercury Dealers used WBBM's
Jim Conway Show in the early morn-
ing in Chicago to sell service as well
as new and used cars. So the theme
of their show was—service: time sis-
nals; weather reports: tips on driving.
John Harrington’s 5:15 pan. news
sponsored by the Ford Dealers of Chi-
cago—al an hour when the Outer
Drive was jammed with homebound
(Please turn to page 82)
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A QUARTER-CENTURY

of FARM BROADCASTING

“Listener loyalty™ is the phrase most appli-
cable to Pioneer Station WGY's 25 vears
of farm broadeasting,

During this period of WGY's 20-vear
history, the 603.660 rural radio families,
inaddition to the thousands of city-dwellers
who have gardens in the 17th State®,
have relied on WGY's farm broadeasts for
valuable advice and information.

WEY is writing history every day with its farm
programming: adding more remote broadeast= 1o the
600 already conducted: receiving more mail to alil
to the staggering 1.000.000 picces already received:
and visiting farms and 17th State farmers to gather
material for more transeribed broadeasts,

WEGY's first farm broadeast was ~The Farm Puaper
ol the Air.” whieh has “wone to press’ 8000 times
sinee November, 1926, (This Spring the last

15 minutes of “*The Farin Paper of the Air™ was
opened commercially). Soon alter this maugural
farm broadeast. ““The Farm Forum.™ a public serviee
program heard every Friday evening at 8:30 .M.,
and featuring leaders in agriculture. industry and
govermment, was started. Both these prograins have
sinee become a cornerstone of WEGY programming.
*The population of the WGY area exceeds the popula-
tion of 32 stales,

THE FARM WOICE BF
THE BREAT BOATNEAST

Typical of WGY's listener loyalty is this crowd which watched a Frfrvp
Paper of the Air broadcast from the station's Farm Broadcasting Exhibit
Booth at one of Mew York State’s county fairs this summer.

WGY THE CAPITAL OF THE 17th STATE

A GENERAL ELECTRIC STATION — Represented Nationally by NBC Spot Sales
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PEOPLE sell bett

NBC RADIO, POWERFUL AT BIRTH...

Network radio began 25 vears ago this month with
formation of the National Broadeasting Company, In its
vears NBC attracted many advertisers because of the nove
and glamor of the new medium, but these advertisers sta
and inereased their investment in NBC because they disd
ered our simple truism: People sell better than paper.

[ the last 25 yvears NBC has become the voice of the gre
est names of this industrial era. Names like Cities Servict
continuous advertiser for the full 25 years: General Foods ¢
General Mills, NBC clients for 24 consecutive years: Fireste
beginning its 214th consecutive year this month.

We have no finer salestalk than this list of current N




han paper

...1S NOW THE MOST-HEARD VOICE ON EARTH

[Ld\'el'ti:-‘.ers. all of whom have used the network continuously
for 10 years or more:

Il-"umeril:o:ln Tobacco Co. The Procter and Gamble Co.
“he Bell Telephone Sysiem The Pure Qil Co.
Zolgate-Palmolive-Peet Co. R. J. Reynolds Tobacco Co.

% I. du Pont de Nemours and Co., Inc. Skelly Qil Co.

{raft Foods Co. Standard Qil of California
“ever Brothers Co. Sterling Drug Inc.
Lewis-Howe Co. Sun Qil Co.

Liggett & Myers Tobacco Co., Inc. Whitehall Pharmacal Co.

Wiles Laboratories Inc.

Yes, for 25 vears people have been selling better than
saper on NBC.

NBC Radio Networlk

|
|
l
I

a serviee of Radio Corporation of Ameviea

| B L



This SPONSOR department features capsuled reports of
broadcast advertising significance culled from all seg-

ments of the industry. Contributions

are welcomed.

Supermarvket’s exeiting pitches bnild store trajfliic

Y on needd fr]'l'rll\ of know-hiow to in:
A to be

able to apen 15 new supermarkets in

vade the snpermarket field.

les< than 15 vears amidst o host of nae
el chain <tores <hows Lopr =avyy,

One man who accomplished all this
i< Lo\ AMbertson. owner-manager ol
Mbertson's Food Centers in W {l*llill',"
lon. Oregon, and ldaho, 1is [oresight
anil g few pet ddease one of them ra-
dio. nurtured this amazing growth.,

W ouse radio to ereate exelteipenl.
enthusiasm for every store event.” <ays
VMbertson, “To ereate o low-price -
pression. we nse only fwo items in each
annonneement. These are atems  that
can be visualized by the listener like
waterielons, strawberries, pies. cokes.
clee Yo can't pictare a can of toma-
o as o thrilling hargain huat vou coan
set quite exeited over a spectacular yal-
e e strawhberries ad <horteake Tor

dinner tonight.”

that has
\”u‘; I=simi -!l"“l[‘-

s b= slamt on radin

nraved so surees<<ful.

]

tp o | of <ale< an allventisine: ra-

e, o=ty anmomeemients,
lea=t S0 ol the
[t all
arifed
“.‘Jr”ru

i

oels al
advertising budwet,

advertising = earelullv inte-
NRRIRE
Pivate Das
Freasure Tt Tor mstance. with news-

dHpeoeemenl=s ol
[iin=er tell abont o
papers careving the same storv. The
I A\ oate
itens i the stare means
s imelieative of Al
Enack.  Sa,
trallie Tor

irate Dy warks this way,
labiel o sy
thiat e i Tree,
hit=on's erelunuli=ine
tean, 4= i pievease 1 <o
these ey enls,

\”II'||\||II-~
On the sobjert of <hopping npulses,

wleas don’t el there,

e sav=: "W recognized lone azo that

homsewivie< don’t come into srocer

stares swith '-!luprllrr;: list= o= they i

200 vear~ ago. The pmpovity of pore-
clisis e ||u]||||w ||L|1rh.'r-i'~. Radio
D= Dielpedd 1o <tinmlate pipnlse Loy ing,

Wi helpa by making omr counnercials
sotmd tenpting aod then we bl our
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Albertson's 15 supermarkets rely on AM's pull

displays 1o look just as appetizing as
the commercials sounded.”

The ]t('l:':-«mr;ﬂ touch is also iln[mli;lll].
To make the .'|1|1|u:ap|1r‘rv of an Albert-
son Food Center as friendly as possi-
ble i= the i|||1 ol Albertson’s Go 1 isit-
mg on K1DO,
o honsewives with a tape recorder:

\ <tall announeer calls

st tisses lu»[ril'- of I'_'l'llvl';1| commumiy
mterest. o .'q|-pu-4-i:niun. the women
participants are oflered a cake haked
i Albertson’s Duielr Girl hakeries.
Thew. il she has an AMMbertson’s sales
-'|i|| nol over a week ohl, <he’s j.:i\r‘;l a
”1!'
[ ) = atredd daily and. ke Nbert
o= other adeas, i has ||.'|ii| ofl, * * *

stmilay wmount in free groceries.

Gala prometion marks KTSE,
call ledter. location switeh

Bill Felwards, RNNT. L. \.. general
manager. Tony Moe, sales promotion
nuinaver, smd their crew heralded the
~tation’s call letters and transmitter lo-
cation =witeh  (Tormerly RTSL) plus
improved facilivies witle this gala pro-
motion which Kicked oIl 28 Octoler:
special salutes to “new” KNNT Iy €3S
talent on their regular prosrams: 27.-
OO0 point-of-parclinse display pieees
distiloned through principal KN\
advertisers: trailerty pe annoimeements
o KANT with Aan Youne, Bums &
e Moo= "o Ay and Steve Allen,
V=o2 300 hillhoards for the areater Tos
\ugeles area and 11 conseentive dayvs
of ads in seven Lo AL newspapers, * % %

Radio campaign ups sales
J00 for insurance firm

“One of the bright days in my dis-
triet’s history was the day when a
\\SY R sales representative, Al Gillen,
walked into our Farm Bureau Insur-
ance office and proposed radio as a
means of gelling our sales story across
to listeners in the central New York
area.”

The speaker expressing sati=faction
i~ Juseph Mulrooney. the farm bureaun’s
Syracuse district manager. And the
reason for his satisfaction is the in-
roads made by the Farm Burean Mu-
tual Insurance Company of Columbus,
Ohio. in markets usnally dominated by
older. famous-name firms.

In 1918, the Syracuse region started
testing air advertising. A cooperative
advertising campaign in which every
agent participated. Mutual’s test inelud-
ed two shows: World Today, an eve-
ning news roundup. four times weekly,
plus an early-morning farm program
featuring Deacon Doubleday.

This first campaign resulted in an
average gain of 40077 in sales between
July 1948 and the present. By 6 Sep-
tember of 19148, there was an over-all
inerease  in the annual  quota  of
101.3% . Further breakdowns show

Upstate air pitches lielp Syracuse Farm Bureau

these upsurges: life insurance, 112773
aceident  and  health.
compensation.

autin: RSN
869 workmen's
103,07+ miseellaneous casualty,
TLLT 9 and property fire, 112,177,

Now. to maintain their steady sales
_'.:l'n\\Ih. the farm hureau has inereased
it~ radio advertising,  Announcements
are seheduled an Deacon Donbleday’s
RED Time (Monday through Satur-
dav. 5:00 1o 7:00 aam ), and an early
evening progran. Ernie Cuno’s Verws.
iews and Clies frour the World of
Sporis.

Newspaper ads. letlers to agents and
promotional picees all keep the farm
burean’s radio activities hefore the
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public. In addition,

Campaigiung o

other upstate  New  York stations
(WAGE, Syracuse: WOSC. Fulton;
WMBO, Auburn; WHCU, Ithaca:
WIBX, Utica; WKRT, Cortland, and

WNBF. Binghamton) heightens the air
coverage,

Aund. despite the fact that Farm Bu-
reau Insurance operates in ouly 12
states and the District of Columbia, it

is gaining on national insurance firns,
* & *

Personal “"brands™ for kids
spur TV western’s sales

Two more cowboys have heen added
to the ranks of Western heroes galli-

vanting across the nation’s video
screens. Named “The Wrangler” and
“Blackie,” they’re a commercial suc-

Blackie, Wrangler lasso fans on WBNS-TY show

cess on Western Roundup. a WBNS-
TV show seen Monday through Friday
from 4:30 to 6:00 p.n.

Among the recent and current par-
ticipating adverlisers attracted to the
stanza are Ward Baking, Chuckles can-
dy, Kayne boys' wear, Borden’s instant
chocolate, Clark’s Teaberry gum. Sun-
Filled orange juice, Ma Brown pre-
Serves. American Flyer trains.

Western Roundup’s format: Every
day voungsters gather around the
Chuck Wagon of this Columbus, Ohio.
]31’(‘\?11[1!110]‘1 while “The Wrangler™ and

“Blackie” entertain with umlm) rope
tricks, campfire yarns and the show's
highlight—the drawing of exclusive.
personal “brands™ for youngsters view-

ancl

ing the show.

This approach is pulling in over
L000O letters weekly from the young-
sters —either those applying for a per-
“brand” or kids who've complet-
cards (@ood health

sonal

(13 s )
ed “achievement
habits and conduct) and are now eligi-
ble for a personal “brand.” It's an
idea that has heightened product rec-
ogunition, and increased sales for par-
ticipating firms. * * ok

(Please turn to page 72)
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broke new sub-
seriber records at APS. We have been
busy shipping brand new APS libraries

.« small ones and large ones . . . to

QOctober—1931 . . .

stations across the nation. In addition
to a flock of new subseribers for those
unprecedented APS Specialized libra-
ries at l-yr-low-prices. we've shipped an
unusually large number of full basie
APS libraries to stations anxious to
have 5-year rate protection. We now
have a backlog, and it's unlikely that
we can deliver additional libraries Le-

fore Jan. 1.

» - - L

Current issue of APS subscriber
bulletin “The Needle" (this col-
umn's mama) covers advertising
techniques that work in January.
A relatively few items hit vol-
ume peaks during the first month;
it's important to be able to spot
them. Sample copy of “The
Needle" on request.

Eight million dollars—almost double
last year's figure—reported set aside hy
Westinghouse for last-quarter promo-
tion and advertising push.  See your
local dealer, not only in this line. either,
All appliance lines are planning jumbo
promotions o elear stocks, which are
1807% of “47-19 levels . . . Check your
new car dealers wo, They're facing a
price boost due to new excise taxes.
Ditto lots of retail lines, It's going 1o
take advertising and plenty of it to
OVErCome consumer resistance.

NEW AND DIFFERENT: Paste
these facts in your corporate
checkbook and note them in the
margins as you write your 1952
budgets: 1) You no longer have
to spend money for library serv-
ice. 2) If you only need a part
of a library, that's all you have to
pay for. 3) Many stations have
cut library costs as much as $1200
in a single year by switching to
APS. 4) If you write a monthly
rental check bigger than $125,
chances are you are paying more
than necessary. 5) The only li-

lssaciated Fmgram Service 151 W. 46th, N. Y. 19

tdvertiseme nt

THE NEEDLE!

Vice-Pres. Gen'l Mgr.

brary available today that went
forward in 1951 is APS. Let's go
forward together in '52.

- - . -

Are there two meanings Lo 4 program
rating? Timebuyers” talk recently has
it that way. Seme listeners tune to a
station just for all-day background. for
the feeling that “there’s someone in
the house with me.” This, some say. is
an audienee less likely to concentrate
and respond 1o advertising messages
than the second type—iolks who tune
to a program because they want 1o hear
it. They're obviously a responsive audi-

ence., Which kind do you have? How
do vou turn “casual” listeners into at-
tentive ones?  Is a low-rated service

program with an attentive audience a
better advertising buy than the audi-
cnee tooa flock of phonograph records?

Making your own musical com-
mercials is easy, when you use
APS. Here's why: 1) Our vocal-
ists, without exception, are out-
standing for clarity and diction.
They don't swallow words. 2)
Many of our releases are selected
with this secondary use in mind.
3) Several APS artists have dis-
tinguished themselves in the com-
mercial field.

How to do it? Easy. Listen to
a dozen recent selections by the
Satisfiers, Guy Mitchell, Evelyn
Knight—to name just a few, Pick
out the stanzas that make good
lead-ins. You'll find that some of
them are startling in their appli-
cability to the very advertising
problem you want to solve. Try
cueing a few of these to live tags.
Suddenly you'll realize that you
have the biggest commercial li-
brary in existence—right under
your very nose.

 It's this kind of double value
that makes so many broadcasters
feel that they get more than just
a library when they install APS.
They buy service and help, too—
the kind of thinking that just
isn't a part of any other service.

To quote: “It's the first time a
nusic library ever showed us how
“I,’ sell a news program. Thanks a
niillion!"
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the truth
~about radio listening
in New York ...

(ne of the most thrashed-out topics of conversa

these days is the ultimate effect of TV on our living hs

.. and, specifically, on radio listening. We should ik
tos= a =mall bombshell into this speculation. It co
wrapped in figures that bid fair to explode all the thedg:

on the overpowering effect of television on radio,

RADIO SETS-IN-USE ARE NOW 23.1% (Janu:
September 1951) compared with 2 1.8 in the last pred
vear Clanuary -Decenther 1918)*—in the nation’s nung!

one market where 60°¢ of all families own TV sets!

INCREASES IN RATINGS AND SHARE
AUDIENCE are shown by all the independents. on
same comparative basis as above.while all network stat

-|In\\ a]i't'l'l’;l-:'-_

*Sourve: Pulse of New York
At-Howe Listening Only
6 aan. to Madmighn, Mondas e




. BUT STILL MORE INCENDIARY is the listening
cof Blair-represented W NEW. In1918.W NEW liad an
age rating of 2.3 and a 9.2% share of the audience. Thus
a1 1951, WNEW?s average quarter-hour rating is 2.5
share of the andience 10.9% . WNEW is up in rating,

e and rank compared with the last pre-TV year.

| For September alone. WNEW chalked up a 2.7
e rating, with 12.3% of the audience. This rating
= WNEW in second position among all New York

|')l] S

i THE FUSE BURNS CLOSER when you consider

LW s out-of-home andience

which is merely number
every day of the week. WNEW averages a filth of

at-of-home listeners, which in August 1951 included

Hair & Company specializes in radio representation exelusively. Since we are
Fremovedl fronn any olher |;|u~r;||in|1 or [unetion, we are able 1o ;_:i\ e the stalions

esent onr full time and our full efforts. .. as specialists in selling via spot radio,

JOHN BLAIR 2 company

three out of every ten people daily in the metropolitan
area . .. an inerease of 119 over August 1950 and 30%
over August 1919, This happy situation increases W NEW’s

audience by 327!

It is obvious, then, that radio listening iz here to
stay despite television ... and in the case of WNEW
growing, too. We have specifically cited the case of W NEW
which we have represented for 13 years—actually, it is
typical of many other Blair-represented stations through-
out the United States where smart local prograniming has
more than held the line against TV, If you want 1o put
some fireworks into your media plans. call your John Blair
man today. He'll show vou exactly which is the most
powerful mediom—and the wost reasonable medinm—

to sell your product in the markets most important to you.

New York™s Favorite Station for
Musiec and News 21 Hours a Day

‘ Representative for 13 years of

1130 | ON YOUR DIAL
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.. MEETS FRIENDS

These are but a few of the many
hundreds of Central New York
youngsters who turned out to
greet BOB EHLE, the WHEN
“Singing Story Teller” at a re-
cent public appearance.

The smiling gentleman in the
picture is a satisfied Bob Ehle
sponsor.

"THE BUNKHOUSE" is Central
New York's most popular gath-
ering place, every day from 5:00
to 6:00.

Sy WHEN

TO YOUR NEAREST
KATZ AGENCY MAN
AND PUT BOB EHLE
TOWORK FOR YOU!

/ WHIN \

[[TELEVISION

CBS « ABC * DUMONT
OWNED BY THE
MEREDITH PUBLISHING CO.
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James M. Cecil
agency proﬁle President, Cecil & Presbrey

I you e a =ubscriber to the “pictures don’t lie” philosophy. you're
due for a bit of a shoek when yvou meet Jim Cecil. In person, his
warm =mile and friendly manuner belie the rather austere countenance
pictured above. He has good reason to smile warmly and frequently;
Ceeil & Preshrey. of which he is president. billed over $15.000.000
in advertising last yvear. More than 507 ¢ of the billings went into
radio and television.

Jint had the good fortane. shorthy alier zraduating from Hampden-
Syvdney college. o land a reporter’s job on the Richmond Times-
Dispateh mnder the editorial guidance of Douglas S, Freeman. In
19100 the more luerative field of publicity beekoned.

Five vears later. Jine and his hirother. John. formed the Ceeil Ad-
vertising Agzeney in Richmond. As the agency grew. oflices were
opened i Baltimore and New York, Accounts such as Maxwell
House colfee and Planters peanuts kept the growing agency hopping.
The tan bezan 1o wag the dog and Jim found it necessary to take
over the Now York ofliee,

Paul Warvwick and Henry Legler joined the agerey in 1928, 1n
1939 Jim boaght out his partners and merged with Charles Presbrey,

Althongh the ageney boasts a large complement of “old-timers.”
youthful ideas are plentiful. The airwaves have been used heavily
to sell a staggering amount of mevehandise for Block Drug (Anm-i-
dent). Bymart (Tintair). Lever Brothers (Rayve Home Permanent).
Philip Morris eigarettes (daytime radio shows), and Union Pharma-
ceutical Cluhistond, among others. Their handling of The Cunard
Stean-Ship Company and LBAL accounts have not only added sub-
stautially o the ageney’s hillings, but have won Ceeil & Preshrey a
fine package of prestige,

When asked about the recent merger of the agenev’s radio and
TN departments; Jim Coeil explained. “I10s a perfectly logieal move.
Radio know-how i= a good starter in the TV field. Besides. the men
in the radio departinent wanted 1o get into the new medium. Mayhe
they Telt shightly fnsceare: at any rate, we're consolidaling the oper-
alions 1o pevmil g greater degree of interchangeability and 1o form
a wider pool of yersitile men 1o <ervice our ill'l'(lll”l?“_

“he evidence is overshehning.” Jine says. “that a good TV pro-
sram has tremendons impact, Nevertheless, TV doesn’t yet give the
necessary coverage and most be supplemented with radio,”

Vid speaking of wide coverage, Jin's four ehildren range from
six months o 35 vears of ages The eldest son. named after his father.
is o the Merchandising-Research department of Ceeil & Preshrey, *%%
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Thousands of brand new eyes
can see your product on WSB-TV

This report is directed to time buyers and others responsible
for producing sales. A vast and entirely new audience in the

South has been opened up by WSB-TV. On Scptember 30 WSB-TV

began telecasting over Channel 2 with 50 kw. radiated power
from the 1062-foot tower. Response was immediate—and terrific.
From the Carolinas, Alabama, Florida, Tennessce and deep
South Georgia excited reception reports are being verified.
Distributors are shipping thousands of sets. Sincc all characteristics
of these powerful facilities arc not yet known we tcmper our
enthusiasm. Suffice to say at this time—WSB-TV today offers you
the biggest dollar's worth in Southern television history.

19 NOVEMBER 1951

Affiliared with The Atlania
lournal-Consttution. Rep-
resented by Edw. Petry Co

wsL-tv

Atranta, GEORGIA
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PUBLIC UTILITIES something upon which to model similar
(Cantinued .fr--m page 33 local air cfforts. g
“When the ECAP was founded.” an
oflicial of N. W. Aver, ad counsel for
the group. recalled for sSPONsOR. “we
definitels had network broadeasting on
the i]_:_'f‘l.ll[ﬂ. We ouly waited until we

pulihe-relations outlet [or private pow-
¢r firms=, The Niagara Hudson Power
Compamny of Buffalo. for one. had spon-

H| \'.P'I‘LI_\ hall-hour "fui'r--liz:"

in the East from 1930 o 1931, bk ) .
) : : had the moneyv, meanwhile using space
But. it was ool until the formation 4 i 0 e ol

3 » ' : asazines nationally  ane dping
af the Elwwie Companies Vvertis. I INAZaZHI |

ing Program in 1939 that private pow- ”E“’ ”“'llllll.‘r'- \\.Eth adviee on local ra-
dio campaigns,

When the time came [or FCAP 1o
use radio, it started ofl with a “pres-
tiee™ vehicle. This can he attributed

v companics began to tell their story
nationally, Local power firms. most of
whom had little knowledee of how 1o
use broadeast advertising. then had

LETS TALK TURKEY...

—ahout WIBW and the KANSAS FARM MARKET

® 1—The American Farmer is today’s best sales prospect.
® 2—His income is already 17" above lost year.”

® 3—The Konsos farmer’s living standards arz ftar above the national average; his
nceds and expenditures greater.

® 4—Hec lives in an areca with only 4.4 TV ownership®® and is dependent on radio.

@® 5—His listening habits are fixed. Every ycar since 1937, he has told independent
interviewers that the station he prefers abave all others is WIBW."*

® 6—That's why WIBW is the greatest single mass-sclling medium in Kaonsas. Let
us "“talk turkey' obout your products to Amcrica’s top prospects.
REAL RESULTS.

USDA—Scpt 'S)

You'll get

Kansas Ralio Audicnce
Studics 1937 to 1951

I1BW

] Serving and Selling

. "THE MAGIC CIRCLE"
\ |__ Rep.: Copper Publications, Inc. < BEN LUDY, Gen, Mgr.* WIBW « KCKN

TOPEK A,
MANIAS

oa)
[ ar

to the fact that most of its pnpaid man-
azement committee had had litte expe-
rience with hroadeast advertising.

ECAI”s first effort took the form of
a critically-acelaimed uews show. Re-
port 1o the Nation, on CBS in 1943, 1
began in July of that year. running un-
til July of the following vear in the
Tuesday 9:30 to 10:00 p.an, slot. The
;llllllli-.l cosl= uf lhl‘ :-I]l)\\' were ill?olll
=330.000 for time and about S100.000
for talent,

At that time, a nationwide suryey
made for ECAP by the Opinion Re-
scarch Corporation showed that 577
ol the public were in favor of govern-
ment operation of their local power
company. Only 417 of the public fa-
vared private enterprise, and the rest
had no definite opinion.

This was what ECAP had to fight
azainst. as well as press and public
criticism that rates were too high. that
much
profit. The majority of the public also
felt thet electrie companie= did little in

clectric companies made  too

the way of participating in conmmunity
allairs,

With the aid of N. W. Ayer. which
has had plenty of public utility PR
training through handling the Bell Tel-
ephone account. there hezan an eight-
year period during which both ECAP
ad the publie learned a lot.

In 1944 N. W, Aver began 1o prove
to ECAP that the proper ad approach
in radio was not necessarily one that
had solely a “prestige”™ angle and plen-
v of red earpeting. ECAP members
OK'd a switch in programs to the
more-expensive Electrie Hour with Nel-
son Fddy. which. if still on the prestige
side. was more to the public’s taste,
From an efficiency standpoint. Aver
showed ECAP firms that the program’s
3.9 Hooper 1944 average proved it 1o
II(' |'l‘:|"hi||;_' an il\'l‘rﬁ‘ul' \\'!‘I‘.‘!\"\' ;Illlﬁ-
ence of 1953000 radio homes, Week-
Iy time and talent cost was about 817.-
010, That meant that the cost-per-thou-
sand in listeners was 83.07. considera-
biyv better than the 1943 costs.

Since 1944, ECAP has gone shop-
ping for programs. more and more.
onastrictly commereial basis. Agen-
oy and elient group periodically exam-
ine cost-per-thousand and ratings. in
|'|'T11‘|' Lo ]'l'("'h ds lll:tn} |ll'l||31l' as []U"‘“’i'
ble wvia their air budger: and they
miake public-opinion studies to cheek
the resnlts,

I'vom Report to the Nation (1913)
and Nelson Eddy (191171610, the 52
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'ﬁﬁ(é From ZENITH for YOU!

g 5 ﬂ:// fages

\' \ "Electronex "'\

N\

Tube for '\

[ “"full-focus"” pictures
el @ IN-O,NE issue of Collier’s

4 ONLY ZENITH Q‘

g % HAS THIS!
G / o The largest national ad

(// )k l s"f Cob .
4 obra-Matic B S . .
M4l Record Ployerplays | - 1N TV Radio history ...

all record sizes...all | appearing November 28
X ; speeds,10to 85RPM
Fringe Lock” % ONLY ZENITH

Control Circuit
e s ' HAS T p/”\r page after colorful page in Life,

for world’s finest

fringe area picture @ Look, Time, Saturday Evening Post,

/4

.. ONLY ZENITH Ladies’ Home Journal and others!
HAS THIS! ;

E—
plus
Miracle Turret Tuner,
Custom Tuning, Dust-
Proof Picture Screen,

Provision for UHF—
ONLY ZENITH HAS

A It's Zenith's history-moking CHRISTMAS SALES DRIVE . . .
and here's YOUR share! Giant 46-PIECE CHRISTMAS WIN-
‘\ DOW . .. Zenith's biggest ever. Colorful SANTA CLAUS

ALL THis! F \ TOY GIVE-AWAY . . . the smartest troffic-builder of all
L time. 8-PAGE CHRISTMAS GIFT CATALOG in color for you

-~ i y : to mail. Plus Counter Pieces, FREE LOCAL ADVERTISING of

II Y > your store, tie-in ads for YOU to run. And every phase is

| ‘lty Sell Zenith . perfectly timed to produce TEN TIMES the impact of ordi-
F“[ures—“‘g nary Christmas campaigns. It's your promise of HISTORY-

strongest sales MAKING Christmos sales. Sign up with your Zenith Man now!

, ﬁﬁ ‘-,[ story in Radio

«oxs pistnces RADIO
and TELEVISION

e P S
ZENITH RADIO CORPORATION Chicago 39, lllinois }!
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covered!/

So don’t make a move until you investigate our coverage, Yes,
KSL-TV's coverage area is truly the pocketbook of the booming
Salt Lake City market. 56 per cent of all Utah retail sales are
made in this area with 46 per cent of them in metropolitan Salt

Lake City alone.
To get your share of these sales. .. use K s l-Tv

SALY LAKE CITY, UTAN » REPRESENTED BY TELEVISION SPOT SALES @ CBS & ABC & DUMONT

results
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radio have progressed toward greater
popularity,  Later programs have in-
cluded: The Hour of Charm (19401,
Woodvy Herman (1947). Frankie Carle
(19481 Eleciric Theatre awith Helen
Hayes (1948-°99) on up lo Corliss
Ireher from the end of 1949 1o the
present. It's a long way from the pres.
tige:type news show of 1943 1o the
present houney, situation-comedy an-
tics of Corliss Archer. a kind of fe-
male Henry Aldrich.

In terms of pure advertising efficien-
ev. Corliss Archer for ECAP has
|r|1|\l'(] to be a sound imy. \s contrasl-
ed to Nelson Eddy. Corliss has gathered
an average weekly audience of radio
homes that is more than twice as large

as much as 4.518.000 homes, Aver-

age Nielsen ratings for 1951 have been
slightly more than 10,0, The show costs
nol much more than the 1944 musical
show, has a time-and-talent charge 1o
ECAP of about S18.700 cach week
tabom 667 of the over-all I-u-l;_-:-!l.
I'his means a cost-per-thousand-listen-
ers of about §1.66.

Now. what about resulls from this
mereased efliciency ?

Judge for voursell from the latest
continuing study of nationwide reac-
tion made by the Opinion Research
Corporation. and contrast it with the
1913 figures. The 1951 ORC study in-
dicates that sentiment for government
ownership of electric companies is de-
clining steadily. The figures show that
only 3770 of the public favors some
kind of gove rment owner ship of utili-
ties. while 5377 favor private husiness,

ECAP can't tnkt all the credit for
changing the 1943 picture. of course.
However, the persistent. year-ronnd
plugging of the group and the N. W.
\ver agency can take a low bow, Typi-
cal of the comments from member com-
pantes themselves is the statement made
recently by Henry B, Sargent. president
of the Central Arizona Lizht & Power
Company. Said he: 1 feel that ECAI
1= due a considerable part of the credit
for the excellent attitode toward pri-
ville power in our service area.’

LCADPR achieves its results on the air
with simple. logical messages repeated
over and over again. These niessages
are a leamwork effort. ECAIs Teopy
croup”—ad managers of participating

companies—lend their combined hrains

ind ideas to the national 'R commer-
utls in the Corliss Archer radio net-

work series. and to a mazazine ad se-

SPONSOR




MORE AUDIENCE

WROW beats Station X
(the only other Network
affiliate in Albany) by 640
families according to

BMB.

WROW shows a BMB of
10% or better in 14 coun-

ties . . . 2 more than
Station X.

LOWER COST

WROW has a lower cost
per 1000 families than
any other station in Al
bany.

WROW has lower rates
than any other Network
affiliate in the Capital
District.

PROMOTION
WROW's promotion story

could not possibly be told

in this small space!

For the complete story,

contact:

The Bolling Company

590 on your dial
5,000 s

exthnsive

MUTUAL

ontlet lor the

Capital Distict




tirs. This results m commercials like

the one tollowing which was heard on

the T October show!

11E SN Bockalinve Baliv™ or =imilar
Tullahi

ARV A '__-,r.'r."!i\ | “With [lded
s .., while evelids <ink ... just
[or a moment of Stalin think .7

INNCR: Yes slule-tin purseries

i the >oviet Zone of Germany are

u=ine that lullaby these dayvs—under

orders from their Soviet commis-
|

sar<! Now. there™s a pretty terrify-
g example of how an all-powerful

soverineent controls the lives of its

people  from the eradle on!  Per-
haps vou're thinking: "Il can never
|];|H|:‘[: 1’”'!’-‘.” \\-1‘”‘ il rrim‘f I!.]|r||l'li
here . as long as von recognize
the <ign= of danger,

For example—evenibody  wants
the sovernment to have certain con-
trols amd POWers —esped i;lll_\ i tinies
ol emergeney. We're even willing 1o
2j\i‘ II|= =Lhpnnee .r|. Our |'i;‘|i|'- .IHI' fr:'w
doms tempaorarily in order to go all-
out for national defense. Butl., some

}r('i]ll][' \\IIHII] |.1L1' illl\‘lllld.‘_’t' ::l. |l]|‘

erereelrs. I]H"‘ \‘.fllll‘i ]l;l\l' lhl'
soverament  take over more and
LI N
. [ R Ll
. ] (R O
L ik STeh Y . 4
. i 7} i I‘n. : ‘l
. g o '
i . ' 0 HE U

You can’t cover Indiana’s #2

markel from another state.

Qur rates are local and include
complete merchandising distri-

bution and promotion assistance.

We serve 400,000 loyal listen-
ers in Negro, rural, industrial,

and four nationality groups.

Only the Gary Sales Plan sells

Indiana’s second markel.

Call us without obligation.

“Ta, ©. Coe.,
Gen. Mgr.—WWCA

No. 2 Market

64

Gary Indiana’s

Chicago’s
Radio
Monster

more of the nation’s basie services
and industries—for keeps! The rail-
roads. [or example—the doctors. the
husiness-managed electrie light and
power companies! That would be a
dangerous  step  toward  socialism,
Whenever government. moving step
by step. takes over enough services
or industries. you have socialism au-
tomatically.

We of the business-managed. tax-
paying electrie light and power com-
panies believe that most Americans
recognize the danger. Most Ameri-
cans know thal government owner-
<hip of busiess and industry can
e onand
thev know that under socialism, the

lead straight 1o socialism .

government finally takes over every-

thing. including people’s freedom!

These national commercials are sup-
plemented by loeal cut-in announce-
ments in 90 markets.

2 * * * * * s *

s« The presentation of information eon-
rerning atomie energy is one of the most
important ehallenges eonfronting Amer-
ican broadeasters today., No one has a
grealer opportnnity o perform  that
publie serviee than the radio news edi-
tor.**
WAYNE COY
Chairman, FCC

L 4

» ¥ * x x % »

By scientifically measuring the pub-
their
ECAP has gathered vital data about
the direction their vadio commercials

lie's  attitude  toward husiness.

and magazine ads should 1ake, 1n oth-
er words, whenever ECAP finds a new
question of public opinion regarding a
particular phase of private utilities. the
answer is given quickly in the form
of public-relations advertising,

Il left alone. these “areas ol misin-
formation”™ could snowball into a siza-
hle public sentiment against private
ownership of power companies. Fven-
tually. thi= could lead to discriminatory
legishition and further harassment of
private power firms by public power
agencies,  But the yvear-round radio
campaign.  hack-stopped by periodie
space campaigns in general and farm
magazines Lo explain in more detail the
ideas conveved on the air. continually
enlianees the industry s over-all publie
relations,

The Electrie Companies Advertising
Program. then. is virtually a model of
how to run a successful, hard-hitting
advertising campaign that is desigued
primarilv to do an institutional. publie-
relations job for a group of local firms.

SPONSOR
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the lowest cost

in the fabulous Houston market

m Network station B’s cost-per-thousand
is 527 HIGHER than KPRC*

m Network station C’s cost-per-thousand
is 1427 HIGHER than KPRC*

If you want to present your sales story to a constantly increasing
Gulf Coast audience, and make it a buying audience,
ask your Petry man . . . or call us.

* Percentoges bosed on BMB, Februory-May
Hooper Repart, and 260 time Daytime
Quarter Hour Rate.

NBC and TQN on the Gulf Coast
JACK HARRIS, General Manager

Represented Nationally by
EDWARD PETRY & CO. H 0 u s T U N
o =

A-6.51
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Represanted MNotionoliy by
EDWARD PETRY & CO.

TIME
BUYER
WITH THE
LONG
RIGHT
ARM ...

Oncs upon a fime thers
wos © ftime buyer who
wonted 1o reach inte o
muiti-million dollor market
ond cosh in on doytime
spol  porticipotion shows.
He found that when he
uvied KOTV's ofterncen
thows, Lookin' ot Cookln’,
and Motinee Showcase,. »
«s=s 0 his orm grew
longer ond he reoched inte
83,000 TV homes with no
competition from other TV
stations. Thot's not all, his
arm reoched into the best
doytime shows from four
networks, NBC, ABC, CBS,
-and DUMONT. Yes, this
Time Buyer is proud of his
long right orm.

CAMERQN TELEVISION, INC,

301 South Frankter
Tulia 3, Oklahoma

lis methods are aleeady hringing fa-
vorable tntramural reaction from such
large indusiry groups as: the Ameri-
can lron & Steel Tostitate. the As=oeia-
tion of Nmerican Railroads, the Amer-
wan Trucking Associalions the Amer-
can Medical Assoctation ad others,

The public relations ehief ol a large
industry association recenthy wrote to
FCATD:

‘In commaon with others who helieve
i the competitive systen. we are abli-
aated 1o ECAP for the job it is domng
on heball of all husiness hirms.”

With  SL.o00000  given over Lo
broadeast advertising. the FCAP ad
campaigns are a clear example of how
radio can do an elfective. low-cost joh
of [rtl]a“l relations as well as |-|'nl!|l*|

=elling, * ok x

RYBUTOL

'{rlHH-FHIr‘-‘!I _f‘lnuh f"".‘-'l AN

dow displays to retail druggists, The
trade estimates VCA is now spending
well over S50000000 foy NeWs paper ad-
1|~|ii-1||;. Between 11 .‘“¢'|-h'|11|-v‘l amil
I October. for example. in Chicago. it
Longht 22,600 newspaper lines, hesides
distributing 2,000 banners 1o drug
“lores= « .lll_\in'__' the lecend: "”r‘.ltlllli.‘ll-
ter= Tor Ryvbutol Free Purchase Plan,”

\s a result of all this promotional
hoopla. Rybutol now claims 10 he No,
I in the B-Complex vitamin field. The
drug trade wsell concedes that Rybue
lol is a nal'lull.ll conier, \\|Iit1l has fo-
cused consumer inlerest in vitamins,
\ccording to Drug Tapies, sales of vit
amin concentrates in the nation’s drog
<tores have been on o gradual inerease.
riging from 8515000000 in 191, 10
S505.000,000 i 1919, 1o S6-HLOO0U.000
i 1950, Hevetolore, the Hon's <share
ol I]Ii- (T ]..H..H.- II;I- biren ety \\l‘”
sphit np among Parke-Davis's Combes,
LI Ly s Multicehring U pjolin’s Celye-
fortis, and LY.C.'x \nl‘u]m| Vitanins
which have vsed restrained advertising,
wd only o the trade proess,

Reaction amonge drueeists 1o Iy b
tol's razzle-dazzle advertising is mixed,
Fypicallve a spoxsor surveyor cot this
comment from Samuel Ross, drnggisi
al the Loval Chemist=, Toes 20 Colum
bus Yvenune. Manhattan:

“Ohur =ales of Byvbutol have gone iy
2000 0 <inee it ~tarted s radio and T
promotion and giving ns merchandis-
g cardss Pye nodonb the prodoet s
cood 1 s more of the T elements
al B ampliey than othey Hll'l.ith"lﬂllf'

vitamins, which makes it more potent.
At the same time. | worry about ils
extravagzant advertising claims.  The
Food and Drug Administration has tak-
enn it up on the carpet becanse of s
extreme claims.”™

\nother druggist said: 1 muost ad-
mit 11 gives us droggists a 4097 profil.
which we appreciate. And what's maore,
although 1 don’t like its extreme wil-
vertising statements. I must admit [
admire the dynamic selling campaign
il has staged on radio and TV, [t adds
clamour 1o vitamins, just as Tinair has
doue for hair dyes. Makes our selling
i"l' casier.” Herbert Weinstein, a ||1'il -
er at the Lodex Wholesale Drug Cor-
poration, New York. thinks the Rybu-
ol campaign is “a marvelous one,”
Iy butol moved very slowly prior 1o
their hig ad campaign.” says Wein-
stein, bt now we estimate our Rylbu-
tol sales 1o the 200 .|1'u:_*_ui.-l.- we sup-
ply are 10 times grealer than before.”

\Il]]uu_'_'il he hasn -l;t;;ml a Hadacol
traveling earnival and certainly is not
hankrupl. a comparison hetween Mor-
ton Edell and Louisiana Stale Senator
Dudlev J. Le Blane is interesting. from
a purcly promotional point of view,
Like Le Blane, Edell i= an authoritarian
who believes in running his own show.
\lso like Le Blane, he is a demon sales-
man who has a flair for mesmerizing
customers, A handsome, 42-vear-olid
man who began life in Hell's Kitchen.
VManhattan, he vibrates energy like a
giant tuning fork. After a recent hee-
tie conference with him. his publie ye-
lations consultant, Harold Woll, zave
him a hottle of Rybutol with the ad-

monitton: “You need it boss 1o keep
vou indefatigable.”

\t a recent Chicazo convention ol
drugeists. Edell confided his philos-
aphyv: “Talk about vour newshovs, |
wias one, l nI!t-ﬂu||| CVery |ll‘\\:‘-|lll\ in
the neighborhood. 1 didu’t shout any
louder. But mavbe | was a harder
worker. a better salesman.  Selling is
the basie construetion of vour whaole
life. . . . When my company was born
in Chicago 11 vears ago. | was it only
salesman: my wife l_\|w¢| the mvoices,
as we hesan taking in husiness.”

L nlike Hadacol’'s Le Blane, Fdell
does not helieve in rate-slashing deals
with radio stations. 1t is his contention
that by payiug broadeasters fair rates

plus pulting out a more potent vita-
min product  he has indueed an in-
creasing number of physicians to take
mterest in the therapeutic values of

vilamins,
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Just turned one year — and already he's
a dominant figure in the collective living
room of the Nashville market. And how
that baby can sell!
®
During one five month period, and with one
es S lr" afternoon program a week, WSM-TV puiled
58,238 pieces of mail, each accompanied by a
15¢ proof purchase!

that ,s r bab ’ With a single announcement WSM-TV sold
Ou ® 2400 hand puppets which retailed for u dollar
each!
After an exhaustive checking counter test,
WSM-TV sold groceries so well that a local

grocery chain considers it a permanent factor
in its day-by-day advertising program!

one year in the life of a salesman . . .

Once you know the background behind
WSM-TV, and the market it dominates, this
phenomenal sales ability is easy to understand:

WSM-TV 1s the only television station in the
—_— prosperous Middle Tennessee market.

WSM-TV brings network television to this
market with its own microwave relay system
to Lowisville, Kentucky.

WSM-TV draws freely wupon the famed pro-
duetion know-how and the star-studded, 250
strong talent roster of WSM.

Small. wonder this remarkable baby set a new
TV set saturation record the first three months
of operation, is setting new sales records every
day of its short life. Irving Waugh or any Petry
Man can fill in the details for you.

Nashville WSM'TV

Channel 4
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Ielell jrul~ it this wayv when -',H'\tLII]!:

to drugests” weelings:
“Sinee Gabriel Heatter went on the
radio stations aeross the Mutual net-

wark, and when we started this hig TV
operation acros< the country, amd this

newspaper =aturation, Jdo vou Know
what phasicians" vequests for Ry hutol
samples are today 7 Between 1,000 awl

div. TV, and newspapers, that will sut-
urale the market with a maximum num-
ber of total impressions. The best re-
<ults alwavs scem 1o imolve all three
media,  combined  with hard-lnning
point-of-=ales 1-|n||mtinu-."

[n makine hosiness decisions. Edell
i= bossman <upreme, On the execnlive
leyel within the company. hie is aided
not ondy by Rill but also his two broth-
ers. Phillip Edell. vice president and
secretary. aid Louis Edell. treasurer.
At the advertising agency, he has the

2000 g wonth, Thev're being sold the
SIMNEe 4= Vour eustomers.

Thi= 4= seconded by Irving  Rill
Piell’s  advertising  execntive: “Oar
strateay i= to buy the best buyvs on ra-

guidance of Harry B, Cohen. Ji.. ac-

How to
SELL n

CLEVELAND

on 4

Sma
Budget

Low
Cost
Coverage

You don’t nced 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 11'2
hours a week in Class "A" time,

Then, there are 125,000 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 togcther ., .
colored . ., . and you have o slice of the
Cleveland market thot represents half
its population, And you can recach these
customers inexpensively through spots in
these shows. |f 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,

woo

Cleveland
5000 Watts

. torcign-born and

€8

count supervisor: Tom Greer, creative
~supevvisor: and Mary Donlevy, time-
buver,

Not 1o be fnl‘;.'.ulh"ll i= the shrewd
public relations string-pulling of Har-
old Woll. who also manipulates pub-
licity for Pearson Pharmacal’s Ennds.
Waoll has adroitly placed photographs
of lushly built Lorraine Cugat in a va-
viely  of magazines irecently on the
cover  of Pr'ﬂph‘ T{lr.‘ﬂl'l: il]ll], of
course. there is alwavs appended 1ib-
eral mention of Vitamin Corporation
of Mmerica.

Waoll's most dramatic human-interest
conp. in the interests of VCA. was
staged just reeently. He found that the
21vear-old  pianist,  Nanette Tyson,
who'd won the prize on Rybutol-spon-
sored Tevans Have Talent, was blind,
Originally, the prize was a week’s visit
LT “u"\ \\luul. Hlll \\‘0”. .‘Gl‘llr-illj.: a n1l-
ural opportunity for benevolent public
relations. had VCA pay for her flight
to New York's St. Clare Extension Hos-
pital. A surgeon. expert in corneal
|I'il||:"l]illllill}_“ uper;tlt‘d on her. to the
accompaniment of wire service and
Newspaper [l]lﬁln:- ;ll‘ll" news :-'u|n|‘il'.-.

* * * * * 3 w *

sslladio  station= have just begun 1o

serateh the surface of the potential good

that radio ean accomplish for elient=.

.o o I waut to emphasize the need for

asetive. aggressive  merchandising  and
promotion of sponsored programs,**

AUBREY WILLIAMS

Radio-TV Director

Fitzgerald Ageuey, New Orleans

> * * * * * * *

The same dramatic flair character-
izes VCA's commercial messages. Usu-
allv. two main points are hammered
Oue is related 10 the field of
senatrics: “Just because vou're over
35, vou don’t have to feel tired and
weak! Seience has wow found how to
fight that feeling of ‘zrowing old™!™
The other is a moneyv-hack guarantee.
offered n frenetie high-octane sty le:

“I's here! The vitamin apportunity
of the century ! Yes. for a limited time
oy, get 25 days sapply of amazing
Rybutol—a 8108

a  hundred-Gelucap  bottle!

lioine.

vitlue—[ree when
vou
\nd listen! 1 ‘ou don’t feel yaounger,
more vigorous, at the end of 25 day~,
vou'll get vour money back!™

Perhaps the best niteh is put over In
Gabriel Heatter. who combines the ele-
ments of fear. lachrymose tears. and
ministerial neighborliness i his radio
This Heatter commercial
i= Ilt'llidil‘ 1y pical:

ey ries.
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KMPC IS DOING SUCH A CLASS A
JOB® FOR SO MANY CLASS A
NATIONAL ADVERTISERS® AND
CLASS A LOCAL ADVERTISERS®

IN THIS CLASS A MARKET® THAT
WE’RE 100% SOLD OUT OF

CLASS A PROGRAM TIME®

(@ Sort of a one-station network, we cover 205 Southern California communities.

(® Such as: Bayer Aspirin, Birds Eye, Camels, Del Monte, Ipana, Libby.

(® For example: GallenKamp Stores, E. F. Hutton & Co., Marshall & Clampett, Thrifty Drug Stores.
(@ Sell your product first in Southern California— and the rest of the world will buy.

(® Although our definition of Class A time is 6:00 P.M. to 10:30 P.M., we are
virtually sold out until 1:00 A.M.

‘i?;.g
5
"‘“L:{Y) K M I c LOS ANGELES—710 KC

FRIE SPIECH
b LT

UL 50,000 watts daytime » 10,000 watts nighttime
REPRESENTED BY H-R REPRESENTATIVES, INC. » AFFILIATE, LIBERTY BROADCASTING SYSTEM
RADIO CONTINUES TO BE "AMERICA’'S GREATEST ADVERTISING MEDIUM"

_J
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ORSON
WELLES

IS BACK!

The Lirs of Hamy Lome™

52 thrill-packed half-hour stories of the fabulous rogue made

famous by Orson Welles in “The Third Man.” Send for audition.

LANG-WORTH DISTRIBUTING CORP. 113 West 57th Street, New York

"3 )f'()/)/(' SC// “tlhl_ -[/mn /)u/)('r”

e and Yo;l Can Cover
Central New York with
ONE Radio Station

ACUSF

570 KC

NBC Affiliate. WSYR-AM-FM-TV—the Only
COMPLETE Broadeast Organization in Central New York

Ieadley-Reed, National Representatives

“Friends. I want to tell you about a

thiel that’s robbing thousands withoul

their knowing it. A thief that operates
secretlv—insidiously—to steal away
health-— pep—ambition—so0  vou feel
old hefore your time. Friends. that rob-
ber I'm talking about is a vitamin de-
the lack of Thiamin. Ribo-
flavin and Niacinamide in vour system,

fteienen

Iat’s why so many of them feel tired
all the time . . . nervous. suffer from
poor digestion. catch colds easily—feel
only half-alive. If vou're one of these
folk~. | want you to try Rybutol
Y -B-U-T-0-L. the highest potency B-
Complex vitamins al their price. . .7
VEA's own advertising future looks

| as rosy as the _',:lﬂ'n il {Il[lllli.‘*l‘!" 1o tak-

ers of Rybutol. Already. it is seeking
a network TV show on film to supple-

[ ment the Lorraine Cugat Show: and il

i= likely that it will seek 1o increase its
local radio and TV programs. Edell’s
owin plans are clear and direet. “What
this country needs most.” he says, “is
a hottle of ]i}lmln] in even home

throughout \meriea.” * k k

TV COMMERCIALS

(Continued from page 42)

projecting worse. As a result. the atii-
tude was rampant in the offices of men
who made decisions that they eouldn’t
alford to risk film-quality o they would
have to do live instead. Furthermore
even iy eight-vear-old could 1ell a
celluloid opus from a live one,
Foday. fortunately. this problem is
as ubsalete as the zine-lined commode.
I find it hard 1o tell whether film shows
are live or not and even those experts.
my two daughters. are fooled on nu-
merons  occasions,  What has 1aken
ill{li Ccisa I"||||_||] 1'u|1|||ill;liiuu of ]]illlll‘\
evenls. The people who make film have
unlearned  the irrelevaneies  of  bie-
Whereas  they
knew hittle or nothing before, the agen-

screen photography.

cies have now learned a lot about film.
\nd. equally important. the people pro-
jecting the [umln:_w have learned how
to shade the stufl. Al this plus equip-
ment improvements have done the trick
so that today ilm offers what it alwavs
held in potential — tremendous hreadth

and sweep and facility in telling stories,

long or <hort. commercial or program,
Neat hig change that will (and
st come along is price reduetion,

This. T'm sure, will be effected two

wivs, First. by more judicious writ-
ing md planning of whatever is to be

SPONSOR



repeat
SUCCESS..

Jdoubled!

----------------------------------------------------------------------------------------------------

KAY WEST and JANE WESTON

(both on Westinghouse stations)

AGAIN WIN TOP AWARDS
OF GROCERY MANUFACTURERS

NEW YORK, Nov. 12-For the second \Villis, president, at the annual G.NLA,
time, Grocery Manufacturers of Amer-  convention at the Waldorf-Astoria.
ica, Inc,, chooses KEX's Kay West for  These awards bring further evidence of
First Prize in the “Life-Line of America”  the programming skill of Westinghouse
Trophy. And WOWO's Jane Weston women's programs.. and of their con-
again wins an | lonorable Mention! sistently effective sales power. lor de-

,\\\'.Hl{!\ were plt“nl‘ll[t'(] I‘l'\ p'.ll]l SA |.li|.\. L‘ih'l'L l‘l\'(‘ & p('h'l'.\‘

@ WESTINGHOUSE RADIO STATIONS Inc

’ KEX « WOWO + KDKA * KYW * WBZ « WBZA * WBZ-TV
National Representatives, Free & Peters, except for WBZ-TV; for \WBZTV, NBC Spot Sales
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aluminumi-encased coaxial cable which
many excited American entrepreneurs

liestom -|u-.-i‘1! recosnition upon th
think superior to the Yankee coaxial,

<illv opticals.
\merican Telephone & Telegraph Com-

hot: that means fewer
r shots. actors. and ~ct-ups (where
tl athe aothine to the dhmension of pany for the suecessful completion oi
the Gl onlv o its costy. Secomild. it coasl-lo-coast coaxtal cablesniicro- o
leya o1 sl in the actual production. wave relay <v=tem. VKT, in some em- i e 4
v . 1 th i ] L3k ! : . Perhaps the most beguiling citation
e 100 or oreater | mark-up in-  barrassment, requested that the award ) 3 :
2 - . . . . weve  encountered is  the wording
cluded o 1o cover the fusually not be given, Seems= that the coaxial . s ! = o
. & (eredit Deemss Tavlor) of the Sylvania
needed i three or four re-makes will  ecable has already  been “over-ballyv- y
s e g - S Award to moderator-m.e. Johin Daly.
prove hoth unnecessarv and thus un-  hoaoed™ for the Bell Sy stem's taste, since s i 1
3 . i . Says the citation: “Mr. Daly perforins
warranted. * % & the cable exists primarilyv o service i ST
: the diflicult task of being dignified
long-distance telephone messages ; : &
_ ’ without |l|'1]l:;. pompous.
* k¥

Trusting thiz finds you the same.
* * &

Could be twe don’l ]\!'ufr'-.- to kiow

MEN, MONEY, MOTIVES

(Continued from page 6) for a fact) that there is also some po-
jury for this (the first) vear's
Vwards wished to

e tential embarras=ment from another di-
rection. There is now a German-type.

S vania

ROUNDUP

l'clevision
( Continued [rom page 55)

Briefly . . .

WHBF-TV's super-Neon sign, six
stories hizh. now can be seen for miles
on both the Hlinois and lowa sides of
the Mississippi River. The call letters
of the Rock Island, Ill.. station flash

on one side after another of the four-
Installa-

sided steel television tower.
tion of the signs took two weeks after
three months spent in designing and

Y ._]lll'\"ll'l ,lll.-.:l“,,‘.wrm_ "

omklln

" THIS RICH MAR

No other signal covers the Sonth Bend market

building them,
* * *
Ohio State University’s eighth an-
nual i!el\t‘rli:-illg conference held re-
cently in Columbus featured clinical
sessions on radio, TV, industrial and
retail advertising. On the lighter side
z was the Ohio Association of Broadeast-
ers cocklail party. Among those pres-
entl (see ]1}1111(1\ fromt row (1. to r.)
Carl George. WGAR. Cleveland, vice
president and general manager. and

(LR

like WSB'T. Radio sets in use are up to an all-
' WsBT's share of audience

lime ]li;_'ll of 32.8
al 00.0 is way above the national average. And

here television is ill.‘i}_’,liii‘ll'ilnt becanse no con-

""'II”I'I”II"I'|'I'|”II'If'|1|1‘||| i \\u‘t

sistently satisfactory TV signal reaches South

3 Bemd. Don’t sell this rich market short. W rap
= il Hp with WSBT radio. 5
3.3‘“:
30 Years on the Air §
&
\\\\3& ‘5 Ohio radio, agency, sponsor execs get together
W& Q T
N X pasl |||'('.-'||t(‘1|l of OAB; Miss Trudi
{ N Schiluembacl. radio-TV director, Gerst.
N Sylvester & Walsh, Cleveland: L. AL
\ ' > ) :
s U U ]' H B E N D Ly Pixley, WCOL, Columbus (current
} v . president OAB): Allen L. Billingsley,
& president, Fuller & Smith & Ross. Cleve-
5000 WATTS « 960 KC « CBS At lamd. Back row (L to r.) Bromley
‘ 0 House, viee president.  Gregory &
PAUL H. RAYMER COMPANY + NATIONAL Repmresentative louse: Heuny Coleman. advertising
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CHANNEL
5

T O T B TP Ay

HOOPER 7£2£V/S/0/ AUDIENCE INDEX

OCTOBER 1951 SHARE OF TELEVISION AUDIENCE
v v v v v v v
' TIME seTs. || Station | Station | Station | Station | KTLA | Station | Station | oruer
i IN-USE “A" “B" ucu an \\Eu uFu
] EVENING *
SUN. THRU SAT. 45,7 9,5 5.9 | 14.0| 16.8| 35.3 8.6 QT B.L
| 6:00 P.M.-10:00 P.M,
|
SUNDAY AFTERNOON || o (Il ol taal Bo | s 3* el madlln s ]
12:00 NOON-6:00 P.M., P 4 3 ? S * - 5 ¥

*
SATURDAY DAYTIME K
B:OOA.M.-&:OOP.M. 10;1 7.9 Lad 4.2 1201 6802 2.5 4.2 0.8 |

1,038,750 TV Receivers in Los Angeles area, Nov. 1, 1951

KTLA Studios « 5451 Marathon St., Los Angeles 38 - HOllywood 9-6363
Eastern Offices + 1501 Broadway, New York 18 « BRyant 9-8700

KEY STATION OF THE PARAMOUNT TELEVISION NETWORK

PAUL H. RAYMER COMPANY » NATIONAL REPRESENTATIVE = |
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WH H Merchandising

* HELPS YOU GET
DISTRIBUTION

* HELPS MERCHANDISE
MOVE

i % HELPSSTRENGTHEN
MARKET POSITION

WHHM

is proud to be the first in the
WHHMarket to Provide A
True Merchandising Service
to its Advertisers

H

]

1]

i letters to the trade, personal
i calls and surveys are included
1]

i in WHHMerchandising

H

i

H

é the Station That Gives

E You More Listeners Per

i Dollar in Memphis,

i Tennessce

H

E FORJOE 8 COMPANY, Mavl Rep

. SIL PEAVER Viceo Prey B Gen Manager

MAnager, Standard Oil Compam ol
Ohio: Robert W, Dailey. radio-T\ di-
rector. Mo Cann-Erickson. amid Jack R.
schmunck.  radio-T\
wold-E<hleman tall Cleseland).

director, Gris-

1ll||!ll1l'l"ll.ll Hnager, “l!]i

WIAG-

Brown. has come ujpy with ~1»Ille'l|lill;_'

novel i station merchandising, A 10-
foot lighted display board. multi-col-
in Worcester's Sheraton

ored, stand

Huotel within .\i;.'hl of the hotels main
The eight-foot high <ign fea-

erilranee,

Hotel lobby display is novel WTAG eyecatcher

“hlisters"™
which pron idde space for ||i'||r|ll|'|_ dis-

ture=  transparent  plastie
plavs plus built in framne mats for five
ax 10 |F|{rrln- ol W I '\[- :'ll]li {I‘l"‘ =lars,
\ Muorescent center panel with <y
square feet of <sign surface is used o
pramotion or display malerial.
- & -
CIRB

was on hand to cover one of the top

A0000 watter n Toronto,

stories of the vear: the visit to Can-
ada of Prineess Elizabeth and the Duke

g F—

CFRB, at Toronto airpett, covers royalty's visit

of Edinburgh, Coveving theiv arrival
al Toronto’s Malton .Iil|l'|_I'T were CERB
commentator, John Collingwood  and
AT e _|.e-'L “.‘I\\-llll.

Hhe Oscans of the =elling fielid. the
Y ke

|l'l'|'||‘|\

Peddlers awards, were given
to two top vadio TN stars.
Named outstanding  <aleswonman  and

salesuran of the year were Mary Hart-

918

Stellar personalities help sell soda,

tobacco

line, star of Canada Dry’s Super Cit-

cus on ABC-TY and Philip Mornis’

‘_luzlllll_\.

! » * L]

Y Ageney and network members of the
Radio and Television 'roduetion pan-
el at the AAAA Eastern annual con-

| ferenee diseussed problems and tech-

l||i|||u-.~u \mong those present (see pic-

j lure I to r.b: Garth N, Montgomery.,

Radio/TV production members at AAAA meet

henvon & Eckhavdl vop.: Sidney Mat-
thew Weiss. Lewin. Williams & Saylor
executive vt Roduey Erickson. man-
ager radio and TV operations. Young
& Rubicam: Chairman Adrian Samish.
Dancer-Fitzgerald-Sample v.p.: Robert
Montgomery. NBC Television executive
producer; and Wallace S0 Jordan. di-
rector radio //TV. Wi, Morris Ageney.,
+* L -

“*Wherever You Go . . . There's Ra-

this theme of the United Detroit
Radio Committee is spreading nation-

dio”

ally with stations coast-to-coast pick-
Meanwhile. the
ogan  originators  (CKLW, WWIL
WAYZ W, WKMH. WIBK. WEXL)
decided to continue  the campaign
throuzh 15 Mareh. Other business al
a recent director’s weeting  included
the clection of James 11 Quello. WJR's
‘lul\l'r'lir-ill;:. ||Il|l]i|' velations director.
fo conmmittee ehairman with Wendell

Pirmielee. WWI sales manager. selects
* * ok

ing np the slogan,

el viee chiairman,

SPONSOR
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Want a sure-fire women’s participation show on TV to sell your

food product in the great Los Angeles market?

Take a look at Monty Margetts! And buy time on this friendly, intimate
show —if there's any left!

We say this advisedly, beeause Monty’s time is just about sold out

HER

INFORMAL
COOKING
PROGRAM SELLS
SO HARD...

IT'S NEARLY
SOLD Our!

as we write this. Here's a gal who docsn’t pretend to be an expert cook.
But her warm, appealing manner has won her thousands upon thousands
of friends. They send in recipes by the dozen. .. letters often running
into the thousands a week.

Yes, Monty may not be an expert cook . .. but how she sells!

Food products presented on her TV show get the support of dealers . ..
and the patronage of customers in the booming Los Angeles market.
Spots are available at the moment on the Monty Margetts program...
they won’t be for long! Time is 2:30 1o 3:00, Monday thru Friday.

For complete details, contact KNBH, Hollywood. or your nearest

NBC Spot Sales Office.

I
|
|
I
|
|
|
|
|
|
|
|
I
|
|
|
|
|
|
|
|
|
|
1

NBC HOLLYWOOD ~ i~

TO SELL THE BUYING
MILLIONS IN AMERICA’S
2ND LARGEST TV MARKET

|
|
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RAYCO

Caontinued j'rur'i page B

high-Tashion angles with the blonde al-
lure of Exva Gabor had seemed like a
~ure ¢ombmation.
=i the die had
hadl started = ill-starred 11-week cam-
palgn on 10 10500 in the
200 16 8230 pam. <lot. Fridavs on W]Z-
TV, Beliind it was an almost unhroken

been cast, ]i;]}u-

_\ll\ l"fl]lll I

of advertising and husiness sue-
firm.

slring
vies=o= [or the

Balaneed campaigns ol spot radio
atil news=paper= plu= billboards and di-

peet mail. had been chicking for nearly
five vears. TV spot campaigns had
heen added. in the sunmer of 19350, in

dozen markets. and dealer reaction
lrad been enthusiastic to both radio and
g i

The west logical step had been to
fiud elling medium that com-
bined wide penetration with a chanee
to demonstrate visually the qualities of
the auto seat vovers that Raveo had to
oller.
prime ket of New York

store~) as the testing sile. had seemed

i Jew

| =even

the answer.

WINSTON.-SALEM

Reidsville
(]

Gree:s
High Point
e

ales Management,

NBC Alfliliate

Only ONE Station DOMINATES

This Rich, Growing 15-COUNTY MARKET
WITH

1950 Net Eﬁectwe Buying Income of $771,969,000"

1951 Survey of Buying

T Sl Sontnel St

—

Power

| &

Reptevented by
MWEADLEY RELD €D

Television programing, with the

Later, it could he expand-

76

ed gradually to cover all 50 stores in
10 markets.

When the Rayeo executives sal look-
ing ruefully at the results of their “ex-
periment.” they were no longer sure as
they had been. when the lovely Eva
had first glided into focus on their TV
horizon. Video programing. they de-
cided. was not for them. Also, they
W i"lli‘ll a new ﬂ!l il.;,__’(‘“("\'_

The new ad counsel was chosen: New
York’s Robert B, Grady ageney. a me-
dinme-sized firm whose downtown N. Y,
headquarters houses a lot of know-how
regarding the advertising and selling of
fabries and testiles.

Much to Rayeo's surprise, instead of
suggesting a big New York ¢ .!lllp‘ii“l‘l
IH TeW "‘ihill[’]" account execut l\ e l [l
win Lett began pitching a TV cam-
paign to Rayeo. The firm listened to

the agency’s suggestions, as wary as

* * * * * * b3 *

selhveryone has predicted the demise of

radio.  Yer iwo radio sets for every

family in the U.S, have been purchased
~since the end of World War [11.%*

LEWIS II, AVERY

Averyv-Knodel. Ine.. N, Y.

* * * * * * * *

an old maid in an Army camp. If they
were ever going 1o test TV programing
again. Rayeo decided, it would have
to be something really special.

The Grady agency began to look
over program availabilities in the New
York market. A lot might depend on
the wrong choice. “For a couple of
weeks we listened to everyhody s sales
pitch, and looked at programs and
Kinescopes until we were cross-eved,”
Ed Miller. the ageney’s copy chiel. re-
called recently. “We analvzed dozens
of programs on all of the New York
TV stations, and checked the coverage,
reception and history of all the TV out-
lets,” added Grady's Tom Hopkinson.

Meanwhile. the Grady ageney had
heen doing a little checking of its own
on the prattfall taken by Raveo with
the Eva Gabor Show. The Gabor gal
could be a good TV salesman, the agen-
ey knew. and shows of its type—the
low-cost glamour interview variety—
had heen a success for other clients,

After some careful investigations,
plus some field trips to nearby Rayco
stores. the ageney felt it had the answer
to the problem. The firm sold plenty
of sets of ils custom-fhited seal covers
(which sell from 812.95 on up to a fan-
ev sel for over £50 in a huge variety
of colors and fabrics) 10 women. Even
when men were buving. women were

SPONSOR




German crowd, part of the 1,250,000 from East and West Berlin, sees a typical RCA television program,

Freedom’s window in the lron Curtain”

You've read the story of last summer’s

demonstrations in Berlin. It at-
tracted a million and a quarter Germans
—including thousands who slipped
through the Iron Curtain to see \West-
ern progress at work.

Behind this is another story: How RCA
engineers and technicians broke all records
in setting up these Berlin facilities. The
project called for a TV station and studio,
a I(lft}‘ batwing antenna, and the installa-
tion of 110 television receivers at strategic
points. Such a program would normally
take several months to complete, It was

|
' 19 NOVEMBER 1951

installed and put to work by RCA in a
record-breaking 85 hours!

Programs witnessed by Berliners included
live talent shows. sports cvents, news com-
mentaries. and dramatizations of the Marshall
Plan. Observers pronounced reception fully
up to American standards—another impressive
demonstration of democracy’s technical in-
genuity and leadership.

Sce the late:t wonders of radio, television, and
clectronics at RCA Exhibition Hall, 36 West
19th St., New York, Admission is free. Radio
Corporation of America, RCA Building, Radio
City, N. Y., 20, N. Y.

Part of the
ment shipped to Berlin for
vision demonstrations.

101 cases of RCA equip-

tele-

RADIO CORPORATION of AMERICA
Worlad Leader in Radio — First in Television

77
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Sock Salesman Surpasses
Great Expectations

ITis “sock™ salesmanship encompasses just about every
commadity and service currently offered the American
public, In the men’s furnishings ficld the experience of
one of his sSponsors 1s l_\]li"\lli

“With |l'|||||} NIRRT rpIiam. whatever we advertise ol
the Fulton Lewis. Jr. program brings immediate
resulls. sometimes far heyond expectations,”

That's the statement of Mr. R, 1L Cooley. manager of
Bichop's Clathing & Woolen Mills Store, Salem. Oregon.
sponsor of the Fulton Lewis. Jr. program on Station
NSLAL - Te continues. “Our basiness is definitely up over
last year, which itsell was a very good year.”

The Fulton Lewis, Jr, capacity to influence listeners has
heen demonsteated time and agam. “'I‘% el for con 1'ri||;_-|
the important stories of the day and his ahility (0 uncover
stories which subsequently hecome Huportanl are respon-
--||||| [nl |l'i‘ [.‘Il:_'.i'. |n\‘I| nlnljrur(-,

I yon want a ready-made andience and a program with
network prestige al local time cost (with prosrated talent
Costh vestigate now. Though eurrently sponsored on
mone than AT0 stations, there mav be an opening i oyour
lovality. - Cheek your Matual outlet — or the Cooperative
Iropeam Depirtinent. Mutual Broadcasting System,
FEIO Broadway, NYC TS Gor Trilune Tower. Chicago 11),

often around to make the final decision
on color and :-l}ll'.

But, the primary influence in the
buving of a sel of aulo seat covers, the
agency soon realized., was masculine.
The man to <ell was the guy behind the
wheel who cared plenty about economy
and value. as well as chi-chi good looks,

In other words. Raveo had been in
somewhat the same position as a man-
||fil.('||]|'{’|' ll[ “IPH-." !_.il]f‘ ll’lll{lt‘f'” \\'hll
had tried to sell his product via a day-
time =oap opera. There had been an
audience for the Gabor opus—hut il
had been basically the wrong kind of
audience for Raveo. Too many wom-
en, and loo Fu]lhislic‘illt’rl.

(spoxsor has double-<cheeked  this
theory on its own, Although ne specifie
aundience composition on the Fva Ga-
bor Show during Rayeo's 11-week run
last winter is available. some compara-
tive figures are available. Videodex's
hreakdown for the Faye Emerson Show
in a nearby time during the same sea-
son show that out of every 100 TV
viewing homes in New York. there
were 130 women, 100 men. 30 teen-
agers. and 30 voungsters watching
Faye. The Gabor show is enrrenthy
lluin:_- i neal _iull of :‘-l‘"ill_‘_’ for Cn_\ la
Bobby Pins—a woman's produet.)

Rayeo soon found the Grady ageney,
and account executive Ed Lett. camp-
ing on its doorstep again. with a TV
package under its arm. The show:
WOR-TV's  Trapped, a suspenseful
hall-hour local TV show, produced by
veteran videoman  Harvev  Marlowe.
The price tag: about $2.500 per week.

With  understandable  reluctance.
Raveo signed on the dotted line. and
Trapped was set for a start on 15 July.
1951 on WOR-TV. Sundays 10:00 10
10:30 pom.

Dealers were told to quiz costomers
who came o the store. and to ask
them: “How did you learn about Rayco
seal covers?" The answers were 1o he
written down on the sales slips. This
wayv. Raveo figured. if they started 1o
lav an ege. they would know it soon
|'I]ll|l;_'ll.

Even WOR-TV Pulse figures on
Trapped. showing that there was a high
concentration of males and 1een?agers
in the audience. didn’t remove all the
mental bugahoos.

Fvervhody erossed his fingers. The
first reslanted TV commercials sold
hard on the fact that Rayeo was a spe-
cialist in seal covers for all cars huilt
since 1932, that they offered value and
real wear. and ineidentally that thevy
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were “fashion right.”

Then, Raveo got the surprise of its

voung advertising life,
" The hard-hitting  selling approach
was an overnight success, By the end
of the first week. even though summer
husiness was heginuing to pick up any -
way. Raveo could trace a total of 179
sets of seal covers TV-sold at an aver-
age costl of 823 a set for a total ol
nearly $L500 in traceable sales. The
Rayco dealers practically purred with
delight, and raved about the show.

Would it last?. Rayeo wondered.

It ik, Throughout the rest of the
summer. and on up to 21 October of
this vear. Trapped comtinued to boost
Rayveo sales, Scarcelhy a week passed
when less than 223 sales were traceable
1o the show. On peak weeks, it soared
over the 300 mark.

* * * o * * * *

sel’hionevision can make possible presen-
ation of great evemts. sach a~ Grand
Opera, oo ecostly for adverlising-=pon-
sored televising. Also. it can make pos-
sible teaching methods on TV, =0 tha
countless thousands of young<ters mas
secure college edueation withont leaving
home,**

Il. €. BONFIG
P, Zenith Radio Corp.

* * * * * * * *

On the basis of advertising cosl-per-
sale. there were several weeks when the
'I‘\-‘prndm'e‘:l sales Inplut-ll the other
Raveo media combined by as much as
20%.

Fel Lett, Rayveo’s account execulive
at the Grady agency. said: “Our initial
optimism regarding Trapped was more
than justified. Sales far exceeded any-
thing we had anticipated or had ex-
perienced with any previous campaign,
We also proved that television can be
used successfully to sell a relatively
high-priced item to car owners.”

Praise of a :-!i;_'hl]) different sort.
with a hint of Things to Come about it.
came also from Joseph Weiss. Rayeo's
president: “Rayco’s venture on televi-
sion this summer not only IJIn\M' tre-
mendoush  successful  saleswise. b
convinced us that in the future TV
must be the prime medium for selling
nﬂ_\'i'n Seat Covers.”

What of the future, anyway?

Rayco has some big plans coming
up. and has its sights set on a big tar-
I;!(‘l. It is one of the fastest-growing
concerns in the billion-and-a-half dol-
(lar auto parts and accessories business.
{ Already, its 50 stores. which operate
|thruug|s franchised local merchants
something like the Howard Johnson
! 19 NOVEMBER 1951

at 50,000 watts
gives advertisers the

GREATEST
COVERAGE

at the

of any Major Station in the

DETROIT

AREA

This powerful radie voice is hitting @ 17,000,000 population arca in
5 important states ond is open to advertisers at the lowest rate of
any major station in this region. A tremendous buy for oction and
sales that is establishing new records daily. Get the facts now.

C{RILW,

50,000 WATTS at 800 KC,
Guardian Bldg. e Detroit, Mich.

Adam J. Young, Jr., Inc. * J. E. Campeau
National Rep. President

MUTUAL
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. WHY? |

: Why all the hoop-de-do
about an umpire for’
the broadcasting in-
dustry? '

)
Pulse does not aspire to
this unenviable and

unpopular role. |

Pulse is pleased and!
grateful to be a “bat!
boy” — handing the)
buyers and sellers of
broadcasting time the |
best equipment pos- |
sible, fast, reliable
and stable audience
measurement, in or-
der to play the games
coming up. '

|

The buyers and sellers|

are the umpires. They \
call the playsand . . .. |

More of them use Pulse :
locally than any 01’herl

service.
)
For information . . . |
ASK THE PULSE \

THE PULSE Incorporated :

15 West 46th Street
New York 36, N. Y.

. = ’ .
chatn, are bringing Raveo an estimaled

= 1O000 0 annaal cross,

I'his is just the beginning, as lar a-

}:.1\. 0 1= COneerng |l_ \IIIlIJ.Il |-i|-.’|u‘--
1 AUl sea Covers lan _|‘|\ a secondary
line in o dealers drages aual »
=leires=, e t= now around S162.000
000, With broadeast advertising as 11+
heavy artillery. Raveo intends to mak
a real beachbead landing in this lue
tive terrilory, expects 1o donble i<
rlll SCnl oros=E 1 o VeEar \lready, Ray-
co's neat-looking stores, with their uni-
form cloek towers amd big glass win
dows. are a familiar sizht on key high-
wavs near g cities from the Atlantie
Coa=t ou mlo the Micdwest.

“IPventually. Raveo will be ~'n||||-!- Lo
Iv national.”™ ageney man Lett tolid spoxy
son. “and will be a lll.lill[ radio-T\

contmue 1o

advertiser. We'll probably

* * * * * * * *

seNetworks amd  alliliates must bring

about a resargence of confidenee in ra-

dio. Iategreity and standards of serviee

must be maintained along with doing
a H‘“ill,’_’ jllla...

ROBERT ). SWEZEY

Exee. VP, Gen’l Manager

W DsE ., New (eleans

* * * * * * * *

u=¢ TV 1o i h across our visual sell-
g, along with newspapers, and pse
spol radio and billboards 10 back it
up with ‘reminder” advertising, and fo
market “spe ials.”

Todav., Raveo s snll glowing Trom
the suceess of ils ||i|n| }Illil'_‘l.llliill_'_' ven-
ture in 1V,

seasonal, the

sinee the bosiness 1= still
firm intends, however. to
wail until spring before |'illnl~_-i||:_- heay
ily into extensive radio or TV program
campagns,

“Weve already investizated the [Hirs-
sihility of |H|1||i|'l'_‘ T“U’ll'”'f; o a nel-
work hasis into all our key markets.”
a Grady ageney ollicial admined, “hnt
the show = not available 1o us on that
basis right now, However, when we dao
il I

with the same basie appeal. We're not

by, something very similar.

coing 1o repeat the mistake of mis

malehing the product and show.”
Ihuas, more air advertising is dehi-

nitely slated. but it will be chosen care

fullv. both by ageney and elient, Sa
confident is Raveo that TV will play a
Lirze ol that
the firme has been carveful 1o t'\|l.‘l1|||
within the Bmits of TV

New Raveo stores are now soine tp

i it Tuture destinies.

tONerase,

inoa pattern that vomes elose 1o du

]:|i1 wing  and pot Iy aeerdent, either

the pattern of network cables in TV,
Where yvou find TV, more and more
vou'll be finding Rayeo stores. And,
\;F'l’-'. ersa. I

Raveo has its formula for video now:

1. Buy a low-cost, well-rated show
with a strong masculine angle—and
one that appeals to the average sort of
oy,

2. Sell hard on value and economy,
as well as on the style aspects of Rayceo
dulo =eal covers,

4. Check the results carelully, and
merchandise the show 10 the dealers
and 1o the public.

4. He willing to admit an error, and
he ready 1o f,l'um by it.

When the econvmics of ”:lp'ul‘ ad-
verlising warranls a jump into network
video. hacked up |r}' a solild base of
radio-TV spol usage and other media.
Rayeo will be able to move swiftly and
with hittle waste elfort. * koK

MIDWEST RADIO

| Continued from page 29)

radio sel. reaching almost complete sat-
uration. In 1940 91,497 owned radios,
In Kansas 987 of the families now

o P 88 e eersle @y

* IN THESE MARKETS
* itsAM .
« MORNING & EVENING °

Yes, and far A.M. radio in these markets — @
“SPOT" the call-letters as listed herel

Represenied Natlanally by
JOHN E. PEARSON CO.

Owned & Operaoted by
SOUTHWESTERN PUBLISHING CO.
Don W. Reynoids, Pres.

Publishers of: Southwest Times-Recard, Fort Smilh,
Arkonsos; Exominer-Enterprise, Borllesville, Okla
homo; and The Daolly Times, Okmulgee, Oklchoma.

SPONSOR
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e . \'

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent Hooper Leader since
1943. Leads morning, afternoon
and night! . ... -

WHEC

ROCHESTER, N.Y.|
5,000 WATTS

g
Represenialives . . . e

EVERETT-McKINNEY, Inc, New York, Chicage

LEE F. O'CONNELL CO.,Los Angeles, Son Froncisce

ask

Jony Bram & Co.

about the

Havexs & Mariv

STATIONS
IN
RICHMOND

WHBG-am
WOOD-w»
WTVR -7v

First Stations in Virginia

19 NOVEMBER 1951

own one or more radios in the home,
compared 1o GLET in 1910,

Multiple set ownership for Kansas

Is as follows.
Percentage of all Kansas Lol 1 74
ODwinng one or o
the  home 54 R [T
With only one set in the home 716 R/
With two sets in the lioent In
With three or more scts in the
I
Owning an
receiver 1y
Percentages of all car
with auto radios "

radus in

automobale  vanlic

o 0%
i 1@
R AR
W TS,
K 624
With the great increase in multiple-
sel ownership over the past 10 vears
in both
question, “Does ownership of more

lowa and Kansas comes the
than one set increase the amount ol
listening. and are Iwo or more sels
used with any degree of regularity 77
The Kansas Diary reports show that
approximately half of all Tamilies own-
ing two sets use them simullaneouslh
each day. while more than two-thirds
of those having more than two sets
use them simultaneously each day.
Perventages

using  scts
simultancoush

1950 1951
Two or more sets usedd  simnd Fsti Dy
tancously: mates  Repan
In homws equipped with two
sels 240 48.1°
In homes equipped with thice
OF Mmore sets $2.4 6.8

tes are based on recalled nse by
of the family,"” whereas the 1951
are frome all members of multiph

1950 estin

I
Diary repo
et familics.

The average multiple-set Kansas fam-
ily uses their two sets simultaneoush
more than eight quarter-hours ecach
day. Greater use is made of them on
Saturday than on weekdayvs or Sun-
davs. This additional two hours of lis-
tening in nearly half the homes repre-
sents “extra listening.” A chart show-
ing the “Quarter Hours of Listening
by the Average Family. using two sets
simultaneously”™ follows:

* Uses Two Sers Simultaoeously

On an average weekday A.41 Ouarter hours
An an average Saturday G9.32 Ouarter-hours
On an average Sunda HAR Quarter-hours
\Vierage werkday morming 261 cr-hours

\verage weekday afternoon 2,12 Quarter-hours
Vverage weekdasy evening I68 Onarter-hours

Average Fam

The 1951 lowa Study reveals that
ownership of more than one set in a
hnlnl' i!lvl’t';l.-t'r- I]Il' .umnl’u-r n[ III'I‘.'-Ul]-
tuned to radio. The lollowing 1able
shows that comparison.

Per cent of respondents who

listered during the four-hour
test period in:

One Set Multiple-Set
Homes Haome
All respondents G597 AT
In urban homes GZ.] 5
In village homes 64.5 55
In [arm homes 705 729

(Percentages are based on all gquestioned in cah
classification.)

Awmount of listening per adult is also
increased by multiple-set ownership. as

Lok 0t The

A
Log) )

STATISMCS

Summer is over and this gal's vacation
‘ is through
| It's “Back to Work"” time and that
means buyers for you.
New dresses, new outfits, gals need
dozens or more,
Plus lipstick and hair soaps, all things
that females adore.
As shoppers they're smart so when
out buying they go,
They only spend money on products
about which they know.

So don't let them miss vou, why be
left out in the cold.
Buy time on WSPD, Toledo, where

your story is heard when it is

told.

(WSIPD 7o100,0m0

A Tord Inclusliy 5 taliom

1000 WATTI.-N.B.C,

 WSPD-TV

CHANNEL -13

Represented Nationally by KATZ
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KLX

LEADS ALL
OAKLAND-
SAN FRANCISCO

INDEPENDENT

Radio
Stations

Q wr o
12

Hooper
Periods!

Hooper Share of Audicnce,

May through Secptember,

1951, Ookland

KLX

Tribune Tower = Oakland, Calif,

Reprosented MNationally by

BURN-SMITH, INC.
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TV |||.l ]\ I|l' I--'\'.x ‘-lel'.
i the Tollowm Lale how L e
enlawi | 1 regse i Listening by the

I e 1 lue Lo ':Ill'.gull “(*l=

Radio set= located i banes accounl
for =till more
193 one oul

radio= located i the barn

extra  listeninge, In
[ 10 farms m lowa had
md nearly
all of thi= nuwmber u=ed the radio there
while  milking,  The
hirinus these

following  tabl

e es e Lo date:

A1
Vaar

I the 1951 Kansa= Study Dr, Whan
studied the total amount of listening
||i| i"]'

average

done during the averaze dany
that the

ol aze hslens a

lowine table <hows

WARTTGITE v et] ‘-- VEATS
oreal deal wore than the average man
or ¢hild: however. the differences are
<maller on Saturday and Sunday than

on weekdays:

N | I 1 Vievage  Rarsan Sl
I mn wo K Il
I | - tal i el
| | i P Tin
Mo
(RN Wi
Vs o v |
I lyis |
1A I (ER I T}
1] Iy I hi
Lo | 1499 I
INLR 1.51 In
1th i)
VA A M
M {lnld € bl
vier | 1241 111
A 1\ T h 15 I
1 1] 1 1] B (1)
\ 0| 1 19 Iy ]
i 1 I V
Vi i Lui i ln |
AL viul lir liv (1T}
Hevent Tist 1
1 I tahl
* kW

MR. SPONSOR ASKS

I"-l.':.’i.'.l.'.'-".( frum gt .! |

molori=t= listening ta their car radios,

stressed serviee featuves, weather. traf-
free tips.

Here at W Wilkie Boick does the
~ante with the GO0 |1 News, W\ hen
saninels Motors wanted to =ell relimilt
motor= they |-r-ll_'.'||1 1news
Facemda 7:15 Motors

wealher

i Broad

sponsars  nine  lvesminnle

~hows o week, meludine a vew 6:25

II'. Hies

weather show to reach early shift driv-
ers coming into the city. Hnmhin:
Motors huys Two sporl shows a week al
(2500 (RELLS o Sive sCores .I.Iui "ilt‘ii'
ules.  Albert Tire buvs five minutes of
news five nights a week at 6:0 pan,:
~wen=on Motors the 11:00 pan. news
<unday nicht. So it sounds like ~erv-
e programs sell service for  auto
tealers,

One question thoogh see mosl
men are leaving their cars at home
these days due 1o the parking prob-
lem—why  doesn’t some smart auto
serviceman buv a program o appeal
to the wife who has the car all day
long these davs? Sell lier on the ¢lean-
liness ol the car after service rugs
vacuumed — ashtrays emptied win-
nin\\- -ir.iik“ll‘_'
oll—no
crease spots on the fenders might do

the jub! Nexi

steering wheel wiped
smears on Lthe upholstery— no

perfumed gasoline,
WWLF BrexT
Commercial Wanager

WipP, Phila.

RESULTS PROVE

500,000

MEXICANS IN CREATER

LOS ANGELES

LISTEN TO 6 HOURS OF

SPANISH

PROGRAMMING DAILY ON

KWKW AND KWKW-FM
ASK FOR JOE

TWO
are better than
ONE

KLIX IS KLICKIN'

with ABC and MUTUAL
Ask AVERY-KNODEL

with John |

PACKAGE tha v

film spot at TELEFILM Inc. in

Hollywood (28) Calif. since 1938

SPONSOR



TIMEBUYERS

{Continued [rom page 35)

Lion reps, Nou know me, Joe, 'l look
alter vou.

“Other execulives— especially media
directors who've been nurtured in the
space lli'llill“lllll'lll have a :ilqwrlin‘i:il
knowledge of timebuying, All they care
about is whether a show has a ‘high
rating” or whether a station has “high
power.” Actually. these executives see
timebuyers as lacking in creative abil-
ity. Consequently. they're either prej-
wdiced in favor of a space campaign:
or else, when a client insist= on a hroad-
casting campaign. they loftily =ubmit
to the timehuyer an air campaicn al-
ready pre-digested.  The timeluyer’s
advice is not sought.

*This latlure to consalt the timebuy-
er can mean a costly dollars-and-cents
foss to the client. The timebuver, if
he's experienced. can advise which sta-
tion will offer the elient promotion and
merchandising: what number of an-
nouncements will bring best results in
a certain area: whether to buy ecarly-
morning  or  middle-day  announce-
ments: and what closed-market station

Mr. Ray K. Glenn
Glenn Advertising, Inc.
Dallas, Texas

Dear Ray :

You fellers in Texas is ust ter hear-
ing stories uv big successes, so here's
sumpthin® you'll
like. Hit's about
th"  home  jown
ue  WCHS
Charleston, Il est
Firginny.,  Now,
Rav, Charleston’s
allus been a
duwrned good
market, but lis-
sen ter this:
durin® th"  first
nine munts ut
1951 th* depart
ment store sales
wenl up  seven
percent over
whut they wuz
durin’ th' same
period las’ yvear!
When vuh von-
siders  thet th'
sales is off as
much as eight
percent in some
other parts i
th® country,
Charleston looks durned good!  An'
don’t fergit  WCHS gives vuh more
ur these well-off fissencrs then all th’
other four stations in town put ter-
aether!

Yrs.
Algy

WCHS
Charleston, W. Va.

19 NOVEMBER 1951

would he nmill;: to horse-trade.

\ leading station representative ex
ceutive contends that giving timebuy-
ers more strategie power would e g
constructive move. in the sen=e that
it would enhanee the timebuyer’s pres-
tige. “The trouble with timelbuying
i< that it has no glamour.”™ he
“*The client loves to get in with the

SVE.

waorll ol stars and show  buosiness.
Meanwhile. as muoch of his money s
comng for amouncements,  But who
wants to be pally with a gy whao s
loaded with papers. instead ol beanti-
ful dolls? Timebuvers have no glam-
our but  their

should be recognized.”

creative intelligence

To what extent are timebuyers
nnderpaid?

Although they place millions of dal-
lars in business, sroxsonr learned. the
timebuyers™ own paychecks are often

* * * * * * * *

sslProgram for your andience . . . and

vour andienee alone. Origin rather

than copy . . . unless an imitated format
snit= the needs of sour listeners.**

IHHAROLD E. FELLOWS

President. NARTEH

* * * * * * * *

picavune Lo an extreme. The pay-scale
chart on page 34. with some notable
exceptions. is more commaon than is he-
lieved. Frugal wages for timebuvers
are especially prevalent in medium-
sized agencies. where space advertising
t‘lnlllm:-l_‘r- mosl ol l|ll' :l;_*t'm‘_\'ei |li||il|}.l:-

A former agency executive who
knows many agencies pointed out to
seonsor that it's doubtful il timebuy-
ers get a proportionately fair slice of

Maost of

this money goes to the more privileged

the agency’s bonus money.

account executives and vadio and TV
production men.

Several timebuyers pointed out addi-
tional wage inequities. Many timelbuy-
SO5-a-week  heads of the
timebuying  department—do  nol  gel

Crs—even

overlime pay. even though they pul in
considerable week-end paper-work. lu-
deed. some ;lg{'nrit's are rvpnr!ml Lo
feel at times that they can hire time-
buyers on the basis that the free lunches
provided by station representatives at
Sardi’s. 21. and Nedick’s are part of
their wages.

A timebuyer at one ol the top 10
agencies in AM-TV billings explained
that with the advent of TV. few agen-
cies have hired additional timebuyers
to handle strictly TV accounts. Gener-

“‘fhan/lzs\l(av‘y "

far delivering listeners, SALES on
your lively music and personality show.
Thanks ta yaur “Katy Ellen” shaw,
KTLN praved ta be aur best dallor buy
in the Denver market”*

national advertiser's name
on request.

KTLN affers you prime caverage

af the cream of the rich Rocky Mountain
areo, including oll af the Denver
market, with Katy Ellen and o host of
ather programs slonied 1o the
hausewife. KTLN is nan.directionol—the
LARGEST independent stotian in the
lorgest market without television,

for availabilities wire,

phone or write or
Radio Representatives, Inc., John
New York, Chicago, Buchanan
Los Angeles, KTLN
San Francisco Denver
o De,
o e
-2 k3

1000 WATTS
DENVER’S .

only independent
non-directional
station
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WPAL bas
63,000 negr

It took Bill Borns only one
month of newscasting ar $:00
AM 1o raise distriet sales of o
mationally  advertised  heer
109, Burus i< one of the
muany  top  personalities  on
ROV who can promote your

sk Weed & Com-

pany for the complete Pins.

produet.

burgh story and availabilities,

KQV

Pitishurgh. Pa,
MBS—5,000 Watts— 1410

84

1000 WATTS

facts, Mr. Time-
1 get to Charleston:
own marke There are
n Charleston luu: ty alone—

you re

. remember

served by rgro air personalities exclusivels
by WPAL. Take into consideration also, the
21 surrounding counties served by WPAL's
clear channe! coverage—and you'll find in the
neighbothood of 250,000 negroes listening
daily to Bob Nichols ("Blues ‘n' Boogie”,
"Jwe Parade”, "Harlemoods”), and Emmertt
Lampkin ("In the Garden"),

Yes, nearly half of our broadcasting hours
daily are devoted to culuvatng this large,
ready-to-be.sold audience, nith onr own negro
,!":'Huu.rhn.'.

This means something: WPAL is the only
Charleston station using members of their own
race to sell the Negro Market!

of CHARLESTON

SOUTH CAROLINA

SIMPLE ARITHMETIC
IN
MUSIC LICENSING

BMI LICENSEES

Networks 23|
AM 2,24V
FM 354
TV 103

Short-Wave 4
Canada 150

TOTALBMI
LICENSEES .. 2875¢

You are assured of
complete coverage
when you program
BMI-licensed music

tid< of Nov. 12, 1951

K

" BROADCAST MUSIC, INC.

580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

| N. 'W. Aver.

ally, the radio timebuyer has been
asked to take on TV duties. too—thus
adding to an already complex. and un-

derpaid. job.

To what exteat are imebuyers’
prowotion chauces blocked?

By and large. spoxsoR learned. tine-
huyers are rarely permitted to eradu-
ale Iu’}ulu| serving as head of the time-
buying department. The positions with
all the folderol and ph.-asmll boodle-
account executives and media direetors
—are more often than not ;L-':ci:_'nml Lo
recruits from the space (lt‘;l;ll‘llnt‘lll.

Naturally. there have been excep-
tions. Bill White of Pedlar & Ryan is
an ex-timebuver who handles the (
may account for P&G: Gertrude Scan-
lan. ex-timebuver at BBDO. now han-
dles the Wildroot account. with her
sister. Eleanor. still holding the fort
as timehuyer: Ted Fisher, ex-timebuy -
er at Ruthrauff & Ryan.

of the Camay account executives at

1= now one

Pedlar & Ryan: and Stanley Pulver, ex-
timebuver at Dancer-Fitzgerald. is now
Lever Brothers radio/TV media di-
rector.

But. as Phil Kenny. head timebuyer
at Kenvon & Eckhardi. explains. “These
kind of promotions are hard to get and
very few. Largely, it's because, up un-
til now. many timebuyers haven’t got
the social recognition or money that
they deserve. Our agency is probably
an exception. We timebuyers get recog-
nition from the account group, and
often consult directly with the clients.”

A contrasting point of view is ex-
pressed by Charles Wilds. lnmhmtr al
“In a way.” he main-
tains, 1 can’t blame an ad agency
president for confining timebuyers fo
doing just that. After all. onee a time-
huver has learned all the ropes, the top
man ll:i;_'||t well be reluctant to channel
him into another field. He'd have to
o Lo all the trouble of training a new
man for the rather complex job.”

Others. within the industry. though.
contend that because the timebuver is
roadblocked into a rut. he's apl to get
hored. and seek out anothes post. This
is attested o, in part, by the numbers
of timebuyvers who leave the fold o
hecome more highly paid station rep-
resenlalives,

To what extent are tliwmebuyers
inadequately trained?

Vany believe timeluyers lose statnre
within the ad ageney hecause they are
usualhv drawn into the job on an in-

SPONSOR



Eighth of a series

J. FRANK GILDAY
V.r. and Dir. Radio and TV

Coeil & Preshrey. Ine.

LIhE MOST
‘Newsworthy
1TV & HADIU
EXECUTIVES
Mr. Gilday's
LATEST
BUSINESS
PORTRAIT
ErHT —
Dean Racburn

Photographer to the Business Executive

565 Fifth Ave., New York 17—PI, 3-1882

19 NOVEMBER 1951

| discriminate. catch-as-catch-can

basis.
In other words. few set out in life to
be timebuyers. and thus get insufficient
preliminary training. They are usually
dragooned [rom the ageney mailroom.
from the oflice boy ranks, or perhaps
have served as a research department
clerk. In a few instances, they may have
served an apprenticeship working for a
radio stalion, or. as in the case of Jane
Waltes

'|'|lu|1|p:iull. worked as secretary Lo a

Shannon, timebuyer at J,
timebuyer.

When they do get their start, they re
aften paid as little as 325 to 830 a week
serving as timebuying estimator, This
[unctionary has the tmportant role of
lll'|}ii|l;: select radio stations for a spot
campaign from basic elerical data: lat-
er he figures out what the campaign

* * * * * * * *

sslf more functions of government are
subjected 1o television, we shall enjoy
better government,**

SENATOR ESTES KEFAUVER
* * * * * * * *

is actually costing on the basis of sta-
tion discounts for frequency.

“The chief training drawback is that
there are no actual college courses de-
voted entirely to the inside workings of
timebuying.” one ex-timebuyer said.
“In New York City, for example, NY
and CCNY teach night courses on gen-
eral advertising. But only a couple of
these sessions are dedicated to time-
buying. As sales service manager at
CBS. Ned Midgley used to teach a
course that came closest to being ex-
clusively devoted to timebuying. Bul
he no Iuli;_'t"l' does. His Prentice-Hall
hook, The Advertising and Business
Side of Radio, is probably the only
timebuying text book available (Midg-
ley is now at Ted Bates).”

Some timebuyers, like Mac Dunbar
of Ted Bates, believe timebuying can
be learned “only through a slow proc-
Others, like Bill Hin-
man, who was recruited from the mail-
room at Kenyon & Eckhardt, feel that
adverlising agencies should give orien-

€SS nf OSIOs1s,

tation courses for their junior em-
ployees, taught by veteran timebuyers
and media directors.

In summary. the president of a
medinm-sized agency said there was
probably one solution for helping
the underrecognized, underpaid. and
overworked timebuyers, and thal lay
with the timebuyers themselves. *If
timebuyers expect to rise in the ad
agency world.” he said, “then it is time

At Precision today

we’re processing
the finest

EDUCATIONAL FILMS

for nationwide
showings

film requirements
use Precision...

o Over a decade of 16 mm, in-
dustrial film printing in black
and white and color.

e Fine grain developing of all
negatives and prints.

e Scientific control in sound
track r‘flll'k'h\ill.ﬂ.

® 10077 optically printed tracks,
e Expert timing for exposure
correction in black & white or
color.

e Step printing for highest pic-
tare quality.

® Special production effects.
® Exclusively designed Maurer
equipment,

e Personal service.

...no wonder more and more
of the best 16 mm. films today
are processed al, ..

PRECISION

FILM LABORATORIES, INC.
‘ 21 West 46th St.,
New York 19, N.Y.

JU 2-3970

For your 16 mm. educational
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they started tooting their own horn.”
U the other hand, several top agen-
werutives contacted by sroxsor fel
that the status of timebuvers was “as
it should be. The president of an
ageney with major chunks ol its hilling
b =l racio and TV said
“WNoe recognize that om limebuyers
are hizhh skilled and capable. Where
we feel that their intinte knowledge
of markets can Le helpful in naking
amy basie deciston we do consult them,

| lraet

though it i~ true that al =ome agencies

||.|1- dl\\.!\" I'l'!‘ll (118} Irltli"_\
the practee 1= o unninnze the Hme-
Luver's statis. You have 1o remember
tirt mea large arganization specialists
ean’t expect to be hrought in on every
discussion. Is o matter of give and
tahe as o when vour timebuyer s
Lirozht in and when he isn't.”

The executive viee |r11'~inll'lll ol one
major agency which was cited as heing
particularhy poor paving said this of

l[IIII‘IIIl\ !‘]'.‘-. P"Il‘lril‘- .

FRELEK

If the rating on our completed 13 Craig Kennedy
imystery shows starring Donald Woods, filmed
espeaially for welevision, does not beat the rating
of any mystery-detective TV show at end of 13
wevks (comparable time) in any city, we offer
your sponsor 2nd run at no charge for show.

Immediate Delivery
First 13 Vo<hour TV films
completed

Adrian Weiss Productions
present

CRAIG
KENNEDY

CRIMINOLOGIST

Starring

DONALD
WOOoDS

as
CRAIG KENNEDY

with
Sydncy Mason and Lewis G. Wilson
Available
For National-Regional
or Local Sponsorship

LOUIS WEISS & COMPANY
655 N. Fairfax

Los Angeles 36, California
Phone: WEbster 5287

Wiite-Wire-Phone ® Serroning Prints Available
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"}."!'h-lil‘ making  decision=  abomt
large sums of =pot billings gives =ome
junior buyers the impression that they
should be paid muoch larger sums of

W Lt

these individuals forget is that the ae-

money than s row the standard,

tual strateey has been worked oot be-
forehond for them in many instances,
\Moreover, in many  cases they are
voung in ageney experience and are
[ortunate to lue
\n'“ it'\\'_llllt‘(l I\lll'L u[
We take voung college
asraduates out of the mail room and

receiving training i
the eventually
a timebuyver,

give them a good opportanity when

they start ont i the timebuving dle-

partinent.”
But  the

Wong ageney managenent execulbives,

prevailing  feeling, even
was that during the relatively rapid
srowth of radio, and now of television.
ot enough reward as well as recogni-
tion had zone to the painstaking vel

often brilliant work of timebuyers, %%

510 MADISON

(Continued from page 131

SPANISH STATION LIST

We would like to 1ake illi\:llli.‘l'r‘v' ol
still another of the many fine features
of your publication and request thal
vou send to us a copy of vour list of
Spanish-language stations in the South.
west and West,

toserer F. Keeve, Radio-T1 Depr.

Lake-Spiro-Shurman, Inc., Wemphis
L ] =SIMONSOI s Tist ol

tions In the Southwest
subiserpiliers,

168 Spanish-lanpguage sta-
amd Wt d= available 1o

S e T S A

bt b

1 sler PLUS
A

7
S

B

o
.

1O8 DITAILS

e T

THE MUTUAL BROADCASTING SYSTEM -« Niw YORK 18 N Y b4 444+

BACK SPONSORS VALUABLE

In the few short months that I've be-
come acquainted with sroxsor, I've
found it tremendously valuable. For
that reason I would like 1o oblain some
hack copies as vou suggested in vour
letter of 19 August, 1951,

However, the fact of the matter is
that | want to have a complete 1951
Ble, and since our order wasn't en-
tered until Avugust, there is a gap of
more than half a vear. Do vou still
ll;l\f' hack l'nilit'e'- ol il” 1S=U=, and
could you send them 1o us?

I'in anxious to fnd out what 've
missed—1'd appreciate your letting nie
know whether or not vou can furnish
us with these back copies,

Duane A, Zixoweryax, Radio 'T1 Dir.
Gemmer Assoeiates. Fort Wayne, Ind.

®  Thank-, Weader Zimmmeeman, There's & vun-
stant adewand for back fssues, Some may be
hansted,.  Bot thase aveilable will go
gl

Turward

MEXICAN MARKET

I enjoyed your 4 June article on
“How to win with Juan.” As a whole
il was a very good article, but | feel
you did not show the elear picture. By
that I mean that vou took the word of
station managers running Spanish pro-
grams and, as such, some of the infor-
malion was as they saw it which, in
moesl cases, was r'i;_“lll.

Since | am of Mexican descent and
vel as American as anvone can be, |
have always felt that Spanish radio
like evervthing else, has and must
change with the times. 1 feel that the
huge Mexican market here in the Los

R
B

+

+

Mister MacPLUS, in kilts of plaid, 3
Can pipe one ballad clear: _:

“Let ithers take the high road, lad, I

H

Ye'll profit r-r-richer here!"’ :’;

.

’ +
~«» For canny THRIFT, it's MBS! +
4

Here, by the MacPLUS Plan, x

A client can get more for less; :
Canny? You bet he can! b

+

i

—the difference is MUTUAL! i

+

+

+

-+
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i £Bs
i« A\ WHP
- 5000 WATTS
34 S0 K.C

Nationdd Rep.

5000wﬂ8
580k&

== WHP

FOR QUICK, EASY
REFERENCE TO
YOUR COPIES OF

SPONSOR

the key station
of the keystone
stale . « «

Harrisburg, Pa.

get the ot oRly
beautiful
SPONSOR $4
binder

BINDER ORDER FORM

SPONSOR
510 Madison Ave.
New York 22

Please send me Binder holding 13 is-
sues and bill me later.

NAME
FIRM

ADDRESS

cITY
[] $4 one binder

ZONE STATE
[] $7 two binders

19 NOVEMBER 1951

The Bolling Co.

\IJ:.f_f'Il‘.'- area merits national S|Honson
recognition so that the Mexican proplhe
can have entertainment with their com-
mercials. Most of the Spanish shows
are on small oul of town stations done
by men the techniques
\merican radio 15 vears asao

using same
unsedd by
and aimed at vesterdav's VMexican

liil'lll't‘

atl-
as many
Here in Los
anidl Southern California the
ket
day’s.

May 1 also point out that you com-
pletely ignored television in your arti-
cle. Radio is the l'|1r'd|l(’-l way but TV
bring you better results,
speaking of the Los Angeles market,

To prove the points | had
Tele-Que, organization,
do a survey on the Mexican markel in
the Los Angeles
you a copy.

10 commer-
\ngeles

big mar-

using as

cials per hour.
is today’s generation,

nol vester-

will

:llin\t'

a local survey
area. | am sending
I hope that out of it you
may find some interesting points,

May I add that through my experi-
ence with this market and the findings
of this survey T have come to the con-
clusion that this market can be reached
more eflectively show with
Latin musie and English commentary.
By doing a Latin disk show in English
vou not only reach the largest part of
the Mexican market but you get,
bonus, the many thousands of
Latins that enjoy Mexican musie.,

doing a

as d

cain, thank vou for your foresight

in recognizing the huge market that is

being ignored by national advertisers,
Haxnk HERNANDEZ

Hank Hernandez Productions

Los Angeles
®  KReader Heenawdez will he zlad o send eapies
wf his 10-page survey *The Mexican Market in
Lus Angeles™ on request,

WRONG AGENCY

In of 22 Oectober vou
quite justly complain aboul a private

vour issue

organization setting itself up to judge

people’s reputations. especially when it
about the facts.

In view of vour "{"if-fi;_']ltl'llll-i |u--i-
tion., I am suore glad 1o
correct the page
which implies inadequacy on Foote.
Cone and Belding’s part in praducing |
the Toni White Rain film. The faet is. |
Foote. Cone and Belding did not make |
the film. but another ageney.

Tosm PLAYFAIR
anp His Rep Rover Bovs
Chicago

is careless

You w I“ ]lu

inacenracy  on a2,

8 B Oaps; tercicdationtrrurl
Rain Shampoo flm commerclal was

Tatham-Laird agenev in Chicago.

Towd W hite
made by the

[ am |

Despite bad weather,
the North Avenue
Nursery sold 20
times as many apple
trees as it normally
did—so many, in

fact, that it opened
another branch-when
it put its product
before Chicagoans on
THE HOUSEWIVES'
PROTECTIVE LEAGUE -
Most sales-effective
participating program

. anywhere!

\ L]
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‘ﬂ
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‘A Reasons Why

The foremost national and local ad-
vertisers use WEVD year
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

aftar

Send for a copy of
“WHO'S WHO DN WEVD"

HENRY GREENFIELD

Managing Director
WEVD 117-119 West 46¢h S,
New York 19

fAATRRwR
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The lowa-Kansas studies

Year. [nl' ||11‘

\l'.l‘

vears

after past 14
meticulons Dre. Fore<t Whan ol
Wichita I niversity has turned out twe
radio Jistener studies, One. -]r|i|l‘-uh'l|
IN “Hl' Ili- \1“‘1“!‘-.
<earih -]n-l“' ht on the whole state of
Towa: the other, -]H-||~'i-1l'l| Iny WIBW.
]"i”'["'" does e .'\..'Ih-.'l-.
Utilizing persomal interview and diary
~tudlent
Whan goes into many -

turn= the re-

<atie for

technigues. emplony ing infer-
viewers. D
tal facets of radio histenine.

In sprossor’s lead article in tlos gs-
= (200 page ..‘T‘ v \\l“ nole |||;ll
one advertiser hased a sput appropria-
tion of S500.0000 o this information.
thvonehout the UL =, advertisers and
ageneres are studyving the 1951 findings
r\r'\\|\ i“ll"“'-l'li.

What interested us especially s the
>_-|n-ui|:',- !i'||1|u'!|r \ u[ =il llll'ill-l fm_\-
ors tiv vhoeek Towa !i-nilill_‘_"- auiinsl Kan-

wi= hindings, Sinee the echnigues are

Applause

comparable, the research cqually  re-
liable. the questions olten <imilar, the
Whan =tudies afford a
rare opporiily for such double=check.

We understand tha
states have heen surveved Iy Dr. Whan

althouzl
ing< have been for internal use only.

arcas akin, the

..I]n-r lllill\\i =1

<ome of the resultant hind-

Next spring a big chunk ol the east
mav be Whan-researched.

I view of the definitive 1y pe of data
uneovered. amd the growing olsoles
cenee of thie ‘l}][-l!l“"ll-ll"i'\‘ l;\“: -iml-
ies. we found this comment by Dr,
Whan to us hichly imeresting:

“W o do the
Kansas type of survey for the entire
[HJ' .'llu vl
one-third of what was spent on BAIB.

stand  ready lowa-

couniry. WAt is ever wanted

The universities of the nation stand
ready to hand under our leadership in
supplying such information for every
connty and state in the T Sc—al cost

on condition that all we find is pub-
lished. not just the finding of contrib-
uting stalions.”

Beethoven—He also sells!

What the pop music fans call “long-
hair muosie” —and what BMI more ac-

curatlely dubs coneert music- has oo
often been looked upon by radio imen
and adverlisers as sirictly sustaining
stufl. okay for public service but nol
Although one

of the truly great contributions made

[ur COnnnere i:!l -n'“illﬁ,

by the American radio industry to the
”'Ii.-
huilding of o mass aondience for von-
cert music. the faet that this twpe of
ms=ie can atteact even lirger audienees

culture of nation has heen the

anl sell ;al'mhl-'t\ has been III'I‘_'It‘I"I'll.

Cen, Sarnoff's three requests

“Piteh v onr wental tents in the held

of dmogination.” =aid David Samall
during the connpemaration of lis 15
verrs ol service 1o radio and the nam
e ol RN Princeron Laboratories
D el Sarnoll Researeh Center,”

A 1o prose that his mental tem
never is pitched auvwhere else General

<irtiodl ashed Tor three new inventions

Div thes time Bis= Sith radio anniversary
rolls o,
First. he asked Ton

|i'|l| et sl ey iil-‘ |*|1.|_]]| ||||'\']

in .'1\11;J|il|l‘l il

88

sion pictures capable of being project-
ed in the home or theatre on o sereen
of am He said that Or-
rin. Dunlap. “head of the Imellectual
Department of RCAT had labelled i
“NMaznalux,”

“Will vou please let me have the

llf"'irl'tl ‘-i/l'.

Maenalux before 195077 he I‘('i||||"~|f‘«].

Second. he asked Tor a 1elevision pie-
ture recorder that would record televi.
SHOn Programs on an inexpensive tape
at the instamt when the dots reach the
antenna “and hefore they o through a
lot of complicated civenits and photo-
graphic equipment,”  General Sarnoff

One of the reasons for underestimal-
ing the size and importance of the se-
rious music audience is to quote Ben-
. . the stuffy and hi-
falutin® way some people write and talk
about i, Last year. Dick Pack. imag-
inative program director of WNEW,
New York independent. engaged Good-
man for a new role—program com-

v Goodman. *

mentator for a series of recorded Sun-
dav svmphonie concerts. He choose
because of his
double-barrelled reputation and achieve-

ment in both the fields of pop and con-

B.G. for lwo reasons

cert music—and hecause Benny has the
knack of talking about “longhair™ mu-
sic in a lively and appealing way.
The Benny Goodman approach 1o
the classies proved so  effective—il
upped WNEW's audience in its time
slot 30 per eent—that this vear Pack
and BMI president Carl Haverlin ar-
ranged a unique public service project,
in which BMI is syndicating Benny
Festival”™ al
tabout 560 for a 26-week disk series)
This
project, of course. is another impor-
tant contribution by radie broadeast-
evs 1o promoting the cause of concert

Goodman’s “Musie cosl

1o stations all over the nation.

music.  But the commercial implica-
lll" “\(‘].h“‘hl‘(]. i(”-
this program highlights the commer-

cial potential of concert musie.

tioms should not

Stations that take the “Benny Good-
man Musie Festival™ will. at no extra
charge. he allowed to make the series
available for local sponsorship. There
should be a great many local adver-
tisers who will find this lively series a
cood way to win friends and mfluence
customers.

called thi= a “Videograph.”

“Will you please let me have the
Videograph before 19567 he request-
l'.!‘,

Thivd. he asked for a small. noise-
less, inexpensive air-conditioner for the
home that would operate with no mo -
ing parts—only tubes. He named this
“Electronair.”™

“Will von please let me have an elec-
tronic air-conditioner hefore 195677
he requested,

These thvee requests were Ly pical ol
David Sarnoff 45 vears ago. And they
are typical of the Sarnoll genius today.

SPONSOR
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6TH OLDEST CBS AFFILIATE

The KM Bc =

Wholeheartedly reliable

In the course of more than
thirty  vears ol broadeasting,
\rthur B, Church, president and
founder ol the KMBC-KFRM
I'eam. has taught the folks i the
Heare ol America a great lesson.
‘T'hat lesson s the [act that where
ever they go there will be radio—
and—ial  i's KMBC-KFRNM, 1

will be good radio.

This earnest policy ol reliabil-
iy spreads both ways.  Listeners
in the rich Kansas City Primary
Trade Arca look 1o The KNMBC-
KFRN Team as they have for
vears, for the latest and greatest
i broadcasting. "I'hey name The
Team their favorite source for
news, sports, special events, edu-
cational programs and fine whole-
some entertainment day in, day
out, year alter year.

At the same tme, advertsers
find that radio schedules placed
on The Team get results. They
know that they can depend on
KMBC-KFRM for reliable serv-
ice, and be sure that their sales
messages are reaching the major
share of the radio audience.

Yes indeed, The RKMBC-KEFRM
Feam 18 wholehearvtedly veliable.
Chat's why KMBC-KFRM has and
holds the andi-
e H-’!l‘J| il L"\' 1y
'Ksc sell the whole
Heavt of Amen-

ca, wholehearted-

Y L]
% i tn

Ll _
' :.1‘."...'1"_ Iy, it's . .

L]
KFRM ...

PROGRAMMED BY KMB.C
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This file including all text and images are from scans of a private
personal collection and have been scanned for archival and research
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