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Nothing should count as
much as the station’s
record of results. Ask Adam
Young to show you his

files on productivity.
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/M"ﬂ does a complete job...

WMBG

DO HAVENS AND MARTIN, Inc. STATIONS ... wcobp

e

. 'y

hESBULAS first television statio

FIRST STATIONS OF VIRGINIA

WTVR

American industry is big with advertising-
studded successes, yet none is bigger than
Kellogg. Advertising, and especially air
advertising, has taken Corn Flakes and other
fine products of this Battle Creek firm into every
nook and cranny of our country —and many
other countries. Kellogg does a complete job,
from farmer to miller to delectable product

to dealer to consumer. And in the rich Virginia
markets, Havens and Martin Stations help the
assembly line move faster,

Havens and Martin Stations, WMBG, WCOD,
and WTVR, are available to alert advertisers as
the modern way to sell in the Old Dominion
State. There are reasons aplentyl Havens and
Martin Stations are the only complete broad-
casting institution in Richmond; for more than a
quarter century they've featured the kind

of public service that builds loyalty and
affection; they bring NBC to viewers and
listeners; they’re a quality operation doing a
job for quality products.

WMBG ~» WCOD ~ WTVR

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia‘s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.




CBS might act
unilaterally
on night-time
rate slash

CBS, affiliate
would each
take 15%
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RTMA asks
immediate
price
decontrol

BAB's Ryan
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Brown leads
in Canadian

production

WNEW collects
on future
earnings of d.j.
released to WCBS
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Impression prevailing in New York ad agency circles last week was
CBS and radio affiliates can't come to agreement on terms of rate a
justment at affiliates meeting in Chicago this week network will
announce rate card change anyway, effective Sept. 1. CBS at this
point committed to advertisers on rate revision to amount of over
$5,000,000 for 1952-53 season and it's become question with CBS
whether to cancel rate changes made to such clients as Procter & Gam-
ble, Lever Bros. and Colgate or exercise clause in some 170 affiliate
contracts allowing CBS readjust rates without affiliate consultation.

=SR—
Rate revision as submitted by CBS was on 50-50 basis with network and
affiliates each giving up 15% existing rate. Cut would apply only to
night-time. One counter proposal made by members of affiliates com-
mittee, which did preliminary negotiating with CBS, was that any ad-
justment be shown through network discount structure. This may be
network compromise, though it prefers straight rate revision.

=SB~
Kudner Agency drew the Presidential campaign assignment from the
Republican National Committee, with contact going to Shafto Dene,
Kudner vice-president and copy chief. Joseph Katz had been previously
picked by the Democratic National Committee. Lloyd Whitebrook will be
Katz's executive on the account.

II—

(=79 1
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~SR—
Immediate lifting OPS ceiling on TV and radio sets and parts has been
asked by Radio-Television Manufacturers Association. 1In petition to
OPA the RTMA argued that set prices being 5 to 15% below ceiling jus-
tified decontrol. RTMA also doubted whether TV station thaw will have
much effect on over-all TV set market.

—SR=
William B. Ryan, BAB president, in separate talks before Syracuse re-
tailers and agencies last week told how point-of-sale check by ARBI at
four Syracuse retail outlets (including a Sears store) showed radio
outpulling newspapers advertising in store traffic by wide margin.
Four stores reported that their customers had been influenced by fol-
lowing media: radio, 38.6%; newspapers, 31.8%; both, 17.4%; other
12.2%. On medium credit for volume sales produced the average count
came to: radio 45.7%; newspapers, 18.3%: both 28.5%: other, 7.8%.

—SRo
Cockfield, Brown & Co., Montreal, sets new record for weekly program
production among Canadian agencies. Now producing 230 15-minute pro-
grams a week, along with 2 one-hour network shows, 6 half-hour shows,
5 5=minute programs and 11 announcement campaigns. (See Canadian sec-
tion, which starts on page 61.)

SR

WNEW, New York, now has stake in sponsorship success of a WCBS, New
York, program. When one of its d.j.'s (Bob Haymes) left station re-
cently to move to CBS flagship, it was with stipulation that WNEW
would get percentage of future earnings. Haymes' contract with WNEW
had two years to run when he was released to WCBS. Returns to WNEW
are said to be heavy.

EE Awumst 1002 Pubbished Blseeklys by SPONSOR mililieations, Do, at 3110 Eim Ave., Baltimore, Ml Executive, BEditarlal, Advertising, Clrey-
Now York 22 $8 a vear jn [ 5 80 elsewhore. Fntered az spooni) oluss matter 20 January 1900 at Daltimore, A poctoMee under Act 3 Marehy 1570
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TV film directors
to share in rerun
proceeds

Rybutal going
Canadian radio

NIC reports
local market
media trend

Hotpoint,
Lambert
co-sponsor
Ozzie & Harriet

Hormel Girls
on spot TV
via Film

this fall

UPT's status
as TV film
producer
puzzles nets

N. Y. viewers
favored
Republican
convention

Directors of TV films will participate in proceeds from sale of reruns
under 3-year agreement with Alliance of Television Film Producers.
Directors get %275 on fourth showing of film which will also cover all
runs thereafter. Members Screen Actors Guild (as disclosed SPONSOR

28 July 1952, Is the rush to film shows economically sound) likewise !
have participating arrangements with ATFP. '

—SE—

Rybutal (Vitamin Corp. of America) launching extensive radio and news=-
paper campaign in Canada. Spot announcements and schedule of 15 5-
minute programs weekly already set, with deal also being made to air
Gabriel Heatter. Rybutal is latest heavy U.S. air spender to join
long list American advertisers using Canadian radio. Campaign will be
handled by Ronalds Agency, Toronto. (See Canadian Section, page 61.)

SR

National Industrial Conference Board reports survey among 157 com=-
panies shows advertising appropriations and media planning undergoing
changes in keeping with 1952 sales needs. Budgets, adds report, are
"tending upwards and advertising is being aimed more specifically at
individual markets." Statement about advertising pattern tends to
bear out premise of artiecle, How TV is changing media buying patterns,
in current issue SFONSOR (see page 30), which was prepared prior to
release of report.

=SSP

Hotpoint and Lambert Companies have underwritten radio and TV spon-
sorship on alternate week basis of The Adventures of Ozzie and Harriet
on ABC Friday nights starting 1 October. Each version will be aired
at different times but there will be combined rate.

—SR—

Hormel & Co. 1is another radio advertiser that has assumed financing of

its own programs. Series of 13 half-=hour TV shows was built around

radio program featuring Hormel Girls; it is in process of being com-

pleted in Kling Studios, Chicago. Much of the film was shot in Hol- ’
lywood under personal supervision of sponsor Jay C. Hormel. Films

scheduled for fall airing on spot basis; BBDO is Hormel agency.

=8P

Common topic speculation in network executive circles is whether
United Paramount Theatres in event FCC approves ABC deal will be per-
mitted to engage in production of TV films. Under divorcement from
Paramount Pictures Corp., as part settlement of Government's anti-
trust suit, latter was confined to making motion pictures and UPT to
operation of theatres.

—=SR—

Pulse found in special check of 12,500 homes in New York area Repub-

lican convention had 30% edge over TV tune-in of Democratic conven-

tion. Republicans averaged 16.5 for daytime sessions and 43.0 at |
night. Democrats' averages were 12.2 daytime and 32.0 nights.

(Please turn to page 54)
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WEST MEMPHIS, ARK. | VALDOSTA, GA.
MEMPHIS, TENN. | 5000 WATTS
1000 WATTS
“The Family Fowur™
SAVANNAH, GA. | DECATUR-ATLANTA, GA.
1000 WATTS | 10,000 WATTS

Present: An interview with Senator Quad.

Question: What is your 1952 platform,
Senator Quad?

Answer; In behalf of the more than 5
million loyal southern consumers who have
nominated the family four as their choice for
all ‘round good listening, | stand firmly on a
platform of greater sales impact. And |

furthermore declare my unyielding faith in the

three R’'s as championed by these outstanding
stations. Added together these three R's pro-

duce the most important R of all,

For Complete Information Call Your Nearest Forjoe Office
Family 1111 o Family 1111 @ Family 1111 @ Family 1111 o Family (111 o Family
or Stars Inc., Candler Building, Atlanta, Ga.

11 AUGCUST 1952 3



ARTICLES

NLOOGOO00 TY sponsor witheut a sales problem
Revere is No. | among copper-clad pots and pans and it can't get enough metal
te expand production. MNonetheless it regards "Meet the Press” as vital effort
to insure future sales, uphold company's prestige on the industrial level

Hiow TV is changing media buying

Agency media strategisls are now evalvating the role of major media in the
post-freeze TV era. Some of their conclusions: market-by-market rather than
national coverage will be dominant; co-op advertising will gain

Good Samaritan of the advertising industry
For 11 years the Advertising Council has coordinated public service activilies
within the industry, produced tangible results in fund raising and good will

What does it cost (o build a TV station?

It costs a minimum of $105,000 to build even the smallest TV station, charts
prepared for SPONSOR reveal. These cost breakdowns are designed to show
admen why time costs—even for new stations—are set high

SECOND ANNUAL CANADEAN RADIO SECTION

The Canadian market: raw materials spur bpom
Discovery of rich mineral deposits has drawn vast sums of development capital
into Canada, boosted income, productivity, sales to new highs

Canadian radio: Dominion’'s lowest-cost medium
High listenership, less competition per station, deep penetration, lack of TV, and
low rates are some of the reasons why radio is good buy in Canada

Tips on selling (o Canadians
Treating our northern neighbors as “branch-office Americans” won't sell goods.
French and English-speaking audiences differ widely, need special handling

How leading sponsors use Canadian radio
Most successful U, S, advertisers have been those who studied market, planned
programs with wide audience acceptance, and didn't spread advertising too thin

Canadian TV: (iwo stations, 103,151 sets
Outlook for commercial ulilization of Canada's TV is dim. Limited programing,
heavy restriclions and feather-bedded costs are current obstacles

COMING

How Schick licked a sales siump =
Piled-up inventories melted and electric shaver sales boomed when Schick used

network TY, New show being added to make product year-'round item

What agencies plan For farm railio next season
SPONSOR poll among advertising agencies shows increased activity in the field
of rural radie used to sell general consumer products
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i
and here’s why:

More people listen to WTMJ throughout the day and night
than any other radio station.

Listener loyalty is traceable to 30 years of intense local pro-
gramming, extensive news reporting, NBC shows and out-
standing service to the community.

Advertisers’ loyalty is proved by renewal orders from Amer-
ica’s leading food, drug, automotive, appliance, beverage,
farm and other accounts.

Phone or write your Henry I. Christal representative. He is
armed with facts and figures to show you how and why
WTMJ dominates in Milwaukee and Wisconsin,

wWrYeRe. "

THE MILWAUKEE JOURNAL RADIO STATION

5,000 WATTS e 620 KC & NBC

Represented by

THE HENRY 1. CHRISTAL (0.

New York e  Chicago




. any way

you figure it /é/

KRI]

reaches more

Listeners-per-

than any other

San Francisco or
Oakland Station*

*PULSE for Dakland and for San Froncisco,
June, 1952

BEST BUY IN 2 MARKETS!

There's a billion-and-a-half dollar
market on ecach side of San Fran-
cisco Bay! Over 150 result-con-
scious advertisers...local, re-
gional, national ... now use KROW
of Oakland to reach both of these
markets at the lowest cost-per-
thousand of any station in San
Francisco or Oakland. Incidently,
there are comparatively few TV
sels in these markets.

For details, see
PAUL H. RAYMER COMPANY, INC.

Radio Center Bldg.
19th & Broadwaoy * Oaklaond, Calif.
Serving the Entife Oakland-San Francisco Bay Area

Wen, i
il Mot

Russian “radiofication™

Robert |. Landry

Way back in the 1920°< Soviet Russia pioneered in shortwave radio
propaganda beamed in all divections world around. Many a Yankee
ham stayed up all wight 1o bring in Siberia, Communist strategist
Lenin himself had recognized the dynamic nature of radio, spoke of
it as “newspapers without paper.” Today. in obedience to the Lenin
dictate, uncounted Russian transmitters are busy night and day.

¥ % %

Details are skimpy but the nerve-center is elearly Moscow. Russia
uses 34 languages exterior to the Soviet and 70 languages interior to
its own borders,  In short, the United States with 29 spoken tongues
including Mesquakie Indian. is only ane-half as polyglot as Russia.

-

Currently Russia has joined with its satellites in an elaborate ex-
change of programs. news. music and “culture™ and these now spread
from Poland, Hungary. Czechoslovakia. Albania. Rumania and Bul-
garia to China, Outer Mongolia and North Korea. Similar exchanges.
hut less formalized. exist among the western countries. notably
France. Britain and America,

&k

A great authority on international broadeasting is Dr, Arno Huth.
sometime consultant to the United Nations, leeturer at many Ameri-
can colleges. He points out that about 600.000.000 human heings
can be reached by radio and many of them ondy by radio, There are
still a hillion-and-a-half human beings who do not have any radio
yet, and therefore do not have any ellective, regularized comumunica-
tion with the world.  Note something more: In countries. colonies.
islands, jungles and so on. wherever most of the inhabitants cannot
read or write the spoken word of radio is magical to governmenis
tiriendly or hostilei and to commercial iuterests iwith or without
advertising appropriations ).

T S

Customs, tarifls and cartels do handicap international distribution
of radio sets. A sinall §19 bedside radio set in America may he 880
at retail in a BEuropean country, And it will be much worse as to TV
cets. Indeed a recent news story out of Copenhagen told of the dis-
couragement of the usually progressive Danes. They had launched
but were considering the abandonment of video. Sets were pro-
hilitively high.

* ok ok

The moral = plain. Radio is now and for decades to come the
cheap. convenient and  still-growing instrumentality of the world
masses, Only in America and Britain does TV amount to much.
New and imipoverished lands like Pakistan give radio the highes
priority. appropriate millions of dollars many wight suppose could
more advantageously (1o national interest) be spent otherwise,

(Mlease turn to page 1221
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. . - A twin-barrel salute, to remove outlaw-leader “Curley Bill"” from circulation.
“{estern myths to the contrary, Curly’s death in an Iron Springs, Arizona shotgun duel
with Wyatl Earp was confirmed by eyewitness reports from both outlaws and possemen
present,

Eyewitness reporls are important to KOWH too. On-the-spot news coverage by a mobile
unit, coupled with a news department whose three major wire services make it the only
Independent in the nation so served, means real impact on Omaha-Council Bluffs news
audiencesl!

Sight-in on thet thar Hooper (averaged for the nine months from October, 1951, to June,
1952), podner! 1f'n it don't prove impact . . . thar ain’t no such critter!

36.2%

25-

Sta. "A" OTHER

20 (=] Stcr:_"ﬂ" STATION RATINGS

Sta. "'C"
10_

@ Larpest total andience of any
Omaha station, 8 AM, o 6
P.M., Monday through Satur-
day! (Hooper, Oct,, 1951 thru
June, 1952.)

@ Largest share of andience, in
any individual time period, of
any independent station in all
America! (June, 1952.)

H .fnT._"]z" o M A " A

General Manager, Todd Storz; Represented Natienally By The BOLLING CO.
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Los Angeles television viewers did !

Four Los Angeles channels carried the same
picture from Chicago, but the people’s choice

was KNXT! During both conventions.

When the big speeches were made and the
presidential candidates nominated, the KNXT
Hooper count was up to 1129, larger than

any other station’s!

And throughout the show, KNXT had the
biggest share-of-audience by far...129, greater
than the second station’s for the Republican

~ Convention, 239, greater for the Democratic!

This convention sweep comes as no surprise.
KNXT's daytime share-of-audience is up
837, and its nighttime share up 399%,, May

over November, according to ARB.

If you want to get on the best ba;ndwagon in
the nation’s second TV market, get on KNXT.
For details and availabilities, just ask your
CBS Television Spot Sales representative,

the new Channel 2 KNXT

) Los Angeles -.CBS Owned:
Repreéented by CBS Television Spot Sales h

or...




Results . . Results . . Results‘
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The scene above marked the opening of
the 1952 Brandeis "Housewaies Fan™

Dishpans or Mink Coats
KMTVY Sells Them in
The Omaha Area!

Sales for the 1952 J. L. Brandeis
"Housewares Fair” enjoyed a
30% increase over the record-
breaking 1951 "Fair.” Remote
telecasts, originating from the
store, were seen by thousands
of Omaha women. Mr. Meyer
Rubin, Merchandise Mgr. of the
Home Furnishings Dept. at-
tributes a great part of the suc-
cess to the way the "Fair” was
advertised and publicized over
KMTYV, and said that KMTV
will play an important part in
future advertising planning.

Fur Business Tops!

Mr. Thomas Vaughan, Mgr. of
Themsen Furriers, Omaha says:
"We felt that we should add
TV to the Spring Fur Storage
campaign. One spot per week
for 6 weeks was purchased on
KMTV—the only change from
our '51 schedule. Results: We
had more Spring business and
more new customers than in any
previous year."

Let KMTV sell YOUR product in
the rich Omoho area. Contact the

Katz Agency or KMTV today.

CBS
DUMONT
= ABC

OMAHA 2, NEBRASKA
CHANNEL 3
Represented by KATZ AGENCY

e

Madison

CORRECTION

Just a line to sayv that in looking over
vour excellent publication, July 26th is-
sue. page Lo 1 note o rumor that we
might be open o a new agency vons
nection. Mayv 1 <ay that. as of the
present writing, the romor is wholly in
'rroi .,

Frep Carots

Chaivman of the Board
Longines-Wittnawer Wateh Co.
New York

NEGRO PROGRAMING
9

We were shocked to see in vour 20
July i=sue that WSAL is histed as a sta-
tion  carrving 507 ol  programs
heamed to the Negro audience. This
i= nol lrue.

WSAs programs are designed 1o
appeal to all the rich greater Cinein-
nati market of two and one-hall mil-
lion people. While some of our pro-
grams may hold a particular appeal
for this group or that one, our overall
Iurn:_'r;illlin:,: !-I»iw'li\'!‘ is 1o reach every
bit of this homogeneous market, More
than two-score new  sponsors added
since last year and a thumping 207
inerease in volume over 1931 prove
that this programing policy pays ofl
for advertisers, Our hsteners tell us we
have succeeded in this and sales ree-
ords ol om Spoisors =upporl this con-
clusion.

We have one excellent program fea-
turing a Negro disk jockey late at
night. a remate pick-up from a restau-
ranl in Cincinnati’s Negro section, The
Pulse shows that this program enjoys
a rating which necessarily must in-
clude many persons heyond the Negiro
markel hecause theve are just not thai
many  Negroes in this area. Sponsors
on the program tell v that a large
nimmber ol their customers  reached
through the program. come [rom all
walks of hLife ll'_,'_'il.l"l“l"h of rave or
ereed. We have many fine  [riends
among Cineinnati Negroes and we are
proud of this excellent program,

But we hasten to correet the Inpres
ston that WSAL serving the needs of
twoand one-hall million people daily.
i~ beamed to any narrow segment of

the market. A glum‘l' al vur program

schedule should serve to illustrate the
enormous breadth of appeal reached
by WSATS programs.

We trust this letter may serve 1o sel
the record straight among your excel-
lent magazine’s many readers who may
have been misled by this unfortunate
¢rror.

J. Rosert Kenys
Wanaging Director
WAL Cinecinnati

TV BASICS

1. as we hope, vou are zoing to re-
print as a separate bhooklet TV Basies,
as appearing in yvour 14 July, 1952 is.
sue. we would very muoch appreciate
receiving hall a dozen copies for use
among the executives of this office,

Would vou please advise me il this
vequest can be Tulfilled.

R. WeLLs Brows
1. Walter Thompson
Detroit

® IV Basies is available in ceprint form ar 10¢
per caps in guantitivs of 100 ar mores 150 for 25
or mare: 25¢ per single sapv.

FALL FACTS ISSUE

I am in receipt of your publicity re-
lease which makes available additional
copies of the sixth issue of “Fall
Facts.”
copy and find it one ol the most in-

I have already looked over my

teresting and informative  documents
on television and its outlook on the all-
important Tall of "52,

Vincent Rowe

Ted Bates & Company

I think that the Fall Facts issue of
stonsoR s terrific. Thanks for send-
ing il along.

I was especially interested in the
questions and answers. and the chants.

Congratulations for a wonderful job,

Beraarn C. Durry, Pres.
IHHE
Yew Yorlk

\s subscribers 1o spoxsor, | would
al|:|nt‘l'i:lll‘ rll‘t'i\iu;.', four extra 1'r|Ili|'.-
of vour Fall Facts issue. Kindly seni
the copies and your bill marked to the
personal attention of the writer.

C. Buwr Ouven, 1.1,
Foote, Cone & Belding
New York

SPONSOR




COVERAGE PATTERN, KNBC,
50,000 watt, non-divectional,
“wide circle” coverage that
not only blankets the great
San Francisco-Oakland area
metropolitan markets—but
all the thriving PLUS-Markets
of Northern California.

COVERAGE PATTERN, the
two other 50,000 watt Pl
directional stations, -~

COVERAGE PATTERN, television
... 60 mile radius . . . about Vird
of the families owning sets.

Iz Northern California...
KNBC reaches more people, more often, than
any other radio or TV station. This wide

czrcle coverage plzzs program Popztlmﬂity

make KINBC, San Francisco,
Northern California’s No. 1

Advertisin g M edium

« 50,000 WATTS + NON-DIRECTIONAL + 680 KC « REPRESENTED BY NBC SPOT SALES .,
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Ve Godss,
1S guy works ror us/t

g

And works is the word which perfectly describes Eddy Jason, Wis-
consin’s best-known Radio personality.

Been with us 12 years. Heads one of our Theatrical Units (5-piece
Band thrown in) called Town Hall Players. He writes Plays (excellent)
— Songs (fair) — Poetry (awful). Both Eddy and Town Hall are now
part of Wisconsin’s good living.

Last year, in 317 personal appearances throughout our Primary,
Eddy and his Town Hall Gang played to more than 177,000 paid
admissions. And their recordings for Juke Boxes have become big
favorites in 17 Counties.

In addition to his personal appearances, Eddy handles our 5-7 AM
slot, as well as our Homemakers’ Hour . . . and a 15-minute segment

at noon.
Yep, we really mean it: “This Guy Works For Us” . . . and how!
wisconsin's most show-full station 5000 WATTS
IN

O NS SR L S

HAYDN R. EVANS, Gen. Mgr.
Represented By WEED & COMPANY

SPONSOR




Many thanks tor sending me a copy
of spoxsor’s Fall Facts annual. It is
quite an issue and contains a lot of
material that will be extremely help-
ful 1o us,

Harry Parxas, Media Director
Cecil & Presbrey, Ine.
New York

Please send to my attention two ad-
ditional copies of your sixth annual
“Fall Facts.”

Without question this issue is the
finest compendium of radio-TV basic
data ever assembled.

Dace Tavror. Gen. mgr.
WENY
Elmira, N, Y.

I would very much appreciate vour
sending the 19 July issue of spoxsor
magazine lo: Miss Arlene Gilbert. 28
First Avenue. Bay Shore. L. 1., New
York.

I think it is an unusvally excellent
issue with some very good informa-
tion in il.

ARLENE GILBERT
Wesu
Huntington. N. V.

SPONsOR t't'rlililﬂ) deserves a double
archid for the 6th Annual Fall Facts
issue which has just come to my desk.
Naturally. | have not had an opportu-
nity to thoroughly digest all of its con-
tents, but a casual review indicates two
courses which [ propose to take and |
consider could be well taken by every-
one who has an interest whatever in the
husiness of radio and television:

The first is to read it thoroughly, to
get an overall picture of the many facts
this issue contains. The second is to
keep it always handy as an authorita-
tive reference book an many phases of
radio and television, which to my
knowledge have never been covered by
any other publication or assembled col-
lectively hetween the covers of a single
[HNII\'.

MURRAY GRABHORN
Edward Petry & Co.. Inc.
New York

11 AUGUST 1952

We want to run;.'l'ullﬂnh- vot on the
most thorough Gth Annual Fall Facts
issue. Its contents are hoth concise
and helpful and give us a clear picture
of current and future AM and TV po-
lentials.

Lesuie L. Kex~son, Asst. mgr.
KWTO
Springfield. Mo.

I don’t want to fail to tell you—in
the rush of other things— what a ter-
rific job 1 think you did with your
Fall Facts issue.

I read it cover to cover last night
and .. . itis good!

Jerome Sinn, General Manager
WMIL

Milwaukee

Your 240-page Fall Facts issue is a
splendid thing.
Please accept this evidence of con-
sratulations.
Rocax Joxes
KI'as
Bellingham ., W ash.

Please send 2 extra copies of the Fall
Facts issue. This is just the texthook
we need .. Land now is the time! It's
wonderful to et these figures in time
for fall planning.

N. E. SToxe
WAT-FM
Charlotte, N. C.

TV SETS IN MIAMI

The reverse of your television map
Fall 1952 which appears in your 14
July 1952 issue lists 87.000 sets in the
Miami market.

As early as February 18. 1952, ac-
cording to Telecasting survey appear-
ing in Broadcasting Telecasting for that
date lists 105.000 sets in this market.
The 7 July issue of the same magazine
lists 119.500 sets in the Miami trading
area.

I should appreciate it if you would
tell me what you think is the reason for

( Please turn to page 131)
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Represented Naotionally by
Weed Television

In New England — Bertha Bannan
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in POFUIafiun up 1.4 %
Retail Sales up 369%

CFCF |ow|salesao .

pears | FCF Rat . ..
"?’ less than 5%

LGiused on lotes? SH Fgwres.

CF

In 4+he U.S., see Weed x G,
In Canada,All-Cavada.

John VM. Fox

M Sponsar |

Minute Maid Corp., New York

\s vice president-business manager of the National Research Cor-
poration of Boston in 1993 John Fox worked with scientists on such
technical problems as high vacuum coating of ordnance optics. and
atomic fission. lo this world of research Minute Maid was bori.

National Research had been working on high-vacuum techniques
of processing for scores of food manufacturers. This interested Fox
who had a pet project of his own—the development of methods for
quick freezing orange juice.

Fox. who'd sold shoes and insurance, managed a gas station and
laundry during his college days, recognized it as a business “natural.”
He and his associates formed the nucleus of a public corporation
soon to be nationally known as Minute Maid. Business acumen was
needed: Foxo who'd been an IBM sales manager, was made president

\s for the produet, Fox knew quick-frozen orange juice was sone-
thing the housewife would welcome, Tt was a frequent-sale item with
established general channels of distribution.

\ seried of production and adverlising misadveutures ensued he-
tween 1945 and 1948 before Minute Maid found the solution iu
radio. Bing Croshy, a major Minuate Maid stockholder, made a
series of platters for use in leading markets across the country. These
1 5-minute, five-times-a-week shows caught the imagination of dav-
time listeners by featuring top-name guests entertaining and word-
jousting with “The Groaner.” Almost overnight. sales went up.

By 1951 Minute Maid was “big time™ with .\}mn-nr-ll!p of Kate
Smith on NBC TV, Gayelord Hauser on ABC TV and Crosby on ra-
dio. This sunner the Gabby Haves Show on NBC TV heralds Minute
Maid frozen leinonade and a lemonade stand kit premium for young-
sters. It brings Minute Maids annual ad expenditure to well over
1,000,000, with half iuvested in TV (through Ted Bates).

Says Fox: “Our margin of profit has narrowed greatly but volume
i= what counts. We make sure of continuing volune through broad-
cast advertising.”

This is borne out by Minute Maid’s seven-year sales gross of
$150,000,000, Fox doesn’t ease up although Minute Maid s the
sales leader against competitors like Snow Crop, Flamingo and Birds
Eve, When he does find time 1o get away from business pressures,
he sails on Loug Island sound with his wife and four children,  * * %

SPONSOR




POWERFUL

IN THE DETROIT MARKET

Top CBS programs keep Detroit sets tuned to Channel 2!
Your sales message reaches more listeners . . . more
interested listeners on WIBK-TV, the station that carries

a majority of the shows that are tops in popularity
by survey ratings.

Tops in music, news and sports with the Detroit radio

audience. Key station for the largest baseball network
ever created, broadcasting all Detroit Tiger games.

Facts on the rich Detroit market at your command
through WIBK's dynamic sales promotion department.

Dealer and distributor tie-ins arranged to promote
your sales.

-

and soon ...
MORE POWER to WJBK

I's in the works! 10,000 watts days, 5,000 watts
nights for WIBK, just as soon as construction can be
completed. That means an even larger market . . . even
more sales through ""The Station With a Million Friends.””

WUBKSer 2

A STORER STATION
CBS and DUMONT Television . . . Tops in MUSIC, NEWS and SPORTS on Radio

National Sales Mgr.,, TOM HARKER, 488 Madison, New York 22, ELDORADO 5-2455
Represented Nationally by THE KATZ AGENCY

11 AUGUST 1952
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dloes the

-VHF or UHF !

4 PROGRAM SERVICES
—no local studios needed!

# Network programs

#® Llocal films (16mm)

® “Stills” from local slide projector
®

Test pattern from monoscope
(including individualized station
patiern in custom-built tube)

T:'HS PICTURE ILLUSTRATES
what we think is the minimum equip-
ment a TV station should have to start
with—and earn an income. The arrange-
ment can handle any TV show received

ANTEWNA AND
TRANSMISSION LINE

from the network and provides station
identification and locally inserted com-
mercials as required. In addition, it offers
an independent source of revenue—by
including film and slide facilities for
handling local film shows and spots, or
network shows on kine recordings.
The Basic Buy includes: A transmitter
and an antenna (necessary for any TV
station); monitoring equipment (re-
quired by FCC): film and slide equip-
ment (for local programs—and extra
income); monoscope camera for repro-
ducing a test pattern of known quality
(important for good station operation
and as an aid to receiver adjustment);
and a control console that saves operator
time and effort (it enables one technical

CAMERA CONTROL (ONTROL

TRAMSCRIPTION
TURKTABLE

TRANSCRIFTION
TURNTABLE

VIOED rowiE
SUPPLY RACR |

FILM MELTIPLETER
AND SLIOE PROJECTOR

man to run the station during nearly
all “on-air” periods).

RCA's BAsiC Buy can be used in combi-
nation with any RCA TV transmiter
and antenna, of any power—VHF or
UHF. Matched design and appearance
make it easy to add facilities any time
(you need never discard one unit of a
basic package). And note this: RCA Basic
UNiTs ARe IDENTICAL To THE RCA
Units USEp IN THE BIGGEST TV
STATIONS!

RCA’s Basic Buy is already being
adopted by many TV station planners.
Let your RCA Sales Representative
work out a flexible package like this for
you —show you how to do the most with
the least equipment!

This is what the BASIC BUY includes!

Al Moo vioeo FREVIEW

MONITOR

VIOE) RACK 1

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT

CAMDEN, N.J.




2,252 requests...

or one bank run that made the bankers happy!

After sponsoring Movietime on WSM-TV f{or several months,
the First American National Bank of Nashville decided to
find out just how much audience this Sunday night feature

really had.

On the May 4th program. a small plastic dime savings bank
was offered to anvone who would stop by any one of

American's 14 branches and ask for it.

By the end of banking hours Monday, May 3, 2252 banks had
been given out. Four of the 14 branches had their supply
completely exhausted. This, in spite of the fact that they were
kept out of sight and given out only when asked for

specifically!  In addition, mail requests were received from 94 g

towns in Tennessee and Kentucky. /\

Irving Waugh, or any Petry Man, has other equally —
outstanding stories of WSM-TV's ability to produce. Better '

hear them before vou do any advertising in the Nashville

Market.

Nashville

WSM-TV

Channel 4

SPONSOR




New and renew

1 New on Television Yetworks
SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Catspaw Rubber Co S A Levyne CBS TV 53 Quiz Kids: alt Sun 4-4:30 pm, 14 Oct, 7 wks
Florida Citrus Commission |. Walter Thompson DuMont Happy's Party: Sat 11-11:30 am, & Scp; 17 wks
French Sardine Co Rhoades & Davis CBsS TV 29 Arthur Codfrey Time; T, Th 10-10:15 am; 2 Sep
52 whks
Hotpoint Co Maxon Inc ABC TV 64 Adventures of Ozzie & Harnet; alt F 8-8:30 pm;
3 Oct; 20 wks
Andrew Jergens Co Robert W. Orr CBS TV 29 It's News to Me; F 10:30-11 pm; 7 Nov; 52 whks
Lambert Co Lambert & Feasley ABC TV 64 Adventures of Ozzie & Harrict; alt F 8-8:30 pm:
3 Oct; 20 wks
Penick & Ford Lid Inc BBDO NBC TV Kate Smith Show: Th 4:15-30 pm; 2 Oct; 52 wks
Pillsbury Mills Inc Leo Burnett CBS TV 29 M;BUI Eﬂdlrl'r Time; M, Th 10:45-11 am; 1 Sep;
whs
Standard Brands Inc Compton NBC TV 25 Howdy Doody; Th 5:45-6 pm: 18 Sep; 39 wks
Woestinghouse Electric Corp Ketcham, Macleod & CBS TV Pick the Winner, Th 9-9:30 pm: 14 Aug: 13 wks
Crove
Westinghouse Eleetric Corp Kee:halrh Maceeod & DuMont Pick the Winner, Th 9-9:30 pm; 14 Aug, 13 wks
rove

Renewed on Television Velworks

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
American Tobacco Co BBDO CBS TV 6l Bift Baker USA; Th 9-9.30 pm; 6 Nov; 52 wks
Bendix Home Apphances Tatham-Lawrd ABC TV 52 The Name's the Same alt W 7:30-8 pm; 10 Sep;

Div of Avco Mig Corp 52 wks
Campbell Soup Co Ward Wheelock NBC TV Aldrich Family; F 9:30-10 pm; 5 Sep: 52 wks
Colgate-Palmolive-Peet Co William Esty CBS TV &0 Sin;t It Rich; M, W, F 11:30-12 noon: 30 june;
52 whks
Colgate-Palmolive-Peet Co Sherman & Marquette CBS TV 59 Strike It Rich; W 9-9:30 pm; 2 Jul; 52 wks
General Cigar Co Young & Rubicam CBS TV 46 Sports Spot; W 10:45-11 pm: 4 June; 52 wks
Clidden Co Meldrum & Fewsmith NBC TV Kate Smith; F 4:30-45 pm: 12 Scp; 13 wks
International Shoe Co D' Arcy DuMont Kids and Company; Sat 11:30-12 noon; 9 Aug: 32
wh
Ironrite Inc Brooke, Smith, French ABC TV 15 Hollywood Screen Test; M 7:30-8 pm; 25 Aug; 52
L Dorrance whs
Owens-Coming Fiberglas Fuller & Smith & Ross CBS TV 29 Arthur Codfrey Time; alt T, Th and M, W 10:15-
Corp 30 am; 2 Sep: 52 wks
Procter &r Camble Co Da;l:er-l’iugeratd- ABC TV 32 Beulah: T 7:30-8 pm; 30 Sep: 52 wks
ample
RCA Victor ). Walter Thompsen NBC TV Ku;&;..'l. Fran O Ollie; alt Sun 6-6:30 pm; 24 Aug;
whs
Schlitz Brewing Co Lennen & Mitchell CBS TV 62 S:I;I?:I: Playhouse of Stars; F 9-9:30 pm; 4 Jul;
whs
C. A, Swanson & Sons Tatham-Laird ABC TV 52 'l'hezName's the Same; alt W 7:30-8 pm; 10 Sep;
52 wks
Sweets Co of America Inc Moselle & Eisen ABC TV 29 Tootsie Hippodrome; Sat 12:15-30 pm; 3 Aug: 26
whs
U. S, Tobacco Co Kudner NBC TV 64 M.!;hil Kgne. Private Eye: Th 10-10:30 pm; 28
ug: 52 whs
Wine Corp of America Weiss & Geller DuMont Charlie Wild. Private Detective; T 9-9:30 pm: 2

Sep: 44 wks

Station Representation Changes

I'T AUGUST 19

5

2

STATION AFFILIATION NEW NATIONAL REPRESENTATIVE

KOLT, Scottsblutt, Neb CBS Cill-Keete & Perna, N Y.

WBRE, Wilkes-Barre NBC Headley-Reed Co, N. Y.

WCAN, Milwaukee ABC 0. L. Taylor Co, N. ¥

WELI, New Haven ABC H-R Representatives, N, Y

WCY, Schenectady NBC Henry 1. Christal Co, N. ¥

WNEL, San Juan, Puerto Rico Independent | H-R Representatives, N. Y

WPDQ, Jacksonville ABC O L. Taylor Co, N. Y

4 New and Renewed Spot Television
]
SPONSOR 5

Best Foods Inc
Brown & Williamsen To-
bacco Corp

AGENCY

INET OR STATION

PROGRAM, time, start, duration

| Benton O Bowles WHNBT, N. Y. 1-mun partic; 29 Sep: 26 wks ini
Ted Bates [ WBZ-TV. Boston 10-sec stn break; 29 Jul; 52 wks (1l

Numbers after names
refer to New and Re-
new category

In next issue: New and Renewed on Networks, New National Spot Radio Business, G. T. Duram

i)

National Broadcast Sales Executives, Sponsor Personnel, New Agency Appointments ?T 1;_ ‘:.“”” Il:n
o e Spencer 2
I, D. Fisher 15)
H. H. Jaeger I5)
11 AUGUST 1952 %
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Yew and renew
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SPONSOR AGENCY NET OR STATION
Brown & Williamson To-
pacco Corp Russel M. Sceds WDTV, Pittsh
Biown & Waliamson To-
wacco Corp Ted Bates WNBK, Cleve.
Brown & Williamson To-
bacco Corp Ted Bates WPTZ, Phila.
Brown & Wiliamson To-
pacco Corp Ted Bates WPTZ, Phila.
Carr-Consolidated Biscuit Co BBDO WDTV, Pittsb.
ueneral Baking Co BEDO WNBK, Cleve.
Ceneral Foods Corp Young & Rubicam KnBH, Hlywd
General Foods Corp Young & Rubicam WNBT, N. Y.
Hudson Pulp & Paper Co Biow WBZ-TV, Boston
Hudson Pulp & Paper Co Biow WNBK, Cleve.
Hudson Pulp & Paper Co Biow WNBQ, Ch.
Hudson Pulp & Paper Co Biow WNBW, Wash, D.C.
Hudson Pulp & Paper Co Biow WPTZ, Phila.
Hudson Pulp & Paper Co Biow WRGB, Schen.
Land O'Lakes Creamenies Inc Campbell-Mithun WDTV, Pittsb.
Lever Brothers Co ). Walter Thompson WRGCB, Schen.
Lewis-Howe Co Dancer-Fitzgerald-
Sample WNEBQ, Chi.
Lewis-Howe Co Dancer-Fitzgerald-
Sample WPTZ, Phila
Rapidol Distributing Corp Dowd, Redticld &
Johnstone WNBK, Cleve.
Serutan Co Franklin Bruck WRGB, Schen.
Standard Brands Inc Compton WBZ-TV, Boston
Standard Brands Inc Compton WNBQ, Chi.
Standard Brands Inc Compton WNBQ, Chi.
Standard Brands Inc Compton WNBW, Wash, DC,
Westticld Planters Coopera- Kastor, Farrell, WDTV, Pittsb,

tive Fruit Products Inc Chesley & Clifford

PROGRAM, time, start, duration

T-min anncmt; 28 Jul; 26 wks int
20-sec stn break; 20 jul; 52 wks in)
20-scc stn break; 20 Jul; 52 wks (n)

10-sec stn break; 20 Jul; 52 wks (n)
1-min partic; 21 Aug; 18 wks (r)
1-hr film, Hopaleng Cassidy; 19 Jul; 13 wks (1)
1-min partic; 24 Jul; 13 wks in)
T-min partic; 18 Jul; 13 wks in)
20-sec stn break; 4 Aug: 52 wks In)
20-sec stn break; 4 Aug: 52 wks (n)
20-sec stn break; 4 Aug; 52 wks inl
20-sec stn break; 6 Aug: 52 wks (n)
20-scc stn break; 5 Aug; 52 wks (n)
20-sec stn break; 5 Aug; 52 wks (n)
20-sec anncmt; 21 Jul; 13 wks in)
10-sec stn break; 27 Jul; 13 wks (n)

20-sec stn break: 7 Aug; 21 wks (n)
20-zec stn break; 5 Aug: 13 wks i(rl

15-min prog; 23 Jul; 13 wks in)

13-hr prog ,Boston Blackic; 21 Aug; 52 wks (n}
T-min anncmt; 11 Aug: 52 wks In)

20-sec stn break; 3 Aug: 52 wks (n)

1-min annemt: 5 Aug; 52 wks in}

20-sec stn break; 21 Jul; 49 wks (n)

10-sec anncmt; 17 Jul; 13 wks in)

Adrvertising Ageney Personnel Changes

NAME f FORMER AFFILIATION |
Fred E. Adams GC. M. Basford, N. Y., creative vp
Schg ). Alkon Rand, L. A., vp

Robert C, Barker
Richard Bean
Sam Blake

W. P Booth
Payton Carroll
Edgar W. Clark
Bruce Dodgs=
Ceorge T. Duram
Brooks Elms

Wm. M. Engelmann
Wilham D. Fisher
Tom Frandscn
Ceorge R. Gibson
George H. Guinan
Stoirs Haynes

Hewitt, Ogilvy, Benson & Mather, N. Y., acct exce

Pedlar & Ryan, N Y., media dir

Amernican Inventory, N. Y., spec prom, pub

SSCGB, N. Y., exec

Ruthrauff & Ryan, Hlywd, acct exec

Kenyon O Eckhardt, N. Y.

Kenyon & Eckhardt, N Y., radio producer

C. E. Hooper, N. Y., acct exec

Biow Co., N Y, acct exec

Abbott Kimball, N Y., media dir

Gardner, 5t L, radio-tv dir

KMPC, L. A., sls mgr

Walt Disney Productions, N. Y., merchandising mgr

Robert W. Orr, N. Y., acct excc

Dancer-Fitzgerald-Sample, N. Y., asst radio-tv
dept head

French & Preston, N Y., copy chief

Can Manufacturers Institute, N Y., marketing dir

Gardner, 5t. L., acct execc

Anderson-McConncll Techmical Publs, L A

Ceneral Petroleum Corp., L. A., asst adv & sls
prom mgr

Benton & Bowles, N. Y., vp & acct supvr

Abbott Kimball, N. Y., acct cxec

]. Walter Thompson, N. Y., acct execc

Gardner, St. L., acct exec

Erwin, Wasey, L A, acct exec

Gardner, St. L, copy chicf

William Esty, N. Y., vp-copy chicf

“Today'' NBC TV, assoc prod

Hirshan-Garfield, N. Y., exec

Glenn, Dallas, acct exec

Chas. Lee Hutchings
Harold H. laczer
Paul Lehner

John E. Malone

Ren A. Meader

MNeal Nyland

|. Erwin Pzrinc
Edward B. Pope
Geo. Howell Shiclds
Mel Smith

William L. Spencer
Samucl M. Sutter
loseph Thompson
Arthur W. Weil Jr
Ward M Wilcox

NEW AFFILIATION

Same, excc vp

Same, N. Y., vp

Same, vp

Dancer-Fitzgerald-Sample, media dir, PGG products
Ettinger, N. Y., head radio-tv dept

Same, vp

Hicks & Creist, L. A, mgr (new office)
BBDO, Mnpls, acct exec

Weiss & Geller, Chi., radio-TVY dir.

Geyer, Newell & Ganger, N. Y., media dir
McCann-Erickson, N. Y., acct superv, radio-tv
Same, also vo

Same, vp

Irwin, L. A, vp

Geyer, Newell & Ganger, N. Y., markcting dir
Same, vp

McCann-Erickson, N. Y., acct superv, radio-tv
Creamer, Hlywd., creative dir

Geyer, Newell & Ganger, N. Y., vp, gen mgr
Same, vp

Anderson-McConnell Adv, L. A., acct exec

Erwin, Wasey, L. A., accl excc
Campbel!-Mithun, Chi, vp, gen mgr
Same, vp

James Thomas Chirurg, Boston, media dir
Same, vp

Same, vp

Same, vp

Biow, N. Y., vp-copy chief

N. W, Ayer, Hlywd, tv prod

Same, vp

Same, vp, head Dallas operations

Station Changes (other than personnel)

KFIR, North Bend, Ore., formerly LBS, now CBS
WCMB, Harnisburg, Pa., formerly independent, now MBS
WCVS, Springficld, Il joined MBS; alse ABC affiliate

WIRD, Tuscaloosa, Ala., formerly LBS, now NBC
WCTN-TV, Minnecapolis, 5t. Paul, call letters
changed to WCCO-TV

Nwmbers after names
refer to New and Re-
nelr category

Tom Frandsen 15)
. 1. Shields 15
Paul Lehner 151
(.. H. Guinan (51
WM. Engelimann (5)

t. K. Perine [
K. (. Barker I
t., K. (ilson (5
Fred B, Adams |
Edward B. Pope |

SPONSOR




es — that headline is misleading. Rather than
Ygiving premiums or prizes here at WHO, we are
building tremendous good-will by helping various com-
munity organizations throughout Iowa to get some of the
things they want. New dishes for the P.T.A. Uniforms
for the High School Band. Christmas toys for various
child-welfare groups. Etc., etc., etc.!

For instance, we quote from the Britt, Iowa News-
Tribune of March 5, 1952:

"It is evidently worth something to fill WHO talent
performers with a good duck dinner to get the best
results in entertainment. Mrs. O. W. Friedow took
the personnel of the WHO Talent Show to her country
home and served them a fine duck dinner Thursday
evening just before their appearance at the school
auditorium in a show sponsored by the Congregational
Workers Guild. At the auditorium, a stream of folks
moved into the lobby and ‘crashed’ the doors as early
comers. By 7:15 the main auditerium was filled and
the bleachers offered the next-best 'roost', after which
chairs were carried in to take care of the overflow.
About 700 people were seated. The various songs and
farces followed one after another without any inter-
mission. The crowd was kept in an uproar of laughter
for two hours. The Workers Guild was well pleased
with both entertainment and receipts.”

11 AUGUST 1952

“"WITH THE
COMPLIMENTS

or WHO
I 4

MA’AM!”

Just a local news item — but full of the stuff that makes
loyal and friendly listeners for WHO — responsive
listeners for WHO advertisers.

WHO shows are produced in Iowa communities under
auspices of local non-profit organizations. This has
been going on for years. WHO has helped hundreds
of community groups to raise money for local needs,
with the result that literally tens of thousands of
families have become our personal friends.

Is it any wonder that WHO is listened-to regularly by
69.4%, (daytime) of all radio families in Iowa? For the
complete, amazing story, contact WHO or Free & Peters!

Wikl ©

% for lowa PLUS #

Des Moines . . . 50,000 Watts
Col. B. J. Palmer, President
_P. A. Loyet, Resident Manager

FREE & PETERS, INC.

National Hepresentalives

2]



\;L“) CORIGINAL

- ———

.‘_r--,_

f[r

1] —=
I ==

. -;”f r(’”-"-f'” ”(I‘f‘ 'ir"\.ff .,,f”\.‘l’] Hel NS Mi - r-\\ 2 . f
(] it ) 3 N
.)" ¢ Hner nia {l” f ] }‘ |i”l' ] : f I‘ L S
s . UL ( '})]’a!f\i




.‘-
s
-
P / -
*
: : ! ]
ik L]
l\ i | L ]
w | - Moo -2 o '
~h.-’ =i . -
’ ’ ¥ » !
’ ‘ i b ’
¢ ‘ ' ’ v
i \ 23 \ 1 ’
I L R | [} "' 2
| 1 > ¥ s
. i bl #
. - . T e nea”
. . . .
SR ~
- -

We know what’s in store for you...

It's erystal clear! KMOX predicts bigger sales
for you when vou use Lee Adams' “Housewives'

Protective League—Sunrise Salute” programs.

Your participation means that your product
will be merchandized (and more of it sold!) in
retail stores representing virtually every chain,
association and neighborhood grocery in

greater St. Louis.

Last season 2,177 grocers took part in Lee Adams’
ANNUAL MERCHANDISING CAMPAIGN

and featured more than a score of Lee Adams-
advertised products—in 26 newspaper ads
representing 5,000,000 howe Ly pressions’—in
cnstonter mailings totaling 180,000 copies—and

i literally thousands of store displays.

l.!.‘ltr!f arailable ARC cirenlation

Comments from grocers, brokers and chain
store executives all ran like this:

“We have had a large inevease in sales. . ..
“The vespouse was vovy gratifying. ...
“We wish to commend yon on the fine resnlts, ...
“One of the ﬁn:-.c! busivess biilders. ...

“Owr sales for that aeeek wore thaw donhled !

If you sell anything that's sold in St, Louis
grocery stores, vou'll sell waore of it when you
use the most sales-efTective participating
program in all St, Louis—Lee Adams” “HPL-
Sunrise Salute” combination.

Lee Adams™ 1952-53 MERCHANDISING CAMPAIGN
starts soon, To assure yvour sales future

in St. Louis, better call us or CBS Radio

Spot Sales right away,

SO et s KM ox.

“The Voree of St. Lowis™ = CBS (hened
Represented by CBS Redio Spot Sales



New developments on SPONSOR stories

Four-organization joint promotion may spearhead trend, says Seitz (names below)

See: “The new network merchandising era

i~ here™
HD [ssne: 17 December 1951, p. 32
o] 0

Sllbjel_“: Networks are pulling more care into
merchandising services

- When a network, a local station afliliate, a vetailer and a manufae-

"hai' countss turer get together in a joint promotional effort. new paths in mer-
chandising cooperation are opened,

NBC. its Atlanta afhliate. WSB. Colonial Stores and the Phileo

Corporation have just completed such a promotion (from 10 July to

prOSPerousf 2 Augusti, utilizing the complete promotional facilities of all four
progressive organizations.  Fred N, Dodge. merchandising director of NBC

stated that this initial venture was an experiment to determine the

L ]
MOblle feasibility of establishing such a pattern for use with other retailers.
- The plan worked like this: WSB carried a heavy schedule of an-
TN~

Mectropotitan nouncements ballvhooing the availability of advertisers™ products in

um““M Bank Deposits Colonial Stores. as well as the fact that each of the 34 stores in and
40 1946 . . . anw

114.906 $ 65,593,663 around Atlanta would give away a Phileo air-conditioner to the
1951 5 . " ~ * » . i

231105 & L lucky winner of a drawing. Colonial Stores spotlighted many WSB-

ot T % Insremss NBC advertised food products in newspaper schedules, plugged the

irize drawings fo e air-conditioners in the ads as well as ;

e e e e ™ e e e, prize drawings for the air-conditioners in the ads as well as in the

’ .
+ -« and don’t overlook <tores, At the point-of-sale. mass displays. colorful hanners. shelf-

tween J. T, MeConnell. general merchandiser of Colonial Stores:

talkers, price cards, shopping cart cards tied in the station call letters.
the program times and the advertisers” products.  All point-of-sale
malterial was worked out by the NBC with Colonial Stores.

The plan for the promotion was evolved during a discussion be-

Fravk Ganher. station manager of WsB: and Loy R. Lee. Atlanta
CALL merchandising representative of NBC.
Allar Youssy Ju. \1 a l|lin:|f'l' ll"mit-n-d.l:) \BC o the other three pauli:“ipallin;;
National Repmosskiativ organizations on 9 July in Atlanta (just belore the promotion was

or F £ Bushy lannched ), Joseph Seitz. president of Colonial Stores stated that il
General Manager was. Lo his knowledge. the first time such an effort has been under-

y taken by network radio: he predicted that this new advertising pat-

tern in which network radio. local alliliate, retailer and manufac-
ON THEDIALZTO turer join hands, might well be a common one in the future,

@ The photo above shows the key men involved in the plan (1, to v ;
Johi M. Outler. WSB general manager: Joseph Seitz: Fred N,
BS Dodge: W. C, Moselev. vice president. Colonial Stores.

Mobile, Alabama
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HOUSTON'S FIRST PULSE REPORT

'CONFIRMS HOOPERATINGS!

Daytime % Hours Nighttime 2 Hours
8:00 A. M. to 6:00 P. M. Monday through Sunday

KPRC 26 40

Network Staticn B 22
Network Station € 4 4
Network Station B (4] 18

There's NO CONTEST between the
rating services in Houston! Hooperat-
ings through many years have been
positively confirmed by Houston's
First PULSE REPORT (April-May 1952)
showing that now, as it has been for
27 years, KPRC is FIRST!

NBC and TQN on the Gulf Coast
JACK HARRIS, General Manager . Nationally Represented by EDWARD PETRY & CO,

11 AUGUST 1952 25
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(BUYING POWER)

TWO MINNESOTA
COUNTIES WITH HALF '
OF THE STATE'S RETAIL
PURCHASES!

Hennepin and Ramsey
Counties (Minneapolis
and St. Paul) represent
one-third of Minnesota’s
population—and one-
half ils retail buving
power,

Add the other counties in
the Channel 4 Primary
—and vou have the key
- to the Gth largest U. S,
market.

—and,since Minneapolis
and Si. Paul are the
twin distributing cen-
ters, the men who decide
i what brands retailers
carry live here and watch
television on Channel 4.

In Hennepin and Ramsey Counties—
49.7% of Minnesota’s Retail Food Sales

Don’t confuse market conditions in the Twin Cities with
those in eastern and southern areas. If you don’t sell in
Minneapolis and St. Paul, you can’t sell profitably in our
other towns.

In Hennepin and Ramsey Counties—

54.3% of Minnesota’s Retail Drug Sales

In the Channel 4 (WTCN) ) primary is where your cash crop
is located. Drug stores in the 20 county primary do 61.49;
of Minnesota’s Drug business.

In Channel 4 Land—The Gray Area On The Map—
55.5% of All Retail Sales

Concentrated Buying Power around the Twin City Area!
Concentrated T-V selling on WTCN-TV (Channel 4)
And—as Minneapolis-St. Paul buys . . . so buys Minnesota!
Let our representatives prove it!

Tw; ﬁ”ﬁ!

) o e
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CBS = ABC » DUMONT (Affiliate)

Nationally represented by FREE & PETERS

TV CHANNEL

The Men Who Buy What Minnesotans
Try Con Be Reached On Channel 4

For example . . . T. G. Harrison,
President of Winston and Newell
Co., guides the policy and the
Ilu\.ing His firm sells over
$60,000,000.00 in foods each vear,
Super Valu and U-Save Food
Stores—606 top flite independent
grocers—operate in Minnesota,
North and South Dakota, lowa,
and Wisconsin.

Mr. Harrison Inu in Minne-
apolis—and says 'l consistently
watch fights, news and many
other excellent shows on Channel
4—WTCN-TV.”

ST. PAUL

MINNEAPOLIS

¢ ———

SPONSOR




‘efsuver Believes He Has Proved

fe Can Be All Things to All Men
e o MacArthur | s i

" Liked by Taft | ”hlwlsdn
' In 2nd Spot Gives Hint [
scnam Pmlul- Victory| HG d I{un

in November Election
if Nominated
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BY BECOMING NEWS SOURCE, SHOW BUILDS PRESTIGE, AUDIENCE. HENCE IT IS LOOKED TO FOR BIG POLITICAL STATEMENTS

COPPER 7.°
BRASS \'fe -\

) Revere: SLO00,000 TV

sponsur without i sales problem

Metals firm pot-and-pan line has909%, of market and copper shortage

limits sales growth but ad policy is (o build name for futunre

The harassed agencymen
Tv swealing out the hurly-burly

of day-to-day competition
must often look with vearning at the
television advertising of Revere Copper
and Brass. Inc. For Revere's ad copy
—cool. assured. serene—must  seem
high above the heat of battle and far
from the loud hawking of the bustling
marketplace.

To Revere, its I\ showease, Meet
the Press (Sunday. 7:30 to 8:00 pan.
on NBC) is a velicle whose primary
purpose is to softly peddle its greatest
prmlut'l; the Revere name.  There are
four hasic explanations for this currem
institutional strategy.

1. With copper in short <upph and

11 AUGUST 1952

the Government allocating the metal,  help insure it agamnst the economic un-
Revere must avoid overselling its prod-  certainties of the future.  In addition.
ucts=—while making sure it does not  Revere has recently built itsell up as

undersell its name. an important aluminum  fabricator.
2. Industrial products as such do These facts about Revere, however,

not lend themselves 1o a detailed sales  Lide one of the wmore fascinating mer-
]li!"ll. chandising stories in the Kitchen uten-

3. As lar as copper<clad stainless  «il business: the way this venerable
steel kitchen utensils go. Revere has the  firm. which had previoo<hy only gonen
market pretty nearly sewed up. but s feet wet in the consumer market,
while its three utensil factories have  knocked the industry for a loop with
been rumning up to their capacity in its bold. imaginative introduction of
orders. Revere wishes to maintain its  a Cadillac-priced line of pots and pans.
leadership. It scored a smashing success during 10

L. Revere. conscious of its 151 ear  vewrs of selling and proved that the
leritage and remembering 1932, when  mass market would absorly a prempum
sales dipped to one-fifth the 1929 total. — Kitchen product. proving that the aver-
reasons that building up its name will  age housewile <ecks quality in utensils,

27



\ vecent survey indicated that Re-

e has sold about 907 ¢ of the copper-
vlad stainless steel kitchen utensils. s
chtel copper-hottom unl|||.wl'l.lut on the
aopen market is FEkeo Praduets Co.. one

I the wants of the consumer house-
wares husiness and manulacturer rl[ d
widel diversified Kitchen line. Sears.

Rochuwk & Co. puts oul a private
Lirand 'n|»|<~1-!ml!--m line made for it
iy the Norris Manufacturing Co.

Starting  [rom  scrat h in the late
I (| S il-‘l}-l'l'}'ll”l'ln utensils hy 1951
acconnmed for 2747 of the total dol-
lar sales af all pots and pans in de-
partment  stores,  Other  pot-and-pan
hgures are alominum. 35.9'; glass,
LG s plain stainless steel, 7.115:
cast iron. 5971 enamel. 1.3, and
nn=cellaneous, 5.0 . ('u|r}u'1 bhottoms
are the fastest growine kitchen utensil
line according 1o the same survey men-
tioned above

Fhe most exciting aspect ol Revere
Wares future is the fact that the line
was really heginning 1o hit pay dirt for
the second time (the first was \llll!'li_\
after its imtroduction ) when a tighten-
ing in the copper supph  developed.
Fhe way the digging began was this:

o 1V SL. Georees 8§ Keves, Ine.,
Hevere's ageney. conducted a surver
for Macladden Publications on the
sales  potentialities of  the “wagze-
carner”  group.  particularly  on  the
money availahde for hard zoods. The
ageney was so impressed with the hid-
den lodes it discovered—the faet that
more money was available than would
normally he expected —that it decided
o wmake a pitch 1o Revere, ureing the
copper firm to really go afte III!’.JIII"L‘I'
wage-carner market. rather than con-
fine itself to the smaller WOHen s sep-
viee magazine market,  Revere was
comvineed (it was already receiving a
saod volume of orders from industrial
towns) aml as a starter the aveney
bowght space in American Weekly and
VMacladden™s True Story in 1947-18.

Ihe tight copper siuation intery ened

and this advertising was discontinued.

Revere's -}urllﬂll"lhl of Meer the
Press. which began late in 1950, was
not considered wholly as a substitute
for mass warkel magazine advertising
but was the vesult of a decision based
on a test of TV's <elling power and the
feeling that Revere should sel lamiliar
with TV, A vear belore, Revere had
Eought 13 weeks on the WABD. New
York. Kathi Norris show to find ouwt
whether video could successfully push
its Revere Ware, e8] wally the pressure
cooker, then selling at 31495, The
pressure cooker was meeling  heavy
4nr|!|u‘1i|iul| from other brands and St,
Georges & Keves figured that if the
New York metropolitan market  was
amenable to Revere's TV message, then
a nationwide TV sales efforl was
worthwhile.

The cookers went very well in the
New Yark market although hard zoods
were moving very slowly at the time.
\s 1o the entive Revere line. il was
found that New York sales increased
faster than elsewhere.

Revere and ils agency then hegan
casting avound for a proper program.
The worsening international situation
plus Revere's radio experience with
Exploring the Unknown, which it spon.
sored on the Mutual web from 1015
to 1947, sugzested that an institutional
format was the answer.  The radio
program was cancelled for a variety
of reasons: (1) the feeling that it had
done s job i renewing the consume-
e1’s acquaintance with Revere Ware:
121 the recurring of another one of
lb“'.“l' ""Illll’l =anrd ili"“‘ \\llif'il =Cnis
destined 1o plague the U5 in the
future: 131 the decision o go into
magazines where color was available,

Revere was pleased with Exploring
the Unknown and was comvineed Ly it
that a |-1;|]l|i' service or  educational
kind of program could command a
large enough andience for Revere's
purpose, ~ome ol ils ”!m|ll'|&l1i|r!~

were as high as 15 and an average

Paul Revere & Son,
At their BELL and CANNON FounpsrY, at the
Nerth Port ef BOSTON. 3

CAST BELLS, of all fizes ; every kind

of Brafs ORDNANCE, and every kind of

Compofition Werk, for SHIPS, &c. at the foortefi notice ;

ManufaCture COPPER into Swkeevs, Bours.

Seixes Naius, Rivers, DoveTaits, &c. from Afals
leable Copper.

They always keep, by them, every kind of
Coppir #ofiining for Ships. They have now on
hand,a number of Church and Ship Bells, of dif-
ferent fizes ; a large quantity of Sheathing Copper,
from 16 up to jo ounce : Bolts, Spikes, Nails, &c
of all fizes, which they warrant equal to Englifh
manufallure.

Cath and the highelt price given for old Cop+
per and Brafs™ march 10

["d Venerable advertiser Revere ran this ad in |B00s

rating in 32 Hooper cities was six.  [lts
listeners bouzht about 3,000,000 scien-
tific: pamphlet~—at a dime a piece or
13 for a 81.  (Copy for the pamphlets
was prepared by Science [Hlustrated,
MeGraw-Hill's post-war entry in the
popular science sweepstakes. |

[t is conceivable that if the Korean
War hadn’t intervened, Revere might
have zone in for less of a starched-
collar approach on TV.  As it was.
Weet the Press. which was lit‘ill; var-
ricdd by NBC on a sustaining  hasis.
served Revere's purposes admirably. It
was carried on Sunday. the institution-
al dav. It owas figured that news-
worthy statements uttered on the pro-
aram would have Litle trouble in mak-
ing Monday morning headlines since
most political news breaks during the
week,  Until this past spring. il was
aired during the late afternoon hecause
supertor nighttime slots were not avail-
iil'l". 1{"\"]"' ool a new f‘\l'fli";.' .
mwent in time for summer TV “.-Irllin_;.'

sinece Sunday afternoon andiences are

STORYBOARD OF PROPOSED COMMERCIAL SHOWS WHAT HAPPENS WHEN POTS AND PANS ARE STUFFED IN CLOSET, POINTS UP CONVENIENGE




NEW Meodern advertiser Revere uses TV, "Meet the Press” shot shows Governor Dowey on program when he announced support of Eisenhower

comparatively small during the hot
months.  There talk
about the program heing on the 10:30
to 11:00 p.m. slot in the fall.

This latter nighttime slot has re-
cently heen appropriated for the sum-

has been some

mer ll_\ one of Hr'\t-n"-'- 1'u|ll|n'li1|l‘.':-.
Bohn
which simulcasts its American Forum
of the Air and is a reminder that more
than one metals firm followed Revere's
footsteps in the Sunday. institutional
approach.  Aluminum Co. of America
sponsors Fd Murrow’s See It Now on
CBS TV from 6:30 ta 7:00 pan. Alcoa
wakes aluminum kitchen ware and it,
like Revere.
hetween its industrial products and its
pots and pans,
These Sunday
grams have panned out pretty well for

Alumiinum  and  Brass  Corp..

divides its commercials

public service pro-

their sponsors as far as listenership
woes, At the height of the winter listen-
ing season. Meet the Press reaches
about 2.300,000 homes.
Nielsen rating for the two weeks. 27

The average

OF USING SPECIAL WALL RACK FOR REVERE WARE

January and 3 February 1951 was 16,2,

IEkco. whose products are solely in
the consumer category. sponsored The
Goldbergs during the past season along
with Vitamin Corp. of America (*Ry-
butal”™ vitamins) and Necchi Sewing
Machine Sales Co.

on three times a week for

The program was
15 minutes
until its summer hiatus hegan 4 July.
The show will return in the lall on a
single half hour weekly The
expectation is that one of the three

||:t-i.~.

fasi-year sponsors will buy the entive
show but the problem of which one
hasnt been settled yet.

At first glance, it might seem strange
that Revere sells its pots and pans o
women via politics (even Revere's
agency admits that men have little 1o
say about such purchases), But 487
of the Meer the Press

women, anyway (44%% men, 8% chil-

audience are
dren). Secondly. Revere is also selling
copper products to men in industry
and to the male consumer who is in-
terested in the materials that go into
the house he may buy or now lives
in. Revere industrial salesmen have
found a eratifying reaction to the pro-
aram among men in the metallurgical
business,

In its commercials on Meet the Press
Revere wisely decided to leave out the
middle-of-the-program sales pitch and
was rewarded with hundreds of grate-
ful letters from viewers, The opening
commercial is a gentle. dignified re-
minder that Revere Copper and Brass,

Inc.. serves industry and the consumer
with research and a variety of products
and has been doing so for 151 vears.

\ typical commercial, used recently.
wenl as follows: The TV picture dis-
colved into a flip board showing the
L nited Nations Secretariat Building in
the background with a close-up of a
hand on a door-knoh. A caption said:
*WHEN YOU TURN A DOOR-
KNOB.” The announcer (unseen! re-
peated the caption and went on ™, . .in
any one of the United Nations major
buildings, vou meet Revere first hand.
and bronze
used exclusively in the hardware for

IF'or Revere brass were
this great landmark of the world's hope
for securitv. (Revere, it might he
||lli|l!l'(l oul, toes not make doorknohs
but both brass and bronze are copper
.'t”u_\ g.1

The

similar points about Revere metals in

commercial wenl on making
a caleulator and a new steam and dry

iron  (with corresponding  llipboard
pictures and captions )and ended up in
that

there are rockets to the moon. Revere

a not-so-rash prediction when
metals will in some way make the trip
IHIE-.'-‘II'II'.

The program itselfl has four reporters
throwing more or less embarrassing
questions at a key political figure. 1t

Martha

Rountree not to let the debate ael oo

is the policy of moderator

hot.  The questioning panel consists
of permanent member. Lawrence Spi-

{ Please turn to page 118)
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Symbolized above is current search by agencies for proper split of dollars among media

The problem of how to
= split the media budget in
the post TV freeze era seems to hme
taken precedence over all other dilem-
mas now under consideration by the
top-level ageney strategist. His convep-
tion ol the wayv o allovate money to
imcdia is undergoing a process of e-
evaluation which in scope is perhaps
vithout comparison i the history of
Vinerican advertising.

A the appermost levels of decision-
making in New York's leading adver-
tising agencies, intensive sludies have
heen under way for months with the
.r|lj|'li of rlldl'tili_: the T vadis" of
the advertising dollar in terms of to-
morrow = as well as today s maximum
efliciency. Of no small <pur 1o this re-
evaluation was the sudden awakening
atnong exeentives in advertiser cireles
to the hard econonrie facts of TV {as
reported in spoxsor, 21 Mareh 1032,
“Top management probes air media.” )

Men experienced in marketing diree-
tion and media choice for annual buod-
gets totaling in the tens of milltons of

30

A Devaney

dollars have been diligently pursuing
the answer to this question: How can
we fit the advertising budeet into a
pattern that meets the latest marketing
techmiques and shifts in media evalua-
tions?

L nder particular focus in this quest
i« radio.  But also intimately related
i= where newspapers —especially  the
.-il|1|l|t'lllt'1ll.-'. 01 l|i|'ll'll|m|il:||l arou)ps
and national entertannnent magazines
are headed. And. as noted in the open-
ing paragraph. helind all these media
probings television fignres as the prime
mover amd unsettler of the apple-cart.

SPONSOR has gone o the men en-
gaged in this giant job ol trend spot-
timg at seven of the nation’s larges
acencies. Fach of these men were
asked 1o speak Treely in <o far as com-
pany poliey and sell-interest permitted,
Each agreed. provided their comments
were nol atiributed o themselves or
their ageneies by name, (Despite their
own conviction about the conservative
somdness of their analvses. they feel
inter-media Tactionalisim, intra-agenc

How TV 1
Changme media
huymg patterns

Ageney trend spotters see
swing to greater market-hy-market

interest with radio the gainer

relations and other [actors would raise
a storm about them were they per-
sonally quoted or their firms named. )

The kev conclusions of the agency
e |ikl'|_\' to mold media [nh]tmili;_'
for the next few vears—are these:

1. The main attention of national
advertisers is shilting from the nation-
al seene to the local. A tendency to-
ward decentralization in budget con-
centration is becoming more and more
apparent. Where once a network vehi-
cle or a magazine campaign or a news-
paper group came as seeond nature to
such accounts, today the trend is to go
into regional setups or market-hy-mar-
ket. Beneficiaries of this thinking will
be spot radio, regional network radio.
as well as locally =elected newspapers
to a lesser degree,

2. Radio has heen severelv over-
penalized as the result of television’s
appearance.  True, TV packs unprece-
dented and unmatehed  demonstrative

and therefore sales  power.  True.
TV has cut radio histening, However,
rinlio’™s 96, penetration in the United

SPONSOR
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States 1s a lactor of such overwhelm-
ing importance as to reduce other con-

siderations.  This mediom is the only

one, the agency men are advising their
clients. which gives truly national eov-

erage the maximum degree of cus-

tomer saturation—and will never be

||i-||i;|-m1 in that regs

3. The Tull appreciation of the thor-
ough flexibilitn of radio and the econ-
omy derivable from its proper localiza-
tion had not been arrived at by policy
makers of business until recently,

I. -|.1|l‘ IN"J"‘?“' I'F |f||'1|i<| li!""'l”]llii'
zation will in due time hecome quite
pronounced m TV also. With the ex-
pansion of TV and the corollary in-
creased resort o TV flm programs, the
tendeney will be to buy in terms of
specific markets,  This preference for
market-by-market exploitation will in-
crease in ralio Lo the galloping rise in
the cost of national network eoverage,
In fact. the cost of TV in the matter of
rates will detemine the degree of the

advertiser’'s major stake in radio for al
least the next five vears,

5. Network radio in order 1o meet
the competition from spol raclio will

and wmore flexi-

I..!\-' Lo |u-..;||r- e

ble: maybe flexible 1o the point where

it will be dilicult 1o distinguish be-
tween the two.
0. More and more national adyer-

tiser money i= heing siphoned out 1o
the local arket through cooperative
Ihis

11 |uvlh:||.\ no ominor measure o the

adverlising., moyement accounts
prosperily - ace ]'Ilili:_' la stations [rom
\s the strategy to-

ward grealer Illh|_'_'r'l.lj\ concentration

local-relatler =ales,

in local markets takes on momentun.
the ad manager will recapture control
of this co-op money from the company
sales manager. who now vses the co-op
allotment mostly as a stimulator devie
with distributors and dealers,

7. The new pattern will give recog-
nition. among other things, to two car-
dinal long  em-

marketing  concepls

liraied ||. sutme of N |
1 lis Irs I | O L I

i h tper L 1 N

m s i i ls

dilluse v ~

|....5;_. "o« Iy

| nl= I = !

Iy accordin Lix I bories

m some Midwest ar

Fl.ii-:l-- Ol waoruen  va troen

Irom those ol New Y ork
0. Radio, even with its

ous availability of research iterial

15 still sor 1

and manifold servives,
need of: (1) a more exhaustively do

umented story of the home's seconda

and tertiary sets and out-ol-hiome lis
Ir-nin;_' and (21 a spol checking service
that i= as national and inelusive us
possible. Agencies will find this Tate
tool more aund more a requisite as
sCope ol Sl radio t"\]_l:lll-|.- over th
coming \ears. Incidentallv. most of the
media  directors -|||n'[ir'r| felt assured

1 Please tuvn to page 125)

How strategists in agencies appraise role of major media in post-ireeze era

TELEVISION

doubt

will
I duplicate national coverage pat-
tern of radio. They feel it will

dgencies medinm

has lost
he used increasingly on spot
and regional basis. especially
because of high costs as well

i as recenl emergence of film.

11 AUGUST 1952

RADIO

{lural medium has been overly
penalized dne to TV, Though it
andience. it s
deemed only truly national me-
dium capable of quickly satn-
rating the nation. Spot and co-
op will get increased billings.

will  hurt

menls

still

NEWSPAPERS

.\";-m'ili'ir market coverage trend
newspaper
benefiting
newspapers, Huiul;:h nof fo .fhf'
saume degree that local radio
stations will profit in the posi-

[reeze years. ageneymen believe,  a

MAGAZINES

network fmﬁu_ the enter-

!,]-‘I.'!

sapple-  tainment slicks will suffer, los-

individual  iug billings to television. Bnt

unlike net  radio. magazines

have no way of becoming .”f'”'

hle and fn‘H‘n'f.-'Il.’.: on aspects of

market-by-market  medinm.,
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More than 100 TV net shows carry Advertising Council material. Red Cross publicity shot shows, left to right, Gordon C. Kinney, radio-TY director oll
the Council; Robert C. Williams, associate ad mgr., Sanka Division, General Foods; Gertrude Berg (“"Molly" The Goldbergs): James Johnson, Young & Rubicam

Good Samaritan of the advertisme

Spensors. ageneies. media through Advertising Couneil acceomplish much

\merican  advertising  has

heen doing a veoman job
above and bevond the call of husiness
and the selling of soaps and cercals,
That job is public service advertising.
which is carried on primarily through
the |||s|-fin' SeTVice l';!llllliii;_'”.‘- of the Ad-
vertising Council. now in its eleventh
vear of ulu-i'.'tlinllr-.

Here, radio and TV put their best
[ool forward.  Here, national  adver-
tisers, agencies and practically all the
media b I'-.'_'.I'I|n-r i a |‘|m|u‘1:1Ii\t‘.

systematic elfart o (110 push good

32

causes. (2) prove their interest in j_'(m||
lili'f.l'rl-}lifr and (31 create a svinpa-
thetie elimate for business and adver-
Ii.-ill;_-.

Has it heen successful? Like any in-
stitutional —approach.  public  service
l(t]ll'lili:_'ll:- are nol easy lo measure as
[ar as elfectiveness SO0, \Vdvertisers,
however. have been enthusiastic. Wit-
ness the fact that virtnally every major
e IIllI ]:l‘li" |[|'l\\l'1k [?I'll,‘_’l'illli
carries Advertising Council messages
as do more than 100 commercial TV

network programs,

In the printed media the story is
similar. Nearly 1.100 magazines car-
ried ads on behalf of U. S. Defense
|:|n||].- Inlil} one II[ “l I]Iililll' (',uunl'il
campaigns | during one year, accord-
ing to the latest figures. During the
same period (March 1950-March 1951)
newspapers requested a tolal of 576.-
000 mats on various Couneil cam-
paigns. with 4077 of actual advertising
contributed by the media themselves
aud the balance of the cost borne In}
local advertisers.

There are hints here and there of the

SPONSOR



What it costs (o run

Advertising Counceil for a year

PROJECTED OPERATING BUDGET
Fiscal year—1 March, 1952 to 28 February, 1953

General Administration. HH‘.r’H-‘“N;_’ costs o screening
and researching the requests for national campaigns

and covering the maintenance of branch offices al

Chicago, Los Angeles and Washington NI75.000
Idministration of Campaigns 121,000
Information and Promotion 73.000

Production and Distribution of Campargn

Waterials 126,000
Round Table Foruimns 100.000
Campaign for Increased Productivity 40.000
American Economic System Campaign $0.000

Inti-Inflation Campaign $30.000
Under-financed Campaigus 20.600

TOTAL S§750.000

—_—

" Allan M. Wilson, Council vice president. who oversees National Safety Council drives,
shows TV station kit of advertising aids. Kits are made up by volunteer ad agencies

»
| Agency task force tor “Crusade for Freedom™ William E. Baldwin, art director: Norman
maps  straregy. L do e standing, Allan Robbins, vopy: Anderson F. Hewint, agency
Brown, Balkelite L., coordinator: William J. president: James 1. Vullen, rcopy, {.anl
| Shallow, account executive, L. to r., seated, Deane N. Coords. creative head, radio-T)

vith publie service campaigns

| interest aroused by the following cam-
paigns and the impact of their mes-
SAges:
e In July. 1951, the Council was
called upon to help raise an emergency
[ Red Cross fund of 85 million to 1[!"]:
flood victims in the Midwest, Radio
and TV. selected because they could
most quickly beam this appeal 10 the
publie. carried many special messages,
Radio delivered 77 million home im-
pressions (one sel receiving one an-
nouncement | while the TV figure was

( Please turn 1o page 129)
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What does 1t cost to build a TV

o provede advertisers and agencies
with some msight on the reasons for
TV s high costs. sPONsOR comnussioned
Peter R, Levin, a station planning and
management consultant. 1o draw up
estimates of what it would cost to put
a TV station on the atr and keep i
operating lor the first yvear.

Just as there is no truly average
man, there is no average TV station.
For that reason. Levin conducted his
studies on three levels. giving figures
for three types of stations: (1) rough-

in radio: 121 a 3.000-watt or equiva-
Allow-

ances for a price range within each

lent: and (31 a 530.000-watter.

group was necessary hecause of factors
such as cost differences between brands
of equipment. possible existence of
adaptable AM [acilities. terrain char-
acleristies which aflect tower costs.
\nother factor which accounts for
the wide range in costs within groups
is the problem of securing a channel
allocation,  Application for an uncon-
tested chamel can be fairly inexpen-

tams for a channel can turn into a
drawn out. costly bantle. Levin esti-
mates that the cost of fees |legal. engi-
neering, architectural. consultant) can
range [rom nothing to 5300.000.

The basic itr‘&lll[l[ﬂiﬂll was that the
lower-level station types would pro-
gram 10 hours a dayv. with the lowest-
cost station originating no local pro-
grams and the middle bracket station
of 1ils pro-
grams. The top-cost station is assumed

originating about 257

to he on the air 15 hours a (la}. with

Iy the equivalent of a 250-watt station  sive, but a dogfight between contes- programing equally divided between
e e e e —————————
Cost to get TV station under way

STATION CHARACTERISTICS

(Figures in thousands)

Small Station  Average Station  Large Station

[ ot High FLow High Low Hhieh q o
Small station
Transmitter w/xmitter con-
trol. Freq. and Mod. moni- Has the following characteristics: 500-wall transmit-
1ors. el LS TIR1] sq 1.0 ST2R S84 SR2E 2420 F
_ ter: no studio cameras: 400-ft, tower: network and
Anlenna, transmission line, " i g
daintay Ihad. bre. A eEn R0 40 1RO (755 film programing only: all operations at transmitter (]
LLAL i) site.  In “high™ group. some provision in huilding
Towes 'I:: ““' =0 Nl for temporary quartering of personnel.
] ’ 365 Thu z
700 f1. A5 KB -
\udio/Videa equipment and Average station
master control and studio
control equipment., including Has the following characteristics: kilowall trans-
=¥yne generators, r's.nlru] CoO- . £ u .
<oles, wmonitors. power sup: mitter may be 2. 5. or 10: two field cameras used in
F_'h"*- el 214 224 o6 B2 L 7hd “low™ station, two studio cameras used in "iligh‘:
Film cameras and projection 500-ft. tower: if transmitter and studios at different
eaqup. 135 3.0 15.6 20.7 420 .5 | e - "l' T I . ] . a ]
Film developing and record. ocalions, uses rvelav; smgle-studio operation. In
ing equip. 24,01 “low™ station, use of field equipment as studio con-
Studio and field equipment, trol with no separation from master control is as-
including <tudi 1/or he T = o
Sy udio and/or ficld sumed. Assumes “high” station has studio control
CAmMeras, camiera monnts, =4
microphones, cables, ec. 11 B 00 %R7 BUM 9% equipment with separation from master control in
Studio lighting None  None 1.0 Pt 7.0 20,0 all[it'ipu[i:i]l of ;,_!l'll“”l-
TOTAL BASIC STATION 1014 1640 2124 3200 3612 786.8
: Large station
Microwave relay, <tudio to
xmitter (opt,) 130 130 13,0 15.5 Has the following characteristics: 5 1o 50 kw trans-
Mobile unit ‘]""'”"“’"“'“'" mitter: 50 1o 200 kw ERP: two studios with two
ciqumip. fopl. 200 S0 2.5 87 .5 " . . ~
dual studio camera chains and one triple field cam-
STATION EQUIP. TOTAL 2354 4044 8977 B3OR era chain: “high” station has added 35 mm film
Botling (s franamitier, and/ projectors and camera chain: “high™ building cost _
or studios, alterations or new is over-inflated. hut some want f:lm‘_\' setup. Cosis ‘[
womstruction,  including  air- . . . . |
iy I WERLE it L ) can vary enormously in combination of transmit- -
con ||Ili|'|1I'|fj 1] un ) 5.0 L[] LU L TR . - . 1
; : : ter. antenna and tower height or site atop building.
Frrnitures and fixtures, offies - . .'
ani shop 1.0 .01 10 6.0 60 120 Heavy fees in “high™ group assume a protracted
Fees, legal. engineering, archi court hearing to secure channel, high engineering
tectural, ete h__ 100 100 300 300 3000 feex, first-rate architects and consultants. and gen-
GRAND TOTAL A 2000 2734 5300 49%.7 20518 eral lack of (_-.x|j('l'if‘]‘l(‘(‘ management,
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station?

network source. film and live-studio
originations. Based on these charae-
teristics, a slation’s operating costs
during the first year could swing any-
where from £140.000 to £1,099.100,
with the latter figure being conservative,

How terrain affects costs is illus-
trated by the tower costs figure which
ranges from $29,000 to $185,000. The
caliber of personnel used in technical
and producing operations can swell
salaries {rom $30.000 to $385.000. The
lowest salary figure assumes the use of
some inexperienced personnel,

To many a broadeaster, used to deal-
ing in radio’s costs. these figures were
dream shattering. Station operators
who had turned a neat dollar in radio
and hoped to do even hetter in TV ap-
proached the subject cautiously. An
analysis of their market area, either
by their own personuel or through in-
dependent consultants, discouraged a
number of radio station owners who
had hastily fled application for a CP.

It should be noted that all costs giv-
en below are based upon today’s prices
for today’s markets. After Peter Levin

Now that race to get new stations on air has started. here's

a breakdown designed to show admen why time is priced high

submitted his figures, spoxsor turned
them over to various industry authori
lies for checking, was assured that the
estimales were valid.

Advertisers and their agencies may
be surprised at the figures given and
may look at rate cards with less a-
skance after digestine the informalion
shown. Sponsors might use a rule of
thumb suggested by NBC v.p. William
Hedges, “Figuring TV costs isn't w0
dificult.  Merely take your radio g
ures and multiply them by four: usu-

ally yvou won't be far off.” * * k

————— . S——————— e —— e e

TV station operating costs for one year

(Figures in thousands)
Small Sration  Arverage Station

tlow  High

tlow High

Lorge Station

1 ow

High

Nem-personnel operating costs,

including general mainten-

ance and/or rent, studio and

transmitter maintenance,

power, and transportation $125 5125

=alarie= and wages of technical
and production men, includ-
ing (where applicable) chief
or assl. engineers: technical
director; program manager;
audio, video, and transmitter
Operators: maintenance men :
projectionists: artists; staff
announcers; ete, .. RN LT

Program costs. including ma-
terials, rentals, license and
copyright fres, services, ete.. 50 1200

Sales and administrative costs,

including salaries of sales.

men and administrative per.

s<onnel, office supplies, ete, [ B S

Executive salaries including

{where applicable) general

manager, commercial man-

ager, and the optional draw-

ing of salaries by officers not

on full time “ik V7S

Promotion and advertising ex-
penses - a0 ({11

Depreciation. computed a1

differential rate< to include

equipment, fixtures and

building - 52 I56
Miscellaneous costs, including

special supplies and services,

insurance, research, extraor-

dinary program costs, local

and state taxes, eic, 6.7 250

TiH% Ll

(TR 1810

24.89% 158

Hie 25

113 in.d

2ah5.00

bR

s LR

hd.d

. G

2740

Bi.5

il

105

GRAND TOTAL 1406  207.2

240.6 458

7424

1,099,|

Wombined AMTI operations.

*Nome joind use of personnel in AW and TV,
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STATION CHARACTERISTICS

Small station

It is assumed that: proportions of programing are
50% nelwork on a bonus basis. 307 film: station
on the air 10 hours a day: “low™ group would have
8070 sponsorship: promotion and publicity will be
handled by a station executive. Middle ground for
small stations would be about $230.000 if operated
in conjunction with an AM station. Deduet 85.000
to §10,000 if officers do not draw upon corporalion,
except for services rendered. In many cases. con-
tingency fund can be reduced by 907,

Average station

It is assumed that: proportions of programing are
50% network, 257 film, 257 live studio: station
on the air 10 hours a day: “low™ group would have
80% sponsorship; promotion aud publicity will be
handled by a station executive in “low™ group:
“high" group has a separate employee for promo-
tion and publicity with added staff personnel in con-
tingency fund. Middle ground for this group would
be about $450.000. Deduct $5.000 to #25.000 if
oficers do not draw except for services. Contin-
geney fund may be reduoced as mueh as 907, Under
some circumstances. low operating costs can he
shaved to abour 3220.000,

Large station

It is assumed that: proportions of programing are
14 network. Y4 film and 4 live studio: station on
the air 15 hours a dayv. Middle ground for this
group: about SE50.000. Under some circunistances,
“low™ operating costz can he shaved to abiout S600.-
000. They can also go above $1.200.000. Note thal
figures in this group correspond closely to published
figures of WTMJ-TV and appropriate averages re-
leased by FCC.
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KNIFE OFFER

PEN PREMIUM

~PONSOR: Roma Macaroni AGENCY : Richard Meltzer
APSULE CASE HISTORY : Roma Macaroni bought

vrght participations on the Chef Cardini Show Jor 2500,
IWith these vight annowncements they j"“-’u-n" fo win nenw
howsewife vustoniers by offering a special knife premiwm
for S0 and a Koma label. From these eight annownce-
tents on the Wonday through Friday. 1:00 (o 2:00 pon.
program. Roma received 5970 requests for the knife sets.

Cost was only DA€ per response.

KRGORTY, san Franviseo

PROGRAM: Chef Cardini Show ‘

SPONSOR: Peter Paul Ine, AGENCY @ Alaxon

CAPSULE CASE HISTORY: This candy maker offered
a three-color pen preminm on the Thursday night Gahhy
Hayes Show. once a week for six weels. Show costs about
SL300 a program. Viewers were asked to send in 25¢
and one candy wrapper for each pen requested. Over the
six-eek ;u'r:'ml'. 253.019 orders were received @ that is.
253.649 candy bar sales for Peter Paul. in addition to
SO3.412.25 in quarters being mailed in,

NBCTY, New York PROGRAM: Gabby [layes Show

ROSE BUSHES

TV

results

SPPONSOR: Jackhson & Perkine Co, AGENCY : Thuber [Hoge

CAPSULE CASE HISTORY : This plant nursery company
specializes in mail order garden items like rose bushes.
During a single garden film program on a weekday eve-
ning they offered rose bushes at 84 each. From this single
9245 10 10:00 pon. show costing S50 they pulled in 2.200
orders for rose bushes—a sales gross of 38.800 for their
S5 T investinent.

W WITY, Detront PROGERAM: Garden Film

DOG-CAT Foob

SHAMPOO

SPONSOR: Calo Dog Food Cao. AGENCY ; Frank Wright
CAPSULE CASE HISTORY : Calo advertised dog and
cat food on five weekly Ghost Rider (half-hour filim) par-
teipations al about S199.50 per participation. At the
end of less than two months Calo reported this sales-dis-
tribution progress: an average 5090 retail sales increase
in all Philadelphia grocery outlets handling the products.
or thousands of dollars worth of new business, Also. be-
canse of stimulated demand. they got distribution in one
of the city’s largest chain stores,

WOEALTY, Philadelphia PROGRAM: Ghos=t Rider

SPONSOR: Havtmann Co, AGENCY : Direvt

CAPSULE CASE HHSTORY : Lano-Curl is a shampoo
distributed by the Hartmann Co. To show its vses. Hart-
mann sponsored series of 10-minnte demonstration pro-
grams at 11:30 pon. Friday and midnight Satwrday. The
first program produced 180 orders with the majority of
them Jor 83 ftems. some double orders. During the entire
sia-week campaign, every 300 shou produced in excess of
100 orders or a minimum of well over 3300 in sales

per prograii,

WDSEETVY, New Orleans PROGRAM: Demonsirations

VACATION GUIDE BOOK

EXERCISE MACHINE

SPONSOR S NS YL Stane Dept ol Comerer VGENCY : BBDO)

CAPSULE CASE TISTORY : With vacation time ap-
proaching, the N, Y. State Department of Commerce
scheduled afternoon participations on the Ted Steele shon
lo promaote New York resorts. As an interest-stimalator
people were asked 1o write in for a free vacation guide
boolk. A weelly two-announcement sehedule Jen S300 was
run from T Apcil 1o O Tune. At the end of this period.
the tJ’f';r:H.fmf-'H! .-f"rm.'.'rr!' 7000 guide hool requests,

WPIN, New York PROGRANM: Tod Steele

SPONSOR: Exerevele of Los Angeles AGLNCY @ Dean Sinunons
CAPSULE CASE HHSTORY Exereyele placed a single
one-minute annonncement on Bill Stulla’s Parlor Party.
Within 30 minutes of this Wednesday afternoon comt-
mereial, morve than M) }ffmm' calls were received ]1_\' the
station [rom interested viewers. all of them inguiring
about the 3325 Exercycle. In less than 30 minutes. at a
cost of 5100, Exereyele netted wmore than 313000 in
sales leads.

PROGRANM: Bill Stulla’s
Parlor Party

KNBIL Los Angeles



Delawareans de know their State Police, thanks
to an exciting weekly program, seen on
WDEL-TV at 10:30 p.m. Monday nights. Pur-
pose of the program is to supply the citizens of
Delaware with first-hand information about the
work of the State Police, and to demonstrate the

efficient way in which that work is performed.

On a recent Monday night, WDEL-TV's Jim
Adshead submitted to a lie-detector test, admin-
istered by Lt. C. C. Seitz, of the Delaware State
Police, while Col. Harry L. Shew and Maj. Carl
Schnetter watched with interest. Another recent

telecast featured Le. William H. Horney, in an

YOUR
STATE POLICE

now “Your State Police”

exhibit of firearms; and Trooper First Class
Linden F. Ballance, in a realistic firearms

demonstration.

"Your State Police” is one of a number of
stimulating public-service programs presented by
WDEL-TV as a contribution to better commun-

ity understanding.

WDEL-TYVY

Wilmington, Delaware
A STEINMAN STATION

w D E L ?\:ﬂ Represented by
Pl ROBERT MEEKER Associates Chicage *® San Francisco ® New York ® Los Angeles
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tale of two

Observe the rooftop on the left.

It marks a television home, of which
the U.S. now contains some 17,100,000

— each one located somewhere

within range of a television station. 1

Represents quite an advertising

market, doesn’t it ? i
Look now at the rooftop on the right.

This marks a radio-only home, of
which “Non-TV America’ alone

contains over 17,200,000 —each one

i
located beyond range of any TV. !
i
Represents quite an advertising |
market, doesn’t it? i
Yes, the plain fact is this: for every I

TV home in America, there’s a
radio-only home in the 45-state area

of “Non-TV America”!

Mutual’s Mister PLUS is perched on




ooftops...

the righthand rooftop for a very simple
reason. An independent, 1,000,000-
interview research into actual listening
throughout “Non-TV America”
(Feb.-Mar.,'52) proves that Mutual
dominates this entire market by 2 to 1

over any other network.

What's more, Mister PLUS earns this
rooftop perch for his clients by another
simple fact: Mutual serves “Non-TV
America” with more stations than the

three other networks combined.

No wonder Mutual offers the Number -

One route to “Non-TV America”...

, as well as the lowest-cost route

MUTUAL

Compare audiences. . . network
- compare networks. .. E MISTER PLUS of 560 ajﬁh'ates
5=

. and consult

to all America.

—416 FOR “NON-TV A i
| Mister PLUS. .. 0 ON.TV AMERICA" ALONE

|
' 1440 Broadway, New York 18
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hy Bob Foreman

I 1"~ amazing how httle vou can get
away with on television,  Exposed
o the TV camera. the slightesi
tinge of phoniness 1= not only ap-
parent but becomes magnihed 1o a
degree where it anmoys even the
most insensitive viewer and mili-
tates against lis enjoyment of the
program or Iu‘]il'f e the commer-
cial. Those who went through radio
\l” ||'|‘.‘l||‘ lllll_\' Loy \\t‘“ |.|Il' hlll ri-
ble dialogne whieh all o often
<lides by i the medium. You
find this kind of copy al s ulti-
tate worst in those so-called dia-
logue  commeretals—the Kind in
which two women talk about a
product in the most nomatural and
||ul1|'n“nl|lli.|| terms. L . 0h, Ethel.
whatever have you done 10 your
hand~?  They have that soft-as
silk-look.”™  And then Ethel an-
SWETs?

P applyving new Bloop Haud
Cream daily and twice on Sundays.
Ma Y. You should ey il too, And
also use it on the ehildven in the
bath,  1t"'s homogenized!™

Somehow this palaver isn’t 100
bad when just heard,  Ar least it
gels by when a good actress de-
fivers it Bat put these same words
i the mounths of two actresses and
place them in from of a TV (or
motion picture) camera and their
anhelievability hecomes hideonsly
apparvent.  The faet that nobody
talks this way is readily obvious to
anyone —including a 10-year-old,
For example, Tve seen my own
Kids winee at =ome of the u!inln;_'nv
- conmmmercials, especially at the
phony wordage delivered by
voungsters ahout hreakfast foods,

So. 'l say if seeing is believing.
what 1= =een better darn well e

40

Lielievalile.

The lllalilii':ll convenlion, as d
case i point. showed this off 10
sreat advantage.  The inquisitive-
ness of the TV camera at these
spectacles, ferreting ont the sup-
posedly  hidden asides. the un-
pleasant and ievelevant gestures of
the speakers. visualizers i plain
view. the inattentiveness of the au-
daience. the glarving visualization of
the flufl= in the specches—all this
served to point up ineptitude and
Luffoonery  far more than radio
Vel I'ul'-.

Another case: Becanse o many
people came up 1o talk 1o hin
Governor Deweyv wasn't able 1o
pay altention to Representative Joe
Martin's talk. The camera dwelled
at greal lengths on My, Dewey dunr-
ing thi= part of the Republican
Convention, =o at the end of Mr,
Martin's address when we <aw the
Governor politely applauding, it
hecame a <tk hit of husiness,

Then there’s Wy Little Margie.
F've heavd a lot of unfavorable
conmment  about thi= film  show
which is. as you know. the I Lore
Luev veplacement.  Actually, the
program i= hasically <ound.  The
iwo ecutral characters are essen-
nally sympathetic.  But where the
show does fall down. and  falls
down Illi:-l.‘l'.‘lllll\'. i= i the lines the
two players have to deliver. Nei-
ther  Charles Farvell nor Gale
Storm can pos=sibly get away with
the phony dialogue. the ente phras-
ing. and those gags that tyy =0
havd. Nor could Alfred Lunt and
Lyvim Fontanne.,

I, many weeks ago, somehody
had  red-pencilled  these  seripts
weretlesslv. T think the situations

——-T

would have held up well, hence
we'd be liking the two people in
the program rather than shying
away from them. I've a sneaking
suspicion that the dialogue is writ-
ten hy radio writers, It has that
glib andio-only sound 1o it.  And
[or some reason. as I said. you can
get away with it on radio.

Evidently. this bear that we have
Iy the tail — television — is not
ouly the fabulous thing we know it
to be but a real heast when mis-
tieated that makes it very danger-
ous 1o have around the house—
for program writers and commer-
cial writers alike,

commercial reviews

TELEVISION

PSR Clorcts

AGENEY: Dancer-Fitzgerald-Sample,
Inc., N.Y.C.

o | “Date with Judy”

The commercial format for this show is
sound though somewhat undistinguished,
sure-fire though a trifle commonplace. A
top quality announcer, one of the few
gents who can convey conviction without
nervousness, Allyn Edwards, delivered a
very straight opener which ended with the
usual close-up of the product.

The middle break was a shghtly longer
opus with no holds barred—a young couple
kissing, a jingle and some simple amma-
tion that made graphic ths sources of
offending breath.

This latter category included garlic-y
salad and heavy smoking, as well as an im-
plication of the evidendy serboten word
whiskey; this last 1dea is put across to the
hard drinking set by a line drawing of a
tall glass and the not too crypric words—
“tell-tale beverages.”

Edwards was on camera all by his lone-
some again at the third commercial and
again was mtimate without being cloying,
liard-selling withour being overbearing,

I'm about 987 for this format, but, as
I said, I sull miss some gimmick or visual
trick or gadget to make the product name
or its main theme of kissing-sweet breath

register more firmly.

SPONSOR




Sf.."i'a’z'f’ll ALKER'S SERENADE, two and one-

half hours of “captivating the unusual” ina style
unique with Doc Hull, KVOQ's ace nighttime disc
jockey, is the favorite program of thousands of lis-
teners all over the United States. Scheduled from
12:05 AM. to 2:30 A.M. seven days a week,
SLEEPWALKER'S SERENADE is the ideal
vehicle to sell any product with nation-wide distri-
bution and universal appeal. There’s music, witty
remarks, interpolations by the engineer on duty and
an occasional unrelated recorded remark taken from
another program to give that “gig” to the listener
which veritably sweeps him off his listening feet!
In a field uncrowded by even the commonplace,
SLEEPWALKER'S SERENADE is the unusual,
standout program in the top bracket of after mid-

night shows.

So, we say again, if you want to sell a product with
universal appeal, or a product of first appeal to men,
then buy yourself a piece of SLEEPWALKER'S
SERENADE! There’s a bit of it left and it might

as wc” I‘!L‘ yours.

See your nearest Edward Petry & Company office
or call, wire or write KVOO. But do it now!

[y
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KVOO operates 24 hours per day

7 days per week.

RADIO STATION KVOO

50,000 WATTS

OKLAHOMA'S
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NBC AFFILIATE

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

GREATEST

STATION

TULSA, OKLA.
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Precision Now Offers
Unmatched Facilities For
16mm Processing!

Here at Precision, we are constantly revising our film processing

techniques utilizing new engineering principles and new machin-

ery which enable us to offer 16mm producers the finest processing

service they will be able to find anywhere.

Here are some of the new (ypes of equip-
ment that make Precision a leader among
film processing laboratories:

New 16mm Developing Machines
automatically operated—Maurer-de-
signed to handle the complete range
of 1mm work—negative or positive
promptly and efliciently.

Automatic Temperature and Air
Control built to a Maurer design,
Rigidly maintainevery technical con-
dition necessary to the finest 16mm
processing.

Electrically Heated and Controlled
Drying Cabinets on each new de-
veloping machine turn out high
quality film, waxed and ready for
immediate projection,

Precision Film Laboratories — a di-
vistonn of J. . Maurer, e, has 14
vears of spectalization in the onm

_Iﬁrfrf_ t'un:‘f.\l‘l-ﬂf(‘\' meets the latest de-

mands for higher quality and speed.

New Electronie Printer: Forthe re.
production of magnetic sound to
lomm either independently or in
combination with picture prints,

New Control Strip Printers operate
without notching original — produce
fades and dissolves from A& B rolls
—incorporate filter changes between
scenes.

PREGISION

FILM LABORATORIES, INC.
21 West 46th St.
. New York 19, N.Y.
Ju 2-3970

SPONSOR:
AGENCY:

Borden's Instant Coffee
Doherty, Clifford & Shenfield,
N.Y.C.

Chainbreaks

As an object lesson on the power of a

PROGRAM

medium which makes motion possible in
advertising, I'd like to point to this rather
simple, uninspired announcement that
merely shows the product and its name
printed out—with one addition, a spinning
top wipes on the product name, a line at
a time.

The motion of this commonplace toy di-
rects your eye to it and holds your eye on
it, until the entire name is on the screen.
Despite the irrelevancy of the top and its
lack of aesthetics, the simple fact thar the
top spins does hold the eye, fix the mind
and leave an impression—and what more

can you ask of advertising?

commercial reviews

RADIO
~PONSOR: Spic & Spon
ALENCY S Biow Company, N.Y.C.
PROGIAN Annuuncemenis

It's rare that something unusual turns
vp in a radio jingle, especially in these
days of feverish TV acriviy. Yet the
Spic & Span announcements have come
up with the unusual—achieved by a very
catchy musical background of maracas and
guitar done to a Lartin tempo. The gim-

mick is this: Instead of having the lyrics
sung, the commonplace way of handling

copy, the announcer ralks in thychm and
presents the message against the musical
background minus an actual vocal.

The effect of this 1s twofold. It has
the virtue of music, making the message
memorable as well as listenable; yet there
is all che clarity and force of the spoken
word in the announcement.

With the trouble most of us have pre-
paring lyrics and producing them so that
the words are clear, Spic & Span has ob-
viated this problem admirably.

The two-announcer copy that leads up
to the musical sign-off is probably as com-
petent a piece of hard-hitting copy as
you'll ever hear, slugging away adroitly at
all competition.

Since the two-announcer technique pre-
sents a man and a woman, we get excellent
change of pace and added interest as well
as impact. Production is suberb with every
word as clear as a floor just done over with

Spic & Span,

SPONSOR




He sells as he sings as he
plays as he jumps=and
his all-age audience loves

all 30 minutes of his new

KENNY ROBERTS SHOW

11 AUGUST 1952

Pulse’ll prove this:Singin’, strummin’, leapin’ Kenny Roberts
is just as popular with his WHIO-TV audience as he is with
the national audience that watched him perform with Arthur
Godfrey, Al Morgan and other headliners. He'’s explosive! He's
likable. And he's a darn good salesman. Here's how good:

WHIO-TV s*aged a big Polio Benefit Show early this spring.
Kenny sfopped it with his unusual act—viewers jammed the
telephones with ‘‘contributions for Kenny.” The city of
Dayton wanted to put over a $12,000,000 school bond issue
last fall. Kenny talked it up for 7 weeks on a special show*
aimed at children—the issue passed by a 2-to-1 majority —
and the bond committee gave Kennv a large share of the
credit. No room for other examples.

Sometime during his new 4:30 to 5:00 p.m. program, origi-
nating from WHIO-TV studios, Kenny will have time to turn
his selling talents to (fill in your product name here) |
George P. Hollingbery, national representatives for WHIO-
TV, has complete information on the participating spots
now available.

*Kenny's school bond show was aired over two stations at the same
time. WHIO-TV pulled twice as many viewers as the other station.

CBS * ABC * DUMONT

o-tv:.:

DAYTON, OHIO
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The

picked panel
answers

Mre. Hyman

Ihe question as
il a]:|1|it.’s to Ca-
nadian  radio s
no diflerent than
a similar  ques-
tion about any
other  undertak-
ing. In order to
aet the most out
of Canadian ra-
dio. an advertiser
and ageney must
have suflicient background in merchan-
dising to take advantage of all the
knowledge they can gain on the sub-
jeet. So far as information on Cana-
dian radio is concerned. the station
tepresentatives in the U.S. are com-
pletely equipped with every bit of fac-
tnal information that Tlas leen pub-
lished in Canada or the United States
on the Canadian market. advertising
i general and Canadian radio. With
this great fund of information. plus
some additional studies, the U. S, rep-
resenlatives have made on their own.

Mr. Young

they are in a position to be of tremen-
douns help so far as supplying knowl-
cdze of the potential of the great Ca-
nadian market.

When it comes 1o supplying “know
how™ in merchandising with the use of
this knowledge. years ol experience
hiave proved conclusively that wo one
ip to this time holds a candle to the
cenius of UL S0 industry nor has any-
one heen able to :i|i|l!‘n£ll'li l]ll' "l\'!ln\\
how™ ol onr LUS. advertising ageneies,
Fhe came ol merchandising and adver-
tistng has been developed by them 1o
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How can advertisers get information on how
to get the most out of Canadian radio?

Moe Hyman

1= present height of efficiency and this
is particularly true of radio advertis-
mg in the U, 5. and certainly there is
no one hetter equipped Lo use the tools
than the man who wrote the book.

I would hesitate to try to teach an
H_'__ll']]l“l\ !ll']'f‘ or an ﬂll\'l‘["‘lﬁ('f II'IP ]I['SI.
way Lo approach a problem in Canada.
The really successful L. 5. advertisers
who are in Canada and operating there
successfully are doing so using exactly
the same methods and same approaches
that made them suecessful here,

Canadian people are our kind of
prople with the same basie philosophy
as our own and all anyone needs to
properly tackle the greatest export mar-
ket we have available 10 us are some
details of information which any and
all the representatives can supply,

Apan J. Youne. Ik
President

Adam 1. Young. Ir.. Ine.
New York

Those who want
to get imforma-
tion on how to
aet the most oul
ol Canadian ra-
dio might try any
one or all of the
[ll“n\\'illg. Write
to the sales ofliee
of the Canadian
\ssociation of
Broadcasters, 37
LBloor Street WesL. Toronto, 5. Ontario.
[T writing's too slow. wire or phone

Mr. Allard

I'Rincess 3729, Write. wire or phone
United  States pepresentatives’  firms
wha have knowledge of Canadian con-
ditions such as Weed & Co. or Adam
J. Young, Jr.

Advartising Director
Somnyl Pharmacal Corporation of America
New York

Wire, write. phone or call on the
commercial attaché at the Canadian
Embassy in Washington or any of the
Canadian government. trade represen-
Latives in most key U, S, cities,

Write, wire or phone any of the Cana-
dian representative firms, list on re-
quest from the head office of the Cana-
dian Association of Broadeasters. 108
Sparks Street. Ottawa. Canada. phone
3-4030.

Read with care the annual Canadian
section of sronsor, and the up-to-date
Canadian material that appears fre-
quently in spoxsor’s regular editions,

I'rom whatever source the informa-
tion is obtained. it will add up to the
same thing—that Canadian radio is in-
dispensable 1o the United States adver-
tiser who wants Lo inerease his Cana-
dian market. or to the advertiser who
wants o enter this profitable market.
Canada is the best customer of the
United States. It is now in an era of
fabulous expansion—an expansion so
great that it is only partly dramatized
by the fact that the Canadian dollar is
now worth a dollar and four cents in
United States money.

Canada is a country of vast dis-
tances, being slightly larger than the
United States. and its territorial pos-
sessions combined, The growing North-
ern gianl has greal cities. satellite
communities. smaller centers and farm
population.  The important  huying
power of these can be reached by a
complicated and expensive combina-
tion of media. It can all be reached
simultancously. inexpensively and el-
fectively by Canadian broadeasting.

T. J. ALLARD

General Vanager
Canadian Association of
Broadecasters

Ottawa. Canada

SPONSOR




to be found in
your own publi-

Canadian market.

But the spon-

Mr. Stovin SOr may require

specific informa-

tion, counsel or direction, to apply to

specific problems in relation to this

auestion.

The sources:

Station representatives

Sales and Research Division of the Ca-
nadian Association of Broadeasters

Association of Canadian Advertisers

Canadian advertising agencies—engage
the services ol people or organiza-
tions experienced in Canadian mar-
kets and wise in knowledge of Cana-
dian psychology

Advertisers who have emploved Cana-
dian radio promotional facilities

Dominion Bureau of Statistics

Retail Sales Index published by the
Canadian Broadcaster and Tele-
screen, Information is hroken down
country by country. as well as by
cities, similar to divisions reported
in Bureau of Broadeast Measurement
reporls,

Bureau of Broadcast Measurement re-
ports.  The 1952 study. the fifth in
Canada. is almost completed, From
study of station reports, the sponsor
can match his radio promotion coy-
erage with his distribution or viee
versa. choose supplementary stations
intelligently to fill in the hlank spots.
Advantageous 1o the advertiser
would be a record of sales compiled
division by division to match BBM
reported cells.  Experience gained in
this manner provides an aid in [u-
lure v:mlpaigns or :'.\pausinu nf Cov-
erage,

The advertising copy should fit the
program or personality.

The radio stations. Each station has a
personal stake in making each cam-
paign a success for each client. None
is more familiar with its audience
and how and where best to persuade
it to buy. Too few advertisers seek
this invaluable avenue of counsel.

Cultivate the cooperation ol the retail-
er. Radio stations can supplement
the work of the sponsor’s own rep-
resentatives in this regard.  The ad-

( Please turn to page 124)
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Not the least val- |
lll‘l[lll' source (lfI
information on |
this vital topic is '

cation in .-]’m‘iﬂ]l
reporting on the |

* Write, Wire,
or Phone Your
JOHN BLAIR Man!

HEARD ABOUT MY
lafest RUN?

® Frankly . .. if stockings were

able to speak, they'd certain-
ly be talking about the big
“run’ WDSU produced re-
cently in New Orleans.

Here’s how it happened! A
large department store* de-
cided to test the effectiveness
of its advertising in connec-
tion with a sale of women’s
nylon hose. For the test—
they allotted an appropria-
tion for radio spots on
WDSU; and, an equel ap-
propriation for advertising in
a competing medium.

An impartial survey (conduct-
ed by Advertising Research
Bureau, Inc.) showed that
33.1% of the customers heard
the sale news on WDSU! The
competing medium only of-
tracted 20.6% of the shop-
pers.

WDSU’s radio customers ac-
counted for 35.4% of the
total sales, while the other
medium’s customers account-
ed for only 17.8% of the
sales.

Dollar for dollar, WDSU can
whip the socks (and stockings
too!) off its competition when
it comes to producing sales
results in the “Billion Dollar
New Orleans Market”!

“*{Name and details on request)




This SPONSOR departmeni features capsuled reports wui
broadcast advertising significance culled from all seg-,
weleomed,

ments of the industry. Contributions are

Collecting advertiser product labels now Lids' top hobby

\dvertisers who know the impor-
tance of packaging a product attrac-
tively are likely to have the henefit of
an extra “plus” nowadays— especially
if their labels appeal to youngsters, It
scems that the kids have taken to col-
lecting attractive and interesting prod-
uct labels in a big way. In fact. accord-
ing to the American Holiby Federation.

- (7

Collector Wm, Drobak has over 8,000 labels

the collecting of seals and labels taken
from household ftems such as [ood.
cosmeties, clothing. confectionery. hev-
erages, is presently the Noo 1 hobhy of
American bovs amd girls between the
ages of eight and 10 years,

This was one of the findings in a
one-year study recently completed by
the Federation among 8414 children’s
hobby clubs throughout the nation.
Seal and label collecting has alwavs
been  popular with the voungsters.
though it was never, until this year.
among the first 10 hobbies, Tn 19500 it
was 24th on the list. Its meteoric rise
1o top spol in just two vears (dethron-
ing stamp collecting ) is chiefly explain-
able. Li!-nll]ill;_' to the Federation., [a_\
the fact that it mvolves practically no
cxpenditure on the part of the kids:
also it is “colorful. nteresting and edu-
cational.”

It is casy ta see why this kingpin
hobby is significant to advertisers: it
creates a new and longer life for their
labets. above and hevond product nsage
gives them extra ad  “impressions.”
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Youngsters collect the seals and la-
bels from all types of packages, con-
tainers, cans amd bottles Tound in the
average home. To acquire new and
rare scals and labels. as well as wanted
items. they swap. Most-wanted types
are the die-cut label and the embossed
metallie foil seal. Labels are kept in
serapbooks or mounted on cardboards
isee photol. are often catalogued ac-
cording to classification. age and type.

The other hobbies among the top 10
favorites this year are (in order of
popularity 11 collecting  autographs.
model plane-making. wooderalt, insect
collecting. stamps, painting, dolls. pho-
tography and model railroading, * * *

APS sets up film library
service for TV stations

A flm library service for TV sta-
trons with practically the same flexibil-
ity as a radio transeription library
was sel up recently by Associated Pro-
aram Service,

The library consists of educational
and public service films produced by
Eneyclopedia Britanuica Films.  The
films may be offered 10 Sponsors or
used for planned public service pro-
graming by the stations: may be spon-
sored by any business or produet man-
ufacturer except those deemed harmful
to voung |ll‘n|||l' (tobacco. heer, ete.),

Under this film Library plan, a tele-
caster selects amy 100 or more films
Trom the wmore than 300 rllrn'ltli) avail-
able. which he may program in any
way he sees fit: in series. as fillevs, in-

"Great Men" series is popular with sponsors

corporated in other shows, tied in with
currenl prumnlium and events, as a
TV University.” For the flat library
rate—which comes to less than S$4.00
a month per film on the average TV
station—each broadcaster has unlim-
ited repeat rights on each fihn for a
vear. | Most of the films are black-and-
white one-reelers which run from 10
te 12 minutes each.)

To aid telecasters in selection of
films [or their libraries, APS has sel
up 16 suggested program series with
five to 37 films in each. The series
range from nature explorations to
sports, from  homemaking 1o travel.
from arts and craflts to Awerican his-
toryv. A Great Men and Women series
—made in Hollywood—is available
separately. boasts such sponsors as
Southwestern Bell Telephone Company.
Kansas Citv: North Pole Real lce
Cream  Company. Pittsburgh; First
Federal Bank. Miami: Forest Lawn
Cemeterv. Los Angeles.

To make special days. weeks and
events of the vear come lo life. APS
offers subseribers a special promotion
and  merchandising calendar, which
suggests what EB films to use in con-
nection with each occasion.

\PS reports an excellent response to
the flm library idea during its first
month.  Sponsors and agencies may
ohtain a catalog with full details from
Associated Program Service, 151 West
d6th Street. N. Y. C. * k *

WGEZ aids Sears store (o
top sale quoeta by 1119,

When Sears. Roebuck and Company
in Beloit. Wisconsin, held its annual
sale recently, total business shot up
14177 over the quota. WGEZ, Beloit,
not only plaved a vital role in building
up the event, according to store man-
ager John Barrows. but was also on
hand to air some amusing alter-sale ac-
tivities,

I'or several days preceding annual
“Sears Day™ and during the nine-day
evenl. WGEZ carried 11 one-minute
announcements daily for Sears, which
also co-sponsored the Chicago White
Sox hasehall games (with about six
other retail establishments). As par
of its promational effort for Sears. the
station conducted live interviews with
manager Barrows and assistant man-
ager Gordon Wedge, These stressed
that Barrows was heing “shipped” 1o
a farm during the sale. leaving the em-
ployees in comiplete charge.

SPONSOR
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AL a “planning party” for employees
just before the
nounced the sale quota and told the
workers that if 1297
were reached, he would let himself be
dunked. fully dressed, in Rock River.
He said that \“t‘li{.’l‘ could be dunked
at 1317 of quota. and credit manager
Alvin Collins
135%.

The “courtesy night™ kick-off for the
sale attracted the Izlr;:c'.»-l crowd in the

sale. Barrows an-

of the quota

\\III]I{' lin\\tlh al

Yun

history of the store. In three hours,
i]lluul “"a' Hf “Il‘ l’l!lllﬂ was H':U'}ll'll.
When the nine-day business totaled
1419 of quota, employees immediate-
Iy made plans for D-Day. Three days
later, with WGEZ on hand to provide
listeners with a play-by-play descrip-
tion  of the
Wedge. and Collins were thoroughly
dunked in Rock River. * ok ok

ceremonies,  Barrows,

Briefly . . .

Old Gold cigarettes (P, Lorillard
Company) tied in with an air medium
and an airline in a recent month-long
window display at one of the cross
roads of the world—New York's 42nd
Street. directly opposite Grand Central

JPITAL MORTHEAST - NORTHwWe .
RUNES TERMINAL ANNEy

e —

|
.1

N

-

As tie-in, airline serves Old Golds on flights

Station. Prominent in the display were
lifesize reproductions of Old Gold tele-
vision announcer Dennis James. the
Old Gold "“:mt'ing Pack™ and a North-
west Airlines stewardess. Old Gold had
television shows this pasl season on all
four networks: Original Amateur Hour,
NBC TV: The Web. CBS TV: Stop
the Music, ABC TV: Down You Go,
DuMont.
- * -

A new “Directory of open-end tran-
scriptions available for local sponsor-
ship” been published by the
NARTB—a previous one h;l\'ill;_; been

!lil:-

issued in 1949, The compilation covers

the radio transcription offerings of 28

producers and distributors, classifies

the programs u('l'u]'(lin;_' Lo Lype: adven-

ture, audience participation. comedy,
[ Please turn to page 120)
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The complete south Florida scene shows 825,000
permanent year ‘round residents spending
$1,003,250,000

NOW 34th among the nation’s major markets!

IT'S AN AMAZING SOUTH FLORIDA TV SALES STORY
CALL YOUR FREE & PETERS COLONEL, TODAY!

WU

cAnneL 4 «miami
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“AP News
a
tremendous

Success.” Adna H. Ka‘rns, vice-Pres.

(| and General Manager
WING, Dayton, Ohio

AP

“AP newscasts
always
pasiest

| to sell.”

WLPM, Suffolk, Virginia

Hundreds of the country’s finest stations announce with pride “TH1S STA TION IS A MEMB

. station WIZE in Springfield, Ohio into AP

“WING has long been known as ‘Dayton’s
First Station’,” says Mr. Karns. “AP news
has been the outstanding factor in maintain-
ing that position as far as news coverage is
concerned. Due to the tremendous success
of AP news at WING, we recently brought our

membership so it could get AP service.”

“We have no trouble in keeping the spon-
sors of AP news happy.” says WLPM's Mr.
Hart. “They always stay on the air longer
than sponsors of any other. type of program.
Sponsors ‘perk up’ when you mention an
available AP newscast. And our Sales De-
partment agrees unanimously that AP news
is the easiest thing they have to sell!”



“We believe news is the greatest single
service radio has to offer the public,” de-
clares J. W. Yonts, Jr., President of Yonts
Radio and Appliance Company of Dayton.
“Qur sponsorship of six- 15-minute AP news-
casts each week on WING has proved to be
the greatest single factor in Philco sales in
the Dayton market!”

~and sense!

Sponsors of AP news on WLPM are
equally enthusiastic. Ten leading advertisers
in the Suffolk trading area use AP news con-
sistently. One of them — F. P. Crowe of
Crowe’s Auto Body Works — says, “Since
we started our 6:15 P.M. AP newscasts,
our business has more than tripled!”

0F THE ASSOCIATED PRESS.”

Associated Press. . . constar
ly on the job with

« a news report of 1,000,000

words every 24 hours -

« |eased news wires of 350.000
miles in the U.S. alone.

« exclusive state-by-state news
circuits.

« 100 news bureaus in the U.S.
» offices throughout the world.

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

YOU CAN DEPEND on AP NEWS
to make dollars—and sense—for
you and your sponsors. For AP
news commands interested listen-
ing by the kind of audiences who
make up the cream of any market!

FIND OUT today how AP news
can give you ready-made, proven
leadership in your market. De-
tailed information is yours through
your AP Field Representative or
directly from:

HE A enYork 20, N-Y:

er P'talal N

50 Rockefell




Here’s Where We
Started Using

WHEN

TELEVISION

WILL SELL
FOR YOU, TOO!

Sound programming that cre-
ates viewer preference, plus
smart merchandising, makes
WHEN your best TV “buy” in
Central New York. Here's a
rich market that will look at
your product, listen to your
story, and buy, when you Sell
via WHEN.

CENTRAL NEW YORK'S MOST

LOOKED AT TELEVISION STATION
Represented Nationally
By the KATZ AGENCY

CBS ® ABC * DUMONT

WHEN

TELEVISION

\ SYRACUSE,

A MEREDITH TV STATION

50
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Emil Reinhardt
President, Emil Reinhardt Advertising
Oakland, Cal.

The 20-year success story of Oakland, Cakifornia’s Emil Reinhardi
Advertising Agency would sound natural, unspectacular, almost cas-

ual—in a business field any less dynamic than advertising.

The story began in 1932 when Emil (Reiny) Reinhardt. a sharp-
eved. high-voltage young account executive. momentarily out of a
job—Ilaunched his own agency. He rented a musty office in a build-
ing shared by job printers and photoengravers, hired a stenographer.
roped in a copy writer also out of a job on a percentage-of-profit
basis and went to work for two service-free clients,

“Brother. it was rough in those davs.” he now says drily.

['s still rough today. he might add. in the competitive San Fran-
cisco Bay Area. Bul the Emil Reinhardt Advertising Agency long
ago oulgrew its first dank office. now has quimtupled its original
stafl. buys more local TV and radio spots in the Bay Area than any
comparable agency. turns out prize-winning billboards as well as
top-rated radio announcements and shows.

Kilpatrick’s Bakery, which Reiny began promoting when the
Lakery was virtually a one-oven operation, soon took command of the
Bay Area bread market and hasn’t lost control since. Reiny con-
tinues to campaign for Kilpatrick’s Bread—and he hasn’t yet run
short of things to say about this gingham-wrapped loal.

Reiny took on the San Francisco Brewing Corporation account
cight years ago. when the beer was a merchandising nightmare hot-
tled under 27 different brand labels. After less than a decade of
relentless “brand-name™ promotion. Burgermeister has nosed-out
long-established rivals to hecome the second largest selling heer on
the PPacific Coast.

Reiny says bluntly that he doesn’t believe in tricks or gimmicks in
advertising.

“The product you're selling has to be good.” he savs. “the client
has to have confidence in his agency. And the advertising has to be
honest. simple, constaut and, most of all. hard-hitting.”

The constant aspect of advertising keeps Reiny close to the ageney
vear-round. He rarely takes a formal vacation, relaxing instead on
frequent weekend trips to a cabin in the Sierra-Nevada mountains,

Reiny's son. who knew a spot commercial before he could coum
to 10, has momemarily jilted the advertising field to write for a
San Francisco newspaper. koK

SPONSOR




To sell
Coffee
to infand

Californians

{and western Nevadans)

Coffee or candy bars, the way to sell in inland California and
western Nevada is . . . on the BEELINE! It's the five-station
radio combination that gives vou

THE MOST LISTENERS More audience than the eleven other
leading local stations needed to cover inland California and western
Nevada. (BMB Sace Area Report)

LOWEST COST PER THOUSAND More audience plus favor-

able Beeline combination rates naturally means lowest cost per
thousand listeners. (BMB and Standard Rate & Data)
Ask Raymer for the full story on this three-billion-dollar market
—inland California and western Nevada.

McClatchy Broadcasting Company

Sacromento, California Poul H. Raymer, National Representotive
Affiliated with Inland Califarnia’s 3 Leoding Papers
THE SACRAMENTO BEE e THE MODESTO BEE o THE FRESNO BEE

KFBK KOH KERN KWG KMJ
Socramenta (ABC) Rena (MBC) Bokersfield (CBS Stocktan [ARC) Frewna [NRC) - T 1 %
50,000 wotts 1530 ke. 5000 walls, doy: 1000 1000 wolrs 1410 ke 250 wotts 1230 ke 5000 wolts 580 ke, et -
wans, nigh! 630 ke, izt -

~4 -—‘-._.=

\ A million people listen to the Beeline every dt;y‘
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REPRINTS
AVAILABLE

of following

Sponsor

stories

_:| Radio Basies. 1032
) 'l Duasies

[ International Radio Basics

[0 Why Sponsors Are Returning to

Rudio

O] How to “Sell” a Candidute

O]

farm radin?

O How

Premiuim s

Spounsors  Profit

] TI" Filin Section

[—l Is BMB Method Obsolete?

] Story of Spot Radio

Why don’t advertisers nse more

With

Cost: 25c eacl; 15¢ in quantities
of twenty-five or more;

10c each in quantitics of 100 or
maore.

Please check quantities of reprints desired in
box next to reprint titles.
mail complete announcement. Do not clip coupon
anly.

Fill in coupon and
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CITY ZONE

SPONSOR
510 Madison Ave., New York 22, N. Y.

Please scnd me reprints checked above and bill
me later,

NAME

FIRM
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STATE
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What's New in Research?
) - - . e :‘:‘ij

839 of TV families are
available to view televi-
sion on summer evenings

a SPONSOR original

Q- Was anyone in your
Family. I-1 er over. at
home and in the
house last night be-
tiween the hours of
7:00 and 11:00 p.n.?

Q. (If answer ‘*‘yes™)
Was anyoune. I1 or
over. al home and in
the honse during any
of the heurs below?

HOURS AT HOME

YES 89.79% 7.8 P.M. 71.39,
.......... : i i)

89 P.M. 72.60,

9-10 P.M. 7190,

W % s svamnns o % R el ]

- 11.3% 10-11 P.M. 78.59,

SOURCE: Adverlest Research <tudy conducted exclusively for SPONSOR 4-14 July, 1852

RESPONDENTS: perwonal nterviews in TY homes

Jew York Metropolitan area

Key observation emerging from availability study

Audience availability, especially at night, is a relatively important factor in determin-
tng the value of summer TV time. This study shows that as jar as TV homes are con-
cerned the at-home quotient is extremely big. It is also to be noted thar the area
researched is metropolitan where the tendency to go out nights in summer is somewhat
greater than it is in less thickly populated areas.

Haw TV set ownership is distributed—April *52

TYPE OF FAMILY PERCENT OF FAMILIES WiITH TELEVISION SETS

April, 1951

Jenunry, 1952 April, 1952
U_nited Stcl_fes Total - = 207 ? m.‘ﬁ"f_: I ) 33
Regious:
Northeast 43 50 54
South (8] 14 15
North Central 26 3l 34
Mountain & Southwest 9 I 13
Pacific 26 30 31
City Size:
Farm 9 9
Under 2,500 ho rounpusis I 13
2,500 to 50,000 b Al 13 14
50,000 to 500,000 R 31 33
500,000 & Over 59 63
Total Family Income: ) =
Upper fourth 31l 38 39
Next fourth 29 35 37
Next fourth 29 33 36
Lowest fourth 17 20 21
Occupation:
Professional & Executive 29 36 38
Clerical, sales & service 28 34 37
Craftsmen & foremen 36 41 43
Laborer & operators 29 35 39
Farmer b 9 10
Size of Families:
| & 2 members 17 22 25
3 members 30 35 37
4 & 5 members 33 38 39
Ea_ members & over 25 32 35
SOURCE: The Malional Criwumser Panel of Market Receirch Corparation of America

SPONSOR




WIR MARKET DATA

(primary coverage area)

Per Cent

of Tetal
.5 Morket
Population....... 12,601,300 8.3%
Radio Homes. . . . 3,784,170 B1%
Drug Sales. ..... $464,447,000 10.3%

Here is a tremendously important
drug market —accounting I'lur over
10% of national drug sales. Use the
one single medium that reaches all
of this market. Use WIR, the Great
Yoice of the Great Lakes.

For more specific market informa-
tion. contact WJR or your Christal
representalive,
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igtan ... milliong buy |

W

the GREAT VOICE

of the GREAT

LAKES

50,
i oil
Goodwill Stotion
CBS Rodio
Natwork
4

f'? Radio— America’s Greatest Advertising Medium

Frak ,\'.\bﬁ. ﬁ WIR Fisher Building, Detroit 2, Michigan
WIR East

S;:f(CEH ern Office: 665 Fifth Avenve, New York 17, N. Y.
Represented nalionally by the Henry |, Christal Campony

Canadian Representatives: Radia Time Soles, (Ontaria) Lid.
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Sales
FOR

SALE!

in America’s 6th City

CURRENT
AVAILABILITIES

on WFBR's prize collection
of home-grown shows. All
are subject to prior sale . . .
none will be available for
long. Timebuyers: how do
these fit your fall schedules?

CLUB 1300

Completely outclasses its
field—No. 1 show of its kind!

1 STRIP ACROSS THE BOARD

MELODY BALLROOM

Top-rated disc jockey show
in Baltimore!

7 SPOTS

NELSON BAKER SHOW

1st in its time period!
1 STRIP ACROSS THE BOARD

EVERY WOMAN'S HOUR

Top-rated 30-minute
woman's show!

6 SPOTS

Top locally produced show
in its period!
4 SPOTS

MORNING IN MARYLAND

Misses being tops for 3-hour
period by a fraction!

SOLD our

For quick action, write, wire
or phone your John Blair man
or any account executive of

ABC NETWORK
5000 WATTS IN BALTIMORE, MD.

REPORT TO SPONSORS for 11 August 1952

(Continued from page 2)

27,500,000 autos have radios,
BAB now estimates

Broadecast Advertising Bureau has upped its estimate
of auto-equipped cars to 27,500,000. Found that in
recent presentation it had understated figure by
4,000,000 cars. Of all post war cars 92.4% have
radio.

Y&R merges time with
all other media buying

Reorganization of Young & Rubicam's system of media
buying eliminates the time-buying department as en-
tity and delegates buying of all media to single
individual for one or more accounts. For instance,
person assigned to General Foods would buy radio,
TV, newspapers, magazines, etc. Frank Coulter, for-
merly head timebuyer, becomes one of four associate
media directors under A. V. B. (Tonv) Geoghegan,
vice president in charge of media. While similar
mergers by McCann-Erickson and Benton & Bowles
within past year and half had same purpose—closer
integration all media—each agency has a different
organizational setup for media.

NBC film executives
set by R. W. Sarnoff

Organizational chart of NBC's newly created film
division, headed by Robert W. Sarnoff, has John B.
Cron as manager of film syndication sales and Stan-
ton M. Osgood in position of manager of television
film production. Cron and Osgood will report to
Sarnoff. John W. Kiermaier is assistant to Osgood.

ABC list now

343 stations
ABC ups number radio affiliates to 343 stations.
Previous total had been 336. Additions from within
retail sales areas and coverage leading rural mar-
kets of the United States.

Bayuk sponsors

Husing comment
Bayuk Cigar (Phillies) bought the commentary by Ted
Husing following the Monday night fights on DuMont
network through Ellington & Co. Deal takes effect
8 September. Sponsorship of fights themselves
shared by Sunbrite polish, Anacin and Aero Shave.

L&M getting all

Schlitz advertising
Lennen & Mitchell will handle all media for Schlitz
Beer starting 1 November. L&M at present directs

Schlitz's radio and TV operations only. Other
Schlitz media now with Leo Burnett. Entire account
estimated around §5,500,000.

SPONSOR




it looks good - - - but is it available?

In scheduling vour spots for Los Angeles. San Diego
and San Francisco. be sure the ratings that are offered
to vou are available. Average ratings. . .the other guy’s
..-won't do vou a bit of good!

When Don Lee talks about a rating. you can buy
it! We will deliver the spots so that your messages
can go to work for vou.

Don Lee's great variety of excellent programs offers

KHJ
P

LOS ANGELES
5000 W 930 ke

X2
3
2

SAN FRANCISCO
5000 W 610 ke

11 AUGUST 1952

KFRC KGB

SAN DIEGO
1000 W 1360 ke

you the best consistent choice of availabilites. And
Don Lee's lower station rates will give you complete
coverage at a lower cost per thousand families reached
than any other advertising medium.

Therefore, for actual availabilities. .. not beautiful
impossibilities . . . call in your Don Lee or Blair man
when scheduling your advertising for Los Angeles,

San Diego and San Francisco.

)

BROADCASTING SYSTEM
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RS SOUTHERN

KMPC

LOS ANGELES

/ \ T A :1.’
g \ A 2 o, WUy :
P N )2 A -
\ [ A
= o I _)},’ bl "o
N 4714 .
- mns’ %0

southern california’s one-station network ®

* kM Pc, with 50,000 watlts (days). and 10,000 watts
(nights), gives you PRIMARY COVERAGE in 205
Southern California communities. Represented

nationally by 1k REPRESENTATIVES, INC.

%»T) RADIO IS AMERICA'S GREATEST ADVERTISING MEDIUM

SPONSOR



s dlon: SP“NS['R First hall. voi. 6

JANUARY TO

JUNE 1952

lssued every six months

Advertising Ageuncies

Ben Duffy, BRDO, profile

Bill Lewis, Kenyon & Eckhardt, profile

Everard W. Meade, Young & Rubicam, profile

Ageney traveling salesman elears TV time

Jack Purves, N. W, Ayer & Son. profile

Ad manager= | like best: account
opinions

Jim Elis, Kudner Ageney, prohle

Hal James, Ellington & Co.. profile

Ray Morgan, Ravmond R Morgan Co. prohile

William €, Dekker, MeCann-Erickson, profile

Account  exeentives b like best: ad  manager
opinions

Pattern for ad agency-hilm producer teamwork

John P, Conningham, Cunningham &  Walsh,
prulill-

Lewis H, Titterton, Compton Advertising, profile

Tom ||nrr|ng ton, Ted Bates & Co., profile

Walter Craig, Benton & Bow h =, profile

Ageney radio TV directors | like hest

executive

John Mo<man. Harry B, Colien Advertising, profile

11 Jan.
28 Jan.
11 Feh.
25 Feb.
25 Felb.

10 Mar.
10 Mar,
29 Mar.
T April
21 April

5 May

5 May

5 May
19 May
2 June
16 June
30 June
30 June

Awtomotive and Lubricants

Citie= Service sticks to radio and music

TV <tar’s appearances plug Lincoln-Mercury
How Pure Oil prospers via the air

Atlantic Refining’s new position on radio

Car dealer donbles sales with “areen hat™ gimmick

11 Feh
21 April
19 Mav
2 Junc
30 June

Broadcast Advertising Problems and

Developments

After the TV freeze lifts: a forecas<t
Co-op radio advertising works for drnggist
Who builds network TV programs?
Can a =uburban station bock the hig boy<?
*Wherever vou go, there's radio”™ campaign .
Forum: Should radio and TV <how tickets be
sold for the benefit of charities?
Reps 1 Hke and why: timehuyer opinions
Radio nets, stations bury hatchet, band together
Can 81,000,000 do more in newspapers or TV?
BMI clinics spark local showmans<hip y
Radio Reports checks air plugs for advertisers
Should transeriptions he tagged?
Radio’s billings up despite TV growth
I cost-per-1000 concept being misused ?
Top management reexamines air media
How 1o sell a candidate: 1952
What the NARTB doe= for advertisers
Summer =elling: radio
Radio’s low.cast value
How stations lick slump psyvehology
Bas~ic facts about summer listening
Political battle adds to summer punch
Spot radio has no sunmnier =lumn
Summer selling: TV (see “Television™)
The radin station of the future
Spot radio  facts  advertisers
NARTSR
Storecastine billings up
How 1o sell 1o women
Forum: Do broadeast publicity technigues need
revitalizing?
ot trend: local-level cost-per-1.000 buving
Station manazers | like hest: trade opinions
Movies, TV, radio plug each other
Radio’s gasoline war: no one wants il
A housewile looks at radio
f‘_r--up: radia’s ili;:;:t‘.-l headache
Advertisers using radio and TV netwaorks:
The network rate erisis
Spot radio costs 41 vs, '51
Ditroit contest =timulates radio-awareness
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should  Know:

1950-52

11 Jan.
14 Jan.
28 Jan.
28 Jan,
28 Jan.

28 Jan.
11 Feb.
11 Feb.
11 Feh,
11 Feh.
11 Feb.
25 Feh.
10 Mar.
10 Mar.
241 Mar.
24 Mar.
24 Mar.
7 April
April
April
April
\pril
\pril
\pril
\pril

_—— )=

b

L]

\uwril
5 May
5 May

5 May
19 May
19 May
19 May

2 June
2 June
16 June
16 June
an Tine
N Tune
30 June

P. 52
P ol
P 6
p. M
P of
p. 28
p- 18
p. 6l
T
p. 3l
p. 31
p. a6
p. 18
p. A6
p. A8
p. Ol
p. 32
p. S0
p. 27
p. 22
pe 20
p.
p- 18
- 32
p. W
p- 30
p. 33
p. 7
p. W
p. 30
p. 33
p. 38
p 10
p. 50
p. A8
p. 20
p. 30
I 21
P Sl
p. W
pe 27
p. 28
p. 32
p. 3
p. 38
p. 40
p. 13
p. 25
p. A4
p. 22
p. 39
o 42
p. 31
p. 35
p. a2
p. 24
p. 26
L
p. 38
p.. 24
p. 38
p. A8

Clothing

Louis Fried, National Shoes
Men's ehinhing

. ||'r“|]il'
stores hit hanl via air

Codes and Ceusorvship

New |'\I- |‘I|{1I' [ll'l
<hip=

TV'< hottest problem:

ageney-hroadeaster  relation-

public relations

Commercials and Sales

TV camera device makes tricky commercials
Petry “Telestrip™ helps WV build business
What type of commercial is vemembered best 7
WAEW stafl-ereated commercials caplure sponsors
Forum: Is doublespotting on radio poor practice?
Liking of commercial compared o program liking
Fornm: To what extent should producers givi

creative assistance fo agencies on TV com-
mercials?
Fen ways to improve vour TV commercial: Stareh

Contests and OfFfers

Ralston-Puring profit= by farm <tation contest
Mrs. America contest offers sponsors summer hypo
Storecast preminm hikes produet =ampling, -ales
Detroit contest hypos radio-conscionsness

Drugs and Cosmeties

Smalltown pharmaey builds with radio

Comedy  spiel <ells hair  products  lor
Antell

Lydia Pinkham continues air u=e

Tartan’s 1952 <ummer plan=

Hazel Bishop adds ronge 1o hpstick in air caone-
paign

Charles Antell’s heavy air schedule

Chlorophyll products sales zoom

Noxzema sales grew with air pse

Charles

Farm Radio

Why don’t advertisers use more farm radio?
Ralston builds feed sales with WIOU farm <how
Ralston profits by farm station contest

Foods and Beverages

Stag Beer soar= with three air media

William B, Campbell. Borden Co., prohle

Emanuele Ronzoni, Jr., Ronzoni Magaroni Co.,
profile

Borden point-of-=ale giveaway is long-term plug

Jay C. Hormel, George A. Hormel & Co.. profile

Miller High Life hacks sporis team it sponsors

Wesson Oil ties in with related products

Richard A, llehman, Pabst Sales Co., profile

How Kraft Fowds us=ed the air: 1933.752

Instamt Coffee: bouncing post-war baby

Fal<tall Brewing spends $2.000,000 on air

Tea on the air: a roundup

Brewer's  “election”  promotion
voles

pull= 2000000

Insurance and Finance

Banks casli in on ofl-beaten-track programing
_\[rlrnpu}il:i" Life offers hooklets via air
Household Finance grows with radio

Mervchandising

NBC. CBS launeh merchandising plans<

Giveaway of lasting value plugs Borden

Fornm: How o advertisers nse merchandising
tiesins in sumer air compaizgns?

Mitnal Broadea<ting’s mervehundising test

Why KGW merchandising went on the road

7 April
5 May

2 Jua
16 T

Aids

14 Jan.
14 Jan.
28 Jan.
24 Mar,
21 April
19 Alay

16 Jun
W June

25 Feb.

24 Mar.
19 May
30 June

11 Jan.

28 Jan.
..!-" }:‘-||A
25 Feh,

10 Mar.
19 May
2 Jume
16 June

Jan.
Jan,
F

14
14
_}.) I'I}.

14 Jan.
28 Jan,

1 Feh.
11 Feh.
10 Mar.
10 Mar,
24 Mar,
5 May
5 May
5 May
30 Tune
0 June

0 June

21 April
19 Mav
19 M

11 Feb,
11 Feh.

T April
2 lune
16 June

!

P
[N

]L
I
.
il.
P
2
2
2
.
p-

p-
m
P

b

20

S{1]

20

20
A

32
20
31

20

30

1

0]

An
3
Al
0}

35
13
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Miscellaneous Produacts and Services

v, L. Hlinder. Nelcon Brother= Furniture, profile

Kiplinger buys TV after spot railio sueeess

Henry H. Reichhold, Reichhold Chemicals, profile

Griffin sells <hoe polish via <pot radio

Harvey M. Bond, Benras Watch Co., profile

Westinghovse doesn’t let up in July

A Foot Lo o<ells labor viewpoint via air

\ree Sears and Ward anti-radin?

Noreman AL Schuele, Revers
profile

Flower-gromer blossoms with <pot radio

M & M ocandy hits jac L]ml with network TV

(L Agate, Sonvtone Caorp,, profile

Copper & Brass,

Prograwming, General

Vier-midnight radio Lj. gets results

Oneshots: when and how to use them

Spot radio campaign pays off for Kiphinger

BME Clinies improve local programing

Forwm:  What has radio ddone to improve its
programing <trncture and thinking 10 meet
competition?

Service ollers bizaree julnllliuhllu for air <how=

Forum: For their own interests, <honldn’t name
talent heep a finger in the radio pie?

“Railroad Hour™ chugs on all sununer

WRTINL allKid-programing day pays off

Five basic guides to radio <liow <ueces<: Schwerin

Radin program preferences in TV homes

Programing. Television

Forum: Should similar TV program types com-
pete in opposite time <lots?

Kiplinger first to buy NBC TV *Tolay™

Wit viewers think of TV programs

Earlv-aann exercise show on TV pulls fur sponsors

Nosummer mothiballs for TV soap opera-

Does late-night TV pay off 7

Shifis in popularity of TV program types

Treml: more local live morning TV shaws

Public Service

Dayton <ells civie project via air
Forum: Shoold radiv and TV show
soldd for the benefit of charities?
KPRC diive ups Texas voting 50-folid
RKMBCKFRM vote push gets vecord registration

Public¢ Utilities

New York Central Railroad uses carly a.an. radio

tickets be

Fdward G, Weber, Southwestern: Publie Serviee,
prodile
Kesearch
Where TV <t owners listen 1o the radio

Does vadio research need o “seul of approval 2™

Radio lstening up in TV howes

Toint network survey gives latest radio set figures

Faets on the 1952 BMB: Swandard Report

How much morning televiewing in TV homes?

W=YR: radio listening only 3075 off in TV homes

How does TV influence buying? Ohio State Survey

Davtime viewing habit= in New York

Can radios full andience he voumed ?

Dhies Hooper nndersell radio?

Minute-hy-minute studies help lick audience walk-
il

\re the ARBI studies valid 7

Coverage vontroversy: I« BB methed obsolete?

Why TV cer owners turn on radio-

WDSECARBE make rudio ve, news=paper tests for
shupe=

1952 radliv dimenstons |H‘!"‘-|'III!'II in BABR brochnre

Redail

NHDGA  comest spotlights  departmem
duing best hromdeasting job

Stations  plug  own communities  as
centers

Ve the ARBIL studive valid for vetailers?

Lansing P Shichl, Grand Union Co,, profile

New Oleans store liwds radio outpalls newspapers

slores

'-llnpflill::

11 Jan.
28 Jan.
25 Feb.
10 Mar,
24 Mar.
7 April
21 April
3 May

19 May
2 June
16 June
30 June

1} Jan.
11 Jan.
28 Jan,
11 Feh,

11 Jan.

28 Jun,
11 Feh,
25 Feb,
7 April
21 April
21 April
30 June

11 Jan.

28 Jan.
2 June
30 June

25 Feb,
21 April

11 Jan.
28 Jan.
11 Feb.
11 Fels,
25 Feh.
10 Mar.
24 Mar,
21 Mar.
7 April
21 April
19 May

2 June
2 June
16 June
16 June

30 June
30 Jone

1 Feh,

19 May

2 June
16 June
30 Jane

H
41

. 20

a=

S ]

p 24

"
.

p-
m

I

p.
. 27

i
31
28

20

31
18

21
an
Al
10

a0

. o

18
a0
i
a2
Bt

k|
o
Bt
31
30
S
a0

0
H

ih
14

32

20

" 6{]

S0

&

N

anh

52
35
22
20

Soaps and Cleaunsers

Veownr Suds aim= ar - $250.000,000 -lelrrgml
market

Arthur H. Boylan, The Drackett Co.. pruﬁlr .

Sporis

Forum: Can the NCAA modify it= TV polics
anmd still serve the colleges™ hest interests?

Baseball broadeasts boast big female awlicnes

Miller High Life backs teams it sponsors

TV has not hurt sports attendance

Fulstafl Brewing spends heavily on =portscasts

Television

After the freeze lifts: a forecast
Packagers lead in building TV shows
TV s erazy quilt: facilities” costs
Can $1.000,000 buy a big TV campaign?
Forum: Would an advertiser <ave money by put-
ting his live show on hln?
Television film section
Dont sneer at a $250, 0N TV hudzet
Summer =elling: television
'l\ fights hiatus thinking carly in history
“Don't let ap in July” advises Westinghouse
Basic facts about summer TV
TV networks lick hot weather <ag
Spot TV Keeps rising in July
Now that the frecze has lifred
TV secks new writing, performing talent
Cook's tour of four TV siations
Is fee TV a threat 1o advertisers?
Post-freeze TV: What sponsors want 1o know
Can viewers distingni=h between live and film
shows?
TV hottest problem: 1|||l||u relation~
ABC TV s new plan for low-budget TV advertisers

Television Filmn

Forum: Would an advertiser save money by put-
ting his live show on film?
Television Illm sevtion
Film emerges from fy-hy- nlg..hl era
Hu"yululﬂ learns TV film craft
TV film producer=: Hollywood and New York
Cost of typical half-honr mystery film
Film syndication status
List of syndicators
Advantages of vsing film
List of film shows on air or availahle
What are TV fil needs of stations?
How il s useds 10 examples
Design for film producer-ad agency te arnwork
Sponsors share in profit= from film series sale
Fornm: Should a standard nl projection be ere
ated for TV film makers? -

Timebuying

Timebuyers I like and why: reps opinions

Can £1000.000 do better in newspapers or TV 7

TV time cleared by agency traveling sale=man

\ilvies to voung timebuyers: Linnea Nelson

1< .-u-|-|n-r-l.llllt) concepl being misnsed ?

ot tremd: local level n--t-p--r-I,ﬂOﬂ buying

Forinm: In lbuving time, are agencies getling
awiy from rating services and relying on
other factors?

Radio’s gasoline wur: no one wants it

ABC TV plan for low-budget TV adverti=er=

The network rate crisis :

Sput ridio costs “H s, 51

Tobacco

1. 8. Tobacen glamorizes the dealer
Camels put hulk of budget in air media

Traunscriptions

Should tran=eriptions he tagged? o
Radio «tations using more transeribed mysteries

BINDERS accommodating a six-month supply of issucs, $4.00 cach; two for $7.00
BOUND VOLUMES (two volumes) per year, $15.00

24 Mar,
2 Iune

11 Fel.

25 Feh.

10 Mar.

21 April
30 June

1 Jan,

28 Jan.

11 Feb.
11 Feb.

10 Mar,
14 Mar,
24 Mar,
7 April
7 April
T April
7 April
7 April
7 April
21 April
5 May
19 May
19 May
2 June

2 ]I.'I.I'Il‘
16 June
30 June

10 Nar.
10 Mar.
10 Mar,
10 Mar.
10 Mar.
10 Mar.
10 Mar,
10 Mar.
10 Mar,
10 Mar.
16 Mar.
10 Mar.
5 May
2 June

2 June

28 Jan.
11 Feb.
25 Feh.
25 Fel
10 Mar,
19 May

19 Vay

2 June
30 June
30 June
A0 June

25 Feh.
21 April

25 Feb,

2 fune
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YOU MIGHT GET A 1600-LB.
0 4

BULL MOOSE * -

BUT...
YOU WON'T BAG MUCH
IN WESTERN MICHIGAN

WITHOUT THE FETZER STATIONS!

Fetzer Broadeasting Company stations give you incompar-
able coverage of the rich Western Michigan market—and do

it economically!

WKZO-TV
WKZO-TV is Channel 3 . . . is the Official Bagic CBS Tele-
vision Outlet for Kalamazoo-Grand Rapids. It serves a far
bigger market than you'd guess—a 28-county area with a
Net Effective Buying Income of more than two billion dollars.
There are more than 200.000 television homes in these 28
Western Michigan and Northern Indiana counties, or more
I'V homes than are available in such cities as Atlanta. Hous-
on. Rochester or Seattle. And here's the payoff: An April.
1952, Videodex Diary Study proves that WKZO-TV delivers

91.9% more television homes than Western Michigan's other
TV station!

WKZO-WJEF RADIO
WRKRZO, Kalamazoo, and W JEF,
ently the top stations in their home cities. Together they
deliver about 579 more city listeners than the next-hest two-

Grand Rapids, are consixt-

station combination in Kalamazoo and Grand Rapids—yet
they cost 209, less! The rural picture is equally bright—ithe
1949 BMB Report credits WKZO-WJEF with a 16.7% in-
crease over 1946 in unduplicated daytime andience, a 52,9

: i - 2
nighttime inerease!

Write direct for the whole Fetzer story. Or ask Averyv-Knodel.

“F. D. Fetherston and D. G. MacDonald got one this size on the Magnassippi River. Quebec. in 1889.

WJEF

fopt N GRAND RAPIDS ToP% W WESTERN MICHIGAN

AND KENT COUNTY .
(CBS RADIO)

AND NORTHERN INDIANA

WKZO-TY " wkzo

t m KALAMAZOO
AND GREATER
WESTERN MICHIGAN
((4:3-9: 7.V ()]

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY.-KNODEL, INC.,

EXCLUSIVE

NATIONAL REPRESENTATIVES
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who knows
Canadian radio
best?

Donald Cooke, Inc. specializes in repre-
sentation of Canadian radio stations—
the top, tlj_f;_{!'r'.\.\fr‘t' stations and markets,
richest frnm coast o codast ffu'rm;:!':mrf

Canada.

The president and founder of the firm
was born and educated in Canada.
served in the Canadian Army. and

worked in Canada.

Donald Cooke, Inc. “set up shop™ in the
[ .S.to provide the most complete

and reliable Canadian market data. and
lo ;:’.*rfrff' [ .S. advertisers to their best

Canadian radio buys.

S\ Donald Cooke, Inc.

551 Fifth Avenue . New York 17 . MU, 2-7270

Chicago o Detroir ® ollywood ®  San Froneisco

REPRESENTING:
CKXL . . . Calgar CHVC . . . Niagura Falls
CKMO . . . Vanvourer CFCH . . . North Bay
CJIB .. . lernon CKOY . . . Ouawa
CKOK . . . Penticton CHEX . . . Peterborough
CHUB . . . Vanaimo Sarnia-Port
CJDC . . . Duwson Creel CHOK . . . Huron
CJAY . .. Port Alherni CHLO . . . St Thomas
CKY . o+ o Winnipreg CKGB . . . Timmins
CION . . . St.John's CKEY . . . Torents
CKBW . . . Bridgewater CKYL . . . Wontreal
CKF1 . .. Furt Frunces CISO: . i\ o Sarel
CJOY ... Guelph CKCVY . . . (uebe
CJRL . . . Nenora CKYL . . . lerdun
CKWS . . . KAingsion CHLT . . . Sherhrooke
CIKL . .. Nirkland Lal CHEF . . . Granln
CJSO . . . Sorel CHLN . . . Three Rivers

SPONSOR
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2nd 4mwaé .' .: C'ana—dmf; SecZion

I am pleased 1o have this opportunity 1o offer
my cordial grectings to the readers of this
special Canadian section of SIPONSOR.

between 1the tieen

Ihe strong fricndship which exiss

of Canada and the United States i= based

upon a mutual understanding that has resulied from
a constant interchange of ideas.  One of the most
important media assisting this interchunge s radio, and |
am eonfidemt that radio. along with it wewer
pariner television, will continue o foster a warm feeling

of friendship between our two peoples,

@/%/W

Louis Stephen St. Lourent
Prime Minister of Canada

What sponsors should
know ahout Canada

No more than a quarter of the American advertisers
guing into Canada use radio.

| THE MARKET: raic materials spur eco-
nomic boom, make nation biggest U.S.
customer

Yer radio is the only medium that blankets it

For the sponsor who wants to “erack”™ the Canadian
market, this Second Annual Canadian Section will prove .

RADIO: facts and figures to show why
an encyclopedia of information,

radio is best advertising medium in Can-
" . s = . ada. Includes list of Canadian stations
Five complete articles containing 27 charts wive ad- and reps

vertisers hundreds of facts. figures and tips about the

market and about radio. sponsors and TV in Canada. L ;”'.?.: “-f’:m,'\"” j;h'::rhf ‘L}:;}.{l\ ‘:’;::u;:ir”"‘ 76
Y . . . £ wo fanadadas 0 xr KNCCess B &
Nothing so extensive on Canada has ever been published
I".f“r" i” a ]“"I" IFﬂ]F“l' f"? l!li' |.|':||'[i[ 'Ii. Illt' sponsor, n: Hl'?\b‘ﬂl::\‘: hr;n h!;l dI!f};!'fll‘\f‘rn ;!\f':ﬁ'
. - £ > nadian radwo. whal they Know, who ey
“{lll\ al lilt’ turn of the i|'ll|.I.1ll\. (,illl(lllil.- "T’Ihlt‘ \IHI- are. Includes lists of all Canadian and
ister, Sir Wilfrid Laurier, said: *“The 2th century  be- [.S. sponsors in Canada and all agencies;
|““;-,_,_ to Canada.” J also page of Canadian radio results stories 380
The economic surge north of the bhorder llll]il_\ imdicates V: TV:nco stations make debut, Here's first

he may still be proved right.

American sponsors will not want to be left behind.
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ALBERTA FARMER HARVESTS CROP AMID DRILLIN

s e VRS

G OPERATIONS. OIL HAS CHANGED ECONOMIC MAP OF CANADA SINCE 1947

e S R

. The Canadian market:
[aw materials spur hoom

Little industrial giant to

“Canada s beginning to put on its
hritches,”

That’s how Stuart MacKay. assistani
seneral manager of All-Canada Radio
Facilities. recently described 1o spox-
soi the industrial boom which has
made Canada a little industrial giant
since the war,

The smart advertiser has not been
slow 1o eapitalize on this boom. for
with the rise in industrial might Can-
alda has also grown into the United
States” No. 1 omarket.,

What are some of the facts on the
dimensions of this market? The charts
<tarting at right and continuing on the
following two pages give you many of
the details, and following are some
o |1ij_r!'lli'r'ilt~:

Canada’s ||u||!||‘{l|il:|l of 14 million
grew nearly 22% in the past 10 years,
against a LS rise in the 1S,

62

Canada’s national income soared 10
817.2 billion last year. nearly triple
the 1941 10tal.

Canada’s gross national produc
the value of all goods and services pro-
dueed— exceeded $21.2 hillion. against
S0.5 llilliull m l'il-l

Retail sales were S10.4 billion last

vear, are running 10 higher this
year.

In international trade Cavpada has
become the fourth ranking country
aflter the .50 Britain and France.

Canada and the .S, are now each
The 1.8,
takes 58,7 of Canada’s exports: Can-
16,87 of total US.

other’s  biggest customer,

;11].'| lakes ri|'|i|l-

menls.

And thi= huge country with 25%%
arcater land area but onlv one-eleventh
of the population of the U.S, is under-

coing the sreatest industrial expansion

north has become bhiggest U.S. enstomer

in ils enlire economic hislnr‘\.

Since the war Canadians have in-
=20.5 billion in business and
industry or 19.57 of the gross nation-

vested

al product per year.
hillion was spent on exploitation of
resources, plant expansion. homes, pub-
lie Tacihities,

Last year $4.5

ele.

\ trip across Canada’s L0000 miles
will convinee any skeptic that the boom
is definitely on.

Many American advertisers and in-
OFf the 89.4 billion
in foreign capital invested in Canada.

vestors know this,

57.2 billion is LS. money.

American  business has established

2,568 branches or afliliates in Canada,
383 new ones sinece 1945 alone.

The Dominton Bureau of Statisties
that

of total mvestments in Canada

estimates  conservatively almosl
15%

i Please turn to page 92)
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SYNTHETIC RUBBER AND STEEL—SYMBOLS OF NATION'S GROWING INDUSTRIAL MIGHT, BOTH SCENES FROM BUSY ONTARIO

I. How big is the Canadian market—at a glance?

1951 1941
Total population 11,009.1429 11.490,000
French-speaking population 4.319, Ha? 3.183.038

3.7140,110'
§$8.517.000.000

3, 815,114 sq. mi.
S$21,211,000,000

Area

Gross national product-

National in mcome‘ $17.229.000,000 §6.563.000, 000
Per caplta mcome $1.230 $545

$10,115,000,000 $3.136,000,000

Retail sales

Exports $3.950.000,000 $92.1.126.000 (1939)
Imports $4,103,000,000 §$751,056.000 (1939)
Budget $3.617.000,000 §5.136,000,000 (1916)
National debt $11,077,600,000 S13.121,100.000 (1916)

§$167,700,000 (1917 )
87,092,000, mﬁi (1915)
s, 990,000,000 (1945)

S11,000,000 (1918)
1.985 (1915)

$0.90°
m.l.r'ufme'mm;
1,224,000

193.000

$143.05 (1949)

8569,300,000
§9.121,000,000
$7,235.000,000

$259,000.000

....168 (19.10)

S1.03°

187.3" (June 1952)
5.110.000

100.000

$52.94 (Mar 1952)

Corp. net pr-oﬁts"

Non- resident investments

Tol.'al U S mvestments

New U, S mvestments

U o -contro"ed hrms
Value Sl U S
Cost of hwng

Total employed
Jobless
Average weekly pay

SOURCES Mostly Canadian Dominion Bureau of Statistics, Canadian Dept. of Labaor

'Without Newtfoundland, which became 10th province of Canada midnight 31 $355,737,000 for year ended 31 Mar. 1952
Mar. 1949 424 Canadian companies (Bank of Canada survey)
“Total production of goods and services at current prices 1,229 in manufacturing in 1950, 992 in 1945
"Nation's earnings from current production 'Canadian
‘Expenditures only, Budget showed surplus for 6th straight year, totaling *1938-39 average cquals 100
11 AUGUST 1952 63




2 Is it true U.S. and Canada are each other's best customer?

k - o~

CANAUA ASSEMBELES ITS OWN CARS, MAKES ITS OWN FARM EQUIPMENT AS SHOWN BY FORD WORKER (LEFT) AND SPRAYER

1951 U.S, EXPORTS % Total 1951 CANADIAN EXPORTS %o Total

TOTAL S11.867.000.000 100 |roraL S$3.911.160.376 100
1, To Canado 2.516.000.000 169 |1, To Us. 07.674.591 58.7
2, To United Kingdom 892.000.000 6.0 |2, To United Kingdom 631.160.951 16.1
3, To Mexico 701.961.000 4.7 |3, To Belgium & Luxembourg 94,457 .390 2.4
4, To Brazil 97.000.060 4.7 |4, To Japan 72.976.038 1.9
B, To Cuba 536.000.000 3.6 |B, To Broxil 53.683.987 | __ 14
SOURCES: Canadian Dominion Bureau of Statistics U.5. Dept of Commerce
3. What can the sponsor sell Canadians?
1951 refail sales by kind of store
1, Motor vehicle S1.311,.816.000 12, Varicty S190.031.000
2, Grocery _ 1.673.217.000 13, Men’s clothing 182.790.000
3, Department 901.717.000 14, Women's clothing 177.108.000
4. Gorege, pas station 517.602.000 15, Family clothing 17 1.333.000
§, Country general 535.360.000 16, Furniture 157.185.000
8. Restauront 359,811,000 17, Appliance & rodio 35.198.000
7. Lumber, bldg. material 356.131.000 18, Shoe 99.867.000
8, brug 227.509.000 19, Tobocco 87.709.000
9, Hardware 209.876.000 20, Jewelry 77,161,000
10, Meot _ 201,125,000 21, All others 2.110.160,000
11, Coal & Wood 198.036.000 TOTAL S10.115.061.000

SOURCE: canadian Dominion Burcau of Statistics
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- l. How much of Canada do we own?

5. What does Canada buy from

the U. S.?

SILK-SCREEN PAINTING AND TIRE MANUFACTURE ARE TWO MORE EXAMPLES OF CANADA'S MARCH TO INDUSTRIAL MANHOOD

~ TYPE OF INVESTMENT

Canodion Govt. bonds
Totol bonds, debentures

Business (corporote)

autc! Induciry

Monufocturing as whole

Mining & smelting industry

Petroleum industry
Roilwoys
Other utilities

TOTAL U.S. INVESTMENTS

(through 1951)

“ of totol (estimate)

12

U.S. OWNED
10.10

5

259 (1951)

%' (1951)

IMPORTS tin mittions)

Iron & its products

Non-metallic minerols & products

Under 259,

51%
20% (19
139, (1919)

$7.235,000.000

(1950)

Most (1951)
37% (1919)
35 %

5% (1919)

(1950)
(1919)

Under 159,

Agricultural & vegetable products

Fibres, textiles & textile products

Non-ferrous metals & products

Chemicols & ollied products

Wood, wood products & paper

Animal & onimal products
Misc. commoditics

TO 'FAL (unadjusted)

1950

Sgihi.0
130.9
130.1
151.8
135.7
131.6

2.3

57.2
| 136.9
| 82.130.5

1951

S1.116.8
135.9
208.5
221.0
192.8
1G5.1
125.6

73.3
213.7

N2.812.9

[
[

OURCE

'Of $18,797,000,000 outstanding

0. What are the retail sales by provinces?

Canadian Dominion Bu

“Of $22,632,000,000 outstanding

Unadjusted for

balance of paymenis purposcs

CITY

1941 pop. | 1951 pop.

7. What are 10 biggest metropolitan areas?

B, increase

PROVINCE POPULATION | SALES (1951)
Maritimes! 1.G18.126 S702.226.000
Quazbec 1.0535.681 S2.157.391.000
Ontario 1.597.512 S1.033.221.000
Manitobo 776511 S666.701.000
Saskatchswon 831.728 S6I16.338.000
Alberta 230.501 S831.317.0060
British Columbio 1.165.210 S1.137.867.000
TOTAL 11.009.1292 | S10.415.061.000
SOURCE: Canadian Dominion Bureau of Statistics

'Include Prince Edward Island, Nova Scotia. New Brunswick, Newfoundland
“Yukon and Northwest Territaries (population 25,100) included in total

11 AUGUST 1952

Montreal, Quebec
Toronto, Ontario
Voncouver, B. C.
Winnipeg, Manitoba
Ottawa, Ontario
Quebec, Quebec
Hamilton, Ontario
Edmonton, Alberta
Windsor, Ontorio
Calgary, Alberta

RCE acliar [

1.1-15.282
DOH.H28
BTTNIT
290.937
226G.2H0
221.756
197.732
a7z
1230973
H3.021

1.395. 100
B e
530.728
35 L06GH
281.5908
27 01827
259,685
173.075
I57.672

139105

2i.8
22.8
10.6
18.0
24.G
22

31.3
6.9
27.2

19.5
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Il Canadian rado: cheapest way (o

Huge listenership. little competition. low cost per thousand are

Q. What does Canadian radio
have to offer the American spon-
sor?
A. Here's a rundown based on the
Coanmends ol experts ||nr'|iw| Iy sPoN-
<1

. High listenership, “Not having
heen i competibion with television,
Canadian radio gets a higher listening
audience [or 1= shows than | o, ra-
dio.” =avs Lee Go Frierson, Ruthrauf
& Ryan's cupervisor of all Lever Bros,
operalions Tor I|1|'.I_:tl1| v in New York.
“Day time soap operas, for o \:m||-|i'. uh-
tain rating= oftentimes in the 20°s, a
feal not duplicated in the States.™

\ctually the In}: seven French dav-
i ~u.‘|'| Operias oul f‘l \Illll|ll':l} ]I.;'lli
ratings ranging from 2001 for Maman
feanne 1o 29.2 for Rue J“H"nu',"-‘h"c'. i
Mayv. acording o Elliot-Hayvnes. Ca-
nadian research organization.

It the same periad the top nine Eng-
[I-}l ll.l\lillle' soap I-JH'III- I.'lll:_'l'll filml
ILT o 16, but at night. Charlie Me-
Carthy, top English-language show in
Canada. had 291 while Lever DBros”
{ n Homme et Son Péché (A4 Man and
s Siny <hot up to 41, These are all
II('l\\lrr'L l-l]n'.\.-_ \l;lll\ }H".I.I "'IIII\\"‘
range higher.

Frierson adds: “The -||r|'.'1|] of the
Canadian population over its vast area
makes radio an ideal advertising me-
divin 1o veach the Canadian people.
Outside of Toronto and Moutreal. lit-
te entertainment is offeved to My, and
Vs, t..‘tlliill-'i. <I|}(l I';Iiliil I~ Illllkl'll 1o
cagerly as a prime souree of informa-
ton amd relasation.”

2. Less competition per stahon,
Most of the stations in Canada are in
ane-statton market=. they set 80.0077
of the sets-in-use and  sels-in-use run
high 140500 ). Actually 93 out of
the 155 commercial stations have no
courpelibion in lln =ame lown, “I'.“llhl
e sprons=nr gels sl ol the listening
andienee, Frank C. Murrayv. mana
arr ol Horace N, Stovin & Co’s Mon-
treal oflive, eites CIBR. Rimonski, Oue-

b, as an example, 1 Meonsistenth ™
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draws between 20 and 1007¢ of the
total audience. he savs. according Lo
coincidental I|-||-|'||um‘ listening studies

Other examples. based on Elliont-
Havnes reports for June:

I.l'\l'l |:In:-‘ fil\ ”ltf” uf !\'uHHfHH'
A% “'..\'!l'?\ |rl|”t-d HE N IJ[ |I|r' |it—|l‘tl‘
g audience with 42,4 of the tonal
~el= in use over CRGB. Timmins, On-
tario. With 118 of the sets turned
on. Radio-Carabin, sponsored by Cana-
dian Breweries, won 81.5°7 of the au-
dience over CKCH. Hull. Quebec. And
in the two-station ¢ity of Svdney. Nova
Scotia. which has a government and a
private station, CJCB (privater held
from 03.8 1o 9137 of the audience
every night of the week from 6:15 1o
10:00 -with one l’\t‘l'}:lll}li, sels
use tanged from 365 to MO,
CICEs highest-rated program in June:
Charlie McCarthy. sponsored by Coca-
Cola. with 39.2. his one exceplion.
British Concert Hall. had the lowest
rating. 19.1. 1CBC’s CBL the govern-
ment stahion, used the oceasion to grah
2145 of the audience and a rating of
21 with Tums™ Barvie Craig. Confiden-
tial Investigator.

3. Canadian radio audiences are
greater than in the U, S. Pat Fyeeman.
the Canadian Assn. of Broadeasters’
sales and research director. eites two
reasons: fal more people per station:
thi lil‘l-lill' |'i(l\t' lpss lli\l'l’*—itrll ill |||l‘
Lorm of TV, movies, sports. night elubs,

Regarding people per station, there
are 2355 U, S, AM station for 156
million people or 66,325 persons per
slation. In Canada there are 154 com-
mercial AN stations Tor 14 million
people or 90,907 persons per station.

But Freeman points out that the 635
L. 5. FM stations also have to he
counted, which reduces the average lo
31.875 | <lalion

“In other words.” he savs. “there
are T_I'- it jrtrsuns per rm“u =la
tion o Canada than o the UL S0 Aud
the above calealation does not take into
aceomm the tremendous TV :‘llnlju'[i-

( Please turn 1o page 72)

English statio

N: CFRB (Torontc) is one of 120 English

stations serving 10 million Canadians.

Newscaster Gordon Sinclair wins fans with Scout appeal

Fre"nh s‘a"o": 35 French stations serve 4 millien Cana-

ians. Yentriloquist Armand Marion and

Charlotte boost Kellogg sales over CKVL, Verdun, Que.
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reach 14,000,000 Canadians

some of many advantages it has to offer American sponsor

+ You can reach most French Canadians over r - -
french ne" I5-station French Network., Here "diseuse" I- " ""t s ”' L & .Sll’l "'s "l
[pop singer) Claudette Jarry warbles in “Casa Manana"

Canadian radio at a glance?

® (ommercial stations—155 (1 Fm)
(19 govt.owned, 136 private)

FM Statiﬂns-—ff() (1 emmrel: 5 govt.-owned, 31 put.)
Nelwt]l'ks-—'f national (Dominion, Trans-Canoda, French )
Net'ﬂﬂrks run hy—f.'m'r. through Canadian Broadcasting Corp.

Radio sets—7.5 million est. (for 14 million peaple)

sets-per-1,000 persons—335
Auto radies—650.,000

Radio sets bought since war— 1.5 million

Radio homes—s3.454,000 (BBM est. for Jan. 1952)
Total homes—3.660,000

% r1adio homes—94.4 (est.)

Persons per commercial AM station—90.967

Persons per U, S, AM station—66.325

Average 1-hour rate (Class A)—s72.58

Average 1-minute rate (Class A)—s9.33

Number newspapers—a9

Newspaper penetration—a3.5 million cire.. Vo of homes
Top American evening program—cCharlie MeCarthy

Top Canadian (Eng.) evening program—~ord Theatre*
Number radio research and /or rating services—7

Number agencies with radio executives—73

Number national sponsors—aover 550

Number U, S.-origin sponsors—117

Radio advertising billings—s30-835 million (20-25% of gross)
Radio profits—S$1.200.000 net 1951 (before taxes)
World ranking by no. radio stations— #th (commrel. only)
World ranking by total sets—#:h

Television status—z2 stations on air this month

i + Dominion with 48 stations, Trans-Canada
Eng“s'] ne‘s' with 42 span continent, Soap operas like

‘Brave Voyage" on TC are among top-rated shows lliott-Haynes Mational Rating Report M
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Programs

« Un Homme et Son Peche
(A Man & His Sin)

. Radio-Carabin

. Metropole

. Theatre Ford
. Banco Banco
. Ceux Qu'on Aime
(Those We Love)
+ La Pause qui Rafraichat
[The Pause That Refreshes)
. La Mine d'Ort
[The Gold Mine)
+ Jouez Double
(Double or Nothing)

10. Faubourg

1

1

3. Aube Incertaine

1

I
1

I
1

<

I. Le Raconteur de Cher Noas
2. La Chanson de |'Escadrille
(Song of the Squadron)

. Tenter Votre Chance
[Take a Chance)

3. La Rue des Pignons
[Street of Gables)

6. Journal de Grignon

7. Beni fut son Berceau
[Blessed Was His Birth)

#. Qui Aura le Dernier Mot?
Let's Start an Argument)

Y. Dites-moi

[Tell Me)

. Rue Principale

[Main Street)

. Jeunesse Doree

[Golden Youth)

. Je Vous Ai Tant Aime

[I Have Loved You Always)

. Grande Soeur

[Big Sister)

. Les Joyeux Troubadours

(Happy Gang)

fi. Francine Louvain|

. Tante Lucie

[Aunt Lucie)

. La Metairie Rancourt

[The Rancourt Homestead)

. Quart d'Heure de Detente
[Quarter Hour of Content.
ment)

10. Quelles Nouvelles

[What's New)
l. Maman Jeanne

12, L'Ardent Voyage)

I

3. Lettre a une Canadienne
[Letter to a Canadian Wo-

1

(Brave Yoyage)

man )
I. Entre-Nous, Mesdames
[Between Us Ladies)

SOURCE: £

Type
Soap

Variety
Soap

Drama
Quiz
Soap
Music
Quiz
Quiz
Drama
Drdmﬁ
Music

Drama

Quiz

Drama

Commentator
Drama

Discussion,
Music
Quiz

Scap
Soap
Drama
Soap
Variety

Soap
Soap

Scap

Music

Skits
Soap
Seap

Women's

Women's

FRENCH DA

FRENCH NIGHT

Natl.
Rating Sponsor
1.0 Lever Bros
32.9 Can Breweries
30.5 PEG
2:3.2 Ford
22.8 BrfsioI-Myers
22.2 Pond's
2]1.8 Coca-Cola
21.3 Colgate
21.0 Success Wax
19.2 Dow Brewery
18.9 Molson's Brewery
18.14 RCAF
17.7 Bradings Capital
Brewery
17.1 Can [Adams
Brand Sales)
Chewing Gum
16.5 P&G
16.14 Ronson
14.9 Govt
12.6¢ Kraft Foods
9.5 Toni (Gillette)

Nealtr

28.2 PG

26.9 Campbell Soup

241.2 Robin Hood
Flour Mills

23.2 P&G

22.9 Colgate

22.5 Lever Bros

21.9 Lever Bros

21.3 Standard Chemi.

cal

20.7 Carnation Milk

20.7 P&G

20.1 Sterling Drug

) b £ i Lever Bros

16.3 General Foods

13.8 Lipton's [Lever)

ted & many shows wenl

Origin
Can

Can
Can

Can
Cun
Can
Can
Can
Can
Can
Can
Can
Can

Can

Can

Can
Can

Can
Can

What are the top radio programs?

Agency in
Canada
" Ruthrauff & Ryan

McKim

Dnncar-FiltgaraId-
Sample

Cockfield, Brown

Ronalds Agency

J Woalter Thompson

D'Arcy

Spitzer & Mills

Vickers & Benson
Cockfield, Brown
Walsh$
McKim

Baker

Benton & Bowles

Grey$
Walsh§

J Walter Thompson

Maxon$

Can
Can
Can
LS
Can

Can
US*

Can

Can

Can
Can
Can

Can

Can

Oftice

.Em;r-_ﬁhgerahi-
Sample
Coclkfield, Brown
Young & Rubicam
Pedlar & Ryant
Spitzer & Mills

J Walter Thompson
J Walter Thompson

MacLaren

Baker

Compton§

Dancer-Fitzgerald-
Sample

Ruthrauff & Ryan

Baker

Young & Rubicam

CKAC
Fr
Spot

Fr

Spot
Fr

Spot
Fr

Fr
Fr
Fr

Fr

Fr




ENBLISH NIGHT

Network Programs Rr::i'r:'g Sponsor Origin Agency in Canada Network
I. Charlie McCarthy 29.1 Coca-Cola s D'Arcy D omn
2, Lux Radio Theater 28. Lever Bros s J Walter Thompson e
3. Amos 'n' Andy 26.1 Rexall Drug s Ronalds Agency Dom
f. Our Miss Brooks 23.7 Colgate UsS Spitzer & Mills Dom
3. Twenty Questions 18.5 Toni [Gillette] Us Spitrer & Mills Dowm
6. Ford Theater 17.8 Ford Can Cockfield, Brown Dom
7. Great Gildersleeve 12.7 Kraft Foods Us J Walter Thampsen Pom
8. Share the Wealth 16.3 Colgate Can Spitzer & Mills T(
9. Treasure Trail 16.0 Lambert Can Lambert & Feasley Dom
10. Suspense 15.1 Electric Autolite Us Ruthrauff & Ryan Dom
11. Club IS 14.9 Campbell Soup s Dancer-Fitzgerald-Sample Dom
12. Don Wright Chorus 141.1 Can Westinghouse Can S. W. Caldwell, Ltd. Dom
[3. Mystery Theater 12.8 Sterling Drug s Dancer-Fitzgerald-Sample TC
I4. Championship Fights 12.5 Gillette s Maxon Dom
I5, Burns Chuckwagon 12.0 Buras & Co Can James Lovick Dom
16. It Happened Here 11.7 Ronson Can Grey” Dom
17. Roy Rogers Show 1.1 Gen Foods USs Baker TC
8. The Army Show 11.3 Can Govi Can Dom
I19. John & Judy 10.8 Pond's Can J Walter Thompson e

Programs aired on spot basis

I. Take a Chance! 18.2 Can Chewing Gum Can Baker
2. Bright Star! 15.2 Johnson Us Needham, Louis & Brorby
3. Cisco Kid} 15.2 Wrigley Us J Walter Thompson
I. Guy Lombardo} 15.2 Frigidaire s Baker
3. Fun Parade! 13.4 Lever Bros Can J Walter Thempson

in LS INetw T 1

ENBLISH DAY

1. Ma Perkins 16.0 PEG Us Dancer-Fitzgerald-Sample TC

2, Big Sister 15.8 P&G Us Dancer-Fitzgerald-Sample TC

3. Pepper Young's Family 11.4 PLG Uus Pedlar & Ryan TC

4. Happy Gang® 11.3 Quaker Oats Can Spitrer & Mills TC

3. Road of Life 14.2 P&G ; Us Young & Rubicam TC

6. Happy Gang" 11.0 Colgate Can Spitzer & Mills TC

7. Aunt Lucy 13.7 Lever Bros s J Walter Thompson TC

8. Right to Happiness 13.4 P&G Can Benton & Bowles TC

9. Laura Limited 13.2 Lewer Bros s J Walter Thompsen TC

10. Life Can Be Beautiful 12.6 P&G Us Young & Rubicam TC

I'l. Your Good Neighber (Kate

Aitken|] 1.4 Lever Bros Can Young & Rubicam Dom

| 12. Robin Hood Musical Kitchen 11.3 Robin Hoed Fiour Mills Can Young & Rubicam TC

13. Brave Voyage 10.1 Lever Bros Can Ruthrauff & Ryen TC

I'1. Double or Nothing 9.4 Campbell Soup US Dancer-Fitigerald-Sample Dom

15. Stars Over Hollywood 8.2 Carnation Milk Us Baker Dom

16. Bod's Scrapbook 6.9 Lever Bros Can Young & Rubicam Dom

Programs aired on spot basis

I. Whe Am 17 11.0 Colgate Can Spitrer & Mills

2, Dr. Paul 9.5 McCormicks Us Walsh

3. Young Widder Brown 9.3 Sterling Drug Us Dancer-Fitzgerald-Sample

I. Second Spring 8.1 Sterling Drug s Dancer-Fitzgerald-Sample

3. Tea Time with Stars 6.9 Tea Bureau Can Baker
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tion that exists 1 vour country. That
i= why radio is such a good huy up
here,”

I. Canadian radio rates have risen
less than those of other media. Free-
man has prepared a rate trend studs
covering the past seven years to show
that radio homes have increased from
2211300 in 1916 10 3454000 in
1952 or 5390 while rates have gone
up only 32,24 0. Most ~tations raised
effective 1 July but the
average for one hour Class A time was

their rates

only 0,037 and for one minute Class

A time, .9, over 1951, In contrast
rales of hlack-and-white media have
risen muech hicher  since  the  war.

spurred by skyrocketing
\= for U, 5. stations, Cana-
dian rates are still remarkably cheap

newsprind
prices,

i comparison. according o Freeman,

5. Canadian radio has almost dou-
Lle the penetration of daily newspa-
pers. The vadio experts argue that al-
though the daily circula-
(60 dailies. 3.5 million circula-
tion) compares favorably with the 3.-
150000 radio honies atl first glance. a

newspaper
tion

closer analysis shows the comparizon
to be misleading,  Their
The newspaper circulation is mostly

reasoning

metropolitan, doesn’t penetrate much
of the 4077 rural population. A large
number of morning newspapers are
never laken home, therefore their ads
are: “wasted” Inowinter heavy snows
prevent newspapers from reaching out-
Iving communities, sometimes for days.
Ipso Jacto, only radio can get 1o 919
of the Canadian people on ime every

day. Using older figures, William D,
Hannali. assistanl manager of Cock-
held. Brown & Co.s Radio & Televi-
sion Dept. in Montreal. says:

“Radio as a medium reaches all
parts of the country through a total of
155 radio stations. The 3.2 million ra-
dio homes comprise 93.3°7 of the total
Canadian households.”

And Freeman adds: “You would
have to take all the other media 1o
reach most of the radio homes. Radio
is everywhere.”

0. Canadian radio ts stidl expand-
ing. TV will not span the country for
another 10-20 years. according 1o most
Canadian experts queried. A total of
LAT6.290 radio sets have heen bought
since the war, 003.591 of them last
vear. according to the CAB and the

3.

Do Canadians prefer to listen (e government or private stations?

(Sydney, Nova Scotia, presents unique opportunity for comparison since there are only two stations in town.)

STATION CBI

(IGOVERNMENT). SYONEY, N. S.

(1,000 WATTS)

STATION CJCB (PRIVATE), SYONEY, N. 5. (1,000 WATTS, NIGHT)

TIME DAYS PROGHAM SETS IN PROGHRAM 2, OF LIS. TIME ] 0AYS | PROGRAM SETS IN PROGRAM °, OF L|§.
| USE RATING TENERS | USE | RATING TENERS
G.15 MTFTFS News and Program 39.2 45 | 1.4 G.15 MTWTFS | Newscast 32 || 339 B6.6
6.30 Sun Jaks the Kid 39.5 8.4 2.3 6.25 MTWTFS Weather Report 3%.2 | 33.7 85.9
7.00 Sun Four Gentlemen 37.8 5.8 15.4 6.30 Sun |The Hardy Family 39.5 | 303 | 76.7
Mon Supper Club 3as 4.6 1.8 7.00 | Sun Souvenir of Sometime ire 29.8 78.9
TT Prelude, and This Is Jazz 36.8 4.9 13.3 7.00 MTWTF Easy Aces ir.e | 3.2 82.6
Wed Recital, Music In Eve. 37.6 8.3 22.2 Sat Highland Lassie 41.6 33.9 8.4
Fri Roy Regers Show 36.4 8.8 24.2 7.15 MWF Song Stars 36.6 8.8 78.8
Sat Sports News 41.6 7.4 17.7 7.30 Sun Our Miss Brooks 41.8 37.7 90.3
7.30 Sun CBC Woodwind Quintet 41.8 3.5 8.4 MTWTFS Newseast 39.3 34.0 86.4
3 MTETF  Intl. Commentary 8.5 4.0 12.8 7.40 MTWTFS Weather Forecast 39.3 33.7 83.7
Snt John Sturgess 43.2 4.5 1n.4 745 MWF |Hits from the Shows 36.7 0.4 828
7.40 MWF | Music Wen't Hurt You 7.6 5.0 13.2 I TT | The Variety Shop 38.9 32.9 4.6
1T |Tony the Troubadour 8.8 42 10.8 8.00 r Sun Cavaleade of Music 38.5 344 89.3
.00 Sun Natl, Sunday Evening Hour 38.5 3.3 9.2 Mon Bright Star 40.4 338 83.6
MTTF 'Various Programs 389 6.7 17.2 Tue | Was Commun’st for FBI 43.2 35.3 8.7
Wed Jimmie Shiclds 8.6 5.7 14.8 Wed Adventures of Frank Race 38.6 3.2 80,7
Sat Sketches In Seng 39.0 33 B.2 2 | Thu Music and Great Outdoors 3r.2 26.9 72.2
8,30 Sun The Little Symphonies 40.2 6.2 15.4 Fri Frontier Town 38.5 303 82.9
i MTT Varlous Programs 40.0 7.9 19.8 Sat Take a Chance 39.9 35.5 B8.9
Wed CBC Wednesday Nlaht 11.5 5.2 12.6 R.30 Sun Oor's Day Show 40.2 33.6 837
Fri Canadian Short Stories 72 5.5 14.8 MFW Club 135 38.5 34.2 B6.5
B.45 MTT Various Programs is.n 7.1 18,2 TI Sports Caravan | 40.8 32.5 79.6
q'n“ Sun Fatpge Pariclen 43.2 3.4 7n B.45 MFW Market Place Quartet is.8 0.5 7RG
i Wed CBC Wednesday Nlght 40.5 a5 1.2 a.00 Sun Charlie McCarthy 43.2 39.2 90.8
Thu The People Act I8, 7.8 0.2 Wed Guy Lombardo Show 40.5 35.5 #7.6
Fri Voice of Flrestone 36.7 50 16.2 Thu Burns Chuckwagon ja.s ann e
Sat CBC Sports Page 44.8 31 6.9 Fri A Date In Hollywood 36.7 an.n ri&
4.30 Tue Barrie Cralg 40.8 210 51.4 Sat Twonty Questions 44.8 400 91.3
Sat Share the Wealth 434 13.6 3.3 9.30 Tue Britich Concert Hall 40.8 1. 46.9
S Memery Musie Hall 434 10 (3.8
SOURCE: [ tt-Havnes Radin . Report. Evening Programs |une 53
. \ ' - - < -
' How fast are CBC and private - How sany .I"t"'.l’l) sets are being
= stations increasing? sold in Canada?
AM Stations FM Stations Radio set sales sinee war
Revised Total = CBC | PVT CBC  PVT Year Sets Value
1945 47,027 $ 1,541,144
1946 587,172 29,507,766
Sept. 1948 128 13 115 [ 14 5 9 1B A A
1948 597,460 49,387,434
1949 776,511 55,133,369
Jan. 1951 151 19 132 | 37 5 32 1950 802,743 60,501,058
1951 603,594 51,928,075
3 1952° 181,320 16,801,311
s ! J
i 6..1. 5 1 ;.
FEh' 1 952 1 57 19 138 3 4,476,296 $326,769,475
aTo end of May
= = ¥ oan + CA RTMA o anad
SOURCE: Canadian Broadcastinag Corp. [Statistical Dept.) JONRGES brg) Rk B Gl
Above shows total sales since war, 4,476,296, exceed total
1 al tedmmercial homes by more than 1,000,000.
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RITMA of Canada. This exceeds the
total homes by more than 1,000,000,
In addition stalions
added in the past vear, a total of 29
since 1948, On the other hand. only
one new daily newspaper was founded

SIN Nore were

in 1951, raising the total to 89,

7. Canadian radio is enterprising.
Here are a few examples: Jack Cullen,
pligging Kelly's Record Department
on his late night Owl Prowl show over
CKNW, New Westminster ( Vancou-
ver ). B.C.. kidded: “IT you can’t afford
to buy these wonderful records. go in
and steal them—tell “em | said s0.”
The police were kept husy sprinting af-
ter record-stealers all next day, “gently
urging them to return the dises or pay
cash.” according to Rolly Ford, CKNW
national sales director who also edits

the station’s vovel honse argan Top
”ug,

Phil Lalonde, zeneral
CKAC, Montreal. got his competitors,
including Arthur Dupont. owner and
manager of CJAD, to manage CKAC
for one day cach during a week’s cele-
bration of CKAC's 30th anniversary.
Said Lalonde: 1 made them promise

managzer ol

not to hurn the station down first!™

Jack Teitohnan™s CKVL of Verdun,
Quebec. puts on 25 live shows a week.
calls itself “the little llll“\ wood ol
French Canada,”™

Jill'l\ (:lllll\l‘. aowner II{ (l\l\ Tu-
ronto. mentioned that 125,000 persons
turned out for a CKEY-sponsored Do-
minion Day celebration at Riverdale
Park 1 July.

“-illlln IIllldt‘II.

commercial manpa-

LIS nI (l““. Inlur:!u_ reporis that th

statton has devi |H|J'|| a OOl 1o Oz
a.m., lavin program. Breakfase on 1l

Farm, whiclh is sold out, 1o facr al
most all of CFRB s time from 7200
an. o G:00 pan, = o the same eny
able position, except for a quarter-lious
u]lilll'rL Holden said. CFRB is one of
the Lwo nrast }"H\l'l'{lli independent sta-
tions in Canada. CKLW. Windsor

also is a H0.000-waller, | .

W, I Collier. advertising <ales wman-
ager of CKY. Winnipeg. say= CKY has
t]t‘\l‘]lr[lt‘d a “chain action merchan-
dising™ plan putting point-of-purelias
displays on a weekly hasis Tor all vesu
I;lr BPONs0OTS,

CJCH. Halifax. put up 310,000 to

help finance the all-Canada  uniusical

( Please turn 1o page 91

How do Canadian radio howes divide among the provinces?

e T s e R A
Newfoundland 365,000 76,000 30.3 61,000
Prince Edward Island | 100,000 22,000 90.9 20.000
NvaScotia | 636,000 . 163.000 90.8 112,600

* New Brunswick 512,000 122.000 91.8 112.000

* Quebec | n102.000 905,000 | 960 |  869.000
Ontario 1,617,000 1.282.600 95.2 1.220.600

~ Manitoha 766,000 21.1.000 92.5 198.0¢0

~ Saskatchewan  807.009 238.000 95.0 226.000
Alberta 9(.:5.00—0 267.000 9.1.1 252,600
British Columhia 1.181.060 371,600 93.8 318,000
CANADA 11,081.000 3.660.000 94.4 3.454,000

®Estimates

SOURCE: H. F. Chevrier, Vice Chrmn. Research & Development Committee of Bureau of Broadcast Maasurement and CBC Statistician, 1952

-
d . How do costs and circulation compare? a;."’hnl are the facts on carv-radio listening?
Tuotal i Sets F Sets
Medinm Circulation Sparce or time Cust Ciry in Lse® ity in [sn®*
13 mags L 2971061 page NSI15.857 Helifax 17.8 Hamilten 29.1
134 p\:-i. crnr.r.L 3. !5-'.000 /2 Hour 1,987 St. John 10.1 Winnipeg 29.1
Fadigfiitions. | [(vaaio-homer) | ] Montreal (Eng.)  32.9  Regina 36.7
14 farm papers 2070987 page 19.900 Montreal (Fr.) 15.1 I Calgary 21.3
e aaien dare 2 312.688 PEEAOEASS 8.125 Ottawa . 17.6 | Edmonton 38.7
88 dailies 3ABL000 | 500 lines 6918 Toronto #L8 || Vencouver he?
40 trade, business A16.630 page G389 SOURCE: ELI'..'__"‘?'H Synas A.'"r'_'“ Radio Listening f""[-"j" [April
papers 1952) (Based on 3,000 interviews in each city between
8 a.m. and b p.m.]
SOURCE: Marketing, Toronto £ars in L
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These o € la’s 155 ¢ cial 1 ; y
eS¢ are diraqidiqds S Do) COMIIMIEOrcia "‘l‘llo stations
Call Fregnenc Powert Nightt Rateny| U.S. Call I reguenc Power? p v
Lty l Letters et I{ ;:ltl »"- I (W .qu:n 'v‘.ﬁnll “lm 1 I;l‘n Reps§ City .Ltldlcn Net! r[l.}?{l._\:: ! | H'\'::'IL.: ] }‘!hi:l“im IR|:‘|‘:|‘ I-:l;\.\§
ALBERTA NOVA SCoOoTI A
Calgory CFAC TC-S 960 5,000 DA-N $6b $17 WECY Antigonish CJEX DOM-B 580 5 A
Calgary CFCN DOM-B |,06C 10,000 DA-N %46 $16.80 HAGJC‘){ Brid:ewoter CKBW TC-.S 1,000 l:ggg gA-N :;g :: A[.)Jg
Holif CBH 1C-B T; §i
Calgary CKXL 1,14C 1,000 DA-N $48  $1.20 0C| Holifox CHNS DOM-B ::g 5333 DA-N :i; s:i%o.. \S:g
Edmontan cpX TC-B 1,010 50,000 LA $75 $301 CBC Holifox CJCH 920 5:000 DA $42 $1 AJY
Edmanton CFRN DOM-B 1,260 5,000 $60 6 HEJCY) Kentville CKEN" 1,490 250 $24 $
Sydney CcBl TC8 1,570 1,000 $24  $9.60' CBC
Edmonton  CHFA 6BC 5,000 DA ¢34 $8 i
Edmantan  CICA TC-S 91C 5000 DA-N $72  $22 wac| v e e ’,‘-g‘[’,g E. S, S99 bt
Grande !
Proirie  CFGP TC-S 1,050 1,000 By as  owiclinoy. (SEGL (450 2% 5
I;:I:t‘.u_idge clJocC TC-B 1,22C 5,000 DA-N %3 $10 WEC! Yarmauth CJLS DOM-B 1,340 250 21 $4 WAC
edgrcing
Hat CHAT DOM-S 1,270 1,000 DA $24 $6 W&C ONTARIO
Red Deer CKRD DOM-S 1,230 250 $24 $6 AJY 4
ﬂorne_ CKBB 1,230 250 $27 $5.50 AJY
REFTINRCHLLACHETA Banford CHPC. . DOMS 1ase- LampAN 1o W
T rantfor - i iy .
Coftiwwck -CRVWE | ROME Ul T NR0GR A 9 WG meackville CRIN DOM-B 1450 250 $24 4 AJY
Chatham CFCO DOM-B 630 1,000 DA $27 $5
Creek cJbC TC-S |,350 1,000 $28 $5 DC Cornwall CKSF DOM-S 1230 250 $30 $5.40 JHM
Kamloops CFJC TC-B 910 1,000 $24 $5 W&C
Kelawnd CKOY 1C.B 630 1000 $30 $B W&C Fort Frances CKF| DOM-S BOO |.080 '3 $36 $4.50 DC
s , 500
Nanaima CHUB |,570 1,000 DA $28.80 $& DC Frrr
Fort William CKPR TC-B 580 1,000 $44 $B AJY
:itacve;‘. CKLN TC-S |,240 250 $21 $4 AJY Gue‘?h CJOY | 450 250 $24 $5 DC
minster  CKNW 1320 1,000 DA-N $60  $15 Fac| Hamilton  CHML ~ DOM.S 900 5.0 DA-N §75  §16 AJY
Penticton ~ CKOK 800 1000 D  $30 $750  DC :::::::: E,{’S‘J”‘ e 4% 5000 DA ko ::isgo WAC
500 N = ¥ i i
Kenora CJRL DOM-B 1,220 1,000 $24 $4.50 DC
Part Alberni CJAY 1,240 250 $24 $5 DC
F : Kingston CKWS TC-B 960 5,000 DA $60 §13 DC
Prince s
2 W, Kirkland
ol o KPR o R o Y 2 ™ Lake CJKL TC-8 560 5000 DA-N $48  $8 DC
Kitchener CKCR DOM-5 1,492 250 $30 6 AJY
pert CFPR TC-S 1,240 250 $18 $3.50
Trail CJAT 1C-8 610 1,000 $36 $8 WE&C l;:'ndon CFPL DOM-B 98B0 5,000 DA $40 tis W&C
Vancauver CBU TC-B 690 10,000 DA  $84  $33.607 CBC| Niagora - :
Vancouver CIOR DOM-B 600 5000 DA  $72  $20 AJY| Falls CHYC 1.600 ?'ggg g‘A i e bC
Vancouver CKMO 1,410 1,000 $40 $9 DC v ?
Vancauver CKWX 980 5000 DA $B4  s21  waC| North Bay CFCH 7C-8 600 1000 DA %36 36 nc
Orillia CFOR DOM-5 1,570 1,000 $36  $b
Vernan CJIB DOM-S 940 1,000 $28 $7 DC
ictari : wac| Oshawa CKLB 1,240 250 $30 $550  JHM
Victaria CJvi1 DOM-B 900 1,000 DA $30 $5 CBO 1C-B 910 1.000 $54 g
Victoria CKDA 1340 250 $24  $5 F&C g::owo X oy A s et 3 :f;-gg ng
awa & ‘ " .
7 1,000 DA-N
MANITORA :
Ottawo
Brandon  CKX DOM-B _ 1,150 1,000 b3 Wise avloner Suid it SO e L i B B NG
Dauphin CKDM 1230 250 $22.50 $3.65  AJY| pembroke = CHOV DOM-B 1350 1000 DA  $36  $7.50  AJY
Flin Flon CFAR TC-S 590 1,000 $24 $4.50 AJY | pPeterbor-
5t. Boniface CKSB 1,250 1,000 DA $36 $6 JHM ough CHEX DOM-BE 1,430 1,000 DA $42 $B.50 Dc
Winnipeg ~ CBW TC-B 990 50,000 $96  $38.407 CBC| pore Arthur GFPA DOM-B 1230 250 $36 7 WaC
Winnipeg CJOB 1,340 250 $45 $11 AJY | Sarnia CHOK 1C-S 1,00 5,000 D $48 $8 DC
Winnipeg CKRC DOM-B 630 5,000 DA-N $72 $20 WAa&C 1,000 DA-N
Winnipeg CKY 580 5,000 DA $60 $15 DC| st. Cath-
- Ay : arines CKTB DOM-5 620 1,000 DA  $36 $8 JHM
VEW BRUNSWICK St. Thomas CHLO TC-S 680 1,000 DA  $42  $8 DC
Campbelltan CKNB DOM-B 950 1,000 DA $27 $5 WE&C] Soult Ste.
Edmundstan CJEM FR.S 1,380 1,000 DA $24 $5 AJY Marie cJiC TC-B 1,490 250 $36 $7.50 JHM
Frederictan CFNB TC-B 550 5,000 DA-N $4B $9 WE&C| Stratford CJCS DOM-5 1,240 250 $24 $4.50 WaC
Moncton CKCW DOM-B 1,220 5,000 DA. 36 6 AJ udbu CHNO D . 1,440 1,000 DA 42 9 A
DAN $ $ Y| Sudbury OM-$ $ $ JY
Newcastle CKMR 1,340 250 $24 $5 Sudbury CKSO TC-B 790 5,000 DA-N $54 $12 WEAC
Saint John CFBC DOM-B 930 5,000 DA $45 $9.50 WE&C| Timmins CFCL 580 1,000 DA $36 $8
Saint Jahn CHSJ TC-B 1,158 5,000 DA-N $45 $9.50 AJY | Timmins CKGB TC-B 6B0 5,000 DA-N $4B $B DC
Sackville CBA TC.B 1,070 50,000 $90 $367 CBC|] Taronto CBL TC-B 740 50.000 $264 $81.607 CBC
AR . y Toronto CFRB 1,010 50,000 DA  $200 $40 AJY
NEWFOUNDLAND Toronto CHUM 1050 1,000 D  $60  $12  JHM
Carner Brook CBY TC-5 790 1,000 $B1.60" $32.64" CBC| Toronto CJBC DOM-B B&0 50000 $150° $601
Gander CBG TCS |, 450 250 $B1.60" $36.64°1 CBC| Taronto CKEY 580 5.000 NA.D $120 $22.50° DC
Grand Falls CBT TC-S 1,350 1,000 $81.60" $36.64"1 CBC 1.000 DA-N
St. John's CBN TC-S 640 10,000 $B1.60" $36.64"" CBC| Toronta CKFH | 400 7257 DA $60 $14
St. John's CJON 930 5,000 DA-N $42 $B DCY Windsor CBE TC-B 1,550 10000 DA $60 $247 CeC
St. Jahn's YOCM 590 1,000 $30 $5 WE&C | Windsar CKLW DOM-S 800 50000 DA %105 $IB AJY
szoaxs all pperated | ffiria yefiar Broarl INETWORK RATES SREPRESENTATIVES w
e Carp Dummlon—-—il ba e stations, %) 325 for | s CBC—{Canadian Bma"ra‘ ing Co
‘I‘C B— | Ha line charge Dt—[l- wriald fD"ll fi
TC-5—1 Tuns C.mnd.sv— 1 basi or 51 FGC—Forioe & Co
Dom-B 47 line .r arge | i
Dom-5- French—- tasic statio 0 82 C
FR-B— harge WGC—\\.nf‘ o i'_c-
FR-§5—J Few s1atm I0 torate AJY—Aet oung |
b— N- DA !
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broken down by provinces

Call Fregquendy Powert Nighttime Ratest | 118,
City Letters Net* ({RC's) (Watts) & hr y Reps§
| min
Wingham CKNX DOM § 920 1,000 DA-N $35& $8 AJY
Woodstock CKOX 1,340 250 $24 $5
PRINCE EDWARD I1SLAND
Charlotte-
town CFCY DOM-B 630 5,000 DA-N §s1 $9 W&C
Summerside CJRW 1,240 250 $24 $5
OQUERBEC
Amos CHAD' FR-S 1,340 250 §$57 $11 WaC
Chicoutimi CBJ FR-B 1,580 10,000 DA $36 $14.40! CBC
Granby CHEF 1,450 250 $28 $6
Hull CKCH =R-S 970 1,000 DA $55 $11 JHM
Jonquiere CKRS 1,240 250 $30 $7 AJY
LaSarre CKLS' FR-S 1,240 250 $57 $11 WaC
Matane CKBL 1,250 1,000 DA $24 $4.80
Montreal CBF FR-B 4690 50,000 $180 $72% CBC
Montreal CBM TC-B 940 50,000 $120 $481 CBC
Montreal CFCF DOM-B 400 5,000 DA $i20 $28 W&C
Montreal CHLP 1,410 1,000 DA $75 $ig JHM
Montreal CJAD 800 5,000 DA $120 $28 AJY
Montreal CKAC 730 10,000 D $150 $33 AJY
5,000 N
New Carlisle CHNC FR-S 610 5,000 DA $42 $9 AJY
Quebec CBY FR-B 980 1,000 $54 $21.607 CBC
Quebec CHRC 800 5,000 DA $66 $16 AJY
Quebec CJINT TC-S 1,340 250 $24 $6 AJY
Quebec CKCY DOM.S 1,280 1,000 DA-N $54 $11 WEaC
Rimouski CJBR FR-S 900 5.000 DA-N $35 1.25 AJY
Riviere-du-
Loup CJFP FR-S 1,400 250 $27 $7 AJY
Roberval CHRL 1,340 250 $26.40 $6.50
Rouyn CKRN' FR-S 1,400 250 $57 $11 W&C
Ste. Anne de
la Poca-
tiere CHGB FR.S 1,350 1,000 D $27 $7 JHM
250 N
Shawinigan
Falls CKSM 1,220 1,000 DA $36 $8.50
Sherbrooke CHLT FR-S 900 1,000 DA-N %45 $9 AJY
Sherbrooke CKTS DOM-B 1,240 250 $28 $6 AJY
Sorel CJSO 1,320 1,000 DA-N $40 $10 DC
Thetford
Mines CKLD FR-S 1,230 250 $24 $6 AJY
Trois Rivie-
res CHLN 550 1,000 DA $36 $7.50 AJY
Val D'Or CKVD' FR-5 1,230 250 $57 $11 WAC
Verdun CKVL 980 1,000 DA $135 $28 DC
Victoriaville CFDA 1,380 1,000 DA-N $27 $6
Ville Marie CKVYM 710 1,000 DA-N $ 30 $6 AJY
SASKATCHEWAN
Gravelbourg CFRG 3 $24 $5
Moose Jaw CHAB DOM-B BOO 5,000 DA $48 £12 WAC
North Bat-
tleford CJNB | 460 1,000 $30 $6
Prince Al-
bert CKBI DOM-8 900 5,000 DA $42 48 W&C
Regina CKCK TC-§ 620 5,000 DA-N $54 $13.50 wWacC
Regina CKRM DOM-B 980 5,000 DA-N $54 $1350 AJY
Saskatoon CFQC DOM-B 600 5,000 DA-N $s0 $16 AJY
HGO
Saskatoon CKOM 1,340 250 $42 $10 WAC
Watrous CBK TC-B 540 50,000 $132 $52.801 CBC
Yorkton CJGX DOM-B 940 1,000 $33 7 AJY

{Five minutes

3Croup rate for CBY, CBG, CBT, and CBN
WCKEN is satellite of CFAB; rate is for both stations

1951 rate
AClass "B 1ime
~Only commerc

INorthern Rad |

FM s1ation:

frequent

Radio Merd, Ir
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n megacyclas

Canadian Station Bops

CANADA

JAMES L, ALEXANDER
TORONTO: Vo Al bt Kot Ay ;
MONTREAL: Deuinmend 1 b #

ALL-CANADA RADIO FACILITIES
TORONTO Victows B LaMid
MONTREAL: Disinion Squase Il Stz 4
WINNIPEG: Childs R W= Ty
CALGARY: baviow, Pearon & Carsain Ty M: M. Carant
VANCOUVER: 195 W Hastitigs St b Dbl

BROADCAST REPRESENTATIVES
WINNIPEG: Lavedsay  I8leds o M

CANADIAN CROADCASTING CORP.

TORONTO: 154 Jarvis S Walter Foinel
MONTREAL: Radio Canada Bl Mtk Flee NV oilseue
JOS., A. HARDY

MONTREAL: PO Dniniog Souaae Ty K. W
TORONTO: Iy Jiwihion Winiee el

JOHN N. HUNT & ASSOCIATES
VANCOUVER: 105 MW Hastings 5. oS M

PAUL MULVIHILL
TORONTO: 21 King St. Fast (Room S00) Il Nbdy i)

NATIONAL BROADCAST SALES
TORONTO: M Richmond st, Wea R, N, Laslia
MONTREAL: Medival Ares Blig Fol havamagh

OMER RENAUD & CO.

MONTREAL: 1411 Standey Stieet Oy Repaud

TORONTO: Bank ol Nova Scote Rl 1 (L Maguire
hew Dav

RADIO REPRESENTATIVES

TORONTO: 4 Albeit St bk Slatter
MONTREAL: Dimuinion Square Bldg Will  Dhipgric
WINNIPEG: Lindsay Bldg A, L. Measnes
VANCOUVER: 198 W, Hastings S . N. Hunt

RADIO TIME SALES (ONT.)
TORONTO: 147 Unkversity A, Sorm Riown

RADIO TIME SALES (QUEBEC)
MONTREAL: 1231 St Catherine St Wt Jo Tappe

RADIO & TELEVISION SALES
TORONTO: 10 Adelasde St Eaw Vo A MeDermott
MONTREAL: Windsor Hted Ay Wilson

STEPHENS & TOWNDROW
TORONTO 35 King St Wt Bill Stephens

Ernie Towidrow

HORACE N. STOVIN & CO.

TORONTO: Vittory Bldg. H. N. Stovin

Ralph  Tuadge
MONTREAL: KReeler Bldg. Frank Murrm
WINNIPEG: Childs Bl Tack  Whitehouse

VANCOUVER: #6 Howe M Jinu St in

UNITED STATES
DONALD COOKE

NEW YORK: 551 Fifth Ave. Dograld Cooke
CHICACO: 224 North La salle Si. Fred  Jowes
BEVERLY HILLS: 11 North La Cienega Bivil. lee O'Connell
SAN FRANCISCO: AN Sansome St William Avres
DETROIT: 1323 Penobseot Blidg Clhus. | Sheppard
FORJOE & CO.
NEW YORK: 20 West 57 S foseph Wloom
LOS ANGELES: 1127 Wilshare Blvd Lawrcine Rrasner
SAN FRANCISO: 593 Market St Lona Belle Sanson
CHICAGO: 1 ribune Tower, 435 Mich. Awe William Wyan
ATLANTA: 105 Mortgage CGuoarantee Bldg Clavton  Cose
JOSEPH HERSHEY McGILLVRA
NEW YORK: s Madison Ave .1 MuGillvra
CHICAGCO: 18% North Wabash Ave Huby Juckson
BEVERLY HILLS: 11 Xenth La Ciencza Rl Lev O'Connell
SAN FRANCISCO: 231 Samsome M. Wil Ayres
HARLAN G, OAKES & ASSOCIATES
NEW YORK: 17 Fast 420 S0 Aithur Cooddon
LOS AMNCELES: 672 South Lafavete Park Plac tharkan Ouakis
SAN FRANCISCO: 5 Thind 5t Nurton Beges
CHICACO: Pure 00l Bldeg ol Flaberey
MINNEAPOLIS: 2647 Bryant Ave. Nosth 1. Frank fohns
WEED & CO,
NEW YORK: 150 Madisen Ave, Jomeph 1. Wil
Paoter A, MeGurk
CHICACO: 208 North Wahash Aw Cornelins C, Woewl
DETROIT: Book Bldg Bermard  Pears
HOLLYWOOD: G331 Holvwosd Blvd. Lincaln 1% Simonmds
SAN FRANCISCO: B8 PPost St. Mollie Fastman
BOSTON: Statler Widg Henry Greene
ATLANTA: Palmer Bldg. Cowrge Swearingen, Jr,
ADAM J. YOUNG, JR.
NEW YORK: 29 Fast Aeh M MSdam 1 Young, i
CHICACO: A5 East Washington Se. William 1. Reillv
LOS ANCELES: 122 Guaranty Wiy William 1. Wallae
ST. LOUIS: N Tt M. Tk Ilethieringion
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Many think of Canade this way. But nation is varied

As view of Ollawa shows Canada is hlghh; develaped

II1. Tips on sellme to Canadians

English-area tips start below: French-area suggestions follow on page 78

Tips ou English Canada

| el oup a Canadinn .‘-Hf‘f\r.fh'tﬂ'_\, All
vou need 7= a manufacturer’s license,
wtuallv a mere registration for federal
lax purposes, from the “t‘|1|, of Trade
8 Commerce in Ottawa. You save some
mouey by establishing a sales organi-
sation only 3 this splits vour U, and
Canadian tax. You save inore by pack-
aging or assentbling your produet in
Canada. You save most by producing
vour entire product here, There are no
curbs in Canada on outgoeing capital:
these were ended a vear ago,

Lomse Casenvnr, Dept. of Planning

& Development
fntario Provincial Government

2. Study these five marketing zones:
tat Maritime Provinees, Newlound-
fand agriculture, lumbering. hshing ) :
(h Quebee 175 Frenchespeaking:
agriculture. lumbering. mining. fishing.
industry 1 : te) Onmtario (primarily in-
dustrial. agricultural with mining. lum-
hering important): G Prairie Pros-
inces — Manitoba, Allerta. Saskatche-
wan (largely agricultural. now woil
mining 12 (el British Columbia tagri-
culture. mining. lumber. industry_ oil,

G, Co Hassosn, Fice President
Cocl ficld, Brown & Ca,, Ltd,, Vontreal

3. Conceutrate on one market at a
time. M you're just starting. begin in
Ontario or some of the biggest cities
there. Don’t dump vour products into
Canada overnight and expect success,
You'd need a staggering hudget to sell
them. But alter you've sold Ontario—
which incidentally has 307 of the total
drug stores in Canada—then go into
Quebee Provinee where Montreal is the
chief cnty of all Canada,  But remem-
her Montreal must be handled as two
markets—FEnglish and French., Each
must be dealt with completely in s
own language. Alter Quebee you can
iry the other three marketing areas.

Abam J. \u\ nG, In.. President
fdam J. Young, Jr., Inc., New Yorlk

L. Remember these five things: (a)
Canadians today are. in common with
the rest of the world. Ill‘l'lllllillg ex-
tremely nationalistic. They don’t like
having references to U, S, holidays or
historical events used in appeals. (h)
Times which may be O.K. for certain
products in the l'. S. market are nol
necessarily the best times [or a similar
appeal in Canada. Canada has varia-
tions across its own breadth and out-
look, (¢) Canadian pronunciations of

many words differ from American: for

instance: lieatenant is “lootenent”™ in
.5, “left-tenant™ in Canada, (d) Ca-
nadians are slower to react to situa-
tions than Americans. They do not
panic fast or get in a stew about things.
Often this means the difference be-
tween success and failure of a shon-
term campaign,  Get-out-and-buy-now
appeals don’t get the action in Canada
that they do in the U, 5, (e)
ol business is not as feverish in Canada
as in the U.S. A letter will often do
where telegrams are the vsual thing in
the U.S. l,\u"lll on metropolitan ¢iny

The pace

stations the demand for immediate an-
swers on avatlabilities, ete.. is nol so
heavy.
A AL (Aspy) McDermorr, Wanager
Radio & Television Sales, Ine,, Toronto

5. Speak to Canadians in their own
idiom. 1t's wise to seek the counsel of
Canadian stations. talent and agencies.
Examples: An American drove his car
up o Toronto for the Shrine conven-
tion the other day—the temperature
was up in the nineties—with skis
\I!'il}:lu'li to the roof. Some commer-
cials written in the states are in the
same vein, There's a deplorable lack
ll{ [\Iln)\\ll”l];_',(' nf ]um ||l'nlllr' \'.ur'k u]a
here. Remember, Canadians don’t feel

PROGRAMING TIP: LOOK INTO DISK SHOWS LIKE ZIV'S BLACKIE; ALL-CANADA'S REFLECTIONS; CALDWELL'S JONES MUSICALE

i,

WCE ANENTLRE DETECTIVE !

EVERY WEDNESDAY 730,

coex

CANADA STARCH co

avxff‘(mmr‘nnJ-




('s MOST LISTENED TO STATION

.

PROMOTION TIP: CANADIANS RESPOND TO SAME MERCHANDISING TACTICS AS MOVE AMERICANS. TOP DOG IS HOUSE ORGAN

that the world is divided between peo-
ple. who are American citizens and
those who wish to be, . .. The Ameri-
can advertiser should also remember
the Canadian is afraid of having his
country absorbed by the U.S. economi-
cally and calturally. There used to be
a healthy blend of U.S, and British
capital here. Now Britain can’t keep up
and the UL.S. is pouring money in.
Canadian business is losing its indi-
viduality, . . . Programs? In the LS.
the stations have sold their program
time to the sponsors, unlike the news-
papers which do not turn over their
editorial colunins to the advertisers, As
a result, you have no program direc-
tion and wferior entertainment, 'nuin
favor of programing what people want
so long as something worthwhile re-
mains. And better programing wouldn't
cost the sponsor any more. For instead
of paying the ageney for the program
as he does now, he would pay the sta-
tion, CBC's Wednesday Night program
is an example of spreading culiure by
decree—the other extreme. It doesn’t
work. The CBC's long-haired evening
makes Wednesday night the longest
pight of the week. The American spon-
sor should be able to find a happy

medinom between the two  extremes,
Riciann G. Lewis, Editor
Canadian Broudeaster and Telesereen,
Toronto

6. Use spot radio. This will enable
the advertiser to overcome the indi-
vidual market and population differ-
ences, Spot programs with strong local
appeal can build distribution and sales,
as well as loyalty to branded merchan-
dise. For quick sell. spot announce-
ments in strong local partieipation pro-
grams offer the hest method.

Josern Broow, President

Forjoe & Co., Inc., New York

7. Use Canadian shows. We have re-
markable talent. When we aunditioned
for Brave I'oyage, our New York peo-
ple were amazed at the versatility of
the ralent.
like Claire Dranie. Ruth Springford
and those perennial comedians. John-
nie Wayne & Frank Shuster.

Truny Joussow, Traffic

& Buving
Ruthrauff & Rvan. Inc,, Toranto

Among the top are actors

Supervising

. Leave Canadian advertising to
Canadian agencies specializing in the
market. A

American commercial wont always do

Canadian warmed-over

the job. Nor will any “averagze™ nel
show with local eut-ins. A= an example
of what 1 mean: One big company in
the U.S.. which has .-|mn‘-nr#‘r¥ a hne
program on the air for over 25 years
without a break (and lately on TN
decided to break into Canadian
|'.']1]i1|, [i ]Jipl'd] il'l lllf‘ \I:H’l'i"illl !-»I!n\'h,

IIIJ\\-

ever. all it got so far was a zoose egg.

Levn )

expecting immediate reaction,
Reason? The program was and still is
the type that took a long time to huild
audience and loyalty. That was in the
1.5, and m border cities where Cana-
dian audiences could hear or watch the
1.5, stations, In fact. in a [ree offer
of a gift, the U.S, show pulled more in
Toronto than the local rebroadeast sev-
eral nights later,

Goknos Avies, irector, Broadeasting.

T v
Associated Broadi r..'.\ﬂ'n;_' (o, Ltd.,
Toronto

0. Don’t use “eireus” adveriising. Al-
though fundamentally Canadian reac-
tions are the same as in the U, 5. “cir-
cus’” advertising is not as effective. Be-
cause Capadian radio is governed and
policed by the government. we do have
a more limited scope than in the .S
{ Please turn to page 10610

Tips on

1 Don’t wse “laxative” except ichen
*  part of registered name; then it’s
limited to once per commercial.

Don’t refer to drinking.

2.

3. Mention athlete’s foot only once per
commercial,
+.

Don’t describe soft. spongy. bleed-
ing gums. Dot use sound effects
to portray loose dental plates.

5- Don’t mention function of any in-
l'"l‘l'l'ﬂ" e,

W rules

11 AUGUST 1952

Submit two conles two weeks advance to

how to prepare food and drug copy™

6 Don't use ““waste matter.” *fune-

*  gtion.” “deranged kidneys.™
Reference to fleas, bedbugs. body
lice. ete.. will be modified.

Use “blewmishes™ instead of “erup.
tions.” “pimples.” “blotehes,” “itch-
ing.” “bhoils™ and “blackheads.”

“loosened
-

Delete
phlegm,”

the following:
“thick, straugling

“miakes vou feel sickish.”

CBC Broadcas! Reaulatine (2]l i la ] il

cous,” “sluggisl intestinal museles.”™ 13
-

Forget reduring tablets: they're ont.

10.
11.

[ se “keeps your breath sweet” in

chilorophyll toothpaste nothing
more boastful. Krep away from
embarrassment (dae to bad hreath)
angle,
12 You harve to clear cosmetic copy
* through Food & Drug Dirvision, (h-
taca. now,

Don’t elaim a product can remedy
or cure diseases. Ger CHC list,

71

R R




CAISSE OGILVIE ).

10,
S0

g B

Prizes help build audience for French stations

Tips on French-Speaking Canada

| Yes. it’s true what they say about
French  girls. They're intevested in
much  the same thing as American
girls. They hike the same clothes and
costelics, o the home the housewile
i~ just as modern and wants muoeh the
same convenienees, She sticks 1o the
fong-established ]ll'ulhlf'1 she 1rusts,
however., I a new one comes along.
<he has to be sold hard o rlmngv. The
Vmerican advertiser should do his ad-
vertising in French to reach the French

girls and wives. e should make it a
cross hetween straight translation and
a completely separate theme. Soap ap-
era. for example. can be adapted quite
successfully. But the French Canadian
goes to the priest first. rather than the
doctor. when in trouble. And there are
never any divorces on French-Canadi-
an radio,  Just misunderstandings and
= |i;||';||it>|1.-1.

Many Mowax, Radio lhirector
WaeLaren Adv. Co., Lid., Montreal

2. Respeet the French Canadian. He
frels he's more Canadiaun than the Fng.
lish. for he's been here longer and has
severed all ties with Europe. A good
many Fnglish Canadians still have rel-
atives in England or the U.S., so then
Canadian home is not  alkinclusive.
We even had a Prime Minister (R, .
Beunettr who, when defeated for re-
clection, went back “home™ —to Eng-
landd. A French Canadian would never
have done thal,

French Canada is alone in a sea of
Anglo-Saxonism. Unlike Enghish Can-
ada. which asks, when stuck with a big
problem. how London or Washington

would act. French Canada reacts by il
sell.

Our schooling is not the same as the
English. We give more emphasis to
solid general background in all fields,
whereas the Anglo-Saxon specializes
much sooner., The church (Roman
Catholic) plays a muech bigger part in
the hife of the French Canadian than
among the English-speaking  people.
Because of his isolation from English-
language hooks. movies, magazines
and radio, the French Cauadian spends
more time histening to his own radio
than any other group in North Ameri-
ca. He's more artistic minded. He con-
siders radio more as a form of art.
IHiteracy is low and doesn’t have any-
thing to do with it. Tt is higher. in
fact. in Nova Scotia and some of the
other Maritime Provinces.

The French Canadian finally is more
stable. He reacts more slowly than his
Enghish  or  American friends,  He
doesn’t panie so quickly. He gets used
to the commercials, but often he feels
they are too long. too ohnoxious, He
objects especially to the Americanized
high-pressure type of advertising. Ex-

What's the difference between French- and English-speaking Canadians?

SPONSOR asked one of the top educators in Canada, Dean F.
Vool Fieldhonse of the Faenlty of Arts & Science. MeGill Uni-
rersity, Montreal, to explain the basic differences hetween
Freanclh- and English-speaking Canadians for the benefit of the
American sponsor. Here is his reply.,

A well known French Canadian writer in the
second half of the 19th century once compared
Canada to the famous staircase at Chambord
which was so built that two people could go up
it without seeing each other except on inter-
mittent landings. It was only thus, he said,
that English Canadians and French Canadians
made contact with each other.

If you read the romantic literature about
French Canada, or that of the tourist of-
fices, you may easily come to think of Quebec
as being only a picturesqgue old-world enclave
oddly set apart from the rest of North Amer-
ica. That kind of Quebec does exist, but it
is not all. In the last 30 years, Quebec has
been going through the Industrial Revolu-
tion. The proportion of its people who live
in urban centres is larger than that in any
other Province in Canada and there are more
people actually farming the land in English-
speaking Ontario than there are in supposedly
rural Quebec. The industrial population of
the Province rose by 37% between 1921 and
1931, and by another 16% between 1931 and
1941 ; and there has been another great wave

78

of industrialization as a result of war-time
and post-war developments.

The transition to an industrial society
has spelt growing pains in every country but,
in French Canada, the pains are the more acute
because the French Canadian has met the onset
of the forces of the modern world with a mind
which is, to a remarkable degree, attuned to
the past. The Abbe Groulx, master of French
Canadian historians, has given currency to
the phrase—"Notre maitre, le passe" ("Our
master, the past"), and the very motto of the
Province is "Je me souviens"—1I remember.

This, in brief, is the situation in Quebec
today. The Province is undergoing its in-
dustrial revolution but it is doing so under
two separate handicaps: first, fromits point
of view, the technical and industrial leader-
ship in the industrial revolution comes from
English-speaking Canadians or from Ameri-
cans, of both of whom the French Canadian
has been taught to be apprehensive ; and sec-
ondly, French Canada has not yet produced the
large middle class which is typical of indus-
trial-democratic society. To sum up, the
English Canadian is at home in the 20th cen-
tury; the French Canadian is trying hard to
adjust himself to it.

A0r
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ample: the “jet-atonized” soap, which
he thinks is downright silly. In fact.
the more he likes the program, the
more he complains about the commer-
cials,

In general, the French Canadian
must be respected as an individual he-

fore he can be sold.

A Ramo Execvane (French
Vontreal

3. Don't exaggerate. The French Ca-
uadian is individualistic. It's hard to
get him to think as the mass thinks,
He's quite independent. a hard man to
gel al, not an easy wan to change, But
if you once win his support, he'll stick
by you. Religious appeals don't work.
The French Canadian prefers that you
keep his politics. his religion and his
antecedents out of it. But he loves a
good story. Just talk to him in his own
language. This is vital because al-
though 757 of the people in Moutreal
may speak English. the figure won’t
stand up outside Montreal.  In Quebec
City it’s not over 209, And though
the French Canadian may speak Eng-
lish all day in business, once he's home
he speaks French, Remember: French

children don’t start studying English
until fifth grade—when they're 11,
They then continue it through high
school. Classes at the University of
Montreal are all in Freuch, except for
engineering and other scientific courses.
At MeGill all classes are conducted in
English.

Give your Canadian agency a lot of
latitude in adapting your message or
program for the French market, [It's
just not possible to take an Awerican
soap opera and translate it you got 1o
twist and bend it to make it acceptable
to the French. The same is true of
commercial copy. You can’t say things
as sharply in French. The American
agencyman s proud of lis coined
words. Some of them say we're not as
brilliant in French, but good French is
using words simply and tellingly, not
slang.

Wiceren (Winki Citanias,
Viee President
WeKim Advertising, Lud., Wontreal

4. You'll be able to reach more French
Canadians in the jall. The French Net-
work will be extended from New
Brunswick to Alberta with four sta-

tons in the Prairie Vrovinees and tw
in Ontario added 1o the present 15
There's only one hitch: The Masses
Commission reconmnended against the
exlension of commercials on network
radio. As a resull, we have reached the
saturation point and have no mon
zood shows for sale. In fact, we would
prefer 10 drop one or two sponsors and
keep their program period on g sus.
taining basis. Most popular programs
over the French Network are: Lever
Bros.," Un Homme et Son Péché, the old
perennial:  Mépopole, a uwizht time
P&G soap opera (we have a dozen of
them, all
sponsored by Canadian Breweries, a

populari;  Radio-Carabin,
variety show featuring a sophomoriv
university student: Le Theédatre Lyrique
Molson Molson’s
features capsule operas, and hockey
Our distinguished
programs are f\’mﬁf.r-(,'u”r";_‘l‘, a series

Brewery i, which

broadeasts. niosl

of educational broadcasts on history.

biology, science, drama. cte.. Octoler

through April: Veos Futures Etoiles,

similar to Singing Stars of Tomorron

and called “No Future at AllI” by To-
i Please turn to page 109

Is there any diffevence between a French and English commercial? i; jaies the French

longer to say the same thing, says Cockfield, Brown & Co., Ltd., which offers this Sweet Caporal TV commercial as an example:

Group:

Miss Sweet
Cap:

Voice:
Boy:
Miss S. C.:

Miss S. C.:
(Spoken)

Croup:

Square Dance Tonight!

With « one and a two and a do-si do . . .

Grab vour partners ler’s go!

Give your partner a cigarette, do voursell
a favour—

Now, circle "round and take a bow for that
wonderful Sweet Cap flavour,

Offer u light, one to the other, watch that
happy smiile—

Stweet Caps are always fresh! Sweer Caps
are always mild!

Take a turn, avound one another . .
up in the air,

Now relux and have a smoke, Sweet Caps
banish coare!

She prefers Cork Tips

It's a plain end for me

Just as long as they're Sweet Caps, on
that they both agree

And you'll wgree that Sweer Caps are a
mild cigarette.

Sweet Caps are rolled fresh! —Sold Fresh!

Yes only a fresh cigarette can be truly
mild.

And, Sweet Caps are always truly fresh!

Sold fresh in the attractive white puclage
for the plain ends

Or, the appealing red package for the Corl:
Tip.

Cork Tip—or Plain —smoke Sweet Caps!

. hands

Groupe:

Miss Sweet
Cap:

Voix: (parlé)
Garcon:
(parlé)

Miss S. C.:
(parlé)

Groupe:
(chanté)
Groupe:
Miss S, C.:

On danse ce soir!

Etde vn, et dv deux, et de un, deus, trois. . .

Tous en plave, on v val

P'résentez une cigarette
meillenr’

Fait' la chain' et saluez de le Sweet Cap la
douc’ sureur.

Allumez tous a la ronde, sovez tous fovenx,

L ne Sweet Cap douc” et fraich’, voila o qu'il
v o de micux.

Tournez, tournez les danseurs,

Chantez tous de joie,

Car la Sweer Cap est st doue’, chantez fe
maint’ fois,

Son choix ., . les Louts de licge . . .

mais sewlement la

Poar mo: . . . les bouts unis . . .
Cest en frnant une Sweet Cap qu'on de-
vient bons wmnis.
Essavez la Sweet Cap . .
des cigarettes . . .
La Sweet Cap est toujonrs . . . si fraiche-
Oui, sealement une cigarentv (raiche pent
étre vraiment douce,

Et les Sweet Cap sont toujours vraiment
fraiches!

Les Sweet Cap sont vendues dans un attra-
vant paguet blane

on paquet rouge pour les Sweet Cap a
lLouts de licge,

Quel vrai délive qu'une Sweer Cap!!

. Ma plus downee

On danse ve soir!

Tous en place . . . on y va!l

Présentes une cigarette mais sealement ln
meilleur

Fait' la chain et saluez de la Sweet Cap la
doue” saveur.

(Mumes tous i la ronde, sovez tous joveunr.

[ ne Sweet Cap doue’ et praiche, voili Cqu'il
v o de micnx.
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CFRM mail pull typifies Canadian airways

Booming Canada i= attracting more
1adio business than ever.

Sponsors of American origin or afli-
hation are |i|;i||_~_l up ~olidd radio sched-
ules for the fall 1o capitalize on the
LISHIZ coanomy.

Thoy agree with BBEDO  President
Pevnard C. (Bent Dully. who sayvs:
“The Canadian market vesponds very
setively to radio.  Experience over a
period of vears has <hown this medium
to be very productive. Sales of vari-
ons BBDO clients in this market have
been on a <harp upgrade for the past
lew vears.”

Most American manufacturers doing
bhusiness  in Canada  have s up
biranches or affiliates there to ot taxes.,
<ave on daties and win Canadian loy-

altv.  More and morve American adver-
tising agencies are following them.
\dam 1. Young. Ir. who represents
25 Canadian stations, estimates that
only 5% ol all Canachan national ad-
vortisers in Canada are handled in the
L.s and 950 in Canada. (But the
i the LS, buy approxinmately 20-
25 of the radio time. Young adds.
\nother way of looking at it: 39
U.s, agencies buy Canadian  radio
time: ol these 11 have Canadian
branches through which many of the
orders go, McCann-Erickson and Leo
Burnett are opening branches in To-
ronto.  Needham, Loois & “l"!’h) [
tablished there during the past vear.
But control over both the manufac-
turing and ageney hranches rests, of

CJOR [Vancouver) "Voice of the Races” [Jack Short) has held three of eight sponsors 19 years

W————

&0

<+ IV How leading sponsor
—tise Canadian radio

\ : 117 of 550 national sponsors on Dominion airwaves are

American. with trend toward Canadian programs

course, in the States, and a sroxsor
I,Il'f'L hl]ll\\(‘l] imost 1i|‘l'i.‘-ifl|]_‘- as o
campaigns. progrvains and media are
made in this country with the Cana-
dian branch in an advisory and CxXpie-
diting role.

Two major switches may be of in-
levest in Phll\\i]!;_' the trend: ]\'l‘“n;_';_“:-'
has transferved s account from Ken-
von & LEckhardl. New York. to Leo
Burnett in Chicago. Burnett will open
an ollice in Tarono 1o service il. \nd
Procter & Gamble is moving Camay
from Pedlar & Ryan. because PSR s
dissolving Oct. 1. 1o an all-Canadian
ageney. Fo Ho Hayhurst, Toronto and
Mantreal. Robert ¢Bolbd Amaos is Hay-
hurst's radio director in Toronto.

Statistically some 117 US, or U,s.-
urigin advertisers use Canadian air-
waves, Total national sponsors run 1o
about 550 on Pat Freeman's list pre-
pared for the Canadian Assn. of Broad-
This gives the U a 219

represcutation.  Bur the percentage of

caslers,

\merican-origin firms using Canadian
networks s far higher, Of the 30 pro-
LTAN SPOnisars on the two l‘:n_'_']i_-.h nels,
Trans-Canada and Dominion, 19 ap-
pear to be U.S0 by birth or afliliation.
savs CBC Asst. Commercial Manager
W. R. Johnson and CBC Toronto
Sules Rep. Wo G (Willy Carpentier.
Vi of the 23 on the French Network.
10 seem to be controlled south of the
horder. according to J. R, Péloguin of
the CBC Montreal office. Most of the
latter are on the first list.

A\ rough estimate of the amoum
L.Scorigin firms spend on Canadian
networks would he at least S1.5 million
o nore than hall the CBC s 82015 mil-
lion commercial vevenues. This is pal-

SPONSOR




. nelwaork hill-
19500, b it
of U.N.

tising dollars on Canadian chains,

try compared with 1.5
ings (2175 million in
<hows dominating role adver-

Here's what American-origin spon-
sors will be doing on networks in Can-
ada come fall,

Booked by the end of July were the
Procter & Gamble, Lid.— 13
network Lever Bros., Lul.
11: Colgate-Palmolive-Peet,  Ltd.—06;
3: Pond’s. Lud.
2; General Foods, Lul.  2: Carna-
Milk 2, and the

Swilt Canadian.,

following:

"Ill}\\"-;

‘.:i!l!l!lirt‘“ :‘-Illl!l. Lid,
)

Lion following one

C'Eli‘h: \nu'rir.'m ”llllll'

Products. Firestone Tire & Rubber.
Quaker Oats,  Rexall Drug. Krall
Foods, Electrie Auto-Lite, Toni Divi-
sion — Gillette,  Canadian  Westing-

Ronson Art Metal Works, |
Pharmacal. Sterling

Heinz & Co. of Canada ( Mae-

\dvertising)  has dropped La
Chanson 57 over the French Net,

Of the 31 English-language shows.
21 are US. 10 Canadian. All the
French shows originate in Moutreal as
criginals or adaptations of American,

house.
bert
I"urtl .

ani-
Drug  and

Laren

All the sponsors above have Canadian
liranches,
Here's a rundown by major spon-

SOrs:

PROCTER & GAMBLE

P & G Ltd.. which tops the radio field
13 network
according 1o

i Canada, will have some

shows going this fall,

P& Gs L E. Whiting.

ol media and the statistical division in

acting manager
Toronto.  On Trans-Canada
these six soap operas, all from the 1.5,
Life Cheer
as tratleri, !,J';'r' Can De Beanii-
Cheer.
i Camay
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Family amed Spic and Span,
Big Sister | Dreft with a Spic and Span
Wa Perkins (Oxvdoli. Right

fo I!prfﬂ('\\.\ ( lvory Bar),

’)’r'.‘n‘ﬂh 1 Chxy lln]l .IIllI
the Jack Smih Show (Tide, 3“iri< X
On the Freneh Network: La
Rue Principale (Oxydol, Spie & Span,
(‘}”(’Hlf‘,\ \'nmw'ﬂr'.\ { li--'n‘
Tide). Grande Soeur (Camay. Tide)
AMétropole | Oxydol, Dreft, Spic & Span
hitch-hike .

with a Spic & Span trailer next spring |

traileri.
On Donnnion:
Span).

'l\nl_\.

La Rue des Pignons ('T'ide

all using Freneh Canadian talent,
Star Time

White & Blue over CKW Na

Among spol progranms:

and Red.

Vancouver: Big Sister. Ma Perkins,
Perry Mason and Guiding Light in
British Columbia on a spot basis:

Brighter Day and Guiding Light over
CKRC. Winnipeg. and Perry Mason
and Young Doctor Malone vver CFCF,
Montreal.

P & G uses six azencies for its Ca-

nadian air operations—five of them

American: Benton & Bowles. Biow.

Compton.  Dancer - Fitzgerald - Sample
I £ I

and Young & Rubicam. The Canadian:

. H. Hayhurst.

These have Canadian branches:

b owith William H.

B&

Fleischman the ac-

will bLe

count representatinve m lorunt )-1
with Gilbert Nunns «p.
manager. Toronto. Y & B owitly ¢

H. Poland vop. amd manager
Montreal oflice 1 Jean-Fra ]
tier in charge of radior and AL N
Gl vop. and managing dir i
Foronto ollive, with W 1)
Byles as supervisor of rad
Product breakdown by
L .5, account executive for

Benton X Bonles P
| Casiey ) .l"'ll"' for Ivory Snom bl
Fluffo. Donald Weill for Prell sha
Biow ( Lee White) \1,',, & St
Jov twith Ethel Wieder

{Seaward M,
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Crisco, Drene. Duz. Ivory Bar. Tvors
Flakes. Dancer-Fitzgerald-Sample (W
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Rubicam (Lormmer B. Slocum)— Cheer
LEI ER BROTHERS
Lid..

uetwork programs. five of themn French

plus shows like Fan Parade

participation ) for Lux on selected sta-

Lever Bros.. will use at least 11

audiene
tions across the dominion.

Lux Radio The-
ater (Lux Toilet Suvap )

The net shows are
. Brave | oyage
( Rinso ) and Lanra Limited (Lux ). the
Trans-Canada:
Kate Ait-

i for Goml

last two Canadian. on
Your Good Neighbor
ken.
Luck Margarine and I,i||ln1|'- tea and
1 Maurice

Canadian

uilll

worman conunenlator
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hoth
over Dominion.

|:||l|ilij_'llllll. shows,

and these five serials
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What Canadian companies

use radio? (by catlegories)

Agricultnral
machinery & supplies

Bell Wonder Medicine Co.
Blatchtord Feeds

Bray, Fred W.

Buckerficlds

Canada Packers N

Canadian Fairbanks-Merse Co
Deere & Co., John

Fimning Tractor & Equipment Co.
Cucrnsey Dealers

Intl. Harvester Co. (Canada)
Lake of the Woods Milling Co
Luke's Motor & Machinery Co
Maple Leat Milling Co.
McCabe Grain Co

Na-churs Plant Food Co
Oakland Harcheries

Bgilvie Flour Mills Co.

Purity Flour Mills

Quaker Oats Co. N

Ralston Purina Co.

Rump & Sendall

Switt Canadian Co. N

Truck & Tractor Equipment Co

Building supplies

Barretr Co.

Beaver Lumber Co

Canadian Forcst Products
Canadian Wallpaper Manufacturers
Carey Co., Philip

Ideal Tile Co.

Insulation (ndustries (Canadal
Master Plumbers Assn,
Master Seal Sash

Met-Wo Industrics

Monsante (Canada)

National Speciaity Co

Warp Bros.

Breweries

Canadian Breweries N
Dow Brewerics N
Molson Brewery N
Oland & Son

Clothing & dry geods
Adam Hats (Camada)
Aquascutum (Canada)

Bond Clothes

Broadhurst-Lee Co,

Buckley Brooks Hat
Butterfly Hosicry Ceo
Conadian Resing & Chemicals
Chasse & Fils, Chas.

Cluett Peabody & Co. of Camnada
Deminion Textile Co.
Drummondville Cotton Co.
Fairtield & Sons

French & Sons, Thomas
Gault Bros,

Hudson's Bay Co. fraw furs)
ancsse

ones Tent O Awning

Kayser & Co., Julius

Manarch Knitting Co,
National Fur Mfg, Co.
Mational Texriles

Orient Hosiery Sales

Sobie Silk Shops

Stetson Ce. (Canada)
Supersilk Hosery Mills

Tip Top Tailors

Conlectionery
Adams Brands

Canadian Food Products
Fry-Cadbury

Lowney Co., Walter M
Secord Camdy Shops, Laura
Van Kirk Chocolate Corp.
Wrigley |r. Co., Wm,

Prugs & toilet goods
Adams Brands

Adrem Pharmacal Sales
American Salety Razor (Canada)
Anahist Co.

Bauer & Black

Boots Pure Drug Co. (Canadal
Boyle Midway (Canada) N
Bristol-Myers Co.  (Canada)
Bromo Scltzer

Buckley, W. K

Canada Drug Co,

Canada Packers N

Canadian Cellucotton Cao.
Carter Products

Chase Medicine Co,
Choscbrough MIg, Co.

Colgate -Palmolive-Pect Co. N
Davis & Lawrence Co | Canadal
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Dodds Medicine Co.

Doller & Dawis

Drug Trading Co.

Dolecin

Eno iCanada), |. C.

Eversharp International

Ex-Lax

Fellows Medical Mig. Co.

Fitech Co., F. W

Foster-Dack Co.

Fulferd Co., C. E.

Fulford Co., C. T.

Caylord Products of Canada
Ciliette Safety Razor Co. (Canada) N
Crove Pharmacal

Hudnut, Richard

Jergens Co., Andrew

Lambert Pharmacal Co. (Canada) N
Lambert, Dr. |. O.

Lever Bros. N

Lewis-Howe Co. N

Liggett Co., L. K.

Lanman Kemp-Barclay Co, (Canada)
Lvsol (Canadal

McKesson & Robbins

Massicotte Import Co.

Mathieu Co., |. L

Miles Laborateries

Minard's Liniment Co.
Mulvencev's Remedies, R. L.
Murine Co.

Muczterale Co. of Canada
MrCov's Products

National Cellulase of Canada
Natl. Drug & Chemical Co. iCanadal
Nivea Pharmaccuticals

Morthroo & Lyman Co.

Noxzems Chemiral Co. (Canada)
Parker Co., L. M.

Pertussin

Pharmeo

Philips Industries

Pinex Co.. The

Pinkham Medicine Co., Lvdia E
Pand's Fxtrar® Ca. of Canvda N
Potter Dru= & Chemical Corn
Procter & Gamble Co. [Canada) N
Reckitt & Calman (Canada)
Rexall Drug Co. N

Rhodes Pharmaral (Canada)
Sehwartzkonf, Hans
Shuttleworth Chemical Co., E. 8.
Simms & Co., T

Smith Bros.

Smith & Nephow

Stanley Chemical Co.

Sterling Drug (Canadian) N
Stoppers (Canada)

Supreme Drug Co.

Swedish Shampoo Laboratories
Tamblyn, C.

Templetons

Thomas Supply & Equipment Co.
Tintz Co. of Canada

Toni Co., The

Vick Chemical Co.

Vincent Laboratorics
Vitamineral Laboratories
Wampole & Co., Henry K.
Warner & Co., W. R.

White Laboratories

Whitehall Pharmacal (Canada) N
Wildroot

Williams Co. (Canada), |. B.

Food

American Home Products Corp. N
Associated Salmon Canners of B. C.
Atlantic & Pacific Tea Co.
Barbour Co., C. E.

B. C. Fruit Board

B. C. Packers

Belleville Cheddar Cheese Co.
Best Foods |Canadal

Best Yeast

Blue Ribbon

Borden Co.

Bovril (Canada!

Brodic & Harvie

Browns Bread

Burns & Co. N

Caldwell Sausage Co.
Campbell Soup Co. N

Canada Bread Co.

Canada Nut Co.

Canada Packers N

Canada Rice Mills

Canada Safeway

Canada Starch Co.

Canadian Bakerics

Canadian Canners

Canadian Doughnut Co.
Canadian Salt Co.

Canadian Shredded Wheat Co.
Canadian Sugar Factorics
Carnation Co. N

Catelli Food Products

Clover Valley Fosd Co
Co-op. Vegetable Oils
Cordon Bleu

Dad’s Cookic Co.

Dairy Farmers (Canada) N
Delnor Frozen Foods
Dominien Dairics

Dominion Preserving Ce.
Dominion Stores

Empress Mig, Co.

Estabrooks Co., T. H
Fletchers

Fry-Cadbury

GCeneral Bakeries

Gencral Foods N
Cerber-Ogilvie Baby Foods
Cray Dunn Biscuits

Crayson O Co.

Hamilton & Sons, G, |.
Hansen's 1Canada), Chr,
Heinz Co. (Canada), H. |. N
Hudson's Bay Co.

loubert & Fils, ). |

Kelloge Co. iCanadal

Kraft Foods N

Lake of the Woods Milling Co.
Lever Bros. N

Libby, M<Neill & Libby (Canadal
Lipton, Thos. L. N

Lvans & Co. (Canadal, |,
MacFarlwne Biscuits
MacFecters Creamory
MarKinnon Co., H. L.
McColl. A, O.

MrCormick's

MeCavin Bakering

MeLaren Food Products
Manischewitz Co.. B.
Manitoha Sugar Co.
Marven's

Matthews-Wells Co,

Maole 1 caf Milline Co.
Morwe & Cn., | F,

Mother Parke’'x Tea Cn,
Nahab Food Products N
Nalley's

Mational Bakers Services
Neilson, Wm

Nelson Broas Fisheries
Nestles Milk Praducts (Canada)
Orilvie Gour Mills

Ontario Beekeeners Assn,
Ontarin Fruit & Vegetable Growers
Oxo (Cansda)

Pacitic Milk Co

Paulin Chambaers

Prosswond Reae

Proeter & Gamhle Co. ICanada) N
Purity Flour Mills N

Purity Ire Cream Ca.
Ouaker Osts Cn, (Caradal N
Oucbec Manlc Sugar Prods.
Roekitt & Colman (Canada)
Reddi-Wio of Canada

Robin Hood Flour Mills N
Rosell Institute

Salada Tea Co. (Canada)
5t. Lawrenee flour Mills Co.
St Lawrence Starch Co,
Schacider, ). M

Shirriff's

Shopsy's Foods

Silverwnod's Dairies

Smith & Sont, E. D.

Staftord Industrics

Standard Brands

Stewart Hall Co.

Stokely Van Came (Canada)
Swift Canadian Co. N

Tea Burcau

United Fruit Companics of Nova Scotia
Viau

Victory Mills

Vi-Tone Punuch

Ware Prods,, R.

“Weleome"' Fwd Patcel Service
Welch & Co., 4. W.
Wentworth Canning Co
Westminster Canners
Weston, Ceo.

Gavden supplies

Associated Bulb Growers of Holland
Chipman Chemicals

Dale Estate

Creen Cross Insecticides

Humar Corp.

Holland Bulb & Nursery Co.
Leytosan iCanada)

Michigan Bulb Co. (Canadal
Morth American Cvanimid

Swift Canadian Co. N

Webb & Sons (Canada), Edward

Gasoline & outomoltive

Austin Motor Co. (Canadal

Bardahl Lubricants

British American Oil Co.

Burgess Battery Co.

Canadian Alcohols & Chemicals
Canadian 0il Compani

Canadian Shaler Products Co.

Cities Service Qil Co.

Dominion Rubber Co.

Electric Auto-Lite N

Firestone Tire & Rubber Co. i(Canadal N
Ford Moter Co. of Canada N

Celex

General Dry Batteries of Canada
Ceneral Motors of Canada

Ceneral Tire & Rubber Co. of Canada
Clobelite Batteries

Coodrich Rubber Co. of Canada, B. F
Coodyear Tire & Rubber Co. of Canada
Hellingshead Co. o'l Canada, R, M.
!mperul Oil Co. N

Joy Oil Co.

McColl Frontenac Qil Co. N
National Carbon

Reliance Petroleum

Rootes Motors (Canada)

Shell 0il Co. of Canada

Socony Vacuum @il Co. of Canada
Standard 0il Co. of Canada

Sun Oil Co.

Supertest Petroleum Corp.

Vokes (Canada)

Heating & fuel supplies

Bottled Gas

Coembustion Utilities Corp.
Conroy Mig. Co.

D. L. & W. Coal Co. (Canada)
Empire Brass Mfg. Co.

Cilbert & Barber Mig. Co.
Home Oil Distributors

Howard Furnace tv Foundries
Imperial Oil Co. N

International Heahng G Supply
Lake Simcoe lee & Fuel

Lehigh Coal Co.

Philadelphia & Reading Coal & Iron Co.
Sinclair Mines Canadian

Home furnishings
& appliances

Burgess Battery Co.

Canadian Ceneral Electric Co. N
Canadian Westinghouse Co. N
Continental Sewing Machine Co.
Corning Class Works of Canada
Dominien Oilcloth & Linoleum Co,
Ex-Cello-0 Corp.

Frigidaire Products of Canada
Cilson Mig. .

Clobe Bedding Co.

Curney Industries

lewel Radio Co. of Canada
Koolvent Awnings (Western)
McCuire Industries

Mational Carbon

Northern Electric Co.

Parkhill Bedding Co.

Ray-O-Vac (Canada)

Sew-Rite Machines Co.

Singer Mfg Co.

State Vacuum Stores

Household supplies

Aluminum GCoods
Canada Starch Co.
Canadian Industnies N
Drackett Co. (Canada!
Fyon & Fyon

Green Cross Insecticides
Laurentian Agencies
Mecrck & Co.

Minnesota Mining & Mfg, Co. (Canada)
Perfex

Purity Fibre Products
Simms & Co., T. S
Staley Mfg. Co., A. E.
Standard Brands
Standard Chemical Co
St. Lawrcnce Starch Co.
Wilson Broom Co.
Wilson Laboratories
Woed & Co., C. H.

Industrial. institntional
& public ntilities

Abitibi Power & Paper Co.

Bathurst Power & Paper Co.

Beaver Lumber Co.

Bell Telephone Co. of Canada

B. C. Electric Co.

B. C. Telephone Co.

British Leather Industries

Canadian Industries N

Canadian Pulp & Paper Assn.

Canadian Resins & Chemicals

Dow Chemical of Canada

Hydro Electric Power Cemmission of
Ontario

SPONSOR




Interior Lumber Dealers Assn,
Maniteba Power Commission
National Grain Co.

Insunrance & financial

8. C. Hospital Insurance
Continental Casualty Co.

Credit Union MNational Assn.
Guaranty Trust Co, of Canada
Houschold Finance Corp.

Huron & Eric Mortgage Corp.
London Life Insurance Co.
Metropolitan Life Insurance Co.
Mutual Benefit Health & Accident
Mutual Life Assurance Co. of Canada
Niagara Finance Co.

Trans-Canada Credit Corp.

Jewelry

British Ceramics & Crystal of Canada
Bulova Watch Co.

Halsa Watch & jeweller
Longinecs-Wittnauer (Canada)
People's Credit Jewellers

Ronson Art Mctal Works (Canadal N
Sabbath, J. L.

Speidel Watch of Canada

Wengers

Faints

Ashdown Hardware Co., ). H.
Aulcraft Paints
Brandram-Henderson

British America Paint Co.
Canadian Industries N
General Paint Corp. of Canada
Glidden Co.

Hobbs Class

Imperial Varnish & Color Co.
Jamieson O Co., James W.
Langmuir Paints

Lioyd's Laboratories
Marshall-Wells Co.
Martin-Senour Co.

Moore & Co., Benjamin
Murphy Paint Co.

National Adhesives (Canada)
Sherwin Williams Co. of Canada
Stephens & Co., G, F.
Tremco Mfg. Co. (Canadal
Wesco Water Paints (Canada)

et sapplies

Ballards Animal Foods, Dr.
Buckerficld's

General Foods

Hartz Mountain Prods.
Martin (Export), Bob
Miller Biscuit Co,, Ross
Swift Canadian Co. N
Toronto Elevators

Publications

Crowell-Collier Publishing Co.
Curtis Circulation Co.

Dawn Publishers

Detroit Times

Esquire

Globe & Mail

Ladies Home Journal

Life Magazine
MacLean-Hunter Publishing Co.
Montreal Standard Publishing Co.
Montreal Star Co.

La Patrie

Readers Digest Assn. (Canadal
Smith & Son, W. H.

Sun Publishing Co.

Telegram, The

Time

Toronto Daily Star

Toronte Star Weckly

Radio, records, ele.

Addision Industrics

Canadian General Electric Co. N
Canadian Westinghouse Co. N
Compo Co., The

Coronet TV

Hough & Kohler

Metorola Canada

Northern Electric Co.

Philips Industries

Popular Records

RCA Victor Co.

Rogers Majestic Radio Corp.
Soarton of Canada

Western Records

Soaps, detergents,
cleansers

Babbitt, B. T.

Bennett

Bon Ami

Canada Packers N
Colgate-Palmative-Peet Co. N
Cudahy Packing Co.
Fairbanks Soap Ce.

Galt Chemical Products
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Jenkins Sales

Lever Bros. N

Procter & Camble Co of Canada N
Standard Brands

Swift Canadian Co. N

United Chemical Co.

Zero Soap Co.

Shoes & accessories

Bata Shoe Co. ot Canada
Best Foods (Canadal
Carrier Shoe Co.

Dack Corp.

Doleis (Canadal

Holtite Rubber Co.
Lucien Bougie

Maher Shoe Co,

Savage Shoe Co

Success Wax Co,

Smokers’ supplies

Benson O Hedges (Camada)l

Houde G Crothe, B,

Imperial Tebacco Co. of Canada N
Larus & Brother Co.

Macdonald, W. C.

Ronsen Art Mcral Works (Canada) N
Royal Canadian Tobacco Co.

Simon & Sons, H

Tuckett Tobacco Co.

Soft drinks

Canada Dry Ginger Ale
Coca Cola N

Kop Bewerages

Orange Crush

Pepsi-Cola Co. of Canada
Polar Acrated Water Works
Seven-Up

Sussex Ginger Ale

Wilsen Chas

Wynola Corp.

Toys & sporting goods

Canadian Industries N
Fleck & Co., R. D
Lines Bros. Canada
Meccano

Northern Enterprises

Travel

American Airlines

American Express Co.

B. C. Government Travel Burcau
Canadian National Railways
Canadian Pacific Airlines
Canadian Pacific Railways
Colonial Coach Lines

Hotel Wolverine, Detroit
KLM (Dutch Airlines)

New Brunswick Travel Bureau
Northwest Airlines
Trans-Canada Airlines
Western Airlines

Waxes & polishes

Albo Products Co.

Boyle Midway (Canadal N
Hawes & Co., Edward
Johnson & Son, 5. C.
Nugget Products of Canada

Miscellaneons

Acousticon Dictograph Co. (Canada)

All National and Provincial Political
Parties

Beasleys (Canadal

British Isracl World Federation

Canadian Cancer Socicty

Canadian Intl. Trade Fair

Canadian Lutheran Hour

Canadian National Exhibition

Canadian Red Cross Society

Cliffe, Dr.

Dominion Government N

Famous Players Canadian Corp.

Minor Piano Course, Dave

Murray Studios of Dancing, Arthur

New Method Laundry Co.

Peller lee Co.

Prophetic Bible Institute

Salvatien Armv

Viceroy Mfe. Co.

Waterman Co., L. E

Woolworth Co., F. W

*N = Use som
40 in all de
This list of 530 national advertisers
was prepared by the Canadian Assoc
tion of Broadcasters, Sales & Rese:

acver [ising

Division, Some companies apy

B
eral fimes in this list because their
products fit inta more than one of the

41 categories abhove Twenty-five oth-
ers arrived too late to be

tabulated.)

Whadt U.S. companios

use Canadian radio ”

(directly or through Canadian sister companies

and,/or affiliates)

American Chicle Co.
Brands in Canada)

American Home Products Coarp.

American Safety Razor Corp,

Atlantis Sales Corp. for some
products of Reckitt & Colman
(Canada)

Babbitt

Benson & Hedges

Best Foods

Block Drug Co. (Supreme Drug
Co.)

Bon Ami Co.

Borden Co.

Bristol-Myers Co.

Burgess Battery Co.

Campbell Soup Co.

Canada Dry Ginger Ale

Carnation Co.

Carter Products

Cat's Paw Rubber (Holtite Rub-
ber Co.)

Chesebrough Mig.

Cluctt Peabody & Co.

Coca-Cola Co.

Colgate-Palmolive-Pect Co.

Consolidated Cigar Corp |[Si-
mon & Sons, for "El Produc-
to," ete.)

Continental Casualty Co.

Crowell-Collier Publishing Co.

Cudahy Packing Co.

Curtis Publishing Co.

Delaware, Lackawanna & West-
ern Coal Co.

Dolcin Corp.

Drackett Co.

Eleciric Auto-Lite Co.

Emerson Drug Co. (Bromo Selt-
zer)

Eno-Scott & Bowne

Esquire

Eversharp

Ex-Lax

Fairbanks, Morse & Co.
Firestone Tire & Rubber Co,
Ford Motor Co.

Goneral Electric Co.
General Foods Corp.

Grove Laboratories

{Adams

Hansen's Laboratory, Christian
Hearst Corp. (for Detroit Times)
Heinz Co., H. J.

Intl. Cellucotton Products Co.
Intl. Harvester Co.

Jergens Co., Andrew
Johnson & Son, S. C.

Kayser & Co., Julius
Kellogg Co.
Kendall Co.

Lambert Pharmacal Co.

Larus & Brother Co.

Lehn & Fink Products Corp. {Ly-
sol [Canadal, for Lysal only)

Lever Bros. Co.

Lewis-Howe Co.

Libby, McNeill & Libby

Longines-Witinauer Watch Co.

Manischewitz Co,, B.

Merck & Co,

Metropolitan Life Insurance Co.
Michigan Bulb Co.

Miles Laboratories

Minnesota Mining & Mfa. Co.

Metorola

Murine Co,

Mustercla Co.

Mutual Benefit Health & Acc
dent Assoc.

National Biscuit Co. [Canadian
Shredded Wheat Co. for "Na
bisco™)

MNational Dairy Products Corp
(Kraft Foods)

Nepera Chemical Co, (Anahist
Co.)

Nestle Co.

Northwest Airlines

Pepsi-Cola Co.

Perfex Mfg. Co.

Pharmaco

Pinkham Medicine Ceo,, Lydia E

Pitisburgh Plate Glass Ceo,
(Hobbs Glass)

Ponds Extract Co. Export

Potter Drua & Chemical Corp,

Procter & Gamble Co.

Quaker Oats Co.

Radio Corp. of America

Ralston Purina Co.

Readers Digest Assn.

Reddi-Wip

Revlion Products Corp. [Thomas
Supoly & Equipment Co. han-
dles “Revlon")

Rhodes Pharmacal Co.

Ronson Art Metal Works

Salada Tea Co.
Seven-Up Co.

Shaler Co.

Shell Oil Ce.
Sherwin-Williams Co.
Smith Bros.
Socony-Vacuum Qil Co.
Staley Mfg. Co., A, E.
Standard Brands
Sterling Drug
Stokely-Van Camp
Stoppers

Sun Qil Co.

Swift & Co.

Texas Co.
Time
Tintz Co.

Union Carbide & Carbon Cerp.
{National Carbon)

Vick Chemical Co.

Warner-Hudnut

Waterman Co., L. E.

Western Airlines

Westinghouse Electric Corp.

Wilbur-Suchard Chocolate Co.
(Canadian Food Products fer
Suchard)

Wildroot Co.

Williams Co., J. B.

Wrigley Jr. Co., Wm.

Wil
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Which Canadian agencies are active in radio'
(Agencies enfranchised by Canadian Asseciation of Broadcasters for year ending 31 May 1953)
NAME | ADDRESS I PHONE | RADIO OFFICER
Aikin-McCracken 2 Toronto St., Torento EM 6-528% Phyllis Judson
Ardiel Advertising Agency I 4 Lawton Blvd., Toronto | MA 8541 I Clark Wright
Associoted Broadcasting 1139 Bay St., Toronte PR 111} Gordon Allen
*Athertan & Currier 100 Adelaide St. W., Toronto | EM 3-5418 W. E. McDonald
Baker Advertising Agency ' 1315 Yonge St., Toronto PR 2101 I Jack Horler
*Bentan & Bowles 91 Yonge St., Toronto EM 3-8222 W. H. Fleischman
John McKenney Bingham | B6 Adelaide St. E., Toronto I EM 6-2515 I J. H. Titherington
Burns Advertising Agency 1500 5t. Catherine St. W., Montreal Fl 5257 Ralph Novek
| S. W. Caldwell 80 Richmond St. W., Toronto EM 6.8727 Spence Caldwell
| Canadian Advertising Agency | Sun Life Bldg., Montreal | UN &.7111 l Reg Dagg
! Garry J. Corter of Canada 59 Avenue Rd., Toronto PR 2505 Bob Howe
Century TV & Radio Agencies Time Bldg., Winnepeg A. J. Swanson
Cackficld, Brawn | Canada Cement Bldg,, Montreal | HA 4171 | R. W. Harwood
Don H. Copeland Advertising 442 Sherbourne St., Toronto Kl 3119 Don Copeland
Crombie Advertising 474 St. Alexis 5t,, Montreal V. P. Gray
. *Dancer-Fitzgerald Sample (Can.) | Royal Bank Bldg., Toronte l LA 2139 | Gilbert Nunns
‘D'Arcy Advertising 190 Broadview, Toronto EM 3-2851 G. P. Altenbernd
A. J. Denne | 90 King St. W., Toronto | GL 7591 | Lillian Ryan
Dominion Broadcasting 4 Albert St, Toronto EM 4-3444 H. B. Williams
*Ellis Advertising 77 York St., Toronto EM 3-3383 B. Dennis
W. H. Emmett (Canadal l Drummend Bldg., Montreal | WA 9902 | H. P. Diehl
Robert 1. Enders Advertising 1176 Sherbrooke St., Montreal PL 6928 R. J. Enders
‘Erwin, Wasey (Canada) 1121 St. Catherine St. W., Montreal E. H. Smith
Ferres Advertising Service | 63 Duke St., Hamilten | PL 9144 | E. B. Heaven
Jomes Fisher 204 Richmond St. W., Toronte 31116 David Fenn
*Foote, Cone & Belding (Canada) | 1010 St. Catherine W., Montreal | WA 8091 | Catherine Draper
Harry E. Foster Advertising 149 Alcorn Ave., Toronto UN 6-8591 Mary Newton
William Gent Advertising 120 Bloor 5t. E., Toronto PR 4681 Joanne Stout
J. J. Gibbons ' 200 Bay St., Toronto I Kl 9259 | Doug Marshall
Gordon & Gotch (Canada) 43 Victoria St., Toronto EM 4-2111
*Grant Advertising (Canada) 103 Church St., Toronto EM 3-2556 Irene Weaver
F. H. Hayhurst l 38 King St. W,, Toronte | EM 3-339% | Bob Ameos
L. J. Heagerty 19 Melinda St.,, Toronto EM 49263 L. J. Heagerty
Heggie Advertising 57 Bloor £t. W., Toronte | EM 6-3791 John Chilman
J. E. Huot, Publicite l 353 St. Nicholas 5., Montreal PR 1443 | Andre Audet
Hutchins Advertising Co. (Canada) 1244 Dufferin St., Toronte PL 4131 H. C. Caverhill
Imperial Advertising l 71 George St., Halifax l KE 2737 | Austin Moore
Albert Jarvis 73 Adelaide St. W, Toronte 31.9373 Albert Jarvis
Russell T. Kelley 447 Main St. E,, Hamilton EM 3.2438 H. P. Kelley
*Kenyon & Eckhardt | 80 King St. W., Toronto | 21155 | P. H. Boultbee
Locke, Johnson Harbor Commission Bldg., Toerento EM 3-8314 Jim Mumford
James Lovick 789 West Pender, Vancouver EM 4-6271 Florence Asson
MacLaren Advertising | 372 Bay St., Toronte | TA 3371 I Hugh Horler
McConnell, Eastman 147 University Ave, Toronto EM 4-0321 Austin Moran |
McGuire Advertising ' Bank of Commerce Bldg., Windsor | EM 3-7004 | Andrew MeGuire i
McKim Advertising 1510 Drummond St., Montreal 2.7297 Wilf Charland ‘
Jack Murray 727A Bayview Ave., Toronto LA 5192 Mrs. Muriel Murray ]
Muter, Culiner, Frankfurter & I | HY 0497 |
Gould 1121 Bay St., Toronto PR 3778 Eddie G.ouH 3
‘Needham, Louis & Brorby | 1880 Bay St., Toronto | RA 5530 | John Willoughby

"Reanmih o L', N, anem v oo wore abont to open in Toronto: MoCann Frickon, New Yorks Leo Burrett, € hicago I
Nob on CAR lis

INCREASING NUMBER OF CANADIAN STATIONS FIND IT PAYS TO PUSH SPONSOR PRODUCTS WITH DISPLAYS, STORE CASTS
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NAME

ADDRESS

O’Brien Advertising
*O’Necill, Larsen & McMohon
Wm. Orr

*Robert Otto
Poul-Taylor-Phelon

Paycur Publicite

Elton M. Plant

Alford R. Poyntz Advertising
Thornton Purkis

“E. W. Reynolds

Ronalds Advertising Agency
Jomes Elliot Russcll
*Ruthrouff & Ryan
Schneider, Cardon

Allan R. Sills

R. C. Smith & Son

Spitzer & Mills

Harold F. Stonfield
Stevenson & Scott
Stewort-Fowman-Mocpherson
Tandy Advertising Ageney
*J. Walter Thompson
Yamplew Advertising
Vickers & Benson

Wolsh Advertising

Armand §. Weill

Whitcholl Broodcasting

W. A. Willis Advertising Agency

Woodhouse & Howkins
*Young & Rubicam

|
|
|
|
|
|
|
1
|
|
|
|

928 West Pender St., Vancouver
447 Jarvis St., Toronto

464 Yonge St., Torento

225 Mutual St., Toronto
169 Yonge St., Toronto

639 Bth Ave., Quebec

303 Bartlett Bldg.,, Windsor
95 King St. E., Toronto

330 Bay St., Torento

145 Yonge St., Toronto
Keefer Bldg., Toronto

62 W. 47, New York

2 Toronto St., Toronto
2024 Peel St., Montreal

137 Wellington St. West, Toronte

80 King St. W., Toronto

50 King St. W., Toronto
Dominion Square Bldg., Montreal
University Tower Bldg., Montreal
Province Bldqg., Vancouver

66 Portland St., Toronto
Dominion Square Bldg., Montreal
1175 Bay St., Torento

Keefer Bldg., Montreal

Guaranty Trust Bldg., Windsor
225 Mutual St., Toronte
Montreal

220 Richmond St. W., Toronto
1175 Bay St., Toronto
University Tower Bldg., Montreal

PHONE l RADIO OFFICER

PA 9174 R. J. Perrault

PR 4481 ‘ Bob Kesien

PR 3708 Wm. Orr

EM 3.7726 I Athol Stewart

EM 3-4047 Ernie Paul

4-3028 G. H. Payeur

4-1159 | E. M. Plant

EM 3.B716 A. R. Poynt:

EM 3.3782 Miss G. Race

WA 6157 | Henry Kerpus

UN 4-9471 Frank Starr

PL 7-6274 | Harvey Stein

EM 5-1515 Ramsay Lees

MA BO24 J. G. Gales

WA 6434 \ Allan R. Sills

EM 4.9394 G. A. Phare

EM 6-2811 Ralph Hart

UN 6-8741 | Wallace Telford

UN 69361 Ross Smith

PA 3531 Hubert Watson

EM 3-6362 ' A. C, Haight

UN 6-6771 Mariette Mineau

M| 5589 | Tom Vamplew

UN 6-7701 Roland Beaudry

2-7224

EM 35112 I Alan Waters

EM 6-3435

Kl 4864 | A. McGregor

UN 56-8941 Jean F. Pelletier
]

What U. S. ad agencies buy Canadian radio?

(*denotes those with Canadian branches enfranchised by Canadian Association of Broadcasters)

Anderson & Cairns

*Atherton & Currier

Batten, Barton, Durstine &
Osborn

G. M. Basford

*Benton & Bowles

The Biow Co.

W. Earl Bothwell

Harry B. Cohen

Compton Advertising

Critchfield & Co.

*Dancer-Fitzgerald-Sample

“D'Arcy Advertising

“Ellis Advertising

b~

*Erwin, Wasey
Grady & Wagner
*Grant Advertising
Crey Advertising

The Griswold-Eshelman Co.

Hirshon-Garfield
Kudner Agency
Lambert & Feasley
Landau

Lewis & Gilman
McCann-Erickson
McKee & Albright
Morse International

*Needham, Louis & Brorby

I *O’Neill, Larson & McMahon
Robert W. Orr & Associates
I *Robert Otto & Co.
Pedlar & Ryan
I Presba, Fellers & Presba
*Ruthrauff & Ryan
I Street & Finney
Sullivan, Stauffer, Colwell &
I Bayles
*). Walter Thompson
l Victor Van der Linde
Ward Wheelock
[ | *Young & Rubicam

SPONSORS MUST HAVE WIDE DISTRIBUTION WHEN AIR ADVERTISING CLICKS. TOO MUCH B & W FAILS FOR THIS REASON




WASHING MACHINES

JEWELRY

~PONSOR: Me & Me Lul. AGENCY : Direet

CAPSULE CASE HISTORY:  This local hardware and
appliance store sponsors a 10-minute newscast daily at
12205 pun. After three newseasts advertising Beatty wash-
ing machines, e & Me sold 15 washers worth 53.442.50.
lir eost: 31050, On the air five months, Mc & Me have
already surpassed Beatty washer sales figures Jor the en-
tire preceding 12 months.

CIOR. Vancouver, B, ( PROGRAM: Newscast

SPONSOR: Shores Credit Jewelers AGENCY : Direet
CAPSULE CASE HISTORY: s a test. Shores took
merchandise previously advertised in newspapers and
mentioned it on CIAT. Radio outpulled newspapers by
1090, Now Shores runs two announcements daily to
promote diamond specials. and pay-day sales. Cost:
83.00 per announcement. Shores says store volume for
June was triple over what it was the vear before.

CIAT, Trail, B. C. PROGRAM: Announcements

3 (anadian

/\\ﬁ}

~radio results

SHOES

SPONSOR: Family Shoe Store AGENCY: Direct

CAPSULE CASE HISTORY:  Family Shoe wanted to get
new customers, create goodwill and build up its mailing
list. To do so, it sponsored a five-minute segment of
Ranch House Revelries. a morning Western program.
On this show Family Shoe ran a local talent contest with
a Western flavor. It had cash prizes and listeners as
judges. At contest end. there were 8.591 votes cast for
30 contestants.  Family Shoe had its goodictll. upped
sales and mailing list. Cost: ST per five minutes.

CIGX, Yorkton, Sask, PROGRAM: Ranch House Revelries

AUTOMOBILES

FARM MACHINERY

SPONSOR: Neweastle Motors AGENCY: Direet

CAPSULE CASE HISTORY: Neweastle, [acing a slow
used-car market, decided upon five announcements weekly
on Chuck’s Melody Lane. In six weels, 18 cars adver-
tised on the program were sold. To date, the 31 parnci-
patioms have averaged three car sales weekly. Weekly
expenditure: 320 with the prices of the automobiles sold
ranging from $430 to 1,100, Gross sales: from $1.350
to S1A00 each weel:,

CHUB, Nanaimo. B. (. PROGRAM: Chock’s Melody Lane

SPONSOR: Machinery Designers AGENCY: Direct

CAPSULE CASE HISTORY:  This Calgary manufacturer
ran 10 announcements from 7 to 18 lanuary advertising
a swath lifter. Response was so immediate on this $375
item that orders exceeded manufacturing capacity. By
18 January. the company solid 150 machines on an an-
nouncement cost of $84.  Sales gross: $50.250. Ma-
chinery Designers plan to return to radio when weather
conditions allow farmers to resume harvesting.

CFCN, Calgary, Alberta PROGRAM: Announcements

RESTAURANT

CHINAWARE

SPONSOR: Georgian Restanrant AGENCY: Direct

CAPSULE CASE HISTORY:  The opening of the m'uh
decorated Georgian restaurant was p.-‘mimu' for O April.
However the owners decided to open at noon two days
early.  Three announcements were aired that day at
11:30 @an., 12:15 and 1:00 p.m. (cost: abour $18). By
mid-afternoon and  suppertime the restaurant was
swamped with patrons. From 10:00 p.m. that night un-
tul midnight @t was almost impossible to serve all the
people who streamed in.

GFOS, Owen Seund, Ontario PROGRAM: Announcements

SPONSOR: Dixon’s Fine Arnts Lid, AGENCY: Direct
CAPSULE CASE HISTORY:  Divon’s has been in busi-
ness for five years: on CKWX for four of them. It spon-
sors a classical music show on Sundays, 1:05 (o 2:00
p.n., with the n's't‘H_r cost about $00). Announcements fea-
ture expensive china figurines and glass for sale. The
commiercials aren’t hammered or punched home but are
in keeping with the tone of the program. ln the four
years, business volume is up tenfold with annual sales of
about $500,000.

CKWX, Vancouver, B. C. PROGRAM: Music You Remember




“Wherever You GO ... there’s RADIO!”

11 AUGUST 1952

CKLW is proud to have played a part in the United Radio Com-
mittee’s campaign which won top honors for group radio promo-
tion in 1951. CKLW CONCEIVED THE SLOGAN, FIRST GAVE
IT AIR TIME; thru maintaining as usual CKLW’s first place
position in the promotion and best interests of radio.

Celebrating Our 153,358 Broadcast Hours
20™ 11,804 Advertisers Served
z 48,620 Hours of Public
Anniversary Service Broadcasts

- CIK LW =

50,000 WATTS ¢ 800 On Your Dial
WINDSOR, ONTARIO

REPRESENTED BY ALL CANADA RADIO FACILITIES
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Q. What is the status of TV in
Canada?

A. One station is on the air tud;l}'
Montreal, A second starts  reeular
broadeasts about 25 August Toronto.

Both will be formally inaugurated carly
in September. probably 6 and 8 Sep-
tember. respectively, A third has been
authorized for Ottawa and will prob-
ably be on the air next year—linking
Montreal and Toronto. And that’s it

The Canadian Government. through

the Canadian Broadcasting Corp.. is
running the show. No private TV sta-
tions will be permitted until CBC has
one in each provinee. The private ra-
dio and T\ people feel this will take
a generation. Meantime  Canadians.
who already have more than 100,000
TV sets and have been enjoying Ameri-

4 e Ay e ada s Ty B PR e -

Comedy: Freres Jacques, French comedy team, rehearse at CBFT, Montreal—first to debut

can programs for several years (Wi
EN-TV. Buffalo: Cleveland's WEWS.
WABK and WAEL: Rochester’'s WIH-
WETV: Detroit’s WIBK-TV. WW]-
TV and WXYZ-T\ and Seattle’s K- h

NG-TV) are finally getting a look al
the home product.

Mantreal. whose call letters will most
probably he CBFT (after CBF. the
French CBC station there ). began tele-
vising the Montreal Rovals” home base-
ball games 25 July over Channel 2, The
Radio-Television Manulacturers Assn.

i= picking up the tab—at 85300 a4 game
to boost sales of sels in Montreal
prior to the official openmg.

At the start Montreal will offer about
two hours daily in French and one in
English. running from 5:30 to 6:00
and from 8:00 1o 10:30 p.m. Sinee
there will be only an estimated 2.000
sets in town by 1 September. advertis-
ing will be virtually a private subsidy
for zovernment TV for some time.
Programwise, according 1o Jean Saint.
Georges, CBC's supervisor of press and
information in Montreal. CBFT will
olfer variety. music, drama, cooking
lessons. [ashion shows, arl and ballet.

[t will program both commercial and
non-commercial shows, Sinee 857 of

Quebec Previnee’s four nnllion pgm}nlr

R, - ) sal’c il
Ballet: Canadian National Ballet members rehearse at CBLT, Toronto. Operations begin soon are French (7077 of Montreal’s million
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[V: two stations, 103424 sets

‘ime eosts S1,600 an hour in Toronto, S500 in Montreal (1.300 sets)

l. What is the Canadian TV picture—at a glauce?

Number stations on air—2 by 1 Sept. (Toronto, Montreal)

Number stations planned—1 (Ottawa) next year; 6 others delayed
Numher sets—103,454 as of May 1952

Est. sets both markets 1955—475,000

Average cost of sets—$475 plus $60-$100 installation

Cost of time—$7,600 hr. Toronto; $500 hr. Montreal

Cost-per-M homes—$26.66 Toronto; $250 Montreal
Ownership—Government (through CBC)

Who controls programs >—CBC

U.S.-originated showS—-sponsor must pay for Canadian standbys
Sponsors—é signed for programs (by mid-July)

License fee—not fixed yet; CBC asked $15 per set

2. What will TV cost the sponsor in Canada?

Time Allowance

CBC TV Toronto Montreal for Rehearsal
G0 MINUTES ..cs v il s S1.600.00. . .. ... .8500.00........ 4 HOURS
45 MINUTES .........81.28000. ....... S400.00. .. ... L. 3 HOURS
SOCMINUTES .o« ash S 960.00... ... .. 8300.00. . . ... . .3 HOURS
20 MINUTES 5 .« oo S 80000........ h-«)ﬂ 00 e 2 HOURS
B MINUTES . ..o .ass S 640.00. ... ... . S200.00 . . . ... .. 2 HOURS
10MINUTES .. ... =..8 560.00........817500. ....... I HOUR
SMINUTES ........§S 400.00....... .8SI25.00........ 1 HOUR
2 SECONDS .o . 008 29000, .. ... .8 75.00.........
8 SECONDS . <. :ocx SEI200 . ;i B BTO s

Rates include (1) station time, (2) production stall and techuical facilities
(cameras, ete,) required for rehearsal and production of program amd (3)
rehearsal of commercials.  Rates do not include talent, costumes, or sets,
Hiteh: Sponsor wishing te vse Montreal IV must p:y for production costs
thera evan though he produces the e llirn program in Toronto. The Ameri-
ean sponsor must pay for the works en th iul.l he pipes the show in o
uses kine or film. CHC's purpose: 1o |\l' mote Canadian talent. *Production an th an As 5 ull-
stafll™ includes one producer, one a fer, BNO |rrl|n ral producer amil page ad in Conadian Rroadeaster and Telescreen headed: “*Radio is Here
the services, as required, of fleor eript  assistants, audio and to Stay ! That's an indes of the status of TV in Canada=—for the [{uture,
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and a hall orizinal French shows
will have 1o be aired: some American
kine= and films will be used on the
Frelish side. of course. Since Montreal
i= out of the range of L. 5. TV stations,
CBFT will have no competition,

In Toronto the situation is the oppo-
<ite. The station. whos=e call letters are
X ted o be CBLT tafter CBL.
CBC's key station 1. will face stiff U.>.
competition from the start. To build
up an audience for the inauguration.
CBLT will start televising the annual
Canadian National Exposition during
the last part of August over Channel
9. Its regular program will run two
hours an evening alter inauguration
probably  8:00 o 10:00 pan., later
7:30 1o 10:30. and will also rance
from variety. musical shows. drama
and sports to mobile pick-ups. hockey
and [un\i[}!]\ foothall.

Bell Telephone is building a micro-
wave link to Montreal via Ottawa so
Toronto and Montreal will be able to
exchange programs. at least English
ones.  The Toronto-Buffalo link  is
already forged. or will be by the in-
auguration date. so American shows
can be piped in if — The big il is
explained by Fergus Mutrie, TV Di-
rector (Toronto). who told spoxsor:

“We're mterested in carrving pro-
grams sponsored by American manu-
facturers provided they fit into our
pattern.”

The second stinger: The American
sponsor must pay for all the idle cam-
eras, crewmen, technical facilities, man-
power and the studio in Toronto (in-
cluded in the base 81.000 hourly ratel.
eVen llluu;_'ll Ilil'\‘l'l‘ not }u‘]-.llz userl.

But however disappointed American
sponsors might be over its commereial
aspects. T has finally come to Canada

<ix yvears aflter the L. S, 10 vears
after Great Britain.

Q. When will there be a trans-
Canada TV network?

A. Dr. James J. MceCann, Canada’s
Revenue Minister. informed the House
of Commons 4 July that CBC will not
license privately owned TV stations
until it has its own slations operating
in every provinee of Canada: that con-
struction of any other stations exeepl
Ottawa (the third planned) will have
lo wall indefinitelv,  Six others had
been  designated: Quebee. Winnipeg.
Vancouver and three stations to be
built in western Ontario.

( Please turn to page 114)
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"Operation Barn Dance” indicates government TV in Canada will also appeal to popular ta
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L]
J. How will TV costs in Toronto and Hontreal compare with Canadian radio?

TELEVISION—TORONTO" (1 Sept. 1952, and | Sept. 1953) RADIO (CFRB)—TORONTC
Eut. Nao. | Est. €CosniMl Est. ".‘:_i.-'..'.":.l._- “I B atin Fosrge | o Fmar 8
Rate | TV Homes | TV Homes Rating Sets Rate Homes Hames Ratin J
(8) (NP5 ) (s (g) (8) £ ONNY"x ) (s) ¢
1 Hour (1 Sept. '52) 1600 GO 27 25 107.00 321 6G53.8 0.50, 21.2 2.31
(1 Sept. 53)  16G00 iz i1 25 a7.00 324 6G53.8 0.50 21.2 231
Y2 Hour (1 Sept. ‘52) 9260 (4] 16 i G1.00 162 653.8 0.25 13.3 1.86
(1 Sept. ‘53) 960 112 9 25 31.00 162 653.8 0.25 13.2 1.86
Ya Hour (1 Sept. '52) G10 GO 11 25 43.00 108 653.8 0.17 12.8 1.29
(1 Sept. ‘53) 610 112 G 25 23.00 108 653.8 0.17 12.8 1.29
TELEVISION—MONTREAL® RADIO |(CFCF]—MONTREAL

1 Hour (1 Sept. '52) 500 2.0 250 30 500.00] 157.50° 195.9 080 1I2.1 6.61
(15ept.'53) 500 15.0 33 50 67.00| 157.50 195.9 0.80 12.1, 6.61
Vs Hour (1 Sept.'52) 300 2. 150 50 300.00] 91.50 1959 048 10.1 177
(1 Sept. '53) 200 15.0 20 50 40.00) 941.50 195.9 0.48 10.1, 1.77
V4 Hour (1 Sept. '52) 200 2.0 100 30 200.00f 63.00 l!)."i'..'li 0.32 9.5 3.38
{1 Sept. ‘'53) 200 15.0 13 530, 27.00 G3.00 195.9 0.32 9.5 3.38

SOURCE: Joint Committee on Radio & Television [Assn. of Canadian Advertisers, Canadian Assn. of Advartising Agencies)

¢Call letters almost certain to be CBLT tCall letters almost certain to be CBFT

ESTIMATED GROWTH OF TY HOMES

TORONTO MONTREAL

-.l. How fast will the

September 1952 60.000 2.000

i Toronto aud Montreal 1953 112.000 15.000 3
1954 200.000 120.000
TV markets expand? —T 1955 250.000 225.000

SOURCE: Joint Committee on Radio & Television (ACA, CAAA)

D How will Toronto and Montreal! TV costs compare with U.S. markets of similar size?
COST COVERAGE analysis using, as a guide, U. 5. experience in markets with similar TV characteristics

UeiNe CANADA Uu. 8. CANADA
MILWAUKEE 433,200 Homes MONTREAL 426,000 Homes PROVIDENCE 425300 Homes TORONTO 459,000 Homes
Starting Date Mar. '48 Starting Date Aug. '52 Starting Date Aug. '49 Starting Date Aug, '52
WIMJ-TV WJAR-TY
TV ™ % | Rew | 7 % Rate ™ T [ ™ o, Raie
Maonth | MHomes I Cov. | & Hames Cor. | & Heoemes Cor. s Hones Car.
(000° ) (000"s ) (s ) (000 |
1st 2.1 0.5 250 2.0 0.4 500) "13.5 31 250 60.0 13.0 1,600
3rd 2.8 0.6 250 3.0 0.7 500§ 16.5 39 250 75.0 16.3 1,600
6th 5.0 1.2 250 5.0 1.1 500 27.0 6.3 250 95.0 20.6 1,600
12th 16.2 3.7 250 15.0 3.5 500 é62.2 14.6 250 112.0 24.4 1,600
18th ‘41 9.5 300 35.0 8.2 50031107.0 25.2 300 160.0 35.0 1,600
24th 115.0 26.5 350 120.0 28.1 500} 152.0 35.7 550 200.0 45.0 1,600
30th 190.0 43.9 600 175.0 a1 500} 191.0 44.9 750 230.0 50.0 1,600
36th 243.0 56.1 750 225.0 52.8 500)210.0 50.1 850 250.0 55.0 1,600

SOURCE: Joint Committee on Radio & Television [ACA, CAAA]

*Interconnected
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CANADIAN MARKET

Continued from page 62)

vre owned and controlled by Americans,

Lhe Canadian dollar s up o =105,
highest 1t's only
i the world 1o outvalue the U.s.

I'he Canadian Govermment ended 1ts

ever been currency

<ixth straight fiscal vear in March with
a budzet -||11=|1i- a record nnmatched
in the world,

Discovery of new resources Ihluu_:h-
out Canada has set off huge expansion

programs in virtually every province

otl in the Praie Provinees and
British Columbia, iron ore in Queliec
and Labrador. uranium in Alberta and
saskatchewan and natural gas in Al-
berta. among others,

These three reasons make Canada a
top investment market for the Ameri-
businessmian and advertiser. Al
117

ers are alrecady vsing Canadian radio

in

least national Awerican advertis-

to tap this market. There are indica-
tions that the hgure i= increasing.
W here "l""'”-" ;|]|_\ 1= the boom?

BROADCAST MUSIC,INC.

NEW YORK e CHICAGO

92

HOLLYWOOD

First in Alberta and British Coluw-
bia. mostly because of oil. Both prov-
inces are undergoing billion-dollar ex-
pansions. Alberta in oil. chemicals and
natural gas: British Columbia in oil
aluminum. newsprint. cellulose  and
Iy dro-electric power.

ficlds in Al
berta were discovered in 1947, the eco-
map of Canada

changed. More than 200 oil companies

Since the rich Ledue

nomie has  heen
have spent 3215 million in west Cana-
dian oil and gas exploration in 1951

(total since 1947: 81 billiont. There

Cwere 50 oil strikes last vear. Diggest:

at Wizard Lake. central Alberta. by
the Texaco and MeColl-Frontenae com-
panies. Oil discoveries have also been
@ River. British Colum-
Manitoba and Saskatchewan.

Ill:lllt' i f't.‘.’
bia,

As a result oil has brought $750
million in investiment in new facilitics
and jobs to western Canada. Canada
now produces one-third of its own oil.

Other lei;_' [ll'lljl‘l t=: a 2200 million
Labrador-Quebec iron ore program to
make Canada one of the world’s big-
gest producers: production is sched-
uled to begin in 1954, Proven reserves
are estimated at 100 million tons,

A 350 million nickel-copper project
is being rushed in northern Manitoba,

A “uranium city” is being built at
\ce Lake. Saskatchewan. which is be-
coming Canada’s “uranium provinee.”

The Co. of Canada is
Luilding a 8550 million project in the
rugged wilderness of British Colum-

Aluminum

bia around Kitimat, an Indian village.

A two-vear $250 million expansion
program is under way in the chemical
industry.

The Celanese Corp. of America has
started operations totaling almost S100
million and plans another 65 million
[ll.'ngl.'llll.

Canada is going to construct the St
Lawrence deep waterway alone—with-
out .S, help. This will make Toronto,
Cleveland. Detroit and Chicago “ocean”™
ports.

All this needs people. and Canada is
getting them: 190,000 yew immigrants
plus 300,000 babies last year: a similar
increase expected this year.

And all these people are buying
more. That's why A. A MeDermott of
Radio & Television Sales. Ine.. Torouto

[ and Moutreal. savs: “The majority ol

American  producers have failed 10
pecognize the Canadian market’s po.
tential,  Yet Canada provides one of
the few dollar markets left for Ameri-

SPONSOR




You cantmicgit|

On the highways and the byways—at the heaches,

lakes and cottages —on the farms and in the

cities—wherever von go theee's radio!

Aol deeprin the heart of Canada— North and South
amd Fast and West—wheresor there's radio, there’s CEFILL
s Canadda’™s Noo | station me the most lneratin e
market of the wation, Where one thied of the popailaton
lives. <hops and bovs! Where retail <ales account
for 10 per cent of the national toral! W here season
i s season ot wore people listen regnlarls o CFRB
than o any other station!

Make your target the marke! where the sales
soar ! See CFRB. You can’t miss it!

AS EVER, YOUR No. 1 STATION
IN CANADA'S No. 1 MARKET

50,000 Watts
1010 KC

Representatives:

UNITED STATES: Adam J.Young, Jr., Incorporated
CANADA: All-Canoda Radie Facilities Limited

INSHEESR-EEVEECLR: YD 60" “T'H E'R E’7'S RADIO!
11 AUGUST 1952 93




it —and those dollars riglit

the best m the world. |I.r_-..'}||':'
than 1.5, dollars.”

I= the <standard of livine hieh enouch

Lvotlye with?
[t is <econd only to that of the T .5,
dine 1o the Canadian Financinl

Ho whieh entes these highlights:

! 10 of 13 homes have electricity,

B. 5 of 7 homes have telephones

. 19 of 20 homes have radios.

1) of 10 hay A machines.

! » O 5 [a I|I = own irs

N\ 1l ( { Hammond. vies
L sident ol Canada’s hizeest ad azen-
v. Cockfeld. Brown & Co.. Ltd.. savs:
“Don’t sell Canada short.” * &k *x

CANADIAN RADIO

Continued [rom page o

amedy Bonunza written Iy Chet Lam-
bert=on and James Richard<on. It was
recenthy premiered almost at the same
time a= another all-Canada mus=ical on
the other coast. Timber wrilten I
Dolores Claman. David savage and
Doug Nixon and aived over the Trans-
Canada network as part ol (B
W ednesday Night. BMI Canada. Lud..
has published the music of hoth,

\ll the above adds upr Lo omne l!lill_;f.
savs Cam Logan. Cockfielll, Brown's
Foronto timebuver:

"Radio’s a damn zood Luav and will

be for manyv vears in Canada.”

Q. How is Canadian radio busi-
ness?

A. Thomas James  Jim Allard. gen-
er of the Canadian Assn. of

Broadeasters. estimates gross income

eral manag

for the private stations in Canada in
1950 was =10 million 13860.000 net |

and in 19531 was S18 million 131.200.-

O net ) both  net  fizures  before

taxes.  This comes Lo an averase 1 it

of 88,905 before taxes for each of the

134 commercial stations in r-|ll[illl?‘-ll
al the end of 1951,

Here are sonu quotes from stations.
reps and pragram services:

’hil  Lalonde. general  manag
CRAC. Montreal: “Dusiness is excel-
lent. We're 12-157, ahead of 1931.
W ere not oo scared of TV, T will he
at least two vears or so before its
fect will really be felt.”

Jack Tietolman. manazing directin
RN L, Verdun. I‘Jli1'|n'
pretty fair. We're a
Ihe mail response is a sensation. Qui

“Business is

wad of last vear.

Chant (IFho Singsi was drawing 341.
O00-38.000 letter a week with 95, ol
them containing proofl ol purchase by
the time it reached a =300 i.'1-.!\.|r-|nl.
Monarch Cake Vix ~pons=ors it. We
charge 5130 a half hour Class A time.
have a 18,97 Elhot-Havnes French
rating. We have 37 shows with ratings
of 10 ar over. TV? We're programing
to take care of it now. Verdun is 10
minutes from the heart of Montreal.”

_I:‘i"l\ Cooke. owner. (l\l \ .Iill'nll-'l'I
“Best vear to date. 1 p 107 over last.
I'he momentum of husiness is responsi-
ble. Our American business is also a
way up.”

Bub Lee, station manager. CHUNIL
THIHII'[II: "HII'-iIIr'--v 1= about [II.i‘ =ane

as lasl yedr. \.Illllll.illl\ i's increased
many many thousands but locally it's
down, Now that restrictions on credit
are off. | think local business will be
hetter in the fall, We'll all have 1o do
more merchandising in Toronto when
TV becomes .-1I1|IIj_'l'[."

Howard Caine. station manager.
CKRIH. Toronto: “We started in Feb-
ruary 1951, and business is pretty zood

up over last vear.  We have some
Vinerican ascounts, like Lever Bros.,
Florence Benson Lipstick.  Our best
how 1= the Toronto Star Program of
Good Musie one hour a day. seven dayvs
a week, 8:00 to 9:00 .. -}rnn-:rl'm]
by the Toronto Datly Star, which lim-
its its commercials to less than 30 sec-
onils for the entire hour.”

W aldo Holden. commercial manager.
CFRB. Toronto: Sold oul. except for
a -|u:||i|'|-l|n|l| r-illiuu. Letween  7:00
aan. and &:00 pon, as reported previ-
Ilu-l_\. “We have five new accounts, all
Canadian. for the fall. Al but one of
the old ones have renewed. We haven't
been as busy in 15 vears, Business is
boomine. The Canadian dollar has hit
51.031.. The cause: the tremendous
[, = investment in Canada. Ameri-
cans are not onlv going into oil and
minerals hut real estate as well.”

Horace Stovin. president of Horace
N\, Stovin & Co.. Taronto representa-
tives of 23 Canadian stations: “Radio
is the cheapest advertising medium in
Canada. Rates are ridiculously low.

Yel we were 13,8

¢ over 1950 last vear
in total billings and 14,4 higher this
first quarter than the corresponding
period in 1951, Some stations are up

tops in coverage

tops in popularity
in the
Hamilton area

FOR INFORMATION, CONTACT ANY ADAM YOUNG OFFICE
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ANADA vour northern neighbor i> a= close to vou as many .
. of your hest domestic markers, i
L]
.
. Canadians have the same buying habits as< the people vou're selling 1o .
3 now. And they are buving more and more each year, as their purchasing .
J power increase=. Canada’s on top of the world!
.
& The source of this 2rowing ||['u-p|‘tit_\ 1= Canada’s F""'l""“"“: Over .
. 25% of the world’s nickel: over 459 of the world's ashestos amil un- .
. disclosed quantities of uranium. Gold, iron and lumber abound in Canada. .
. Recent discoveries of oil in the prairies hold a promise of seli-sufficiency 2
& on this continent for centuries W come,
L
e Yet this rich market has barely been skimmed. .
.
. Now, Canada not only wants to buy vour goods, hut does huy niore i
- than anyone else and PAYS CASH. *
-
. So — if Canada want~ vour goods how best can you <ell "em?  Obviously .
. you want the greatest advertising coverage at minimum cost to =ell in this .
. bhooming market.
.
- Radio is the answer, .
.
n » . ‘o .
. 91% of all Canadian homes have a radio, giving you the most complete
. .
o coverage available,
.
. Radin is vour salesman-in-the-hearth, already installed, waiting for your .
. message, hy-passing the rural road, the footpath, bad weather and the *
L] ('lil‘\l'il fi“llr. .
i Radio i~ there already. e
L .
L]
- - al .
. In Canada you sell ‘em when ‘
. when you tell “em!” x
- .
by .
o .
% A message from the 103 member stations of the
2 Canadian Association of Broadeasters ”
-
. whose roices are invited into over 3 million homes every day, A
o -
-
.
; CANADIAN ASSOCIATION OF BROADCASTERS y
. 108 Sparks St., 37 Bloor St., West, .
* Ottawa Toronto .
-
-
.
.
hd -
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I It's men and women like the:

-

Eastern Cimada'’s  best known,  most
quoted  sports commentator. A regular
contnbutm 1o network umm{llps. and a
reguln on G ] C H owith play by play ol
mijor events and twice daily sports sum-
marics.

Halitax's only wontan alderman, and one
ol Canada’s best inlormed  women. A
leading network dramatic st and  com-
mentator as well as a C ] € H regular who
talks 1o and Lor Maritime women through
her daily G ] € H program.

C ] C H Program Manager who has a
notable  background  of experience  with
stations lrom Western Ontaio to the Av
Lmtic scabomd.  Frequently cast m net-
work diramatic 1oles, he has one ol the

most believable ol "\l']]illg" VOILCS,

A genius ol detatl, never heard, seldom
secn, but indspensable secretny 1o C ] C H
Manager. Elhaient recorder, reporter, des-
patcher, expediter and the Station’s watch-
dog ol advertiser interests,

C ] € H Merchandising Manager and
cnergetic “lollow-through™ specialist. Ana-
lyser, organwer, promoter with o tireless
eve on the ninker and sales resulty ol
C ] G H advertisers.

Their names, or the names of the other members
of the C J C H team would mean nothing to you.
Their faces are unfamiliar. But their efficiency is
a matter of record if you are a C J C H advertiser.
For it's men and women like these whose combined
talents and efforts . . .

who make C.JJ C Il the most

popular station in Nova Scotia
REPRESENTATIVES

NEW YORK « ADAM ). YOUNG, |NR, NEW YORK, U S A
TORONTO CANADA « PAUL MULVIHILL, 21 KING ST E TORONTO
MONTREAL, CANADA « RADIO TIMES 5ALES (QUEBEC LTD) King's Hall Bldg, Montrcal
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A0-50¢ ¢ in business, the averaging be-

ing about 2047,

Guy F. Herbert. general manager of
All-Canada Radio Facilities, biggest
station rep 129 stations) in Canada
and its largest program house: “Radio
is al an all-time peak. Business is well
up, 25% in transeriptions. 307 in
time sales. Radiowise, we haven’t had
any TV competition vet. The swing to
spot or selective radio here is due some
to TV in the states—with the conse-
quent decrease in network radio in
both countries.”™ All-Canada has start-
ed a TV division. is exclusive Canadian
agent for Ziv and MCGM transeribed
shows. Sponsors can now get exclu-
sive rights for all of Canada for these
through All-Canada Radio Facilities,
Herbert  said.  Assistant Manager
Stuart MacKayv mentioned that with
the decrease in LS, net shows tran-
scribed  programs are inereasing in
popularity in Canada.  Three ACRF
shows, for example, are now tied for
Loth place in ratings: Cisco Kid. which
Wrigley's Chewing Gum has hought
for all of Canada: Guy Lombardo,
Lbought by GM (Frigidaive Division |
and Bright Star. a situation comedy
starring lrene Dunne and Fred Mae-
Viurray and sponsored by S. C. John-
son Co. Bold I'enture, sponsored by
lmperial Tobaceo. another packaged
program. climbed to top place among
the mysteries.

Spence  Caldwell, president. 5. W,
Caldwell. Lid.. Toronto agency and
programing  serviee:  “Business  has
doubled. Twice as much money is be-
in"l fi)('l]l now as ]i‘ﬁt _\'f'-ﬂr iltﬂ'ﬂll.‘-‘('
evervhody is making money. There are
no payment laggers. The popularity of
transeription shows is exceeding all
vecords.  Devitt Drops In. sponsored
by Pepsodent ( Lever Bros.) with Ruth-
raufl & Ryan as the agency, is on 28
Canadian <tations. Down to Earth fea-
turing John Bradshaw is on 18. We
have bought out Guild Radio Features,
Imperial Radio Productions. National
'rograms. Exclusive Radio Products
and Jack Slatter’s Goodiman shows and
now consider ourselves the higgest pro-
graming serviee in the world. We are
buying a S60.000 building for studios
in Toronto amd will package radio
shows and commercials and TV com-
mercials.  We have already imvested
215000 in TV equipment.”

Caldwell put on a two-hour French
and English TV show in Montreal over
a closed cireuit in April to spur sales

SPONSOR




to dealers there. _In]m Heaton. promo- |

tion manager. wrote the show, Total
sel sales: 236,000 worth,

Q. How does the Government-
owned Canadian Broadcasting
Corp. exercise control over radio
in Canada?

A. The Canadian Broadeasting Act
of 1936 established the CBC and au-
thorized its Board of
Governors lo own and operate stations,

nine-member

regulate private stations. control net-
works. prescribe the periods to be re-
served by private stations for CBC pro-
arams, control all programs and ad-
vertising and Fmit political broadeast-
ing time,

Private industry’s biggest heef s
against CBC's being “at one and the
same time competitor, regulator, prose-
cutor, jury and judge.” in the words
of the Canadian Assn. of Broadceasiers,
which now has 116 of the 135 private
AM stations in Canada as members, I
wants the CBC's regulatory and com-
and the
regulatory power vested in a neutral

mercial functions  divorced
agency which would supervise hoth
CBC and private radio.

In addition. private radio men in-
sist that radio is part of freedom of
the press and therefore licenses—now
renewable once three

must not be denied responsible citi-

every \ears—
zens or subjected Lo cancellation at the
whim of the CBC.

Unlike the U.Ss Federal Communi-
cations Commission. CBC runs virlu-
ally everything in radio in Canada, as
the following regutations indicate. It:

1. Controls the type and character
of all programs in Canada.

2. Operates national nets, prohibit-
g private stations from selting one
up or joining a U. S. net without CBC
|u‘rllli:-.-'~;nn..

3. Forces private stations to sel aside
certain periods for CBC programs or
substitute CBC shows for their own.
No damages may be claimed.

4. Limits advertising to 1007 of pro-
gram lime and sels up standards. par-
ticularly for food and drug copy,

5. Bans political broadcasts on elee-
tion day and the last two days before
elections. ;

0. Requires advance copies of pro-
aram schedules from stations,

7. Limits statton announcement of
call letters to four times an hour,

8. Prohibits broadeasting of court

11 AUGUST 1952
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AMERICAN
PRODUCERS

* * * * * *x

Do You Want Active Distribution on

Your Radio or TV Shows in Canada?

*

Nine Reps or Offices from Coast to
Coast.  Specialists in Our Field—
Concentrating on the One Activity

of Program Distribution.

To Cover Canada With Your Production

call CALDWELL

FAIR AND
REQUEST

FULL INFORMATION OF

SUCCESSFUL PLAN ON

LIMITED
PL. 8727
PL. 8720

SIMCOE HOUSE, 150 Simcoe St.

and 21st Floor, Victery Bldg.
TORONTO, CANADA

It's Easy to do Dusiness with Caldwell”
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The World’s
top producers of

SYNDICATED
PROGRAMS

More than ever before. advertisers
in Canada are stretching their radio
dollars on a national or market-10-
market basis (or both) via All-Can-
ada packaged programs! Programs
that guarantee:
Salesmanship—each program is a
tested, proven sales vehicle—in ur-
ban or rural markets or hoth,

Economy—Dheecause it’s syndicated—
your cost is a fraction of the orig-
inal production ecos=l.

Showmanship — top talent — finest

production—with ratings that com-
pare with the best.

Advertisers must look at what All-

Canada offers for a clear picinre of
radio advertising in Canada.

Program Division

CANADIAN RADIO’S FOREMOST |
Advertiser-Service
Organization |

The "“All-Canada’® Family

of Radio Stations
British Columbia Ontario
CHWK Chilliwack CKOC Hamilten
CFJC Kamloops CFRA Ottawa

CJCS Stratford
CKSO Sudbury
CFRB Toronto
CFPL Londen
CKLW Windsor

CKOV Kelowna
CKPG Prince George
CJAT Trail

CKWX Vancouver
CJVI Victoria

Alberta

CFAC Calgary

CJCA Edmenton

CFGP Grande
Prairie

CJOC Lethbridge

CHAT Medicine Hat

Quebec
CFCF Montreal

Maritimes

CFCY Charlottetown
CFNB Fredericton
CHNS Halifax
CJCB Sydney
CJLS Yarmouth

Saskatchewan

CKBI Prince Albert
CKCK Regina

Manitoba
CKRC Winnipeg

Newfoundland
CJON St. John's

Time Division

Hll-[:ﬂNﬂI]lZ}ﬂl]lﬂ FAGILITIES

Vancouver e

Toronto
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Calgary

Winnipeg
Montreal

pro u?l'ill,‘.:b.

9. Bans fortune tellers and crystal
gazers.

10. Requires advance approval for
appeals for donations,

11. Bans appeals for agents to repre-
sent the sponser of a program or 1o
handle the goods or services advertised.

12. Prohibits the advertising of
stocks and bonds and alcohol (latter
except in provinces like Quebec which
permit it: commercials there are lim-
ited to bare announcement of sponsor’s
name, Molson’s Brewery gol around
this by pulting name into program: Le
Théatre Lyrique Molson, one of French
Canada’s hesti,

13. Limits
two minutes an hour. Bans “spots”™ be-
tween 7:30 and 11:00 p.m, week-days
and all day Sundays.

14, Requires all food and drug copy
to be approved by the Dept. of Na-
tional Health and Welfare. (CBC prom-
ises an answer in two weeks, bul one
agencyman grumbled to sronsor that
he's been waiting for six months.)

I5:

&

':"‘]}Hl announcement o

I’rohibits stations [rom broad-
casting any national or [oreign news
or conunentary except that released by
the CBC.

16. Prohibits stations from carrving
mechanical reproductions of programs
between 7:30 and 11:00 p.m. except
with CBC consent.

17. Can suspend the license of any
station for up to three months for vio-
lating any regulation of the Broadcast-
ing Act: can expropriate all private
stations, in fact, at any time,

In addition, private radio men com-
plain, CBC sets network rates, often
paying private stations less than the
card rate; gets the best U. S, network
programs. and assigns itself the best
frequencies and the highest power. It
can even take a frequency away from
a private station and give it to a CBC

| =tation, as it did with CFRB. Toronto.

Thus eight of the 10 50.000-watters in
Canada are CBC-owned: all range
from 510 10 1.070 KC's on the dial.
However, competition by CBC stations
for local business has heen reported
curbed in most cities.

Q. What did the Massey Com-
mission recommend concerning ra-
dio last year and was anything
done?

A. The five-member Massey Commis-
sion. headed by the now Governor Gen-
eral Vincent Massev (brother of actor

SPONSOR




Now, for the first time in Southern California, you can-

MAKE THE WHOLE SALE
P AT A WHOLESALE RATE!

Do it with KBlG, now on the air

reaching all of Southern California

rec Catalina!
:Im'd from Catalina _ N
KBIG is the convenient, efficient

way Lo reach the whole Southland —

one medium, one set of copy. one bill.

BN, P R gAeS s Viinesl s
: &l f e s . \‘ arke JOS » Venlure PUt et oot \G ¥
Not just America’s ||||E|l larket (Lo ISR t{::;‘*“‘w a0 &% \k\‘im_
Angeles). or America’s 31st Market \\“‘"’ga\"‘ ass>

“L\t. ves y 2

(San Diego). or America™s 67th Mar- aatd

ket (San Bernardino-Riverside) — but
all of them PLUS lots more in be-
tween. A total of nearly six million

* Sonta Monita

people. at a base hour KBIG rate of
only 8118.

KBIG Does It Alone? Yes. KBIG s
10,000-watt signal focuses all its
strengzth on its market and wastes none \

* Poiodeno
* Loy Angeles
& Manrovia
El Monte o * Azuio
* lynwood
» Compglon

T~

* long Beach Fullerton e #* Son Bernordine

-
-
lnahlﬂﬂ__ -

\ ‘ a\s N\\LES ,o-'ﬁnlu Ang
ﬂ

* Newpert

/ S3TN HI
/"'

out to sea. Booming across salt water

* Riverside

o ——

tfinest known conductor of radio
waves). KBIG covers Southern Cali-
fornia’s mainland from Santa Barhara KBlG
to Mexico. KBIG helps you to make

the Whole Sale. to all the Southland.
al Wholesale Prices — as little as 89 \ \ o,

"

® Elsinore

® Hemel

vot!
a spol. \ \'9
Prove It To Yourself! Compare \

KBIG’s base hour rate (8118) or base \
minute rate ($18) with any combina- \

* Oceonside

* Vise

tion of newspapers, outdoor. tele- o Eacondide
vision or radio you need to get this
same coverage. You'll see why KBIG
is the BIG Buy, the way to make the

Whole Sale at the Wholesale Price.

Availabilities Will Never Be As
Good As Now! Call Meeker or us
—get the whole KBIG story —and
place your schedule on

* La Jella

\Y * Lo Mese
V Son Diegs ® B Cojon

. imperial Valley

o

Tiajwana —c

.__ “""‘n-..
10,000 WATTS Y MEXICO
740 KILOCYCLES
GIANT ECONOMY PACKAGE OF SOUTHERN CALIFORNIA RADIO

vororweos " | John Poole Broadcasting Company

BUSINESS OFFICE: 6540 SUNSET BLVD., HOLLYWOOD 28, CALIF.

e - REPRESENTED BY ROBERT MEEKER ASSOCIATES, INC.
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Ravimond Massevi, made 21 recom-
mendations. most of which are being
carried out. i essence they supported
the present set-up and rejected the Ca-
\ssn. of Broadeasters” conten-
“false that

hroadeasting in Canada is an industry,

nadian
lion as a assumplion’”
“Broadeasting in Canada. in our view.
1= a |I|I|r]il' \t'I'\'il ! i“l'l'i'lt'll :nn1 Con-
trolled in the public interest by a body
responsible to Parliament.” it s<aid,
The commission recommended that
radio-station men be given the right 1o
appeal 1o a federal court from a CBC
decision. that hcenses be extended 10
five-vear periods instead of three. thai
the CBRC quit the tocal commereial busi-
ness. that the CBC refuse all commer-
cial programs “not acceptable in con-
tent.” that CBC income he set by stat-
ute for five vears instead of annually.
It also ursed u]‘;l:llliz."llinu ol a second
Frenclh network ol
French national programs 1o western
Canada. (The subsidiary network will

and extension

be in operation in the fall.)

e following paragraph should he
of mterest to American sponsors wish-
ing to program in Canada. particularly
the second sentence ;

“o.L O0he maore than 170 voluntary

organizations which discussed radio
broadeasting in our public sessions,”
the “the
great majority expressed approval of
] \\'L‘ nIL‘-l‘I'\ l_‘II

ideed a certain alarm al any sugges-

Massey  Commission  =aid.

the national system. .

tion of change in the existing system
on the ground that it has so far mel
with tolerable suecess in combating
commercialization and excessive Amer-
icanization of Canadian programs.”
Testilving before the Special Com-
mittee on Radio Broadeasting of the
Honse of Commons last November. the

* * * * , * * *

“Radio in Canada is in for the brighiest
future ever—a futnre that will surpass
that of radio in the United States even
during its heyday. This predieation is
based on a single premise: that Canada,
with its characteristic alertness and f(ar-
sightedness. will take advantage of the
mistakes made in radio by the United
States.™

HORACE S, sSCHWERIN

Pres.. Schwerin Research Corp.
* * * * * * * *

J. Allard.

emphasized this point in answering the

CADB's general manager, T,

the Massev Commission:
It has “failed 1o appreciate that
recent

broadeasting is the mosl

. and is there-
fore entitled to the same freedom which

form of publishing | .

is accorded 1o the press as one of the
guarantees of public liberty. , . .”

He then charged that carrving out
all the commission’s recommendations
—especially continuation of Govern-
ment control of motion pictures, radio
and  television—"would combine to
place under the executive power of the
Government  a machine

. which would delight any would-he
totalitarian.”

propaganda

The Winnipeg Free Press commented
about the same time: “Admiration and
approval of the program of the CBC
and its contribution to Canadian life
should not blind us 1o the faet that
radio broadeasting has emerged as an
important modern phase of the Fourth
Estate. A free society cannot forget
that it became free only when journal-
ism. the press and publishing won their
freedom from state control.”

And George (. Chandler. owner and
manager of CJOR. Vancouver. and a
former CADB director. charged in a
speech 7 Mareh that freedom of speech
“at the erossroads™ in Canada and
Che of radio

=

unless dommation is

EDMONTON—

boom-town expansion and

the Fabnlously rich provinee of

ALBERTA-—-

Home of the World Wheat Kings | .

all o .. Great new indnstries |,

Natunral Gas and Oil Fields

5,000 W

CANADA
Radio Representatives Ltd.

Gateway to the North—and Alaska . . .
prosperity .

IS SERVED FAITHFULLY BY

CFRN

I”Qatt?ﬁf S/IOMJ 0/ an _/4// - St(li" SAOW./

Riding the crest of
Capital eity of

. Championship Livestock

. The modern Promised Land with work and food for

Inexhaustible Tar Sands.

1260 Kc.

U.S.A,

Adam ). Young Jr., Inc.

A
Tar Sands
v

4

Timber

EDMONTON

‘G),\LF

Grain

W

Coal

OIL
ALBERTA

Lag

Livestock

Harlan Qakes & Associates
Los Angeles & San Francisco

1CO
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l'lllll'l’ =0 it |IIJI_\ t'llllilll;.:l'l ||I" |l|l"-"~

as well,

Q. Who pays for government ra-
dio in Canada?

A. The people paid CBC s
through a statutory grant by Par-
liament plus 85811317
i152.50 for city dwellers, 82 for farmn-
ersi oor a total of 812291317 for the
vear ended 31 March 1952, CBC made
only $2.722.279 on its own, including
£2.450,431
casling.

0,250,000

[l)f Iil'l'll"-l‘ [t'!"

Conmnerel .l| Iarnmlv
has cost the

Canadians 26 million 1o date. or 83

from
In addition TV
million per station. and a request for

ST million more has been made 1o

'arhiament,

Q. Are the people satisfied with
the set-up?

A. No. Ellion-Haynes reports in its
January 1952 Study of Public Ani-
tudes that 01.2°¢ of 7.000 Canadians
asked said they preferred private own-
crship of broadeasting. against 17.6
who wanted all government ownership
and 14.7% who were for part owner.
-llip |»5 hoth. or the present set-up.

Q. Do Canadians listen to govern-
ment programs?

A. ()Ill_\' 11.887 listen to (:li(f-pru-
duced non-commercial programs. ac-
cording to an Bliou-Haynes study cov-
ering the year ended 31 October 1951,
In contrast 88.12%
mercially produced programs. The non-
all CBC

listened 1o com-

commercial lll‘l]ilit'll T27% of

"TOP-DOG"

ON THE COAST

program  time  amd - attracted  ouly
of all set= in use in Canada

CAD drew this

16,57
while on the air. The
conclusion:

"|;) their [ree choice, Canadians

have demonstrated u-i;[l!-l-n-nrn- listen-
ing preference for programs produced
Y] illl\!'ﬂ‘I"ill\'_‘ revenue over the pro-
grams produced on taxpayers” subsidy,
Thus 212 million taxes imposed on Ca-
nadians provided one-ninth of their

radio listening.”

Q. How many sponsors of Ameri-
can origin use Canadian radio and
why aren’t there more?

A. A CAB-prepared list shows 117
of the
Canadian radio are of
uin . The complete list of hoth is pub-
lished in art TV of this (
tion. Biggest American-origin sponsor:
P8C.

pendituresi :

250-20ome national sponsors of
American ori-

anadian sec-

Others (hut not in order of ex-
Lever Bros.
themy ol
aclually they're Eng-
texall ])ILI,'_'. l:ul;::llr-

Coca-Cola,

tonly  Americans  consider
American origin:

lish-Dutch i,

Palmolive-Peet, Toni (Gillettei. Krah
Foods. Lambert Pharmacal. Electrie
\utolite, Heinz, Campbell Soup. West-
inghouse. Sterling Drug. Gillette, Ron-
<on. General Foods, Pond’s. S, C. John-
son Co.. Wrigleyv’s. General Motors

( Frigidaire}. Quaker Oats. Carnation
Milk. Swift Canadian. Firestone Tire.
Whitehall Bristol-Myers,
Lipton’s (Leveri, Imperial Oil (Essol,
MeColl-Frontenae  0il
Canadian Industries. Lid,
three

Pharmacal.

(Texaco) and
(Du Ponty,
there

Here are reasons why

aren’'t more:

CKNW leads all day says ELLIOTT-ITAYNES lalest car

radio survey in high-spending Greater
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Vanconver,

1000009
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month tn : K/

In ] la hansor
j-ll”u'! thel 1000 repli
almost all contain f
of purch Th bul
U SN I

nce it nit Th'_ I1rwav
I work wor

C85 Outlet In Mentreal
Key Station of the
TRANS-QUEBEC radio group

 CRAC

MONTREAL
730 on the dial ® 10 kilowatts
Representatives:

Adam J. Young Jr.- New York, Chicago
Omer Renaud & Co.—Toronto
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NOW IT'S OFFICIAL!
1951 DOMINION CENSUS,

Metropolitan and Major Urban Area

Population Figures. show

SYDNEY, NOVA SCOTIA,

“The Steel and Coal Centre of Eastern Canada”
Is the 14th Urban Market in the Dominion,
And the 2nd Largest in the Maritime Provinces.

Where Elliott-llaynes Radio Surveys thru the years have
constantly found one of the highest “sets-in-nse’ radio-audi-

enees in the conntry, aud Advertisers continually find a “mus1™

area for their radio campaigns,

If you already hareu’t proof of this—

MAKE YOUR OWN RADIO CAMPAIGN TESTS HERE
YOU'LL FIND RADIO.PAYS
OVER C-J-C-B

(CJCB-FM—and CJCX)

IN SYDNEY, NOVA SCOTIA

Write us [or a kst of National and the largest Local
\dvertisers who have been using CJCB. the Year Round—

for periods of TEN 10 TWENTY YEARS.

Representatives:
Weed & Company in US.A.
All-Canada Radio Facilities in Canada.
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L Il'll|ull'l duties. To save on these
and laxes sponsors have Lo sel up sub-
sidiaries or license Canadian firms Lo
make, package and/or cell their prod-
ucls.

2. CBC Limitations. mentioned above,
\ French Network executive told srox-
sOR they are hoping one or two Anier-
ican-origin - shows drop out.  even
tlmu;_'ll Iht‘_\"l'ﬁ commercial. because of
their content. They will not be re-
placed.

3. Not enough know aboul Canadian
radio as a superior advertising medi-
. Ask anv New York Canadian-sta-
tion rep what questions he's asked
about Canada. They range from “Dao
all Canadians speak French?™ 1o, “ls
it alwavs cold up there?” according to
Donald Cooke.

Here's a contributory reason why
some Americans don’t know the facts:
The only study ever made comparing
black-and-white with radio advertising
in Canada as to cost= and circulation
was buried last vear because the re-
sults were =o startling in radio’s favor,
It was made by the Canadian Assu. of
Broadeasters and compared daily news-
papers.  week-enders.  weeklies  and
monthlies  with  radio.  The =study
showed such a disparate ratio <o [ar as
costs and penciration were concerned
that the wewspapers promptly hit the
rool. Some of the newspaper-owned
stations  (there are 29 in Canada)
threatened to quit the CAB. and the
latter reluctantly withdrew the survey.

Other stations. however. made com-
parisons of their own —with good re-
subt=. CKWNX. Vancouver, managed hy
Frank H. (Tiny ) Elphicke. issued one
showing the station to have a nighttime
circulation  (audiencel  some 127
greater than the largest daily there.
Ill‘ill‘}} twice that of the ];l:‘j_'('.wl week-
euder. two and one-half tines the lare-
est magazine and between four and
five times the targest farm publication
and the combined Class A weeklies, It
didn’t compare rates. but CKWN's hall-
hour rate is 884 a hall-page in the 1op
Vancouver daily is around 3500,

Q. How much of the advertising
kitty does Canadian radio get?

A. DBetween 20 and 2576, The CAB's
Pat Freeman. who's in the middle of a
vear-long project to check radio ex-
penditures of all Dominion accounts.
estimates the total Canadian advertis-
ing budget at 3150 nullion— with radio

SPONSOR

e i S




In Ottawa
and Hull

over
100,000

French speaking Cana-
dians with an annual

income of
over

$100,000,000.00

are served

»GKCH

(The only French radie station in
the Ottawa VYalley—+full coverage

over 400,000 French population.)

Studios:

121 Notre Dame Street

HULL, P.Q.
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selting S30-5335 million, The Vssn. ol

Canadian  Advertisers™  John  Galiliee
puls the national total at about SHG.5
I!li”illll \\nll ‘.‘:I-.r-"f“ lIIi“illJl L'nli“-_' [T}
radio. Walter Ellion of Elliot-lHaynes
who audits the dilferent media, hgzures
national advertising in four of them at
£52.028.474. as follows:
806 daily newspapers S27.137.90948
O week-end newspapers 8.330.911
TTLAS8. 113

1L.BYS1H2

The Canadian Broadeasting Corp.

14 magazines | Canadian)
13 farin papers

lists its conmnercial income  (mosthy
net) at $2.456.531.92 [or the year end-
ed 31 March 1052,

Companies of L. S, origin account
for an estimated 237 ol the total na-
tional ad hill,

Q. Is there anything wrong with
Canadian radio as an advertising
medium?

A. Yes, savs Bruce MceLeod, asst. ad-
vertising manager for Colgate-Palm-
olive-Peet Co.. in Toromto, “radio is
not as flexible as newspapers, Contraets
are time. especially in our business.”
But. he adds: It is a fine advertising
medium, and we're using more radio
this year than last.”

Other weaknesses, as cited by an-
other expert:

. Rate-cutting by advertisers and
some stalions,

2. Little merchandising by stations.

3. Promotion is poor,

L. Programs are limited by lack of
enough talent.

5. There is a lack of experienced
personnel and development of new tal-
ent in all fields of radio,

6. Multiple spotting is getting worse,

Q. Any research organizations in
Canada to help the sponsor?

A. These seven do radio studies. as
follows:

1. Elliott-Haynes, Ltd., 515 Broad-
view. Toronto (also Montreali, the
biggest. Walter Elliott started in an in-
surance company vault costing 38 a
month in Montreal in 1936. now has
75 permanent emploves in Montreal
and Toronto. spends $250.000 a year
on radio research. bills just under
S1 million and publishes these 10 stud-
ies: national network. city by city day
and city by eity uight program ratings
monthly, area reports quarterly. month-
ly Teleratings (started in July). out-of-

i home lListening. auto listening and early

BRITISH
COLUMBIA

THE

BILLION
DOLLAR
MARKET

Last year the net buying in-
come of British Columbians
was $1,607,298,000.00. And
over a billion dollars in new
capital investments is de-
veloping B.C.'s rich resources
at an unparalleled rate —
creating new industries, more
jobs and greater payrolls for
the fastest growing popula-
tion in Canada. In this billion
dollar market, B.C. radio
gives you the over-all cover-
age you want . . . 17 stations
to tell your story to every
part of the Province.

TO SELL BC:
USE B.C.RADIO

THE BRITISH COLUMBIA
ASSOCIATION OF BROADCASTERS
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NO MATTER HOW
YOU LOOK AT IT

CFNB

IS A MUST
VERTISING CAMPAIGN IN
NEW BRUNSWICK.
LOCATED IN ALMOST
THE EXACT CENTRE OF
THE PROVINCE

CFNB

COVERS A GREATER AREA
OF NEW BRUNSWICK AND
IS LISTENED TO BY MORE
NEW BRUNSWICK RADIO
HOMES THAN ANY OTHER
RADIO STATION

(1950 B.B.M. SURVEY)

DOLLAR FOR DOLLAR

CFNDB

IS THE BEST ADVERTIS.-
ING BUY YOU CAN GET
IN NEW BRUNSWICK

C

5000 WATTS
550 KCS

FREDERICTON
N. B.

"NEW BRUNSWICK'S
MOST LISTENED TO
STATION"
REPRESENTATIVES:
ALL-CANADA RADIO FACILITIES
LTO. IN CANADA

WEED AND CO. IN U.S.
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IN ANY AD-

and late listening twice a vear. share-
of-audience reports four times a year
and sels-in-use reports three times a
year,

Three 1o four hundred people are
interviewed by phone in each eity for
ratings. Other results are obtained hy
the recall method. Elliott-Havnes also
prepares these seven I\|)1|-||llll]ip|l(‘f| re-
port=: monthly radio advertising ex-
penditures, “sell-ability™ ratings of pro-
grams related o merchandise. special
area work. program analyses in which
up Lo LOOO peaple participate through-
out Canada, program profiles { minute-
by-minute ratings1. public attitude to-
ward this:
S2.000 a year. LRODO persons inter-

bhusiness 1 hasic fee lor
viewed a vear) and a pantry poll
10,000 homes twice a year. Twenty-
five per cent of Elliott-1Tay nes husiness
is radio,

2. I't'nll Al I.l'ml &
Bay & Gerrard Blde.. Toronto falso
Started in 1947 in Van-

Istablished Toronta oflice in
Now has a field stafl of 500, 86
plus  CBC,
British American Oil, Swilt Canadian.
Bank of Nova Scotia. Coleate, Stand-
ard Oil of B. C. and others. MeLeod.
32, does radio research, marketing re-

Associates, Lid..

Vancouver ).
couver.
1950,

Canadian-station  ¢lients

search. consumer  studies, yveadership
In radio
|i(' l'.“-l(lllli."h('ll a ",‘.‘l(lr-‘-r- ﬂ:-]l-}m\\'u ﬁl‘|l|-
audited rating system recently in line

aidd public opinton studies,

with the recommendations of the Bu-
reau of Broadeast Measurement made
carlier in the year. He will issue four
major rating reporls a vear. using
three times his present sample size or a
total of 33.000 per report. Feature: all
interviewing by phone will he done
from one central location in each town
under gonstant supervision amnd open
Al call sheets

an independent

to anvene interested,
will Te andited by
auditine firm before cent 1o the home
olices for processing.  All - decimal
point= will he dropped.  Quarter-hour
program ratings will he given for day-
time periods (only Lall-hour sesments
.\ll'l,f'lul
i= opening another oflice in Toronmo
and one in New York in the fall. (His
TV Town report is mentioned in the
TV section. )

3. Bureau of

were 'ITI*’EI‘-HII'II IU'I""ILH .

Broadeast Measure-
ment. G5 Richmond St W.. Toronto.
Ofleial

jointlhy

radio industry  organization
owned and operated by the
\ssi, of Canadian Advertisers. Canadi-

an Assn. of Advertising Agencies. Ca-

SETTING THE PACE
IN CENTRAL CANADA
with

EXCLUSIVE
“CHAIN-ACTION"
MERCHANDISING

* POINT OF PURCHASE
PRODUCT DISPLAYS

In 225 independent Grocery Out-
lets and 260 independent Drug
Outlets.

e EXTRA SPOTLIGHT
RADIO FEATURINGS

In CKY'S special
operation features.

dealer co-

* POINT-OF-SALE
PROMOTIONS

Windows and Counters arranged
especially.

» AIR/TEASERS NEWS-
READERS, DEALER
BULLETINS

Booster
cially.

releases arranged e:zpe-

MANITOBA'S

5000 WATTS
FIRSTONTHE
O/AL AT 580

Tu Mamiteba . . .
CRY ™

“For Warketing
Yoaur HRESULTFUL  Buy i

REPRESENTATIVES:
CANADA—HORACE N STOVIN & CO.
U. S. A—DONALD A. COOKE, INC,

B e
SPONSOR
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IF YOU HAVE
THE GOODS

CHRC

HAS THE BUYERS

el M W

—_— — — — —

Coverage:
250,000 French radio homas
For availabilities asd rates,

write, phone or wire our

reprasentatives:

CANADA
Jos. A. Hardy & Co. Lid,

U.S.A.

Adam J. Young Jr.,, Inc.
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| =mall as to be alimost negligible.”

nadian Broadeasting Corp. and Cana-
dian Assn. of Broadeasters, Measures

radio homes (Dominion cireulation |
every two vears by mail ballot (90,000
ballots were mailed this
027 were returned.

L. Intl Surveys, Lid., 1541 Muackay,
Montreal. headed by Paul Hayvnes, who
W i.l.l[l'{ Elliott’s
Founded in 1946, firm operates a dian

Yoear: ovel

used 1o be partner.
;l;lllt‘] covering 2.000 Canadian homes
It reports national and regional pro-
gram r;nin;_’.- but not on station level.
First report in 1950 showed ratings ap-
proximately twice as greal as those
usually shown by coineidental phone
ratings. As resull, Gruneau Research,
Ltd.. was called in by the CBC to make
an independent check. Gruneau’s con-
clusion: =, .. The difference in ratings
{International’s and Gruneau’s) is so
Rea-
son for high ratings: Tutl. Survevs pays
rural andiences,
Haynes says he has 30-10 [ull-time
employes. is affiliated with Sam Bar-
ton’s Market Research Corp. of Amer-
ica in New York.

5. CORE

searchi. 30

more  attention o

{ Communications Re-
Bloor s1. W.. Toronto,
headed by Albert A, Shea. whao edited
L NESCO’s World Communications, a
-lf I'i!lliu, novie
houses throughout the world. CORE
does consumer, trade and opinion sur-
veys for individual clients, has no con-
tinning radio study.

survey press and

inter-
view method of fact-finding s used.
Smallest and newest Canadian research

I"er<onal

organization. it will open an ollice in
New York in the fall,

6. Canadian Facts. 146 Wellington
:‘;-i. \\. Jllh“ l'..

president. Does some radio surveys by

Toronto, Graydon,
request, no ratings.  Introduced Schwer-
in System of qualitative analysis of
radio and TV programs and commer-
30 and 31
About 500 persons l'lll]lllll\l'll

cials in Toronto 22, 29,
luly.
the audience. Don McCollum, general

sales manager of Schwerin in New
York. supervised the first tests,

7. Gruneau Research, Lid.. 20 Bloos
St. W.. Toronto.

I wesident.

Victor C. Gruneau.
Associated  with Daniel
Starch & Staff. Founded in 19145, 1
has offices also in Montreal and Van-
couver. “We do more newspaper re-
search than radio,” savs Gruneau, “We
have no continuing radio studies hul
are planning to test new theories, an
entively new approach. dominion in

."I'IIIN‘.‘

BRITISH
COLUMBIA

CANADA’S
FASTEST

GROWING
PROVINCE

is the word for
tremendous

Phenomenal
B.C.'s
and commercial growth! Over
a billion dellars in new capital
investments is creating new in-
dustries, more jobs,
payrolls. These developments
are attracting thousands of
people to B.C. Between 1941
and 1951, the population in-
creased 437 —the highest in
Conada. Add to this the fact
that B.C. workers earn more
per week $58.86)
than any others in the country.

industrial

greater

(overage

From any angle, B.C. is a big
market—and the waoy to sell
it is with B.C. Radio . . . 17
listened-to stations that tell
your story to every part of the
Province.

T0 SELL BC:

USE B.C.RADIO

THE BRITISH COLUMBIA

ASSOCIATION OF BROADCASTERS
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ENGLISH TIPS

iContinued from page 770

patticularh in claims made i ocome

miereials, I an American adver-
ti=er wishes 1o erack the Canadian mar-
ket without wasting a lot of moola. he
consider a

would be well-advised 1o

Canadian agenev. or at least one that
i= not only familiay winth the various
Canadian markets bt one which un-
derstands the psyeliology of the Cana-
dian public,

tion in Canada 1= quite a problem and

Fhe twodlanguage situa-

one that has o be studied very eare-

fullv.  The suceessful advertiser re-
quires expert guidance in appeals for
different parts of Canada. The same
il|t|ll‘a| used w the northern states may
e effective in central and southern On-
tario but might miss fire completely in
the Maritimes and Prairie Provinces.
The Pacific Coast with its preponder-
ance of Old Country ties is <till another
phase in the diversified appeals nee-
.. We still have a feeling be-
tween the residents of Upper Canada
and Lower Canada.

Jacw Howreen, Radio & TV eetor
Baker Advertising Agency, Toronto

FEEAT. .

Yes.

Music of every type:

POPULAR

there
(Canadian

.ooamd it is the musie that Canadians want
Canadian radio and television programs!

CONCERT

'Qs.
Musielx

to hear on

ORCHESTRAL

DANCE

iming need,

sample copies Iy

B Wi

229 Yonge St Toronto .

FOLK and COUNTRY

Be it BALLAD or BALLET. COMEDY or CONCERT. ART SONG
or SQUARE DANCE. there is available an ever-growing repertoire
of Canadian musie, licensed by BML 1o suitably fll every program-

Written and composed by Canadians. puHi:-lle(l in Canada In Canadian
publishers. this music should obviously be the first choice of the ad-
vertisers and program producers who waut their programs 1o find the

widest possible favour with Canadians,

Merely state yvour needs and von will be supplied with representative

CANADA L

1500 5. Catherine St. W, Montreal

% Most of the songs have lyrics in both French and English .
languages that Canadians speak — and like to hear!

IEMITED

. the

106

1. Canada isn’t all Arctic. Prince
Ldward lsland is farther south than the
northern border of California. Detroit
i= north of Windsor., Remember, Ca-
nadians have the same buying habits,
their standard of living is as high and
the weather is about the same for most
people here as in the northern U3,
Remember too that Canada’s larger
than the U.S. but the population is con-
centrated along a belt only one 10 two
hundred miles wide across the country.
This influences the buving power of
agriculture favorably. As for the To-
ronto area. remember s as big as
Cleveland. bigger than Buffalo. and has
the highest per capita income in Cana-
da.

Ilarky Sevewiek, President
CCIFRB, Toronte

L1. Don’t ignore the Prairie Prov-
tnees. Ontario alone doesn’t constitute
the Canadian market. The huge oil re-
serves of Alberta. the nickel-copper
mines of Manitoba and uranium in
Saskatchewan are expanding the econ-
omy of these three great wheat states.
There are 250-watt stations there that
are a terrific buy.

Jacxk searrer, General Manager &

irector
Radio Representatives, Lid., Toronte

12, Use the networks wisely, Here's
how they can be used: ta) Live LS,
network programs may be hrought into
Canada and carried over the facilities
of cither the Daminton or Trans-Cana-
da networks if the program is accept-
able to the Canadian DBroadeasting
Corp. Costs would consist of only line
charges and station time.  Additional
talent fees are thus eliminated. (b
Live network programs can be pro-
duced  in Canada  using  nationally
known Canadian talent. (¢}
adaptations or original French pro-

Frencle

grams can be produced in the French
market when desired. Other tips on
programs and time: Transeribed syn-
dicated programs may bhe imported
from the U.S. for use in selected mar-
kets across Canada. Local originating
programs may he purchased in all mar-
kets. Participating in local programs
i= feasible, Transcribed programs can
be produced in Canada and aired in
national selected markets. Flash (20
seconds) or spol announcements fone
minute) can be purchased on auy in-
dividual private station.

Wirraam D Hansan, Asst. Manager.

Ran’io & Tl' ”!'p.i'_
Cockfield, Brown & Co., Ltd., Montreal

SPONSOR




IN GREATER

The ENGLISH language Montreal
MARKET is one of the top buysin
Canadian radie. Thickly populated

. spread through with high in-
come families. ..this concentrated
market is part of a mu'tJn]m}il;Lu
area with a total population of
1.305.400% and a retail sales vol-
ame of nearly one hillion and a
hal 1 81.431.987.0001.

\ird CJAD can do a real selling
job for you in this Montreal area.
With its high local acceptance and
listener loyalty. it is the leader
in Maontreal among English lan-
auage stations ( BB and Elliot-
Haynes). |

Dkw-800Kc

AFFILIATED WITH CBS

Representatives

RADIO TIME SALES
LTD.
Montreal and Teronte
ADAM J. YOUNG JR.,

INC.
New York and Chicago

“Dominion Bureov of Stalistics
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our
|

13. Canadian radio is the best buy on

the North American continent. \Why?
Because: (a) Canada is a large, dis-
persed agricultural country, 1hi Nt

=i

3o of its roads are kept open in the
winter. New spapers do not ael through
If vou want to reach the people, use
radio. (¢ Listenership is higher than
in the states because flt'nil}l‘ have no
place to go. (d) Stations are not priced
high enouch. They're abont half U5
costs. te) With a transcription pro-
Sratn vou cau now 2o on 30 stations
for 81,000 and up covering all of Can-
ada (plus time. of course).

seexcen W, (Srexck) Carbwene,
President

S, WL Caldwell, Lid., Toronto

l] n“‘,f‘(”” maore !!h(*.’” {.*f’ff“l‘!“ H'Hl!

save money. American advertisers and

agencies should find out more about

hoth Canada and Toronto. They don’t

realize what a terrific markel it is.

Much Honey 1s Iu-ill;_' spent unwisely

on advertising for lack ol information.

Roeerr L. 1 Bon)
CHUM. Toronto

Lee, Wanager

15. Don’t _F'tu_;;.r'f franscriplion shows.
For S500 1o S1.600 an episode vou can
gel

"l]ll\\

rights to a transeribed

IIII' '.l“ nf (i:lll;lli‘l

you et “eradle-to-the-grave™ service

exclusive

In addition

package. promotion at station level. an
nouncement to trade. press stories Lo
major dailies. shipping. distribution
and servicing. Ratings of transeribed
shows are rising. Three of ours ave
now tied for 10th |||al|'|'. The sponsor
can save himself a lot of griel by gel
ting an established. rated show.

Stoart Mackay, Asse, Gen,
All-Canada Radio Facilitivs,

Vi

Toronto

16. Use

fn-r Your linu;“_
Mark Narwes, Fice
eral Manager

I. Walter Thompson, Toronto

SO operas. You gl more

President, Gen

17. Don’t make the mistake of apply-
the methods of
evaluation. etc., to both Canada and
We have high re-

gard for Canada as a market an main-

mng same buying,

the United States.

Canadian subsiliary,
Anderson. Smith & Cairns. Lid..
Canadian

tain under our
Iwao
one in Toronto
and the other in Montreal, When Ca-
nadian radio is used in behalf of either
Canadian or 1.5,

close liaison is I\u-]}l hetween our two

bhranches,

clients, vers
Canadian oflices and our radio and TV
department here in New York,

Jonx A, Camss, President
Indersan & Cwirns, lne,

SELL
BRITISI
COLUMBIA
wWirTrn
B.C.RADIO

(
(

(
(

(
(
{

(

Association of Broadcasters

HW h— Chilliwack
T
FJC — Kamloops
KOV — Kelowna
HUB — Nanaimo

KLN — Nelson
KNW — New Westminster
KOK —

— Dawson Creek

Penticton

JAY — Port Alberm
KI'G — I'rinee George
JAT — Trail

JOR — Vancouver
AKMO— Vancouver
KWX— Vancouver
JIB — Vernon
KDA — Victona

JVE — Victoria

The British Columbia
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leh. Coensider Canada s jun’l;_"u! popu-
lation. According to the 19351 census.
7.3 milhion of the 14 nul-
lion Canadians are of non-English ori-
gin. as  follows: 1319.000  French.
G20.000 Germans. 395,000 U kraimans.
203000 scandimavians, 26:1.000 Duteh,
220,000 Poles, 182000 Jews. 163.000
Indians and Eskimos, 152.000 Italians
and 21000 Russians. Owmside French.

over hall or

there is a very hmited amount of pro-
sramime to these aroups

srONsOR comment buased on data from

Dominion Bureau of

Natsties

19, In Canada vou sell "em when you
rell “em!

L. Lo i Avcaso. General Manager
{Canadian Assn. o) Broadcasters

20, Become aweare rl_f the rich Cana-
dian market. stll largely untapped by
\imerican  advertisers  even  though
there have never been so many using
Canadian radio as today. The Cana-
dian has a lot of dollars to spend and
thev're worth more than ours, Start
ofl in the first 10 markets on a spot

hasis from coast to coast. Then as sales

By anybody’s yardstick...

MORE PEOPLE LISTEN TO

CKRC

THAN TO ANY OTHER
MANITOBA STATION

Yes sir, no matter who measures it, day or night, year
in, year out, CKRC dominates the Manitoba scene.
And again this year, we're in there with the most
powerful schedule, of big-time programs in the area

—network, national and local. We'd like to have you

with us.

CKRC

WINNIPEG

Representatives: All-Canada Radio Facilities
in US.A.—Weed & Co.
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630 KILOCYCLES

5000 WATTS

justify. extend your activities marker
Iy market. Programs? Don’t try to
use vour own at first until you've be-
come familiar with tastes and habits of
Canadians.  Use the established pro-
grams on stations which have proved
their ability to capture and hold a lo.
cal audience.

Josgrn Wern, Presiden:
” (2 .-r' nt' f o, ‘r'n ‘ nr,ﬂ

FRENCH TIPS

| Continued [rom page 79)

ronto wags but liked better by the
French than its English counterpart.
and symphony broadeasts, of which we
carry 10 hours a week. four live. All
these dare IIII‘!nlr!l:-s-l'l‘ll and can’t be
hought—with  possible  exception of
Nos Futures Etioles. Why don’t we en-
vourage network commercial shows?
Because radio in Canada is an instru-
ment for public service: not a mass
medium for advertising.

Jeas Sant-Gronces, Press &
Information Supervisor (French)
CRC, Vonrreal

CKOK

1000 Watts—Frequency B0O

Penticton, B.C.

““Best non-metropolitan
buy in British Columbia"

Papulation Increase

Penticton is Canada's
0 fastest  growing  city.

(1951 census . . Domin-

ion Bureau of Statistics,
Ottawa)

Time Revenue Increase
CKOK is BC.s fastest
O growing station. (Aud-
ited increase in station

time  revenue 1951 as
compared te 1950)

Average daily  program
raling
8 AM to 10:15 PM. This
= is real domination! (Penn
Mcleod Research, To-
ronto.)

Maurice Finnerty, Managing-Dir.
Roy Chapman, Station Magr.

Call Dongold Cooke Inc. in U.S.A,

SPONSOR



3. Remember these nine points: (1)
French Canada is the most national-

istic part of the country.  French Ca-

nadians, by tradition. are  fierceh

proud of country, language and insti-
tutions,
(2) Don’t be kidded that French

Canadians listen to English-language
radio in large numbers. Certainly a
large percentage are bilingual and un-
derstand English. but at home they
speak French, like French songs and
wit. The French Canadian laughs eas-
ily but does not like to laugh at him-
sell too much, He does not enjoy be-
mg made to look ludicrous,

(3) French Canada has radio stars
that French Canadians feel are better
than Hollywood’s best  because  they
“speak their language.” They have pro-
grams that outrate the hest U.5, shows,
Loeal loyalties are national loyalties,

k) It is better to buy a French
show than to try to adapt an English
The

shadings that make the French show

one into French. nuances and
so popular are not found in straight
translation.

(5) Quebee French is different from
Parisian French, so it is Letter to pro-
duce French-language commercials in
Canada than to have them recorded in
\I'\\' \llrl\" {ll! (‘]t|l'|u'e'}\f‘l'-
ieel they speak a purer Freneh than the
French!

(61 It is not always necessary to
into
It is not at
English  trade
names popping up and down in a

mnstance,

translate  English trade names
French to be Illlt|l'l'.--l|||u|.
all unusual o hem
['rench commercial.
(7)
same thing in French. so don’t expect a

It takes more words to say the

one-minute commercial to be exactly
the same in one language as the other.
French Canadians listen to the

]

In Boston

SCHAEFER BEER

through

BATTEN, BARTON, DURSTINE & OSBORN, INC.

radio much more than their English
cousins, 'i']u- average wamber of sets
in use, both day and mgzht, is always
much higher.
1) (;r-nl'r;l“} they are not  the
travelers their English cousins are. So
summer radio listening does not drop
ofl even in the eities in the same way,
The radio is a major source of amuse-
ment and entertainment.  Sinee ¢l
dren are not allowed in movies until 16
vears of age in Quebec, it means much
more at-home life,
. A ANy MeDerwotr, Wanager
Radiv & Television Sales, lne., Toronto

* * * * * * * *

esln thix ever elumging advertising buei-

ness, there is emerging a general ae-

eceprance of ‘suinration advertising” as

the basie 1est for Fundamenially simecess-
ful advertising plans.**

T. F. FLANAGAN

Managing Director

National Assn. of Radio & T)

Station Representatives

* * * * * * * *

G. Get an ad agency with a French de-
Talk to French Canadians
French Canada is an entirely separate

JIIH.‘.f'."J'H-"I'.‘.".

market and needs to be treated as such.

Don’t translate commereials: adapt.
Geonce Poraxe, Viee President &
General Wanager

Young & Rubicam, Montreal

7. Don't send English  pro-

It doesn’t Fll'lll'lllllt' the aver-

up any
graus.
age French Canadian home, Reason:
Because he talks, histens and thinks in
French. Furthermore. a one-minute
spot in French will often outpull a half-
hour English show. You've got to sell

French Canada with the characters and

personalities  tha thev  know. The
French Canadian mav have heard of
Charlie McCarthy or Amos ‘n’ Andy

but he listens to Jacques Normand.

- Buys
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Roger  Baulu,  Jacques  des  Bailli

I s " "
Jean Coutu. his own French all

French orchestras. French ana

and Freneh musi

: f]}n'.lrjl rittiiiale Jb'.’f' LA
provinees H:\I:._

Mountieal, educated in Enzlish Ca

mnrne

11|<1 lavin served with the Ca
Arinv. | feel the

the “*Two Canadas™ are

bhasie differ

mast =t

Quebee, including Montreal of «

i= dominantly French an habits, speech
ane nationalistie spirit. The “othes
Canada stretching from Nesfound

land on the east to the Maritimes, On
tario, the Prairies and British Colum
the
wanthy English, By all

hia on wesl—is just as predomi-

means soyvern
vour advertising allocations and mes-

(As an

thought: Perhaps too much stress has

sages aceordingly. incidental

heen laid un the seventy of CB(
[lll!

restrictions, very laree drug ac
count in New York told me he can =say
more in his- Canadian copy than he
can here in the U'.5.)

Doxare Cooke, President

Donald Coolie, Inc.,, New Yorl

R Wire .’u-."fr: '{-"fh‘ﬁu\i‘ﬂﬂ‘ I::J':'u" Vi
Wontreal, Wi
EAGOD homes in Montreal
Wire

Sub-

an extra bonus in How
have sets in
and plan to go into other cities,

radio  eliminates  mterlerence.

seribers tat 75¢ a month) can tune in
on any four channels and get Jdrama.
variety. semi-classical music or Muzak
all day longz. We pick the best of these
ofl the network programs. We are now
olfering simplified TV sets for rental
at 05¢ a day taverage if taken for a

three-vear ]u-r'lm| -

KRéan Rovssear, Wanaging Director
& Live President
Redifysion, Inc.. Wontreal

1

90,000 WATTS

through John Blair & Co.

109




DIAL 1050

CHUM

TheHendly < Staton

TORONTO

110

CANADIAN SPONSORS

(Continued from page 81

over the Freneh Netwaork:

Entre-nons. Mesdames (Lipton's tea
and soup ). Francine Louvaine | French
version of Laura Linited) for Lux.
Tante tAunt Luev) for Surf,
L' Ardent Voyage (Brave | oyage) for
Rin=o and Chlorodent and Un Homme
et son Péché (A Man and llis Sin) for
Pepsodent Dental Cream. Lypsyl and
Lifelbuoy.

Lucie

Lever-distributed produets like Lip-
ton’s tea and soup will also be sold
o Arthur Godfrey's Talent Scouts on
a delayed-lnoadeast schedule, plus lo-
cal selected  markets,
Bird's Ive Foods (distributed in the
L.s. I

Luck Margarine will use one-minute

programs in

General Foods) and Good
announcements on selected stations.

Brave 'oyage was cireated by the
N. Y. radio Dept. of RuthraufT & Ryan,
is written there by Don Agger and
produced in Toronto with a Canadian
cast.  The French version is out of
Montreal. as is Un Honune, the most
popular show in French Canada.

Lever uses three agencies in the
states for its Canadian radio advertis-
ing: J. Walter Thompson. Ruthrauff &
Ryan and Young & Rubicam. all of
which have Canadian oflices. Canadian
MeRim Advertising. Lud.. subcontracts
Lifebuoy, Rinso and Sorf on a produoe-
tion basis in Canada.

Stephen Bell is R & R's vop. in charge
of all Lever products advertising in
He's sold on Canada as a
market. likes to point out that its na-
tional production has shot up over
30077 1939 to 321 bhillion last
year. Lee G. Frierson is supervisor of
Lever operations for R & R, Among
their Canadian radio users are these

Canada.

snuee

Lever products (of Lever Bros.. Lid.)
Lifehuoy Lifebuoy
Shave Cream. Lypsyl. Pepsodent Den-

I'rostee, :‘;n;lp.
tal Cream. Rinso and Sunlight Seap.

James (Jim) Potts, group advertis-
ing manager of Lever Bros, in Toronto.
reports. “Business is much improved
over last year,”

COLGATE-PALMOLIIE-PEET

Colzate-Palmolive-Peet. Ltd.. whose
president 1= Co Ry Vit a firm believer
in radio. vses six net shows, plu- al
Jeast and  local
Spitzer & Mills, Toranto and Moutreal,
i= the ageney with T, R (Ralphy Hart
llll‘il I':It“ll .\ I‘\

five spol programs.

director and Fred

RADIO

RATINGS
(n C)anac/a Taee

continuously
since 1940

AND NOW TV

NATIONAL NETWORK REPORTS
CITY-BY-CITY REPORTS (DAYTIME]
CITY-BY-CITY REPORTS (EVENING)
AREA STUDIES (RURAL)

AUTO RADIO LISTENING
OUT-OF-HOME LISTENING

EARLY AM—LATE PM REPORTS
SHARE OF AUDIENCE REPORTS
SETS-IN-USE REPORTS

* ok o % * % % * %

and now

* "TELERATINGS"
—initial  release
in August 1952,
Complimentary
copy upon re-
quest.

ELLIOTT-HAYNES
E .l M ST AR
A Complete Marketing Research  Service

515 Broodview Ave.—TORONTO
1500 St. Catherine W.—MONTREAL

SPONSOR




~ith. assistanl Hete o are the G-P<1?
net <hows which sell Pahnolive. Cal-
aate Dental Cream.  Faly and S
Suds:

The Happy Gang. Canadian musical

viariely  program  ready 1o hewsin ils
1O6th vear with Bert Pearl as e, over
bl Traps-Canada Network  stations,
Share the Wealth, Canadian quiz show,
13 Trans-Canada stations, with Stan
Francis ronning  things, Our  Miss
Lrooks. American show starrine Eve
Arden, over 33 Dominion Network

Strike It Rie fr. L
oram. over 27 Trans-(
“ arren ”H“ 1A

Network: Les Joveny 1'rou-
hadours ('The Happy Gang). |1 sta-
trons. Lo starl its 12th season. La Mine
Or | French counterpart of Share the
W ealth). Roger Baulu m.e.  Local
French program: L'Oncle Paul ( Paul-

Emile Corheil) in a chauy aflter-cdiinner

stalions, S, (juiz pro-

mada stations

French

program over a Montreal station.
Other C-P-P programs: The Pegen
lirooks Show., “the

heart of Australia™ who's become a top

slarring Sweel-

vocalist in Canada since she arrived
there two vears ago. Mr, & Mrs. North,
live CBS Network
Mentreal. delaved to Thursday

from fuesdav in

ronto. T'he More the Merrier. locally
produced quiz show with  mail-pull
aimmick, using songs by Peggy

Brooks, four stations in the Maritimes.
CHAT, Medi-
Alberta (highest rating of
iy program over the station for past

Colgate Newseast os e

cine Hat,

four years, according to the agency).
Colgate Mailbag. local mail-pull pro-
sram over CHAB, Mooze Jaw. Sask.
Spitzer & Mills comment: “Receives
more mail than all other similar pro-

arams on station combined,”

OTHER SPONSORS
Campbell Soup. Lul., has Donble or

In Boston’

Notlang amd Cluly Fefteen vver Lrane

Canada ( Daneer- Fitzgerald “||||||]r ]
el Jeunesse Dorée (Golden ) onth
~oap opera, G kfield. DBrown PN
the French Net. The hrst two earry
special material in Canada for Camp

bell's Cat=up. V-8 and Franco \ieri-
can “1l-i,‘!l-‘lli. Macaroni vl e
Lravy.,

Danee)

(througeh

sclls 11

Drue

| il.f'_w'l\ti-l-“\mllll-"

Sterline

rangineg from Aspirin to Z.13T. Baln
Powder on  Mystery Theatre ovi
Frans-Canada. Young Widider Brown

15 stations). Seeond Spring (15 sta-
Itoms ), lf’ff!i“'_‘h the Years (CHMIL.
. « * B " w » *

so’Television chaunels are the contmon
properly of all the |ll'll|ll|' in the vom-
munity. They are 1o be used in the
publie interesy,**

PPALL A, WALKER
Chairman, FOC(
* * * * * * * *

Hamilton 1. and Waman Jeanne on the

Net.
General Foods, Lud.. utthzing Baket

French
\dvertising Acveney. Ltd.. biines Roy

Rogers in I'rans-Canada.

over Uses
Lettre @ Une Canadienne over the
French and emplovs these newscasts
and segments: CAEY (Torontor News-
casi: CRKI'L 1 erdun Newscast (hoth

SiX l];l_\‘-‘ a wek): 15 minutes of the
Ken Hughes Show over CKWN. Van-
Couver. “‘i\ ‘i\'l_\" H | \\7‘1"\.' 1|Il' I.’fl\l"'r‘r
Werrv-Go-Round (15 minutes)  over
CJON, St John's. Newloundland: fve

minutes of Man in the Hounse

Oviel
CJOR. Vancouver. five davs a week:
Prek the Hits (five minutes)  over

CKEY, Toronto and thyee ||;|_\- a week
an the CIH'T Vietoria Newseast. Spol
campaigns  sell Post’s Bran  Flakes,
,'l'”-“ & _ll'“-'l |'Ill!{“l|_:‘. |:ilL\l'I'.- ||u|
Chocolate and Cocoa. Maxwell House
Coffee. Certo. Certo Crystals and Corn-

Sets are tuned

24 Hours a Day
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Ll

Paker Nl

lio spotiso |

\ f:l bl v |

1 Chiel 1 1

/ Hit (KT {
1 ]

f i
Les . CEATD., M
(. h il <hou s
| 1 ner | |
otnterpart 7 | (
Frencd lalions 1 |

Carnation ( Ll thh
Haollyvwaood vover Denmin I
Canadin commeroials: / ()
d' Henee e Detents VCarter Ho
Comtentment) over the French Nel
work twice a week, Riders of the Pu
Jllil.ﬂ .\.-‘II'_'r' Iwice a wees over Brinish Co
lumbia  and  Maritime Stations. and
Carnation Eutertains over the New
foundland Group twice a week,

Supreme Drog, Ltdy, using a llash
--|ll||‘.li_‘l! in “ II|IIi|--'..‘ Lo =4 ” AYTIIL 1-
dent Clhilorophyll and a spot campaizn
in nine of the 10 |'El'\-lil'r‘~ fexcopl
British Columbia) for Polident.

| ||:_‘-|.|.'{i[|- Products of Canada. Lul.

General Motors). using the e, 1. Guy
Lombarde Show over CRVL. Verdun
CFRB. Toronte. CRWX. Vancouven
and co-op In 32 uther markets with

]!ll .{I ll"-lIl‘I S,
a-Mint

Gum and Eversharp use spot sched

Feen - Laxative Chewing

ules, usnally 20 seconds.

j.tl I\ Ilnil‘i'l

tor: his assigtant. Miss L. Dighton.

is Baker's radio dires

Foni Division of Gillette (Spitzer &

Millsy  brings Twenty Questions
from Chicago over the Dominion Nel-
work., S5 & M also has laternational

Cellucotton  Kleenex and Kotex) but
only the [orier uses spot radio, Quak-
er Oals uses a portion of Happy Gang.

Vick (Morse Intl, is the

( .]ll lui‘ al

50,000 WATTS
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PR o
in British Columbia over half
the population live in the

Vancouver Market

. . . Vancouver reflects in
bank clearings — payrolls
and purchases of every kind,
the tremendous impact of a
billion dollar production
from B.C.'s four basic in-
dustries and another billion
dollars NOW being spent in
industrial development.

CKWX Coverage in B.C.
Day and Night exceeds
Station “B'" (5KW) by 6.7 % xx
Station “'C" (5KW) by 23.1 % xx
Station D" (1KW) by 39.7 % xx
Station “E" (1KW) by 71.7 % xx

v Combmed day and night
torerage 6 -7 f.’u‘_‘\'_\ per

week. BBM Study No. 4.

MOST PEOPLE
1
®

in BRITISH COLUMBIA

112

ageney |oadvertises all its cold reme-
dies on a spot basis in major and sec-
endary markets, Everything is handled
out of New York with Ewory Ward

the account executive.

J. Walter -|‘l'||1|}_-nn-.~' Toronto ofhce
(Mark Napier is v and gen, mgr. )
has a string of clients.  Napier says:
“Our accounts  range from  Carter
Products. which uses spots. to Lever
Brothers. which import Lux  Radio
Theater and use soap operas locally
Pond’s. whose Jolin & fudy show (the
French version is Cenx Qu'on Aime)
has Deen running now for abow 11
vears on Trans-Canada: Shell. which
uses newscasts as in the [0S0 Swift.
which has the Breakfast Cluly on Trans-
Canada. I itve la Gareté over the Freneh
Network and Burl Ives over the region-
al Newfoundland Network. as well as
Our Babies in selected spots national-
Iv: Your Garden (CFRB. Toronto).
news over CHML. Hamilton. CKRC,
Winnipeg and CJOB. Winnipez, and
the Mailbag over CHAB. Moose Jaw.”
John Croshie is director of IWT radio
cperations in Toronto.

IWT's Montreal offices headed by
Ernest Jackson sells Kralt Foods prod-
ucts on The Great Gildersleeve (Fng-
hishi. a 10-minate segment ol Casino
over CJON. Newfoundland, and Qui
Adura le Dernier Mot. a music-and-dis-
cussion show featuring Lucille Dumont
as singer and mee, [t means “Wha Will
have the last word?™ but is more pop-
ularly known as “Let’'s Have an Argu-
ment.”  I's over CKAC. Maontreal.
CHRC. Quebee City. and CKRS. Jon-
quiere,

Mary Cardon. JWT timebuyer in
Montreal, says. “Al network time has
to he bought through the CBC. other-
wise timebuying is no different here
than in the states.”

A new all-Canadian program that
hit the airwaves early this year thanks
to an American ageney : It Happened
Hlere. a 15-minute dramatization «of
true stories in Canada that had never
heen published. Grey Advertising came
up with it: Ronson Art Metal Works.
Lad.. which had been nsing Tiwenty
Ounestions and a Hollywood show as
well as the Freneh commentary, Le
Journal de Claude-lHenri Crignon. le-
came interested. Producer Drew Cros-
san lined up the best radio writers in
Canada. and the show ran out of To-
ronto from mid-January until the first
week ol Julv. arousing  considerable
favorable comment. Tt will be renewed

® inthe Capital
City of Canada’s

wealthiest fastest-
growing “Province - -

/ @
- - by every

survey, Il/fcfom'a.;

MUGT o

LISTENEI-
TH e
aTATINN

UKD A

Victoria, British Columbia

A 50 million dollar
share of B.C.s
billion dollar market

The West Kootenays (Census
Diviston 2) are scrved by
CJAT at Trail—home of the
Consohidated Mining &
Smelting Co. of Canada Ltd.

CJAT wuec

SPONSOR




Net-

abonl

over the Dominion
and talent

Meantime Le Journal.

i October
work.  Thne rosl
=1.300 a week,
costing 8435 a week for time and tal-
ent. continues over three stations of the
Trans-Quebec group: CRKAC. Montreal.
CHRC. Quebee City, and CKRC. Jon-
quicre. Ronson attributes its ability 1o
cope with imitation Ronson lichters 1o
this show. James Morganthal is Ron-
son account executive at Grev, Helen
Hartwig is the timebuver in New Yark,
with Gerald Rord heading production.
Miles Lid.  (Rober
Otto & Co.l uses news broadeasts on
30-40 stations and spol announcements
to =ell Alka Selizer and One-a-Day Vi
tamins.  Alka Seltzer’s annual
dian radio budget is 5100,000, R, H.
Otto handles the account assisted by

\. L. Beyea. vip., in New York, Athal

Stewart services it from Toronto,

Laboratories.

(Cana-

\nlmg & Rubicam’s Toronto oflice.
where W. D, (Bill) Byles is Super-
visor of Radio-TV. handles three more
\,Itiil\“l”? ||.‘"i||_‘_‘ ||l'|\\'|'|L “I!l'\\“ i"‘ill"‘
& G: Whitehall

Pharmacal using Front Page Farrell

Lever Bros, awd P
Idaytime soap) over Trans-Canada:
Robin Hood Flour Mills with Wusieal
Aitchen Trans-Canada and the
same sponsor with Je Vous Ai Tante
{imé (1 Loved You So Much)_ a soap
opera. over the French Network. In
addition, Whitehall uses Our Gal Sun-
day and local French programs. Robin

over

Hood employs the transeribed Lone
Ranger and Madame Est Servié 1o sell
in spol markets: Borden Co.. Lul., is
attached to Memory Lane and Time.
Inc.. sells Life magazine with one-
minute and 15-second announcements.

Y & R's Montreal vip. and general
“Fall

renewals will be higher but not at the

manager George Poland says:

expense of any other operations.” Po-
land reported the fact that Je Vons Ai

n Boston

e

RAY DOREY

sells for you
6 A M toQ A M

Tanmt Aime started with
last fall. went off in ,|||l_\ with a 210
Y & R also has "-it'llupn]ll.'nr Life 1u-
Welody

Highlights as well as announcements.

a U rating

surance, using newscasts and

Ruthrauill & Rvan's other big Cana
dian radio account {besides lever
Bros.) is Electric Auto-Lite Co. of
Canada, which sponsors the L.S.-in

In:rll'(i Sn spense. on Ihr- |}lli||i||illt| Nel
How does a big aveney divide itsell
into two parts efliciently to handle an

across-Lthe-border operation withouot de-

* * * * * * * *
seTelevision can reverse a rend that has
grown with the inercasing complexity
of onr times. It ean re-integrate com-
munity life. It can re-vitalize true com-
munity Feeling. A beginning has aleeads
heen mad. Families have onee again
been brought together—not before the
hearth, but hefore the television ser,*®
WILLIAM A, BLEES

V.r.. Aveco ”nuu;‘m'furhlg f‘urp.

* * * w * * * *

R &R does

it by masterminding all Canadian ad-

veloping schizophrenia?

vertising and strategy in its New York
Creative [-l.'mliilnlu, \\:'lﬂl::_' ol
and  markel

\l'\\ \IUTL.

French-Cana-

oflice.

copy and  commercials

analvses are handled in
Even commercials for
dian shows are written there in Eng-
lish and then translated in Canada.
The writers are cautioned 1o Lt'l'll them
simple and wateh timings carefully, for
French adds a third to the length,

Actnal recording of radio spots s
divided between New York and Toron-
Lo, lil'pl'mli!l;: on talent needs, ele.

The R & R Toronto office buyvs all
network and spot time and buys and
produces all programs, It also handles
on-the-spol advertising and research
projects. Gordon Ralston is in charge
in Torouto. with Ramsay Lees han-
l”ill:.' radio tl}pl'l':llinll:-.

In New York Canadian radio opera-

tions are the problem of Tom Slater,

al
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\.p il as=0 il Lireoton | 1l
I'N: Lowis de Milhau., in ¢hars [
nadhan hai=on for radio & T\

~lon. -.|i]-| el

MeKim Advertising’s Montre

Wilfred Charland remarks
radhio hasn't ~.-..! itsedl
nwan .1-I\.|I!i~-.-. 1= 1t.

Here are M

oiast wha rephicd to a si
Lonnatre indicative that th
e themselyes el their
1-1t--|||' |~ t|-:--11_]u Cnerectie

L From coast 1o coastt Newfoun
landd  CJON. VOCAM. Si Johi's
seotia— CKBW. Brideewater: CICH
CHNS, Halifax: CICB. sydiiey: New
Brunswick— CJI M. Edmundston: €}
\B. Fredericton: HsJ., S Joln
Quehee—CKCH. Hull: CFCF. CJAD
CRAC, Montreal; CHRC. Quelier: )

BR. Rimouski: CKRCL. Verdun « Mon
treal).  Ontario CIBO.  DBelleville:
CJOY, Guelph: CHML. CKOC. Hamil-

lon: 1“” Kenora: CFOS, Owen
~ommel s ( ]H“ CHI M, CKEY Foromn-
to: CKLW. Windsor: CKNN. Wing
ham, Manitoha- CKY. CKRC. Winni-
F‘l":_’. .";‘Iﬁ]';JIT"]II Wil |[\{|\ i h“\l
Revina: Cl 0O, Saskatoon: CJGN.
Yorkton. Alberta —-CFAC. CKNL. Cal-
gary: CFRN, CJCA. Edmontoun: CJOC.
Lethbridge, British Columbia- CKOV,

helowna: CRNW. New

Westminster

I Nancouver i : CROK. Penticton ;
CJAT, Trail; CJOR. CKWX. Van.
couver: CJIB. Vernon: CKDA. Vie-
toria,

These stations. and  mamy  others

across the Dominion. firinly agree with
Tom Malone, Adam J. Young. Jr.'s ex-
\I'\\ \ul]\.

pert on Canada in who

says:
“There are two things in the fu-
The

ture—Canada and Chlorophyll,

best way to sell both is via radio.”
* ok W

50,000 WATTS
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“There’s a long,

long trail ......

v’

Calgary, Alta.*

*VERNON | |

‘Chillinwack. BC

Between Chillivack  BC Ozl

Calzars Aha. only one =lition

carrics the featured  programs
ol

THE DOMINION NETWORK
T the heart of the most dense-

I‘ rll‘[!l!l:.l"ll mren rriss ll‘i"
S 1L P { R

CJID vernos. we

940 KC 1000 WATTS

2

CKOV
in Centre of the

Okanagan

“Encompasses the Valley”

((:]K(O V 630 kc.,

FIRST on the dial for
19,000 radio homes!
See our Reps:

All-Canada
Weed & Company

114

CANADIAN TV

(Continwed from page D1

O Dell,
Canada of the American Federation ol
Radio Aetists 1AFL). |P|:|il'-|: TSI
it took the Government 20 VEArs Lo es-

lerence residlent  agent in

tablish trans-Canada  radio coverage,
uf (T
din s raddio performers will be lucky if

it mav be assumed that many
their gramdehildeen see them on tele-
A E‘[’l” »

1 I \".rl-|, seneral manager ol Iiln'
Canadinn Assn, of Broadeasters, went
further in a telephone interview with
stoxsoR  from Otawa when he sand
that if the zovernment program is fol-
lowed. nattonwide television “is nol
likelv 1o I o reality in the present
aeneration,” He charged the CBC was
violating the recommendations of the
Massey Connnission in refusing o li-
cense private stations now that Toron
tecamd Monteeal TV had begun.,

M George Drew. Progressive-Cone
~<crvative leader who wanls private sta-
Can-
ada has “the most backward approach

tions now. declared in Commons:

e TN of any country with facilities

'llrl1|r;tl'illill' {3 ||lu-‘il' W now [Iﬂ!‘?-l'.'-.‘." |

But the Government has steong back-
ine. NP ML L Coldwell. CCF leader.
arswered Drew. stating that TV musl
encourage Canadian education and cul-
ture. He added: =1 do not think we
coulid do that il we relied on private
<tations indulging - commercial ad-
We should he careful lest
we permil the prostitution ol this sreal
educational Tacibity by the hucksters
who advertise their wares over the ra-

verlising.

din 1o the annovance of a large num-
her of their own people.”

Q. What do Canadian advertisers
think of the TV set-up?

A. TV cannot likely be justified eco-
nomically for some vears to come.”
savs the Joint Committee on Radio &
Television of the Assn, of Canadian
Vdvertisers and the Canadian Assn, ol
\dvertising Azencies,

(‘ullllm.-('tl of 33 Inlr spens=ors aml
agencies 1 Canada. the 38-member
commiltee made a carelul survey and
issued a 1i-page report 1o its members
in July which emphasized these points:

I. TV growth will be very slow:
may take vears, in fact. before it's el-
fective competition for radio. Reasons:
=i'l=  more ¢'\[u'll.-i\'|’ (almost  double
1. S or 8350 for 167 et in Montreal,

plus installation : only two to three

liours a day of programing.

2. Extreme high cost of time and
factlities, which will o still hicher if
s, expet fence is ||ll|lﬁn'.ll|‘||.

3. CBC will produce and direct all
TV programs originating in its studios.
Agencies and sponsors may make =uz-
geslions ulﬂ_\.

L There is danger that CBC's many
restrictions mav cause the advertiser
to lose inlerest.

S, CBC sustaining radio programs
lack mass appeal. 1T TV programs fol-

low suil. Canadian viewers may well

FOUR
MILLION
FRENCH
CANADIANS
CAN'T
BE
WRONG!

They like Radiol They have the high-
est 'sefs-in-use’ percentage on the
Continent! They are discriminating
too! That's why mast of them, most
of the time, in Greater-Montreal-Plus
listen to CKVL. . . the Station that
French Canada's richest

dominates
market!

CKVL

44.99%
AUDIENCE

STATION A

AUDIENCE

STATICN B

AUDIENCE

United States Representative
Donald Cooke Inc., 551-5th Ave., NYC

SPONSOR




switeh hack to American stalions,
Does the Joint Committee have any
influence?
Names of itls members give the an-
“n!llt'll.
Colgate-

Among the sponsors
Canadian Electric,
Palmolive-1"eet. General Foods, Lever
Hros., PSG. Shirridl’s, Roliert .‘“irn]'r-
<on Co.. Whitehall Pharmacal, Standard
Brands. Bell Telephone, Canada Starel,

~W'r.

General

Canadian Industries, Dominion Tar &
Chemical Co.. Molson™s Brewery  and
|'l'ih.~i-(.ll|it,

\mong ils ageney members: Cock-
field. Brown; MacLaren, E. W, Rey-

nolds. Spitzer & Mills. Walsh, Young
& Rubicam. MeKim, Ronalds, ). Wal-
ter Thompson, Vickers & Benson, Bor-
den’s J. W,

chairman: G,

Lawrence was Toronto
(. Clarke of Sandard
Brands was Montreal chairman.

And if their depressing conclusions
aren’t enough. Pat Freeman, directon
of Sales & Research of the Canadian
\ssn, of Broadeasters, has estimated
that if talent costs are added 1o time,
the '\ Spunsor will Zel only six homes
for his dollar in Toronto at the start
against 200 homes by radio,

CBC “has bitten off more than they
can chew.” says Stuart MacKay. All-
Canada Radio Facilities’ 1|lln|u|11|' as-
sistant  general manager, “The poliey
will
boomerang. No agency is vecommend-

of exeluding  private  stations
ill:,'. TV as a _‘_'llllll flll_\, i'llll'lili(l”} of
course il should be if |l|'i\;ll(‘ !‘Ilh’l’]ll'i?-i'
1w allowed in. \1\ ||l'|'llii'1illlli

“Government TV will keep running
deficits, | CBC got 86 million from Par-
liament for TV to date. has asked for
ST million more for next vear.) In
time Parliament will get tired meeting
them. Then CBC will have to change
its thinking on keeping private TV sta-
tions off the air.”

In Boston

Sets are tuned

24 Hours a Day

He summarized the situation as fol
“Buffalo’s WBEN-TV is tripling

ils power. Three of four stations ar

lows:

.!||f:]_\i|1_;_' for licenses along the Cana-
dian border in the U, 5. Soon adver-
mta On-

I will

be a ~tl.l]-i|| thing for an advertiser to

Ii-l'I'r- \\'II“ iu' il}'lt' to hoom

tario on hall a dozen channels,

pay S1.600 an hour in Toronto when
m Bullalo
for 2306 and reach the same Canadian

he can get the same show

audience plus Buflalo, which has 271.-
000 TV homes.™

\nother B
stem from ils request Lo the Governe-

headache for nan

ment to fix a 515 license fee for ecach

TV sel to finance operations, The ques-

* % * * * "% * *

e lhis i television™s clection ‘\I‘:Il'i This
i~ a year that offers Americans a new
demoeratic opportunity. It ean uproot
the d:nl:_‘vrnll- habit of ||‘lliu,'.: others do
thing< for ns. It ean eliminale govern-
ment in the name of the people. and
Iead ns baek 1o *government by the peo-

phe’.®
WILLIAM A, BLEES
.P.. Aveo Mfg, Corp.
* * * * * * * *

tions this situation poses are: Will the
Government try to collect the S15 from
sel owners who can’l |ni-'l\ up l'oronto
or Montreal?

lrr“t'il frlilll lh\r.-{‘ \\Ilu «can red t'i\l' .|.'l-

Further, will it try to

ronto and U. S, stations? Sayvs George

Drew. Canadian Opposition leader:

“The whole thing is preposterous.”

Q. Then isn’t anyone going to
sponsor Canadian TV shows?
A. Yes. the following:

Canadian Westinghouse will sponsor
the parent company’s CBS-originated
Studio One, Monday 10-11 p.n.. start-
ing 8 September in Toronto. S, W,
Caldwell. Ltd.. Toronto agency han-

OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.
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B

dling the program. =av= it will |y
hrought i In mierowave rela lron
Bulfalo and will eventually e |
cast also e Montreal., Caldy
produce the commercials

Canadian General Electn

sl I'\

.[I.'|| '.'if' 1] =i

Leshe Bell Singers-lHoward ¢ le =1
B30 to D:00 Sunday event

{ .|i|.j-iu-| Soup Lo Wil (I
NBC-originated 7l Hidrich Fa
show over CBL Foront
FOr i Pan Fridays<

lmin rral  Onl [Cssu L e |
MacLarven Advertising. will spoansor tl
NHL hockey home zames from To
ronto Saturday  mighits hall the

ond period and the Tull final period

Gouodvear Tive & Rubber will import
'||- \“l -Hli'.'i'l].lli'l] .’I; J“llr!\f'h-“ f
(Sunday 9-10 pon ) on alternate weeks
starting 11 .“‘l'|1[|'|n]u'|.

London Lile Insurance Co. will un-
derwrite the hirst Toronto home Tool-
hall game in the intercollegiate series:
may do others,

W. R. Johnson, CB(

mercial manager. expects

as=istanl ¢om-
more  busi-
ness i Toronto as TV-Day approa hes
especially in announcanents, Twa
agency  commients on client plans los
l \ [n“u\\ :

Ed Reed. Needham. Louis & Bror-
by ‘s account executive for S, C. John-
; saiel John-
son's Wax will be _'_'nilll'..' mto TV,

Mariette Mineau. J. Walter Thomp-
Montreal
expects some JWT clients there to be

son & Son. Toronto olhee

son's radio director. ollice,
in later. “Radio. however. will he very
hig in Canada for a good many vears

Lo come. she said,

Q. What did the Massey Commis-
sion recommend concerning TV?
A. 1. That the CBC direct and control

90,000 WATTS

John Bfa‘ir & Co.
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I'N 1o Canada.

2. That no private stations be i
ensedd 1111 CBC has “national television
programs’ available.

3. That CBC avoid excvessive com-
mercialism in programs and encourage
Canadian content and use of Canadian
talent,

\ roval commission’s recommenda-
tims are not law but are vsually fol-
lowed, as each of the ahove has been.

'he commission’s basic reasoning as
papressed in the following quotation

from its 505-page report issued in
1951 : “Television in the United States
i= essentially a commercial enterprise.
an advertising industry.  Thus spon-
sors, endeavoring to “give the inajority
of the people what they want.” fre-
quently choose programmes of inferior
cultural standards. thinking 1o attrac
the greatest number of viewers.” In

Canada television. like radio. must pro-
mole national unity. understanding and
education “in the hroad sense.”

And even Arthur Surveyer. only dis-

CJOR Vancoyver

carries more

local advertising
than any other

B.C. station

Local adyvertisers know where

their advertising pulls best and Canada’s third largest

thisx year CJOR local sales are

markel s booming. By
using CJOR  yon are

up 35%. If you want results do assuring  your clienls a

as local advertisers do . ..

healthy slive of this billion
dollar marlkel

FIRST ON THE DIAL - 600 KC
3000 WATTS
DOMINION NETWORK STATION

Represepted tn Canada by:

HORACE N. STOVIN & CO.

Represented e the U.S. A, by:
ADAM J. YOUNG, JR., INC.
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senler on the Ave-man board who dis-
agreed sharply with the commission on
not licensing private stalions at onece,
had this to say about U. S, TV:

. .. The commercialism of the
American  television programmes s
even more blatant that that of the radio
programmes, and the intellectual level
is definitely lower.”

Sponsors interested in the Canadian
market via TV. as via radio. therefore
are cautioned by Canada’s top admen
to play down commercials, understate
rather than oversell,

Q. How many TV sets are there?
A. Manufacturers sales through May
totaled 103454, according 10 the Ra-
dio-Television Manufacturers Assn. of
Canada. May sales were 06583, up
from the £.582 in April. as TV inangu-
ration neared. By area:

'."-nrrmhn‘
Hamilton 115325 or 10.2% of total

Windsor M35 or 15,79
Viagura
Pentnsela 17934 or 17,3
Wontreal P 37T or 13 (1932 sales only )

Other 23 or 5.5

These are sets in dealers” hands. No
record is kept of deliveries to consum-
crs. One expert said the total in homes
is probably about 159 less.

Total TV set sales by years. as com-
piled by the Canadian Assn. of Broad-
casting’s Sales & Research Depl.:

Your Sets Sald Retail Value
19 8,212 S 3.4H8.500
1950 20611 212,858,083
1951 10,615 $21.837, 442
1932 25006 11,862,076

{Through Vay)
103,451 S40.570.101

Q. Will there be any TV research
available?
A. Yes. In_\' four urg;mimtinn-‘ at least,
as fn”u\\«:

Elliott-Haynes. Lid. is now conduct-
ing TV viewing survey in Toronto-
Hamilton-Niagara area. will publish
Teleratings monthly,

Penn MeLeod & Associates, Lud, will
publish TV Town, survey of 1.000 TV
lomes and LO0O non-TV homes in To-
ronto area four times a vear.

Canadian Facts will do Schwerin-
1y per of l]u:l|itﬂlin' research on at least
one TV show and TV commercials,

International Survevs will use panel-
diary technique to measure TV audi-

ence,

SPONSOR




Now available

in reprint form

4 BASIC TOOLS FOR SPONSORS

T D G SN G G S — — S W W— — — — — — — — — — — — {—

Radio Basics (revised, 1952)

16-page supplement reprinted from 1952 Fall Facts
issue. Includes 31 charts and tables statistically out-
lining the vital facts of radio distribution, listening,
cost-per-thousand, out-of-home listening, comparative

media costs, hour-by-hour listening, effects of TV, etc.

| Please send me copies of
RADIO BASICS and Bill me later
. 10c. each in
N quantities of
ame 100 or more:
I5e. each for
Fiim 25 or more:
Addross 25¢c. for sin-
gle copy.

TV Basics (= sponsor firs)

1G-page reprint of supplement appearing in SPONSOR’s
Fall Facts issue. Statistical data on TV homes, viewing
habits, cost-per-thousand, comparative media costs. 22
charts presenting the case for TV as gathered from the

best available research sources,

10c. each in
quantities of
100 or more:
I5¢. each for
25 or more;
25¢. for sin-
gle copy.

Name

Firm

Please send me copies of
TV BASICS and Bill me later I

I Address
|

T — ——— - —— ——— ——— — — — — — — —

w Map (showing TV locations and network links)
Shows every TV market and stations; lists number of
sets in market, net affiliation of stations; representative

for each station with New York phone number.

Please send me copies of

TV MAP and Bill me later

|10e. each, 50
or more; 20c.
each, 10 or

Name )
more; single

Firm map free to
subscribers;

Address additional
copy, 25¢c.

International BasiCS (redio & Tv Abrood)

Basic data on stations in the 50 countries outside
U.S.A. that permit commercial broadcasting. Charts
of international market and radio coverage; compari-
son with newspapers; U. S. imports: U. S. advertisers

and moneys spent; agencies doing business abroad, etc.

I
I
I
I Sru”s[}ﬂ 510 MADISON AVE NEW YORX 22
I
I

Please send me copies of

INTERNATIONAL BASICS and Bill me later

10c. each for
50 or more
copies; 20c.
per single
coOpY.

Name ; Tt

Firm

' Address
| SPONSOR 510 wadison ave. mew
]

SPONSOR The I_IE magazine for radio and TV advertisers




WAVE-TV

g OFFERS TOP

AVAILABILITY!

\ A few absolutely top-
7 notch spot participations
are now available on
\ "Masterpiece Movietime",
% a tremendously popular
series of top-flight film
features.
AUDIENCE: Large, loyal,
enthusiastic. One request
for viewers' opinions of
the show swamped our
nighttime switchboard
gal with hundreds of
calls, well into the early
morning. Mail is scill
pouring in. Typical com-
ments: "The best show on
television”. .. “If you take
Masterpiece Movietime
off, I'll sell my set.”
TIME: Tuesday night at
10 — the perfect movie-
time for televiewers.

TYPICAL SHOWS: Alex-
ander Korda's Seven Days
to Noon, The Wooden Haorse,
Interrupted Journey, Hide-
ont. Also, The Ware Case,
The Four Just Men, Con-
voy, The Fall of the House
of Usher, etc.

CHECK WITH: F&P!

WAVE-TV

FIRST IN KENTUCKY

NBC » ABC = DUMONT
LOUISVILLE, KENTUCKY

FREE & PETERS, Inc.
Exclusive National Representativey
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REVERE

{ Continued _frum page 29)

vak (who jointly owns and produces
the show with Miss Roundtree|
three experienced journalists,

anl

Those who have occupied the hot
seal include Gov. Thomas I Dewey of
New York (who gave the progran a
scoop with his anoouncenient that he
would support Gen, Dwicht D, Eisen-
hower for President) @ Sen. Josepl Me-
Carthy of Wisconsin, Walter Reuther.
president of the CHYs United Auto
Waorkers: Michael Di Salle, Federal
price stabilizer,
the end

Revere

1= bracketed at
commercials on

The show
with selling
Ware, Usually. one iteni is sold at a
time and the has a col-

ALency now

lection of 12 connmercials which

rotates,  Deauty and utility are the
kevnote themes, with “waterless™ cook-
ing and the convenience of a wall rack
for hanging Revere pots and  pans
among the important selling points,

Ilf‘ll? i.“ sonme recent ‘I‘\ "ll}l‘\ (R}
Revere Ware:

“Ladies. just look at these sleek.
lines  of Ware—its

sparkling. silvery. stainless steel beauty

smouth Revere

its matchless design!
understand
these utensils “kitchen jewels”™  Bul
until you use Revere Ware with the
gleaming copper bottoms you'll never
know what a diflerence it makes in
The copper hottom
spreads the heat so guickly and even-

Vow vou can

why prouwd owners call

your l'lltiki||,‘.’<

Iy, it helps prevent hot spots and the
hurning of food.

“And this Revere Sauce Pan enables
cook the
waterless™ way saving vou time. fuel

you o Revere “Low-heal-

and worry—also. you preserve natural
food values. iln[nt'ml' flavors. reduce
kitchen heat and odors,
ful. too, how easy it is to restore Revere
Ware 1o its silvery loster after each
use.”

It's wonder-

The commercial then showed how
1o use a particular Revere item—in
this case. the egg-poacher.  Film was
inserted in this primarily live com-
mercial to show how eggs are poached
and. following this, the price of the
iten was given,  Mentioning the price
is a recenl practice in line with the
policy of putting more sell into the
connmercials. Cartoons have been used
on oceasion but the ageney feels that a
photograph of a Revere Ware pot looks
much better than a drawing.

Also inserted in the program are

publie service announcements such as
appeals to vote and collect scrap and
plugs for the Red Cross. Boy Seouts,
cancer fund and so Torth,  This sort
of insertion is not hit-or-miss for Re-
vere has made a policy ol putting pub-
lic service messages into its advertising
for years. Indeed. Meet the Press it-
self is part of that policy.

The men responsible for Revere's
more immediate advertising policy on
TV include Norman A, Schuele, ad-
verlising manager for the firm (i1 was
his decision to buy Meet the Press)
and Stanley ). Keyes. Jr.. executive

* * * * * * * *

srfonservalive estimates place the num-

bher of 1elevision sets that may be sold

in 1953 at approximately  6.000.000.

This volume represents retail sales total-
ing almos<t two billion dollars,**

E. W. GAUGHAN

Gen. Sls. Mgr,

Crosley Dir,, Aveo Mfg. Corp.

s * * * * * * *

The

agency liaison man (the phrase “ac-

viee: president of the agency.

count executive” is a studiously avoid-
ed at St Georges & Keyes) is James J.
and the
wriling of commercials are the province
of Edward Bozorth.  Basic policy de-
involve Revere Board Chair-
man 1. J. Russell and President James
M. Kennedy and the agency’s president
Maubert St. Georges,

Freeman while copy  ideas

Clsions

To President Kennedy goes the cred-
it for fathering the idea of Revere
Ware and for supplying the initial en-
thusiasm and imagination necessary to
merchandise it. - As vice president dur-
ing the 30°< he saw the possibility of
marrying copper and stainless  steel
icapper because it conducts heat bet-
ter than metal and
stainless steel because of its ;..'uml looks

any cummereial
and resistance to pitting ) in a quality
kitchen utensil line,

No explanation of Revere Ware's
success, however. would be complete
without a word about the man who
designed the line, He is H. Archibald
Welden. an industrial designer, and his
nri;:illal. gram-fnl l]i-r-i;_'ll.- are still used
except for some minor design changes
in the phenolic plastic parts. No better
criterion of Revere Ware's heauty is
available than the fact that it is ad-
mired by both the long hair quality
market and the short hair mass mar-
ket. Welden now works exclusively
for Revere and his designs now on the
drawing board are spoken of in hushed

SPONSOR




Finish
speeds. When they lL.l\L the studio, they accurately

represent the scene before the camera. lhlt like sprmlus
some are faster than others and pull ahead in the “race’
to the rccci\'ing pninl.

i Bell System technicians insure a “photo finish
by mlLlnu intricate adjustments to coaxial cable facilities.
Uk.mo spccnl equipment, Llll‘nblu of measuring fractions

of a millionth of a second, they slow down the faster frequencies
so that all arrive at the same time.

B e : ; :
I'his is an interesting example of the great care

I na 8 the Bell Svstem takes to insure high-quality transmission of
television siunal‘; It's nnl\' a small part of the toal

investment nl money, equipment and personnel that is

The various parts of the video signals that carry a

television picture through a un\ml cable travel at different

involved in making network television possible.

Yet the cost of the service is low. The Telephone
Company's total network charges average about 1o cents a

mile for a half hour of program time.

PROVIDING TRANSMISSION CHANNELS FOR INTERCITY RADIO AND TELEVISION BROADCASTING TODAY AND TOMORROW
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Now...more than ever

The Fabulous Southwest

-«.your best buy in

WATTS

EL PASO’'S MmOST
POWERFUL STATIEL

Npm—

KEPO . . . is the station
that delivers SALES with
SALESMANSHIP! |t's
the dominating voice in
this rich market with a
proven record of suc-
cesses for National, Re-
gional and local adver-

tisers.

120

REPRESENTED BY

JOHN BLAIR & 0.

and awed tones.

'”II' Ht‘\l‘rl‘ filIt' Wwas iulrmill-'l‘d at

”Il' _"'IIHHII_\ |')-'{'J I!ll“.-l'\\';]]i‘_\ Show.

It had just begun making an impres.
sion (il made money for the company
In ils second vear) \\Ilt']l “rrl'hl War
I knocked i1 off the market,
reminded 1he 17,8, housewife during
the war that the line would he offered
again and told ler (o he

Revere

|J.'I|il'llL
With the war over. Revere henefited
by the surging COUSUMCT interes| in a
dream kitehen,
lention was ln;liii to the Litg hen }-_\
\merican families (and L5, industyy
tood than any other room in the house,
Stainproof plasti
lers ventilating fapns,
lreezers, vasily

aulomalic
im]aln\l'-l I#'fri"_*:'rillnl.-.
both gleaming metal and warm-colore|
wood cabinets

vadgels,

With cards slacked in their favor.
Revere  could sl however, have
mulled their opportunities, The utern-

sil prices sounded uncomfortably high
for the average pockethook,  Other
firms learned how 1o wed copper amd
stainless steel and could have taken the
ball away from Revere, The fact that
they didn’t can be explained primarily
by Revere's advertising,

“I'\l"lf' “.‘Irf_'

was reintroduced I‘_\
tadio’s Exploring

the Unknown. This
was later supplemented !+} four-color
ads in Good Huu_w.’.'e'e-pa'ng. WeCall's,
Ladies’ Home Journal, Better Homes
and  Gardens.
Farmer.

-\.H”.\f',". f';'ngr:'_\.\f.l'r-
Suecessful Farmer and Gour.
net,

Outside f TN

shelter and farm

WOIEN's  seryjee,
Magzazines now wey
most utensil ad money, Reyere budwzer ;
about 82 million, This includes (he
heaviest ad budget in the kitehen uten-
sil industry, Ao hall of Revere's
total ad t‘\]ll'tll'i'flll"' zoes to Hees the
Press. which has a production nut of
about $4.000 4 week
19501

wembers  of

Gt was 82,500 in
This ineludes 225 each for
the invited questioning
pauel plus the same amount for Spivak
and Miss Rountree.
TVA.

also uses plenty of point-ol-
sale naterial for jis Kitchen line hu
s not mentron i ™

These minimuns
were sel by

I:t'\ ere

program in
it. The reason for tis. according 1o
the ageney, js that Revere Wire las
a wider distribution than Weer the
Pross "l.'ilillli“ all

liver and &t would e Loo complicated

{ e e a=l over :;T

loprmt two versions of all point-of-

sale material,  All Revere nagazine

P’re II'J]JI_\ crealer al-

laminates [or Coun-

stoves,

and gaduels. cadoels,

technical
and trade press, carry a one line men-

ads, including those in the

tion of the program.

\Ithough Revere in its ;llf\t’rll'r-iu;,-
likes to trace i1s beginnings hack 1o the
Copper rolling mill founded by Paul
Revere in 1801, this involves strefe -
Ing a corporate point or two, \ctually.
the original Revere firm was merced
with two others into the Taunton-\ey
|:l'|”l-ll| Co. in 19(K) and  the latter
hrm was joined with five others, under
the aegis of Ameri an Smelting
Refinine.

and
into the General Brass Corp.
on I December 1928, The name Re-
vere wis adopted he following vear.
Revere lias grown nicely since then,
Sales were 180 million last vear, com.
pared with S175 million in 1950, 860
million in 1929 and 812 million in
1932, Al s preferred
stk have heen relired ithere is Inow

bhonds  and

no security havipe priority over com-
mon . S0 million was plonghed back
into the business and its first dividend
was paid in 19106,
Profits weie 37 million iy 1951, down
L | lltl.“illll rlultl ]'},-)”,
cause of laxes,
Profitwise. Revere likes jis Kitchen
ware products.  Metal fabrication is
traditionally a tow-profit business and
Revere rarely nets more than five cents
for every 31 of sales. On Revere Ware.

an common stock

primarily  he-

however. which represents 1097 of s
the profit is much higher.
the American housewife likes
Revere Ware so much that means thay

volumne.
Since

every hody s happy excepl  Revere's
competitors, * * %
ROUNDUP

(Continued from page 47

drama. interyiew. juvenile, ete. Under

vach program the following informa-
tion is included: length. number of epi-
sodes. talent and des ription, name of
| [nr =la-
tions located in small markets i, The

|rl'nrhlu'r and minimum oS

dired lory, ||lu|I;_"1 nol presented as com-
plete. is the most comprehensive listing
of it= kind to date.

1 ¥ €

\= a summier stimulus for store traf-
e radio “!""'l}l'l'.‘{lilh The \meri-
can Slores Company is curremthy run.
ning an all-out proniotion in the form
of a “Mrs, American Stores of 1095327
July. the

cight-week contest is being plugged on

cortest,  Lannched on 11

SPONSOR




Success Story
with a Southern Accent

HOSE delicious FFV Cookies that have taken Phila-
delphia by storm are made by Southern Biscuit
Company, of Richmond, Virginia.

To get distribution in this area, Southern Biscuit
appointed Walter A. Bonvie distributor; and he did
a whale of a job. To move cookies off the shelves fast—
Southern Biscuit bought a broad-base TV advertising
program for children in this entire section. The pro-
gram: "Cartoon Party” —a 15-minute drawing-and-
story show starring Pauline Comanor at 11 AM each
Saturday. The medium: WPTZ, of course—Philadel-
phia’s food station.

The results—well, read from Mr. Bonvie's letter:

“This is the only advertising we are using in this market.
It has more than justified our belief that the right show
and the right station—CARTOON PARTY on WPTZ—
would do the job for us in Philadelphia.

Sales of FFV Cookies have increased over thirty-three
percent during the first month of ounr sponsoring this
program. The second month's figures indicate thar this
increase will go even higher. WPTZ has really done a
job for us!"

To discuss what WPTZ might do for your product,
phone us at LOcust 4-5500, or call your nearest NBC
Spot Sales representative.,

IN PHILADELPHIA, PEOPLE WATCH WPTZ
MORE THAN ANY OTHER TV STATION*

-

*Per ARB for entire year 1951.

9 |
| w P Z—- Philadelphia

1600 Architects Building, Philadelphia 3, Pennsylvania
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WSYR’s Local
Radio Sales
UP 39%

For the period ending April 30.
WSYR's local radio sales were
3970 ahead of 1951, The local
advertisers responsible for this
increase are in the best position
to test the effectiveness of all me-
dia. They know which advertising
keeps the cash registers ringing.

One Important Reason ...

In Syracuse
TV Supplements
Radio

—Has Not
Replaced It

Even though Syracuse is a two-
TV.station ecity — even though
719 of the homes in the Syra-

cuse area have TV sets—radio in
Syracuse is very much alive and
kicking. Two separate surveys of
television homes show 2.4 radios
per TV home, with 61 radio re-
ceivers purchased after the homes
had TV. Combined radio-listen-
ing and TV-viewing in these
homes total an average of 7.59
hours a day. Compared with non-
TV homes—

Radio Listening
Average Hours per Day
In TV homes . . . . . 3.07 hours
In non-TY homes . ... 4.52 hours

National Spot
Advertisers

TAKE NOTE!

Write, Wire, Phone
or Ask Heodley-Reed

WSPPACUSE

570 KC

NBC Afhiliate
WSYR—AM—FM—TV

The Only Complete Broadcast

Institution in Central New York
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the chain's five-a-week WOCAL pino-
wram American Stores Rings Y our
fiell. and backed by extensive advertis-
ing. publicity and exploitation. Some
150.000 entry blanks are heing dis-
trihuted through 1.200 store outlets
iti the Philadelphia area.  Entrants
must tell “Why 1 Like o Shop at
\merican Stores” and “Why | Would
Like a Second Honevmoon.™  Daily
winners uel merchandise certificates,
with five grand prizes 1o be awarded
al the end of the contest.

e * ®*

Yellow cabs in San Aotonio gave
station KITE a real boost Tl-d-l‘llll}—
and all because of the visual similarity
Letween the station’s call letters and
General Eisenhower’s first name, The
morping alter Eisenhower was nomi-

vated at the Republican Convention,
every Yellow Cab fover 1001 carried

a poster reading I like KITE™— giv-
ing motorists and pedestrians a “dou-
hle-take™ due to resemblance 1o the
General’s  campaign  slogan.  KITE
polled publie opinion less than one
hour alter Tke's nomination. found that
most San Antonians thought he would
Le elected.

* * ¥*

Movies and television again hack
cach other up for mutual benefit. Early
in July, WTOP-TV. Washington. D, C..
entered into a cross-promotion  deal
with RKO Keith's Theater: the movie
house would promote WTOPTV s Prek
Temple show and the station would
plug the Walt Disney “Robin Hood™
feature at the theater. Keith manager
Jerry Baker said “Robin Hood™ played
to “labulous business.” The movie next
to he booked was the old film “King
Kong.”
that it used its whole TV hudget
(S1.500. later upped to $2.0000 in a
saturation campaign on WTOITV for
“"King Kong.” On opening day. ac-
cording to Baker. the Ie i front of
the theater was two blocks long—indi-

So satished was the theater

cative ol the impact of the TV ecam-
paign.

* “

KREMB-TV. San Diego, has sold its
lest patlern lo a sponsor, The =an
Diego County Electronic Association.
a non-profit organization composed of
TN technicians. wanted to reach all the
TV technicians of San Diego county.
Half-jestingly. KFMB-TV sales man-
ager. Bill Edholm. suggested the test
pattern to Dong Weaver of Weaver Ad-
vertising.  Before he knew it Weaver
signed a contract for a series of an-
nouncements for his clent during the
test pattern period. Results. according

tee KEMB-TV. have been notable,

Whether the produet is a hairpin or
a house. air announcers feel they can
do a much better joh of selling il ot
thevive tried it themselves, Al Stevens
of WWIN. Baltimore. recently went af-
ter a real “low-down™ on the product
ul a 1new _-'|||||1:~|:1'. a llul!lt'. |llli|l|c|', ||_\
donning overalls. cap and heavy shoes,
and actually working side by side with
the craltsmen in building a home. All
this =0 he could give his listening audi-
ence first-hand facts about home build-
ing. According to the sponsor. Lo E.
Mellin. Jr the number of prospects
and actual sales of the $9.975.00 homes
increased by leaps and bounds as a
result of Stevens” commercials, * * *

MEN, MONEY, MOTIVES

| Continued from page ()

Remenmber the dynamic propaganda
fact about radio. It cannot he shu
out despite all penalties and devices,
l':(}l?k."‘.
||]ﬂi‘_'fl£i|1|.‘\“. ]ll'“!“llﬂ]ll‘l‘f‘ oan I'il' l"‘l'lll]]t"il
dead at frontiers. Not so radio waves,
Russia has recognized this truth and

The Germans learned that.

adopted  what measures are possible
It has designed

i+

other than “jamming.”
its whole system =0 that reception of
hroadeast  material s [rom  oflicial
Coutrol of content is
thus absolute so far as the dictators
can make it,
choice  but  the  ofheial,

locked lowers,

There 1= no program
Eversthing
goes [rom the locked tower by electric
lines to loudspeakers in squares. fac-
tories. clubhouses and so on.

* : *

W hen Russians :-Iu‘nk ol “radiofica-
tion” they mean the systematic couip-
ping of villages. collectives,  public

SPONSOR



\JFoi* the Audience

WREC Performance is designed to build lasting
confidence and Prestige. Highest quality, di-
versified programming and community service
keep listener-interest alive and active. And
WREC has a greater audience than ever before!
(Highest Hooper rating of any station in

g I;;. Memphis).

=

R F6r the Advertiser

-’5_ Carrying your message to this alert

By audience is a sound foundation for any
advertising program. WREC gives you

top coverage in a market of over
$2.000,000,000 at rock-bottom costs.
(WREC rates have declined 10.1% per
thousand listeners since 1946). It will
pay you to put Memphis No. 1 Station
_ first on your list.

MEMPHIS NO. 1 STATION

AFFILIATED WITH CBS, 600 KC, 5000 WATTS — — REPRESENTED BY THE KATZ AGENCY
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on 139,000 calls! .
oul in ftront

buthdimgs with wired radio, they niean
a svstem designed 1o exclude, as far
as possible. Russian eitizens hearing
von-Russian broadcasts while at the
<ame time assuring to the Moscow com-
mand universal organized attention.

#* £

Russian broadeasts are labvrinthic
in intricale  organization. The pre-
ponderance of official news from Mos-
cow stands out but Dr. Huth, again.
testifies that much local and neighbor-
hood news is fltered. by committees,

into the programs. Equally interesting.
and not usually appreciated by Ameri-
cans. there is a rich in-mixing. in re-
cent years. of commercial advertising
announcements for the various Soviel
Stale stores, agencies and services.

* # *

Musie. usually of excellent cultural
quality, is second in stress on Russian
radio.  Children’s  entertainment s
third.  There appears to be very little
drama or comedy, The Russian idea
would be to install mirrup]mnus in the-

"The most listened-to station in the area' That Achievement
Citation goes to KFAB as the Conlan Report for 1952 is re-
leased. This is not mercly an Omaha survey . .
hand-picked counties in the area, but is a thorough measure-
ment of 111 solid counties in the KFAB primary and is based
. . The final tabulation puts KFAB away
Out of a rotal of 126 rated quarter hm
KFAB 13 fop station in 119. Station B ranks first in only
seven quarter-hour periods. Cet the facts . .
the audience-building achicvements of KFAB will do for you - - 2 4
in The Midwest Empire Market, Contact Harry Burke, General
Manager . . .

of a Free & Peters Colonel.

- EMPIRE
mgfﬁggggf ST BY KFAB
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. or a ftew

AL ENRANE b
Mo ":J;_I;g'y

FAB

. find out what

. f
_'4

~— 4

] -
g’ —
._'\ ‘
;.

Y

T

—

aters for that and do a straight remote
pick-up. Oddly enough the emphasis of
Russian film-makers on the documen-
tary. or dramatized. type of social com-
mentary has no echo on the radio,
Russian radio hothers little with show-
manship. will read long Pravda edi-
torials. one after the other, in unre-
lieved voice. Nor is there any Bolshe-
vik Burus and Allen, * ok ok

MR. SPONSOR ASKS

{Continued from page 45)

verliser's sales representatives can
further their own interest by calling
on station management,

Horace N, Stoviy

President

Horace N. Stovin and Company

Toronto, Ontario

Your question,
“How can adver-
tisers get infor-
mation on how 1o
get the most out
of Canadian ra-
dio?”. made us
stop and think of
how we. as an
agency. gathered
factual data and
evidence 1o sell
radio advertising.  Actually, there are
five sources of information:

1. The rep

2. The station

3. BBM

4. Radio ratings

Mr. Byles

5. Dominion Bureau of Statistics

It seems as though. at every radio
convention. someone invariably raises
the ery for more factual information
from stations and reps. It has been
our experience that the Canadian reps
do a very worthwhile job of supplying
the necessary information and service
to sell radio. The same thing is true
of the stations and certainly. the in-
dustry-sponsored  BBM  has  made a
areal contribution to our knowledge
of radio. However. by far the most
important source of information is
the experience of the agencies’ radio
t|t'.|mrlm(~.ul in |1urt']m.~'ing on behalfl of
a variety of accounts. It is no longer
]rll.-'-r-i’!'t‘. in this era of (‘ui]l]"‘lili\'l‘ ra-
dio. to =it in our Ivory Towers and se-
lect stations and times entirely on the
basis of statistics, We therefore lean

SPONSOR




heavily on previous experience in time
buying and on the faith we have in
the management of the radio station.

There have been few occasions where
a station has done a poor job on a
zood campaign. if the management that
we deal with at the station level is
.'!IIUIIII.

Therefore. we suggest that adveitis-
crs apply this recipe: Use all five serv-
ices, add a generous portion of intelli-
gent interpretation of statisties, spice
with agency judgment and experience.

Result: better than average snCcess-
ful radio schedules,

W. D. ByLks
Supervisor of Radio-TV
Young (* Rubicam
Toronto

By  combining
both our BBM
(Bureau of
Broadcast  Mea-
surement) and

the Canadian re-
tail sales index
vou can arrive al

a ;_-mn| pil'lllri' re-

carding the over-
Mr. Lees all

'l:t,- tl"lll'. and

work radio
even get a fairly good dollarwise story,
Then apply the rating services avail-
able from Elliot-Haynes and Penn Me-
Leod along with available market re-
ports and individual success stories
closer
look at the Canadian radio picture
through trade magazines like Canadian
Broadecasting and
SPONSOR,

from various stations plus a

and Telescreen,
S, Ramsay Leks
Radio-T1" Manager
Ruthrauff (- Ryan
Toronto, Ontario

MEDIA PLANNING

(Continued from page 31)

that spot revenue for the 1952-53 sea-
son will exceed even what it was for
the pres 0l ('_\l‘]-’.

While all the agency men agreed
that the advent of the new communica-
tions giant, TV, has forced a revamp-
ing of basic media planning and that
the decentralization trend was quite

11 AUGUST 1952

you can see the
difference on WBNS-TV

You can readily SEE the difference in the expert sets and proper-
ties used on all WBNS-TV programming. This Kasco Dog Food
set is typical of the adaptable sets designed and executed for
rapid erection and knockdowns. A crew of trained men strate-
gically arrange props to the client’s best advantage. Each set is
quickly placed due to the fine filing and cataloguing system used
for props, making them easily accessible at all times.

A floor manager works with the property-stage department
for each locally pmduced show, serving as liaison for pmduc(itm‘

95% of oll props ond sels used on WEBNS.TV
are designed, buill ond erecled en the premises
by skilled men. Existing sels are repaired, and
maintained, properties stored ond filed i o
modern, well equipped shop, and o shuttle mes-
senger service operaled between the prop stor-
age areas within the station ond outside ware-
houses.

whns-tv

Under the over-oll direction of Department Man-
ager Robert Sweinsberger, and his staff of nine
men, the myriad of articles required for TV
Commercials are checked out prior to eath show
and are pramptly filed in their preper place
after each telecast. Such ilems vory widely from
a tiny Vi tecspoon meosurer for o kitchen show,
to o huge BY" x 9" x 5" awning for o commercial.

Incoming bulk items are received, inspected
and stored and o cord file inventory maintained,

COLUMBUS, OHIO
CHANNEL 10

CBS-TV NETWORK @  Affiliated with Columbus Dispatch and
WBNS-AM @ General Soles Office: 33 North High Street
REPRESENTED BY BLAIR TV
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Channel-8

SAN. DIEGO'S:

157 WW

TV STATION

San Diego . ..
an important
center of ARMS
PRODUCTION and
Military Activities

Wise Buyers Bu
KFMB-TV, AM:

TV - CHANNEL - 8, AM - 550 K. C.

KFMB - 5th and Ash, San Diege'}, Ca f.

John A? Kennedy, Board Cholrmun
Howafd L. Chernoff; Gen. M._gr.

Vr. E. L. Deckinger
Jr\'i Aar fl i eep.
Biow Corp.
New Yorke Ciry
Dere E, L. :
You research fellers know how to
furh  up figgers
thet mahe -
ples sit up and
take noturce,
Sorta  like tlf
fact ther Charles-
tun looks e on
city  populashun
but is th™ state’s
bigegest  markit.
!'-".r cxam ‘nf &
anto registra-
shuns  for
home counties of
th' state’s sevond
wrd  thurd  big-
Zest i itres added
togethur will he
fretr by Clarles-
ten, Thets hou
big this markii
rilfy is. We're
supportin' an
{lmericun  Assn.,
bl cluly  with
thim

Winneypolus  unid
vities. Eflen  do sayv so. theres fov in

this markit whin yvou wse WAOCHS with

5.000 an 300
Y rs.
ey,

WCHS
Charleston, W, Va.

othur  hig
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perceptible. one or two demurred in
respect o the IU"II:‘I'.'&’ ;tlhlilll‘{llini] ol
the trend. The laner ]lnillll'll outl that.
since media strategy anust :th\.i_\.— Liee
shaped in relation to the product. man
a big advertisce will find it expedient
to think pri-

“umbrella™

[or <ome time to conwe

marihy e terms of Covep-

ave, recardless of the media l||||l|i' a-

tion or dead spols il might eotail.
Hete,

the agency

I IIi_UI“-'|"'| forni, are some ol

men = comments, with de-

seriptive intimation of their connee-

Lions:

well as media au-
well vver the
2| J’ur!rf"
electric appliance and drug accounts:

1 :w.n".r‘h'n; us

thority whose firm. SO(),-

OOD.O00-level. represent (Class
In approaching the problem of media
reevaluation and the new pattern of
look into
avcount that telovision has< diseupted,

intcr-media relationship. we

a= uo other new medium. our tradi-
tronal concepts of media planning. We
found that radio was <till the most uni-
virsal and Hextble of mass media. with
a saturation and wobility quotient that
<till gave it

the other media.

eronomic |IJ'l’t'l'l|i‘J'l".' over
Recognition of these
factors is y}n_\illg i ill.‘tjnr part in the
\hulln iriflt-back 1o the localization of
You'lll find the
same tremd in newspaper buving. with

pinchi. Ad-

al 1'1!1'1“[!3_’ to the

national advertising,
the supplements feeling the
verlising planning,
current trend, must be in relationship
to (11 where the sales potential is hest,
121 the type of medium that offers the
most intensified coverage and at lowes
cost and (31 whether the medium fits
in most effectively with the purchasing
habits of the As part of the
reevaluation of radio. the

huyer.
thinking in
this ageney tends to put the use of that
mediom o this order: (11 national
spol. (27 local and (3) wetwork. We
think it will be to the station opera-
tor’s advantage to put his station’s
ceonomy in such order as to make his
rates. particularly nighttime, more at-
'Iilll‘ |I't'|||{ llf
the media pattern is in his direction

tractive to the advertiser.

but he must help meet it with a re.
evaluation of his own,

Wedia director domi-
nantly soap and food and among the
first six in the field:

verting more

of an agency

Advertising is di-
o re-
*[lr\\'

still think that netwaork radio

and more money
wional and focal intensification.
CVEer. We
ll{i.- }H'l_‘n 1»1’[|;|}i(l't{ ]rl'\llIJll ”II' lll'l'._',li’l‘
that it should have heen. The resurg-

e ul I'm“ll \\i”. fn l]ll' \'fl'\\iminl uf

Washington’s

BEST

BUY

Ask your John Blair man for
the whole WWD C story

Reach 571,000
SPENDING -

Southwesterners

COLDEN \ -
TRIANGLE

CAMDEN Ark
TEXARKANA
S Ark., Tex. ™

*From Sales Manogem ent

ONE ORDZ:IR e ONE CLEARANCE
ONE B LLING
Sold singly or in groups
For details, write to:

FRANK O. MYERS, Gen. Mgr.
Gazette Bldg., Texarkana, Ark-Tex.
|,

SPONSOR



diis agency. henefit network  radio,
which. of course. must vield to the
maxinmum of fexibility.  Co-op adver-
tising is growing by leaps and hounds:
as a local promotion factor it can b ol
inestimable aid.  Local concentration
has this strongly valid argument: lead-
crship in well selected mictropolitan or
regional areas can bring as greal a
profit. or even greater profit. than dif-
fusion of advertising cfforts on a na
tional basis. More and more national
advertisers are veering toward accept-
ing this concept,

Media director of an agency u hose
vadio-T1 billings put it in the golden
cirele and with a host of blue chip
soap, drug and food accounts: Ad-
mittedly there’s quite a churning going
on in the reevaluation of the media pat-
tern. There has been. for instance a
marked swerve from supplements and
a lot more interest in buying on a local
hasis. Radio is progressively assuming
o much stronger position on a regional
and localized level in relationship to
other media. but there remains a reluc-
tance lo give up network radio. We
think that reluctance is sound in many
respects.  Network radio can become
flexible enough to meet the national ad-
vertiser’'s needs.  Our clients will for
al least the next three or four years
have a big stake in radio, especially
spol, The dt‘,‘_’l'l'i' of this stake will. of
course, depend on TV rates, plus the
expansion of radio’s mobility. As a
daytime medium we look to radio to be
lush stufl indefinitely and our clients
are tending 1o reinforce their fran-
chises in that regard.

Media director of a top agency
strong in foods, cosmetics and souaps:
We have prepared a great deal of ma-
terial on media trends and are having
it analyzed and projected. One of the
ubservations that emerges from a pre-
liminary study of this material is that
TV's expanding encroachment on radio
hasn’t cut in anything as sharply on
local time sales as it has network sales.
We haven’t the facts as to the basis for
this. but it may indicate a state of good
liealth that the national advertiser
might gain from inquiring into. Our
spot radio buying this fall will exceed
what it was last year, and 1 believe
that radio stations could capture still
more of the increasing expenditures for
advertising if they sold harder than
they've sold before and offered it in
unusually attractive packages. Radio
could reassemble its technique of sell-

ing to greal advantage.
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T0 SELL TOLEDO
“YOU NEED A

- SALESMAN

BUYING POWER of $74.00 per week — that'’s the
average paycheck in Toledo, the Nation’s' booming
36th Market. But, buyers aren’t buyers till they’re SOLD
on BUYING;.‘— and for that you need a salesman. A
good salesman has the consumer’s confidence — and
WSPD's integrity is established on 31 years of service.
This respected station is the dialing habit of over Four
Million: people — morning, noon and night it's a wel-
come cd!ler in every home. To sell Toledo, and its rich
surrounding éreu of, Northwestern Ohio and Southern
Michigan take advanfage of Toledo’s Super Salesman

— WSPD — the “Speedy” way to the walléts of

'pptenﬁul buyers' — bgc&ﬁse it's the 'buyér's best friend..

- AM-TV

Storer Broadcasting Company

by KATZ

Represented Nationally




The Philadelphia
Inquirer Station

An ABC Affiliate
First on the Dial
In America's Third Market

Represented by THE KATZ AGENCY

THE VOICE OF
Southwestern
AMERICA

sells half a million
people in 27 connties

HAS GREATER COVER
other El
radio station

REGARDLESS OF

than any Paso

FPOWER

AROD, CBS Radio’s Veice of the
Sonthwest, covers the vast 27 County
El Paso Marker area, where more

than a hallmillion people <pend over
FIVE NHUNDRED AMILLION DOL.
LARS on RETAIL SALES. No matter
what you're selling in thi= area, you
can sell it more specessiplly gl vea
watcally  aver

CBS RADIO NETWORK IN EL PASO

600 KC 5,000 WATTS

RODEKICK BROADCASTING Corp.

REPRESENTED NATIONALLY BY THE
O L TAYLOR COMPANY
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Media planner jor an ageney with
l¢ du"i.ﬂli;' ".‘..l.'-‘l'!"'lf."f - soap and cosmetic ac-
counts and ranking among the first
seven in its field: TV has forced a num-
Ler of our clients into decentralized or
localized O] rations=—aund this trend
mav  hecome ]il'illllillllnl'il in the next
few yvears—but we are a long wav from
hoth night
Media thinking can only he

on the basis of the specific advertiser’s

|“lill_‘.‘ oul ru'l\\uuL |.|||i..

.1]1!* ii.’t\ .

own sales and distribution |l:--!-1rr|l.-

.'ilh| I]n- spet II:Ir |ilir||ll‘ L. ;IIII| |llr'll‘[lll'l'

* * * * * * * *

seldne ol the paradoxes of our demo-

eratie society i= that the “linle follow®
gets bigger and better breaks as time
Zoes On, but ot the same time he is in-
erea=ingly challenged to salegunard his
individual rights.**

THEODORE s, REPPLIER

Pres., Advertising Council. Tne.

* * * * * * * *

the choice hetween network and spot
radio will be determined by the specific
I'TIII'IQ'III. We are ||l'|i|;||n.~ one of the
|i|r|'-_'l"-| buvers of spol radhio but we still
think that network offers the
rn-l-|n‘1-|_||(l“. and |IIIII*II{’|\
Whatever
||1.'||Lr!-]r_\-
market utilization it is patently tem-

I':lll'ill
Ill\\t'-[
will for some time to come,
the .‘-\\ili:_' toward greater

i!l'll'l‘ ||_\ the |r|mlul{-- _-|ll‘l']..'t]' markel-
En_'_' characteristics, As aware as vou
are of radio’s i|11'|||||||.'|r'.i||||' flexibility
and density of saturation—time. conve-
nience and place—you can not expeel
to be able to construet a workable me-
dia pattern for the near future until
the pattern of TV itsell really emerges.

A media director of an agency n hose
list highlights cigarets. 1otlet articles
and ,‘rul-‘f'. IUs oo ecarly 1o see whal
iorm the media pattern will take. We
will hew pretty much to the same line
until  television  moves rnu--h]t'l-‘l|l|}
more loward an approximation of na-
tional coverage. Ad |lt1||j_'r'l- are |'|ij_'|1-
er than ever belore, henee the continu-
ing strong position of spot radio. An
advertiser with national direction will
always think first in terms of gelting
national coverage. and his basic huy
will likewise be the medium that gives
lsing the lareest circulation of the con-
sumer type he wants at lowest cost.
Pinpoint advertising. such as buving
market-by-market. makes a sound pric-
tice for all types of national advertisers
with varying budgets, but we in this
ageney are inclined 1o see no general
trend o that direction unless the cost
of TV coverage becomes so much oul

of line that its a nevessiny, xRk

o T. K. Barton, Vice-Pres. & General Manager
o Julian F. Haas, Commercial Manages
o National Representatives, Ed. Petry & Co.

Someone has been busy. Five
new schools now under con-
struction in our area to care
for the children of newcomers
to growing Western Mon-
tana.

Lumber, grains, sugar beets,
dairying, mining, Beefsteak
and Lamb Chops.

The rtnt Mosly Stations

AU Walls 230 Wans

Night & Day Night & Day

MISSOULA ANACONDA
BUTTE

MONTANA

THE TREASURE STATE OF THE 48

Representatives:

Gill-Keefe & Perna, Inc.
N. Y., Chi,, L.A., and S.F.
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ADVERTISING COUNCIL
{Continued from page 33)

50 million, The fund was oversul-
scribed by S300,000,

e  Recently the Council sent out let-
ters advising media people that the
steel scrap campaign (which had been
supported by the Council) was pro-
nounced a success by the National
Production Authority and that all stecl
scrap advertising should be stopped.
The letter indicated NPA’s
opinion that no small thanks should he
given the Council and the people be-
hind it for their part in the campaign.
e From a rceent survey among cler-

clearly

oymen it could be inferred that the
“Religion in American Life” campaign
moved these important molders of pub-
lic opinion to be more favorably dis-
posed to business and advertising. Ap-
parently. the study showed. the clergy-
men would be impressed by the fact
that business will spend money to pro-
mote good causes.

e “The American Economic System”
campaign, designed to acquaint Amer-
icans with the economic rationale of
American capitalism, resulted in re-
quests for 2.000,000 copies of the book-
let “The Miracle of America™ since
1948,

In running its current 16 major cam-
paigns (plus about twice as many sub-
sidiarv messages) the Council. under
the presidency of Theodore 5. Reppli-
er. probably processes the bulk of all
public service advertising in this coun-
try. By choosing and channeling re-
quests for the support of gnml causes
the Council acts (1) as a general stafl
to plan promotional strategy. (2) as a
sieve to separate the wheat from the
chaff and (3) as a guard to protect
advertisers, agencies and media people
from the demands. however worthy.
of thousands of groups and special
pleaders who want the attention of the
American people. On rare occasions,
the Council itself engineers a cam-
paign; the “American Economic Sys-
lem” is one.

Before deseribing how a campaign is
heamed to the American people via ra-
dio and TV, here is a hird’s-eye view
of the Advertising Council itsell.
Three distinet groups comprise the
Council: the agencies. through the
AAAA: the advertisers, through the
ANA. and media. through NARTDB,
ANPA Bureau of Advertising. Maga-
zine Publishers Association (formerly
National Association of Magazine Pub-
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THE ONE ON THE RIGHT is Chuck Worcester. WMT's Farm Service Director.

| The young corn-burner performing before the mike is one of a brood of

cheep artists who crow over Chuck’s good husbandry. Chuck owns and
operates a farm as a WMT service project. It’s the point of origin for many
informative WMT broadcasts about conservation and crop production. Chicks
and Towa farmers like corn—the 1951 crop was worth $778.437.000.

fertilizers. gasoline, oil,
ete. — is made or distributed by WMT advertisers. Farm broadeast time rep-
resents over 9% of WMT’s total weekly program schedule—31% hours of farm
information, 1145 of weather and market data, 8 of music and features.

e -

CEDAR RAPIDS is our home address —

o

YOU ALMOST HEAR THINGS GROW in

Towa. Of all the Grade A land in the 1.5,

25% is in lowa. One of Chuek’s projecis
is a test of 12 different fertilizer applica-
tions to check production,

worth remembering when vou want to reach
338,480 families who listen each week 1o
WMT's farm (and CBS) programming. Or
see our reps, The Katz Agency.
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MACON
BIBB COUNTY, GA.

POPULATION
136,300

WARNER ROBINS
27,000

for complete information
tall HEADLEY-REED CO

There’'s More

SELL

RICHMOND
VIRGINIA
910 ke - 5 kw
ABC
AFFILIATE
°

National
Representatives
EDWARD
PETRY

& CO., INC.
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lisherst and Outdoor Advertising

sociation of America. There are
10 alhliated organizations representing
media. agencies and advertisers,

These organizalions appoint a Board
of Directors (present chairman: How-

ard .

vice president in charge of advertising )

Morgens, Procter & Gamble's

whose job it s 1o pass on the merits
of hundreds of requests received an
nually from government agencies and
private groups that have learned thal

advertising — through  simplification,
dramatization  and  repetition -~ gets

things done. There is also a Publi
Paoliey

. Davis, assoeiate director. The Ford

Committe  (charrman: Chester
Foundation ) of educators, labor repre-
<entatives. husiness men and publivists
which must approve all campaigns by a
the
begin turning, On the sidelines, an In-

IIll'Mnfulu'lll- vole ln'i'nrn‘ 'nill'i'|-
dustries Advisory Committee. headed
by S, C, Allvn. National Cash Register
Co. presulent, gives the hoard the bene-
fit of = thinking on programs under
consideration. suggests new campaigns
and helps raise the Council’s annual
illlt};_'l'l‘ 1w |'u|1||i11;_- al R750.000,

In passing on a request. the Coun-
cil has taken pains to point out that it
does not “approve” the campaign as
such. It decides whether a campaign
lends uself to advertising. whether tin
the case of an appeal for funds) the
requesting organization has an effee
tive national setup and can follow up
appeals with a substantial amount of
doorbell rill;_'illp. whether the '-I!hjl':‘l 1=
non-cottroversial and whether it is of

hee

non-commercial and not i|r‘>-'|_'_’r|r‘.¥ Ly

venuine public interest, Tt st
influcnce legislation,

“I'illll"‘-'?‘ lrom government agencies
are first sereened by the advertising
liaison division of the Executive Offiees
of the President of the U S0 Where
Congress has passed law establishing
policy o o particular campaign, a
Public Policy Committee vote is not re-
quired.

Onece a campaign is stamped OK.
an agency is chosen to prepare ad ma-
terial tit isn't paid a cent for this
work 1 and a campaign coondinator is
named talso on a voluntary  basis),
Coordinators are generally admen from

the ranks of the top national advertis.

ers. They may work with as nrany as
eight agencies  (Defense DBond  cam-
Jraargzn ) al also coardinate the wark

of the Comneil and “elient.”™ which, hy
force of habit. is the name applied 1o

the zroup sponsoring the campaign. A
Couneil campaign manager 1= also ap-
'lnlllll'll.

Conferences among the coordinator.,
chient, agency and Couneil staff people
lead 1o nedia strategy, slogans and
the decision concerning whao should he
reached ]r_\ the ".‘i.lll[l;l'l;_'ll. While the
azency works up ad kivouns for the
print media. radio announcements are
the provinee of writers on the actual
program that airs the public service
nmessage.

Fhis was decided upon. rather than
canned messages, because it was el
that an individual program approach
would result in more variety, spon-
taneous  writing  and  announcements
that fit the mood of the program. To
make sure. however. that these indi-
vidual fun

l':llll[l;l.i_'.'ll =slritlegy. program ]Il'llllll' ars

Messages into the over-all
senl fact sheets, which explain the cam-
paign. provide factual material for vse
in the messages and indicate which
]lnilll!- are Lo he stressed,

\ fact sheet is also forwarded 1o TV

1280 KC

IN ROCHESTER, N. Y.
Represented Nalionally by
THE BOLLING COMPANY

SPONSOR




stations but the volunteer agency pre-
pares, in addition. station kits which
include just about everything. Here is
the 1952 Red Cross Fund kit: four
film announcements, six halops, a spe-
cial prop showing a billboard ad. dull
finish lapel buttons with a red cross
to be worn by performers, four pages
of announcement copy, fact sheets, six
”ip c':!l'll.‘i and five slides.

The above recital of facts should
make one thing clear: radio and TV
offer the most lll'\illilii_\ and ease of
handling when it comes to public sery-
ice messages, TV kits aside. air cam-
paigns can be initiated and changed
almost ou  the spur of the moment
inote the Red Cross fload reliel cam-
paign) and the air medium, as a re-
sult. is coming in for an increasing
share of Couneil activity.

By and large, however, the radio-TV
campaigns are usually planned on a
long-range basis. This is necessary to
make =ure that campaign  announce-
ments are v\c'ni_\ distributed and that
vach campaign gets ils proper share of
messages al the proper time,  The Red
Cross fund drive, for example, is con-
ducted only during March, =

To assure proper distribution of
messages, the Council has set up one

of its most important mechanisms—the |

allocation plans for radio and TV,
These are worked out by the Council
managers and stafl on the basis of the
strategy decisions previously decided
upon and are approved by the Council
Board of Directors and its Radio and
Television Committee headed by Niles
Trammell, NBC hoard chairman, Oth-
er hmalir:jslillg people on the Coun-
¢il board include CBS President Frank
Stanton. one of the three vice chair-
men; Thomas F. O'Neil. MBS presi-
dent. and Chris J. Witting. DuMont
director of advertising and general
manager.

Advertisers  with once-a-week net-
work programs receive their message
allocation once every six weeks and
network programs aired three to five
times a week receive allocations e ery
three weeks. These voluntary alloca-
tions :‘-pt’t'if_\ one announcement of a
particular campaign on a particular
program at a particular time. If an

advertiser feels the announcement will !

not fit in properly he can have it
changed.

At first thought this may seem like a
miserly appropriation of messages. But
it must be remembered that nearly
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Yes, the figures

below will certainly show

how the Memphis market has grown in
the last 10 years.

Comparison of 1942-1952 Growth in the Memphis

market area

Pprcentage
; increase
Population..... 1942| 3,092,108
k594 3,569,600 ° 15.49,
Radio 1942 393,518
Homes ... 1952 I LR{IL] 108%

Effective 1942 $896,976,000
Buyinglncomelﬂf)ziw 2129,
Retail 1942| ! $615,917,000

Sales..........1952 268%
Food 1942| ! $112,935,000

Sales .......... 1952 353%
Drug 1942 $21,225,000

Sales.._.__.. wszw 2009,

In 1952, as in 1942, the radio station that
reaches and sells the great
Memphis market best is

M E M P H I S

NBC 5,000 WATTS—790 K. C.

National representatives, The Branham Company

WMCF 260 kw Simultaneously Duplicating AM Schedule
WMCT First TV Station in Memphis and the Mid-South
Owned and Operated by The Commercial Appeal
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NEWS on
KMBC-KFRM
is TOPS...

.. . because KMBC-KFRM
stayson'top’of the NEWS!

And there is no greater value today
than radio news!

KMBC-KFRM news programs are the
most-listened-to newscasts in the heart
of Americn. They enjoy their high rat.
ings because of the reputation for accu-
racy and immediacy built by the KMBC-
KFKM News Department,

Hereisalremendous sales potential in
one of the nation's richest markets...the
great Kansas City Primary trade aren.

Call KMBC-KFRM or ask your nearest
Free & Peters’ colonel for complete de-
Lsils on the mighty voice of the KMBC-
KFRM Team and for newscast availa-
bilities.

KMBC

of Kansas City

for Rural Kansas

« » « 6th oldest CBS Affiliate » « »

MAchrom

recommends

TEXAS'5"MARKET

the rich, industrial
tri-city area

BEAUMONT ™ ___ <
HGRANE

KPAC scrves a population ef 236,100
i the rich Beaumont—FPort Arthur-
Orangc melropelitan tri-city area.

KPAC is the No. | radic salcsman
for Iocal sponsors in the world’s No.
1 oil rehiming arca,

MUTUAL

JOHN E. PEARSON COD.

SunG WATTS Natlenal Representatives
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every comniercial network program on
the air will carry at least one announce-
ment

I tand each can carry
more il it L'nder the 1951
Defense Bond allocation plan 337 mil-
161 million TV home
impressions were heamed.  There are

.'II.‘*II i 1IIILI.IH\\II IIII\II}M"F ll[ announee-

]ITIIL‘ ram

wishes).

lion radio and

ments on sustaining network programs
and thousands of local programs (in-
dependents and stovecasting FM s1a-

lions are hi‘:l\\ users uf [ilul]llr“ -

terial . It might also be pointed out in

* * * * * * * w*

seBarly in 1953, new television stations
will begin operations at an average rate
of approximately three new transmit-
ters per week, At the present time, there
are only 108 VHF stations. and an addi-
tional 511 VHF channels will be added.
Exventnally, 1422 additional UHF trans-
mitters will bring the number of 1ele.
vision stations in the United States to a
total of 2051.%%

E. W. GAUGHAN
Gen. Sls. Mgr.
Crosley Div., Aveo Mfg. Corp.

* * * * * * * *

this connection that Council  people
feel that there is such a [|1i|l;: as oo
many public service announcements.
The allocation plans are nol the
whole story of the Council's efforts for

the allocation mto

machinery
for the cam-
paigns.  There are a host of subsidiary

fund-raising and other drives which

i= put

sear  primarily major

advertisers and stattons may support il
they have a mind to—and many of
them have.

\s guidance to proper timing of sup-
porting announeements for these “mi-
nor” campaigns a Radio Bulletin { soon
1o he t'll.‘Hl_‘_’l'rl to radio- TV is sent to
about 1.ODO stations. agencies and ad-
The July-August Bulletin,
for example. gives mformation on 1wo
National  Farm  Salety
Week and the National Garden pro-
wram. While only two campaigns were
covered in this Bulletin, most of them
carry material on about a dozen,

\dvertisers and networks have fownd
the Bulletin uselul in warding ofl the

Vertisers,

campaigns

constant pressure of various types ol
I also
sives them the comfont of knowing that
the campaigns mentioned in the Bulle-

wellare groups for air support,

tin are those most I]l't‘-"l'\';ll;_' ol sup-
port and those, which in the opinion of
the  Advertising Lest lend
themselves 1o radio and TV phings,
Stations also receive a monthly sheet

Conneil.

published by the Council at the sug-
westion  of the Broadcast
‘:nu]]l'il and N \[illt It 15 ||ritnari|3
an information service for stations and
aives an over-all view of Council cam-
paigns,

One of the current Council cam-
paigns—"Register and Vote”—which
is sponsored by the American Heritage

Advisory

Foundation i= being given an extra
push by the NARTBE. Thirteen of the
nation’s 38 state broadeasters’ associa-
tions have formed Register and Vote
Committees under the auspices of the
NARTE.  Goal of the project is 1o
make the 1932 elections a record one
in the number of votes cast,

Many of the current Council cam-
paigns (blood donors, Defense Bonds.
civil defense. nurse recruitment) have
a familiar ring for they are repetitions
of the problems the Council was thrown
into shortly after it was formed.  Seed
for the Council was planted in the
summer of 1941 and it germinated into
a going concern on 4 March 1942, just
in time for advertising 1o flex its mus-
cles on the World War Il home [ront.

When the idea for what led to the
Advertising Couneil was first broached.
the intention was to defend advertising

tand counterattack as welll  against
the criticisms aimed at it during the
New Deal hevday of the 30, It

started when the AAAAN aceepted the
suggestion of the ANA 1o hold a joint
meeling with the media Sroups,

W

M,
mll"m”"””

]

”///j/// |

—r'
a
&

&

4 Reasons Why

The foremost national and local ad-
vertisers use WEVD year after
year to reach the vast
Jewish Market
of Metropolitan New York
I. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4. Potential buying power

Send for a copy of
“WHO'S WHD ON WEVD™
HENRY GREENFIELD

Managing Director
WEVD 117:119 West 4t1h St.,
New York 19

(T
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[l feeling at the time was expressed
in memo dated 28 August 1914, as sel
forth by Paul West. ANA president:

“Grave concern about advertising
and what may happen to the bosiness
which is largely dependent upon it is
mwanifesting itsell daily o many quar-
ters. « .. There is good reason for this
concern, The talk by high officials tn
sovermnent of curbing advertising as
a means ol controlling inflation and
restricting it as a means ol controlling
production . the thinly veiled at-
tacks on trademarks and brands. the
push for mandatory standardization
and government grade labeling of all
consumer goods, the continued charges
that advertising is a waste. that it fos-
ters monopoly, that it s simphy an
to the all

these and more are causing growing

atlded  cost consumer

alarm. , . .7

After Pearl Harbor there were more
basic things to worry about, The pro-
posed council was quickly enrolled in
the war effort (it was called the War
did a

Council) and it

When the war was

\dvertising
crackerjack job.
over. the question of whether the coun-
il should continue was brought up.
There seemed to be little question
shout the answer. Waitime experience,
the Council felt. had produced fnal
proof that (1) advertising can sell
ideas as well as merchandise, (2) ad-
vertising techniques are invaluable in
spreading information and oblaining
mass action on non-controversial pub-
lic problems and (31 sponsorship of
public service advertising is good pub-
lie relations both
whole and for individual advertisers.
Much ol the defensive attitude to-
ward advertising was gone and in its

bhusiness as a

ful'

place was a more positive .'l]nprnal'll
based on what business and advertis-
ing can contribute to the national wel-
[are. Advertisers have not been able
tand have not tried) to
of the effectiveness of

advertist ng

sel up a rating
public service
but they are generally
agreed that it helps them and are cer-
tainly agreed that it doesn’t hurt them.
They can also point with pride to the
aratitude of the Government and such
as the Red National
Safety Council. National Citizens Com-
Public Schools. Na-

tional Fire Protective Association and

groups Cross.

misston {or the

the American Heritage Foundation,
While an accurate rating of eflective-

ness 15 as elusive

s

mereury. some
specifie idea of how elients feel about
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Comnerl ol can b cotten Trame this e er been el Isstctalid
NCCI'S statement 1o SroNson: stthool activities. O <oie GO 1
“The whole question about the effecs thousand letters the Conpnission h
tiveness of the Advertising Council’s  received sinee the anvouncenent of =
Better Schools” campaign is pretty in- Tormation in May, 1919, approximal
tangible, However, there are some |y one oul of 10 could be traced to th
things that can he guessed fairly accu- Advertising  Council  campaig i
rately, ..ll]'-\\l'l'.llll‘,‘ Lhese letters 1 tweenis of the
“The  Conmmission  feels  that  the micthods athey sroups are hodipe el
seliool adyvertisements arvaneed |r_\ Lthe tive. the Conmmisston i= oftin abile

wdvertising Council are its ehiel link  bring new strength to eitizens
that

large seament of the public which has

between ils own program  and tees, Parent-Teacher \s=oviations and

the ~chools in veneral. '

“GOLDSMITH MAID”

In Harness Purses, —

WHEC

In Rochester Radio!

IN ROCHESTER 432 weekly quarter hour periods are
Pulse surveyed and rated. Here's the latest score, —

STATION STATOM STATION STATION STATICN STATION

WHEC B Cc D E F

5. FIRSTS,.... 216, 5 U890, 005205 505 U5 anses Qv 0
ecor MES sz BBous S s Dasnaisosa s b

horse

eyl
heen 1o edd SINEE:

ster's first au®

he ~d
1943 Roc howee ! .

"Em“ rating rt'l“’“r"r”[cr. WHEC carries ALL of the "top ten" daytime shows!
C saed listene . " " H

the duudtd_-_ ‘::F This sta WHEC carries SIX of the "top ten” evening shows
ence fof ing lczuh-rhhi'l‘ has

won's rating PULSE BI-MONTHLY REPORT—MARCH-APRIL, 1952

l;“.r! been ;uP LATIST BIFORE CLOVING TiME

[

BUY WHERE THEY'RE LISTENING: —

(,{f?océedzfyz
b S

Representotives; EVERETT- McKINNEY, Inc. New York, Chicogo, LEE F. O'CONNELL CO., Los Angeles, Son Fronciico
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WILLA
MONROE

OUne ol
WIHAS

P Tl \ 4
JELLC

Joins the Parade
To WDIA, Memphis

Yes, JELLO s another of the greal Gemeral Foods
products now using WDIA to sell the large Nedro
segment of the Memplis trade arca (439,266 Negroes)
n WDIA BMB counties.  This continuing swing
e WDIA s further proof of WDIA's complete
dominanee  in sellgng this big ready-to-buy, highly
brand consclous markel, Inereased sales will prove
the same fer your product just as they have for
Slag Beer, Taysive Bread, Tide Colgate  Dental
Cream and many others, Get the full farts today.

HOOPER RADIO AUDIENCE INDEX

City: Momphis, Tenn. Maonths: May-lung

Time Sels WDIA B c o E F G

TRT.P. IL.LE 22.6 26.7 157 120 104 b4 57

INote: WDIA S share Salurdays: 25.0: Sundays: 28.1)

vevedis WD JA renn.
tuhn  E. Pearsan  Co.. Reprosentative

-KWJJ—

Provides

LOCAL Sales Appeal
for NATIONAL Advertisers

KWJJ, Portland's strongest Indepen-
dent Station, because of outstanding
local program appeal—has a plus value
to the advertiser of a nationally dis-
tributed product. You get a good
audience—good local timing—and a
valuable local merchandising tie-up.
Try your national spots on this three
point selling plan.

KWJJ

Portland’s

Family Station

Stucdion & (2 fhces
1011 5.W. éth Avenue
Portland 4, Orcgon
Nat 'l Hepresvmtarioes
WEED & COMPANY

MNew York « Chicago
Detroit = Atlanta
Hollywood
San  Francisco \

e stadeinenl |---|||Ii"| oul that
addition o this “divect”™  advantage
there 1= also o broader one, This
Lroader effect is the favorable climate
of opinion toward public schools thal
“The efleet of this is
obviously fmposstble 1o measure.” the

i~ established,

Connnission =aid, “hut it 15 nonetheless
real.

“Althouogh no commereial fivm could
even obtain sueh an advertising pro-
critin. il ts estinated that the facilities
for the “Better Sehools™ t'.‘Nll]'iI‘igll il
apphed to a commercial product would
be valued at several million dollars.
This is a lil'li]ll'l'il'l‘l_\ modest estimate
<ince a real tabulation of the cam-
paign would have 1o take into consid-
talent.  ele,
These factors would make the cam-

eration  radio time and
paign worth 36 or 87 million at least.”

\dvertisers. too, sense the effective-
ness of public  service  advertising.,
though they can’t alwayvs put their fin-
cer on ospecific evidence,  An ANA
spokesman saiil:

“The Council’s campaigns are of
ureal value 1o advertising and 1o an
advertiser’s public relations, They give
an advertiser the chance to demon-
strale his own eitizenship and Couneil
campaigns hecome doubly important
since advertising is industry’s show
window, There is no question but that
advertisers feel that these canpaigns
are doing them and the country some
good. I advertising  and  industry
hadnt done something along the lines
of the present Council campaigns. it is
quite possible that socialism would
have heen more strongly intrenched in
the 11,87

T'l‘u]i:llrL\ the most il:1|lll1'|11|1| upcon-
ing Council effort is the “Register amd
Vote” campaign. Heavy time and space
.'l||\t'|li.-illl'_' is scheduled |I_\ the Coun-
cil for September and October. but ad-
ditional ad pressure is being applied
by many segments of business.  The
NARTE «tate-by-state oflensive has al-
ready heen mentioned,  Individual ad-
vertisers are volling up their sleeves,
|(Fl|.

Examples: Bemis Bag Co.. St Louis,
will supplv. al cost. three pre-tested
comic hooks on registering and voling
and will distribute 10,000 10 its own
cuplovees, Prney Bowes, Ine,, Stam-
tord. Conn.. has nine postage meter
postiarks available for customers,

Elections are the heart of TS de-
maeracy, Dusiness wants 1o make sure

that heart keeps heating, L R

510 MADISON

(Continned from page 131

the wide difference between your fig-
ures anid those of Broadeasting Tele-
casiing,

We are enjoyving sroNsok very much
and find it a very uselul publication
[or our |Purposes,

. RipoLr GECENSCHATZ
Public Relations and
Business f'Jf'f'f'r‘UJrl.'Hf'.'H
Wiammi
e SPONSORS inturmatlon was based an VB

ates. A= of 1 July the estimwate for the
Mismi area was incpeased To SHLDOG,

STEEL AND RADIO

\t the recent annual meeting of the
Kansas Association of Radio Broad-
casters members were most vehement
in their protests at the recent discrimi-
nation of the radio industry by the
steel companies.

The steel industry bought full-page
advertisements in virtually every daily
paper in the entire United States. and
I am certain in my own mind that full
card rate was paid for each and every
one of these advertisements,

Contrariwise, the radio industry.
thru the press services as well as
by puh]il' relalions vperalors for the
steel industry, was hombarded with
news stories in behall of the steel in-
dusiry,

You will recall that the major net-
works were most generous in allotting
time 1o both sides in the steel contro-
versy—management as= well as labor,

I was instructed. as President of the
Ransas Association of Radio Broad-
casters. al pur annual meeting in Wich-
ita. Kansas to write 1o vou, with cop-
ies to the four major broadeasting net-
works as well as l-n(:it_’.-‘- to all of the
radio and trade magazines,

This then is a formal protest of the
Kansas Association of Radio Broad-

900000

OF YOUR CUSTOMERS IN
ALABAMA - FLORIDA - GEORGIA

“41/00F's
5,000 wen on 560!

SPONSOR




casters 1o the diseriminate action of the |
steel industry in behalf of newspapers
as a media over radio.

Bex Lupy

President

Kansas Assn. of Radio Broudeasters

v MAP REQUEST
Your July 14 issue’s “TV Map for

sponsors: Fall 19527 is excellent, and
the footnote indicales copies are avail-
able to subseribers,
May I have a copy.please,
GreorcE H. SANDEFER
Radio/T1" Director
Chamber of Commerce of the U.S.
Washington, D. C.

®  Extra wap availuble free 1o SPONSOR cube-
seribers. Low eost for additional copies,

CORRECTION

On page 42 of your 2 June issue you
have referred to some Wilson & Co.
Hickory Smoked Mor Television spots
as having been prepared under the su-
pervision of Davis and Company Ad-

verlising Ageney. Los Angeles,

These spots were developed by this
Company and John Sutherland Produe-
tions. Ine.

A. J. EXGELIIARDT
Ewell & Thurber Associates
Chicago

O, those proofreader’s blues! 1ar-
tieadarly when the misprint changes the
entire meaning,

In “Mr. Sponsor asks . . . Why is it
worthwhile for an national advertiser
to plan a special radio campaign geared
Lo the Negro market.” | said:

“We have found that it is possible to
produce an amazingly high volume of
sales at a dramatically low advertising
cost. But only by applying speecial ef- |
fort along special lines.”

For “possible.” you substituted “im-
possible.”” Please. Mr. Sponsor. requote
me correctly,

Incidentally. how about a reprint of
vour Negro market findings? We could
use 25 copies in this office alone,

MapeLEINE ALLIsoN, Media Dir.
Herschel Z. Deutsch & Co.
New York

11 AUGUST 1952

ARE yy A MR. Wéyﬁ%?
Wy

SPOT RADIO?

Spot radio lets you hand-pick the station which will
do the best selling job for you—marker-by-muarket,

WM SOUTHWEST VIRGINIA?
Southwest Virginia, of which Roanoke is the hub,

is a complete market within itself. It represents

about one-fourth of Virginia's toral buying power.

—a consistent leader year after year in listener

loyalty, prestige, coverage, and sales results!  Ask

WDBIJ?
WDBJ is a 28-year-old pioneer in this rich market

Free & Peters!

Established 1924 » CBS Since 1929

AM . 5000 WATTS . 960 EC

FM . 41,000 WATTS . 94.9 MC
ROANOKE,  VA. (ﬂ'

Owned and Operated by the TIMES-WORLD CORPORATION
FREE & PETERS, INC., National Representatives

WANTED -

FERN SHARP

Sponsors wanting to reach women listeners want Fern Sharp.
“Fern's Faithful” are a large part of Central Ohio’s Billion-Dollar
market. They help their favorite by using the products she plugs.
Proof? Her ’52 annual needlework contest drew entries from all
over WBNS’ 24-county area. In fact, twice as many as last year . . .
each one with a hand-sewn garment! Stick with WBNS for sales.

ASK JOHN BLAIR

WENS — 5,000

MA‘D’O WELD-FH—53.000
COLUMBUS, OHIO

CENTRAL OKIO'S ONLY OUTLET
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SPONSOR
SPEAKS

Canadian radio booms

Big things are happening it
country o our north and the story s
velated with an overwhelining  <tore-
house of Tacts. fgures and charts in
sponsoit’s second annual Canadian sec-
tion \starting page 611, The tremen-
dous pace at which Canadian industry
has Dheen moving is emphatically re-
ficeted by the way American advertis-
vr= have taken o Canadian radio, il
only in the past year. That doeso’inean
that  the has et
cmywhere wear the full mpact of the
Vimerican  manufactorer,  There
Fosts of 1.5, advertisers who have vet

Canadian  medium

are

to i ot what a job vadio can do for
them among Canadian consumers,
Canada is a market where the superi-
arity of radio over newspapers and
hlack-and-white
credibly great o penetration, salura-
cost-per-1.000.  Like  the

uther media s in-

ton ol

Applause

Purina builds merchandising

I several respects, the Chow Divi
ston of Ralston Purina is the savviest
advertiser i the Tarm vadio held and
probably alb vadio.

During the past month Gordon Phil-
|l Viee 'Pl'l'hilll'lll i r|!;|l';_-r- of adver-
tising ol Ralston Purina: Maurs

Malin.

Chow Division: and Bill Brown. part-

advertising  manager of  the
in the ad iIsing ¢ : I
ner in the advertising ageoey (Brown

Bros. i handling the Chow  Division.
have comducted o sevies of nationw ide

mevehandising ehinies to which were
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L.S AL virtually every Canadian Tam-
sel: but with this
difference: are  vasl

ilv has a radio

marked There
areas in Canada where the people.
especially in winter, depend <olely on
radio Tor their immediate contact with
the outside. Aceruing from this eip-
cumslance is an intensity of habit thar
a sponsor can readily appreciate,

Two segments of the Canadian see-
tion that
el particularly informative are those
that (1)
and thinking characteristics which an
<hould
mind as to hoth prowram and commer-

Vinerican advertisers should
documient the local custom

Vimerican  adyertises hear in
cial content and 12 tell how many an
Vierican sponsor has used Canadian
radio with substantial returns. In scope
amd surfent of factual material spox-
sor's second annuwal Canadian section
could merit the aceolade ol topping all
projects of the  kind.
leave the verdict to the American spon-

However, we

sor and his ageney,

sronsor’s Canadian section was re-
searched and written by Rap Lapica.
who joined spoxsor 15 June in o man-
agement capacity. alter 12 years as
cditor of Facts-on-File, Ine. Previons-
|_\ he had extensive HeWspaper f.'\lu‘i'iv
ence,  Lapica visited major Canadian
nurkets and key advertiser. ageney and
Lroadeasting executives,

GCeneral Foods goes grass-roots

New and advaneed teehnigues are
Leing shaped 1o hring sponsors closer
to their air advertising.

Vinong those worth watching is the
all-ont effort corrently nnder way Iy

mvited the over 300 radio stations now
on the Parina schedule,
farm radio
number one (Parina’s 1952 time hill

Besides being spotlsor
i= about one and one-hall million dol-
larsi. the merchandising stimulus and
enthusiasm for radio generally” engene
dered by Purina oflicials at these meet-
ing= has top radio executives talking
from Seattle 1o Florvida.,

Ve, Philpott estimates that over 400
stations attended the elinies and con-
tributed scores of valuable wdeas which
will be incorporated o future dealer

andd station promoetions, Purina asks

General Foods (Jel-O) 1o I}I'illl'_’ the
local personalities selected by Jell-O
the nation over in tune with their ob-
jt‘l'li\l'!-i.

For the first time Jell-O has em-
barked on a huge <pot campaign (in-
cluding over 100 markets. often with
multiple stations in a single market)
of one-minute  participations in key
personality. shows, Markets in all 48
states are included: the stations were
picked by Young & Rubieam’s time-
Luying department in New York.

Following selection of the stations
General Foods, through YSR, went into
high gear. Commercial specialists were
dispatehed to every part of the conntry
o give pep talks to the local person-
alities handling the programs and en-
thus them on Jell-0,

Y& s commereial specialists bowled
over the management and personalities
with their grass-roots approach. Bul
the real surprise came when they said
that there would be no commercials in
the accepted sense. Instead. outlines
euided  station personalities, Except
for focusing on key salespoints listed
in the outline, the aiv personality was
hoss. No personalilty was wanted on
the Jell-O schedule. it was stressed. who
prefeveed to read a prepared commer-
cial.

\s a follow-up, samples of Jell-O and
other pepper-uppers are going forward
to each station. General Foods has
sone Lo the stations with its new eam-
paign and according Lo station peo-

ple theyve hit the bnll's eve,

stations to participate in merchandis
ing only along economical and proper
practice lines: it doesn’t want any-
thing that the station isn’t prepared to
give any other advertiser. Sales olli-
cials accompanying the caravan hrongh
station men face 1o face with sales
problems and showed how dealers and
salesmen can be indoctrinated into the
Purina  campaign.  Purina  salesmen
themselves have learned so much about
air advertising at these meetings that
Mre. Philpott intends to urge all sales-
men toattend the nest eireuit. prob-

ably in 1953,
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