o e
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n doily by o sizeable portion of Jomestown's population, to convince John

h that communism couldn’t produce the food direly needed by the settlement. ;
@® Largest total awdience of any
l.a work . . . no eat,’’ was the doughty Caplain’s dictum cancelling out America’s Omaha station, 8 AM. 10 6
! ; i PM, Monday through Sat-
! QA experiment. urday! (Hooper, Oct, 1951,
3 3 4 h qust, 1932,
' te's no snoozing in the competitive Omaho, Council Bluffs area either . . . yet thru August, 1932.)
Je-owake KOWH manages to stay head and shoulders over all comers, Cast an @ Largest share of andience, in
any individual time period.
of any independent station
th period from October, 1951, to August, 1952, in all America! ( August,

36.3% 1952.)

tprising (free, of course) eye over the Hooper averaged below for the eleven-

OTHER

Sta. A" STATION RATINGS

S$ta. "B"
Sta. "C"
~
Sta. "D

Sto. "E"

General er, Todd Storz; Represented Natlonally By The BOLLING CO.




'|snt radio wonderful !

L. C. Fuller, of Nutrena Mills home office,
has forwarded the following report from Les Cotrill,

their St Louis Division Manager:

An inguiry to station WLS and onr follow-uf

of the fuquiry bas sold twa Toads of cgg mash crimblized for
OO0 fuddtets and wowe the man wants to know what o
carload af chick starter will cost bime for 10,000 Leghora

}’mﬁrh that will avvive March 13, Lsu't rvadio um.nh:'f}ff."

Lhis one inquiry represents the responsive and highly
profitable nacure of the WLS market....one of many
such reasons why Nutrena Mills has used WLS regularly
since discovering whut this popular radio

statton can do for them, more than six vears ago.

You, o, will find that sound appeal to the vast WLS
audience will ger comparable resules tor }mt...\\ill step
up vour sales and proties, particularly chroughout

the great mid-west, where WLS reaches millions of the

II.I[E‘!II‘\ maost |1I'|I‘\|1L'r(]ll‘\ .1I'Ii} |‘l‘ll‘E:|'l'\‘|l.\L' l\L'thiLﬂ

Better see your John Blur man...or contact

us. today. and seare enjoying the kind of resules

WLS can deliver tor vou and your produces.

i 5 AGRICULTURAL
I eI INDUSTRY

STATION
CLEAR CHANNEL HOME of the NATIONAL BARN DANCE S

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK REPRESENTED BY JOHN BLAIR & COMPANY




Agencies putting
plea for 27
cash discount
on slide film

National

Biscuit
sweetens
spot pof

I.D.'s gain
increased favor
among national

advertisers

Agency tab
for NCS
runs as high

as $6,000

CBS’ over-
transom
$1-million deal

Mixing network
and soot buys
for film shows

getting common

Lancaster case
complicates
WBKB,
ABC-UPT deals

SPONSOR, Volome 0, Xo.

4 bS
Talliny Dtees 5100 Mol e,

Four A's is stepping up its campaign for 27 cash discount from sta-
tions. Slide-film presentation on subject will soon be shown reps and
later broadcasters through association's local chapters. Purpose: to
give industry clearer understanding of agencies' case, urge that
future rate card revisions be made with 2% discount in mind.

~SRi

National Biscuit Company moving into ranks of top 10 spot sponsors.
Latest plans through McCann-Erickson (William Conine, group head) call
for appropriation of another %1 million for spot TV. Station list
will be practically nationwide. Account (George Oliver, ad manager)
is also inveterate user of spot radio.

-SR=-

Popularity of I.D.'s has reached point where sponsorship is now even-
ly split between nationmal and local advertisers. Prior to standardi-
zation of I.D. requirements (see story page 34), business in sponsored
I.D.'s throughout country was 75% by local accounts and 25% national.

~lenit,

A. C. Nielsen getting as high as 36,000 for its coverage services
(radio and TV) from agencies. Among those signed up are Dancer, Fitz-
gerald & Sample, Ted Bates, Y&R, Benton & Bowles, Foote, Cone &
Belding, Marschalk & Pratt, Morse International. Stations will be
getting their individual NCS radio reports end of October.

—SRi
Willys-Overland Motors' sponsorship of New York Philharmonic over CBS
radio network rates as biggest piece of over-the-transom business this
season. Ward Canaday, W-0 board chairman and president, wrote CES'
Frank Stanton asking whether there was chance of buying Philharmonic.
Package for 28-week run will come to something under %1 million.

—SRL
Trend seems to be developing among national advertisers using TV film
programs to buy what they can on network and fill in other markets
with spot buys. Reasoning: You have prestige element which comes from
show being associated with network and at same time are in position
to select best spots available. In case of DuFont's "Cavalcade of
America," lineup comprises 22 stations cleared by NBC and 11 markets
bought on spot basis, as well.

—SRL.

CBS hierarchy believes network's acquisition of WBKB, Chicago, could
be delayed for several years (growing out of precedent set by Lancas-
ter case now before FCC. Network officials express themselves as re-
luctant to put up $6 million for station which could be eliminated

if CBS had to go into competitive hearing over proposed change of
WBKB's channel. Lancaster case could also have effect of jamming up
ABC-UPT merger since ABC would have 2 stations in one citv—~Chicago.
(In Lancaster case WGAL-TV finds itself in ticklish sport over FCC
order to move to another channel. Before it can comply with order,
WGAL-TV must go into competitive hearing with new channel applicant.)

20 Otoher 1002 Pulillshed weckle by SPONSOR Tubilioatlone Ine . at 3100 Elim Ave
Now York 23 XM g owear lu 10 50 84 pleewliore; Entered ns

Maltimore, A0 BExeinive, Editoria], Advirtisine Cliog

eyl rla matter 20 Jampary V0 gl Baltimore, Ml peetoliee unid v Mareli 1%



REPORT TO SPONSORS for 20 October 1952

“Dr. Christian”
heads for
TV films

CBS canvassing
TV affiliates
about lowering of
daytime rates

WLW's new
merchandising plan

2-market link
sparks guessing
about O'Neil’s
TV net plans

Penn MclLeod
authorizes
U. S. service

Boerst owns
spot report

3 experts
crystalball
television

Revised
discounts
aid ABC

McCann-Erickson's Dorothy McCann discloses plans under way for con-
version of "Dr. Christian™ into TV film series. Radio version has
been on air consistently for 16 yvears under same banner—~Chesebrough.

o

CBS TV is apparently doing something about requests from several major
agencies that it revise daytime rates (see story page 30). Network
President Jack Van Volkenberg has been holding "feeler" discussions
with CBS affiliates on rate-revision subject.

—SR—

WLW unveils new merchandising plan—POP! (point-of-purchase)—to ad-
vertisers and agencies next week. Plan, which expands station's
merchandising functions on huge scale, includes offer to put product
displays in 1,000 supermarkets, 500 top drugstores in WLW area.

—SR—

Announcement that WOR-TV, New York, and WFIL-TV, Philadelphia, are
availablz as linked markets raised this guestion in trade: Could it
be initial step in long-bruited Tom O'Neil-MBS TV Network? Project
which 0'Neil has under contemplation is predicated on use of TV film
packages, but trade now speculating he may also be thinking of re-
gional network extending from Philadelphia to Boston where he owns
WNAC-TV. Area constitutes one of country's richest retail areas,
cludes over 35% of nation's TV homes.

—SR-—

A. S. Bennett-Cy Chaiken market research organization has been char-
tered by Canadian Penn McLeod to use latter's technigue and name for
rating service in the States. Will probably cover several smaller

markets (TV and radio), including Buffalo, before moving into N.Y.C.

SR

in-

James M. Boerst, compiler of programing, timebuyer directories, which
many in trade deem exceptionally useful, is now operating spot_report
service. Boerst bought N. C. Rorabaugh's "Report on Spot Radio Ad-
vertising" and Rorabaugh will confine himself to publishing TV report.

—SR-

Add predictions on TV's future horizons:
Erickson director of marketing services, tells ANA TV homes in Decem-
ber 1954 will number 21,600,000. Ted Bergman, DuMont sales director,
tells Television Association in Philadelphia over $1 billion will be
spent in network and national spot in 1956. RCA's Dr. E. W. Engstrom
states 1957 will see 50 million TV homes. Here's TV's present status
according to NBC: approximately 19,100,000 sets as of 1 October.
—ERs

new discount structure by ABC are these 2 new
0ld Gold bought 2 Sunday gquarter hours of news,
one following Walter Winchell and other, "Monday Morning Headlines"
(6:15 p.m.) ; Toni added to its ABC bill 15 minutes of "Breakfast
Club." Under new "vertical contiguity" plan contiguous discounts for
non-contiguous periods are allowed.

Sidney W. Dean, Jr., McCann-

Credited to adoption
pieces of business:

SPONSOR




FRESENTED TO
KPIX

IN GHATEFUL APPRECIATION
FOR UNTIRING AID TO THE
SAINTS AND SINNERS MILK FUND
AND IN RECOGNITION OF
OUTSTANDING LEADERSHIP
IN PUBLIC SERVICE

SAN FRANGECO CALIFORNIL
SCPTEMBER TmELvE
NINETEEN HUNORED FIFTY THO

Community service is its own reward,
but enterprise that wins such an award as this
means audiences that reward the Advertiser.

For greatest shows,
brightest stars,

richest returns, it’s

. TELEVISION CHANNEL
S NN DU

Affiliated with CBS and DuMont Television Networks. .. represented by the Katz Agency
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ARTICLES

Facis unfimited

For past 15 years Forest Whan studies on air audience in lowa (for WHO ) and
in Kansas (for WIBW) have given advertisers valuable data. This year New
England arca as well is covered (for WBZ), increasing value of Whan studies to
cdvortiters; detalled Midwest data is compared with New England facts

Is daytime TV everpriced?
Seme agencies think so. They say daytime audiences are out of line with daytime
rates, suggest raies be revited downward as much as 50%. Here in detail is the

agency [mainly those with PAG business) point of view and network rebuttal

How Ruppert wooed the women and won

After three yoars of operating in the red, Ruppert comeback in 1951 was based
on three uncoavenlional moves: (1) seeking to sell hardest to women; (2)
changing bect’s forawla: [3) spending $100,000 on spat radio in one month

Haw (o sell in 18 TV secends

Inerecsingly, national advertisers are turning to LD.'s now that adeption of
virtually industrywide standards has made it easier to use them. Facts and
figures in this report are designed to help those centemplating an |.D. campaign

Kingan is happy with « 1.5 rating

What's inportant to this Indianapolis meat firm is results, and its Sunday after-
noon taped Godirey show on CBS Radio has delivered for them in terms of ex-
pendad distribution, sales, Merchandising built around Geodfrey was big factor

If ageney presentations put you (o sleep . ..

. you'll gat a kick out of this article by Shirley Stone, assistant radio-TV re-
search direetor at N. W, Ayer, Miss Stone kids dullness in presentations so effec-
tively her arficle may go & long way foward getting researchers—in and out of
agencics—to check and brush up on their delivery

Five ways (o promote your TV program
Premotion is to a program what adverlising is to a product. But some clients
miss out on chances to built TV audience via these proved techniques

COMING

Hottest thing in radio: carly morning time

Stations and networks are doing big-time promotions of early morning news,
music-and-news, chatter, and service shows. The resulis? Spiraling sponsorship
and listencrship for early marning time slots

30

32

36

38

40

3 November

Haow (e handle Kids and animals on TV

Cverything from rare Amazonian menkeys to elephants has appeared on TV com.
mercials and programs. In view of increased TV use of children and animals,
how can & sponser be sure of an accident-free performance? Station and agency
directors tull the hows and wherefores

3 November

\re elections won on the air?
SPONSOR studies the air campaigns of both the Republican and Democratic

Presidential candidates: (1) comparison of spot campaigns; (2] study of time
buying approach; l]] ratings of each candidate
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“Whole-hearted
thanks to

KWKH”

Says M. A. DICKSON

President, Shreveport Druggist, Inc.
(Operators of Super Drug Stores)

IMPORTANT DRUG CHAIN EXECUTIVE

As President of a group of alert drug merchandisers,
and as a resident of the area which KWKH serves,
Mr. Dickson is well-qualified, indeed, to selecr wisely
among the advertising m=dia in Shreveport. Late this
summer, Mr, Dickson wiote us as follows:

L)
“P KWKH DAYTIME BMB MAP
lease accept our whole-hearted thanks for the Study No. 2—Spring 1949
KWKH's daytime BMB circulation is 303,230 families,

" . . ’ Z. “ -
]Ob which you are domg for us with “I Was A daytime, in 87 Louisiana, Arkansas and Texas counties.

Communist”. It is indeed a pleasure to have such 227,701 or 75.0% of these families are “average daily
i : ¢ listeners”. (Nighttime BMB Map shows 268,590 families in
a program on your station, in view of the com- 112 Louisiana, Arkansas, Texas, New Mexico, Mississippi

and Oklahoma counties.)

petent services you have rendered us . . . and the

low cost-per-listener on KWKH. We are proud to
have our program included on your Fall lineup
which promises to be such a terrific success.
: ) b
(Signed) M. A. Dickson

A Shreveport Times Station
~ Texas
SHREVEPORT € LOUISIANA

The Branham Company | Ark“_"_s“ %

Representatives
Henry Clay, General Manager

50,000 Watts - CBS Radio -



|
that’s what
you like about
the South’s

Baton Houge

. . hecause vour sales stony
on WJIBO, the |I|ull1]ill;_' volee
of Baton Rouwge. veaches the
largest overall andience of any

station in the market.

The South. tradittonal land ol
collon. has became the dy namic
land of new industey. Baton
Rouge tvpifies the Sonth’s in-
dustnal and azricultural

srowll, Use Baton Rouge as a
test markel, or use it as part ol
au imtegrated marketing plan

bt use w—for results,

NBC's [« 5,000 watt affiliate in Baton Rouge, La.

4.\ ] BO

BRL (FM)

AFFILIATED WITH THE STATE-TIMES AND MORNING ADYOCATE

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO.
6

I, Mlome
Motove

The busiuness press

by

Robert J. Landry

Your conscientions motive-analyzer is of the conviction that spox-
sor was first among business publications 1o devole important
journalistie attention to the preemiinently significant subjeet of tele-
vision films, sponsor has published. early and recent. a series of
special round-up articles charvting the course and predicting the
crowth of TV films. o addition o this it lored, fvam Advertising
Ageney magazine, vastly knowing, judicious-eved Boly Foreman of
BEDO 1o conduct a regular eritique of TV movies as employed in
advertising copy as well as live commercials,

-

But let us not have quibbles over firsts. The interesting point is
less whether spoxsor was the true pioneer in reeognizing the impor-
tanve of TV flms. Rather the interesting point is that by now s
much publication space is being devoted 1o the subject. Billboard
has a quarterly swvey, Lariety has a weekly TV hlm department
and a studio shooting schedule. Broadeasting, Ad Age. Radio Daily.,
Felevision wmagazine. Martin Codel’s newsletter, Judy Dupuy’s 7
Film Directory. and others all exhibit an appreciation of trend.
Latest of all—coming up in a month or o -Standard Rate & Data
will include a TV film <ection in each subsequent issne,

Back to motives. Plainly all these publications, including spoxsor.
lave one molive in commnon, ' il:'} \\i:-]l 8] I't‘llllt'r | ll.‘it'ful service
andd 1o derive, out of that fact. Tuture revenves. whether in the form
of cireulation. or advertising. or both. The husiness press stakes
it= whole right to exist on “use” and “uselulness™ and gambles tha
Lusinessmen will “appreciate” service,

\t some risk of seeming 1o be discovering. rather belatedly, the
value of the trade press we presume to sugeest that many a husiness-
man has. in Tact. a totally inadequate appreciation of husiness jour-
nals and of how bervelt of comfort. comvenience and. yes, insgpiration,
e would he without them. Try 1o imagine fashion without Women's
Wear or Tobe's Guule. Food without the Food Field Reporter.
It cetera. On the level of high exeentive hriefing the business com-
munily s debit of gratitude to Fornene and Business I eelk is inealeul-
able, These hooks do muoch of hosiness” thinking for it

* +

That last remank s no exaggeration.  Business execulives often
cunnol see the Torest for the trees. Nor do they have the leisure or
oppartimities for wide-roaming euriosity which is the mark of the
[iest business jounrnalists, This is not to imply that any business
journalist i= exer more knowledgeable of a given company than that
conpiun s administrative officers. Far from. Obviously business

i Please turn to page 1)

SPONSOR
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In new haven

P

Flashlight “'saturation”
in the U.S, almost equals that \
of radio. More than 957 of all \
American homes have at least \
one flashlight. Many of them come N
from New Haven’s Winchester
Repeating Arms Company, maker \
of flashlights and batteries in a N
complete, raw materials-to-finished-
product operation. It is ™

New Haven’s largest industrial firm.

employing almost 7,000 persons.

Winchester and more than 550 —@

other industrial firms make New Haven
a prosperous market worthy of

your attention.

New Haven homes /
have a preference for WNHC-Radio. rd
a strong “community center” /
for entertainment and news. Why
not join the families af home in New Haven /
via WNHC-Radio, the best place to /
reach and sell them? /-

new haveﬂ New England’s first
complete broadcasting service
Represented nationally by the Katz Agency

20 OCTOBER 1952



SURPASSED ONLY BY METROPOLITAN NYC AND CHICAGO . ..

Big Aggie Land-—

a counirypolitan market

|
IT'S A MARKET iade coliesive by one radio station, reached hy one
station, sold by one station, One off the world™s richest  agriealtural
arens, Dig Ageie Land’s milhon vadio famlies last yvear enjoved an
effeetive buyving income of $82 hillion, spent $£31, billion in purchases |
it til, Ouly two areas <pent more—ietropolitan NYC and Chieago.

BIG AGGIE LAND ix the 267 counties in Min

nesoti, the Dakotas, Nebraska and Towa covered

by WNAND To the farmers ad townspeople ol s e
A """k
Pie Aewie Land vadio is news, weatler and farm " i ‘h
P N, F )
dita, entertainment and social life—and radin os 2 1N
i il | i ‘ : i . i " " #"

! S, Gl
WN AN, Radios are found in 9737 ol the howes: b - i 4

; _
\ ? férr"\
QO listen to WNAN 3 to T times a week. \ . =z ’ oy




LATEST DIARY STUDY PROVES

Big Aggie Land
dominated by WNAX

THIS YEAR, as in 1950, 1948, 1946 and 1945, Audienee Surveys, Ine. condueted
a listener diary study in 80 Big Aggie Land counties representing 5 states.
Trends established in earlier studies continued in 1952, There are more radio
homes (up 279%%): more sets m use (up 69.5% davtime, 32,69 night); hicher
WXNANXN ratings (up 50.7¢% daytime. 16.19 night): and bigger WNAN average

audicnce (up 919% daytime, 479 night).

WNAX HAS THE TOP RATING in 97.39% of the 500 quarter-honrs covered
by the diary, up from 87.8% in 1950. On an overall sharve-of-andience hasis,
WNANXN averages more than 3 times that of its nearest competitor. Loeally pro-
duced shows account for 48% of the guarter-hours covered by the diary, with a
28% average-share-ol-andience, fantastically high in view ol the laet that 52 sta-

tions received mention in the study.

THE DIARY STUDY** proves the unquestionable domimance of WNAN. Big
Aggie Land is a rich, lertile area well worth vour enltivation. One radio station,
and only one station, delivers it—solidly, That’s WNAN, where vou belong to
keep your sales up and your sales costs down. Further information rom The

Katz Ageney,

AllY% comparizons express 1952 inerease over 1945
**For o vopy, write Don sullivan in Yaokton, > Dak




groping
for tv
program

time?

you can do

better
with Spot-
much better

There's no groping when you buy national TV coverage
on a Spot basis: FFull choice of nutrk;ts;UId time offerings
. no minimum group requirements . . . wholehearted
station cooperation . . . better picture quality than
kinescopes . . . savings in time charges—enough to cover

film prints, their distribution and other costs.

(ret the full details from yowr Katz vepresentative.

T H E K AT z AG E N c Y' INC o National Advertising Representatives

MNEW

¥

ORK 22,

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

SPONSOR
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New and renew

1 New on Radio Networks
-

SPONSOR | AGENCY STATIONS PROGRAM, time, start, duration
American Chicle Co S5CB ces 201 FBl in Peace & War, W 8-8:30 pm:; 1 Oct; 13 wks
American Chicle Co S5CB CBs 201 Meet Miilic; Th 8-8:30 pm; 2 Oct; 13 wks
American Chicle Ce ssCB CBS 201 Mr. Keen; F 8-8:30 pm; 3 Oct; 13 wks
Barbasol Company Erwin, Wasey & Co MBS Football digests; Sat; 5 min progs before & after

Game of Weck; through 6 Dec
Chevrolet Motor Div of Campbell-Ewald MBS 543 Election returns; T 4 pm to concl; 4 Nov only
Gencral Motors
General Foods (Jell-O) Young & Rubicam NBC Bob Hope: M-F 9:30-9:45 am: 10 Nov; 35 wks
General Foods (ell-0) Young & Rubicam NBC Bob Hope; W 10-10:30 pm; 7 Jan '53; 26 wks
General Foods Young & Rubicam CBS 155 Calen Drake; Sat 1:55-2 pm; 4 Oct: 52 wks
Gencral Mills Tatham-Laird MBS M-G-M Secries B programs; M-F 8-8:30 pm;: onc-
min_partic; 29 Scp; 13 wks
Gillette Safety Razor Maxon MBS 563 Blue-Gray Football Game; Sat 2:15 pm to concl;
27 Dec only
I. ). Grass Noodle Co Phil Gordon ces &0 Space Adventures of Super Noodle; Sat 10:15-
10:30 am; 11 Oct; 39 wks
Hudnut Sales Co Kenyon & Eckhardt CBS 203 Edgar Bergen & Charlic McCarthy: Sun 8-8:30
pm; 5 Oct; 52 wks
Pillsbury Mills, Ballard Campbell-Mithun CBS 63 Jack Hunt; M-F 8:30-8:45 am; 1 Scp; 39 wks
v
Plymouth Motor Corp, Div N. W. Ayer MBS 554 East-West Football Gamc; Sat 4:55 pm to concl;
of Chrysler Corp 27 Dec only
Republican Nat'l Com- Kudner cBsS 194 General Eisenhower: Th 9:30-10 pm: 25 Sep only
mittee
R. |. Reynolds Tob Co William Esty CBS 181 Camel Caravan; Sat 7:30-8 pm; 4 Oct; 52 wks
R. ). Reynolds Tob Co William Esty MBS M-G-M Series B programs; M-F 8-8:30 pm; one-
g min partic; 29 Sep; 13 wks
U. S. Rubber Co Fletcher Richards cBs 33 Galen Drake; Sat 10:05-10:10 am; 20 Sep: 8 wks
Willys-Overland Motors Ewell & Thurber Assoc. cBs 198 New York Philharmonic Symphony; Sun 2:20-4

pm;: 19 Oct; no. wks not available

2 Renewed on Radio Networks
|

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Billy Graham Evan- Walter F. Bennett ABC 236 Hour of Decision; Sun 2:30-3 pm; 2 Nov, 52 wks
gelistic Foundation -
Cannon Mills Inc Young & Rubicam CBS 152 Give & Takc; Sat 11:30-12 noon: 4 Oct; 52 wks
Carnation Co Erwin Wasey cBs 174 Stars Over Hollywood; Sat 12:30-1 pm; 4 Oct;
52 wks
Carter Products Inc S5CB CBS 155 City Hospital; Sat 1:30-1:55 pm; 4 Oct; 13 wks
Club  Aluminum Buchen Co ABC 19 Club Time; Sat 5:45-6 pm; 1 Nov; 52 wks
Products Co
Derby Foods Needham, Louis & Brorby MBS 558 Sky King; T, Th 5:30-5:55 pm; 9 Sep: 39 wks
Free Mcthodist Church Walter F. Bennett ABC 57 Light and Life Hour; Sun 8:30-9 pm; 26 Oct; 52
of North America wks
General Foods Foote, Cone G Belding cBS 57 Grady Cole Show; M-F 4-4:15 pm; 29 Secp: 52 wks
GCruen Watch Co McCann-Erickson ABC 328 Walter Winchell; Sun 9-9:15 pm: 5 Oct; 65 wks
Pet Milk Gardner NBC 168 Tr;;h t;(r Consequences; Th 9-9:30 pm; 23 Oct;
wks
RCA Victor ). Walter Thompson NBC 192 Phil Harris; Sun 8-8:30 pm: § Oct; 52 wks
Reynolds Metals Co Buchanan & Co MBC 180 Fil::jl}:'r kM:Ccc & Molly; T 9:30-10 pm; 7 Oct;
wks
R. ]. Reynolds Tob Co William Esty CBS 181 Bob Hawk; M 10-10:30 pm; 6 Oct; 52 wks
Sterling Drug Inc Thompson-Koch Co MBS 400 John |. Anthony Hour; Sun 9:30-10 pm; 39 wks
Sterling Drug Inc Da;lcer—Fil:gerald— MBS 558 Ladies Fair; M-F 11-11:25 am: 29 Sep; 39 wks
ample
| Swift & Co }. Walter Thompson ABC 325 | Breakfast Club; M-F 9:15-45 am; 20 Oct: 52 wks

3 New National Spot Radio Business
L |

SPONSOR | PRODUCT [ AGENCY STATIONS-MARKET = CAMPAIGN, start, duration
' Block Drug Company Omcga Oil Dowd, Redficld & john—|20 major markets, coast One-min e;t. anncts; 5-15
stonc, N.Y. to coast weekly; 6 Oct; 26 wks
Dormin Inc Dormin sleeping | Dowd, Redfield & John- |15 stns, incl Calif, Chi, One-min ec.t. anncts; end of
capsules stone, M.Y. Fhila, Providence, Scp, beg of Oct; 26 wks
Boston, Miami
Kicrultf & Co, L.A, Motorola radios Hixson & Jorgensen, L.A. 'S5 stns, Calif Anncts; 12 Oct; 6 wks
| Richfield Distributors Richfield oil Morey, Humm & |John- |Markets from Maine Anncts; through fall & winter
stone, N.Y. through the Carolinas
Stroh Brewery Co Stroh’s Beer Zimmer, Keller & Cal- |23 stns, Michigan Hockey games: 9 Oct through
vert, Detroit end of secason

Numbers ajter names

refer to New and Re
new calegary

]

Station Representation Changes; Advertising Agency Personnel Changes Chas. D. Miller (1}

| Rich. Hasbrool

Geo. B. Faulder

i
| Stanley Reulman (1)

In next issue: New and Renewed on Television (Network and Spot); . .
} Fred Birnbawm |
|
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4. Vational Broadeasi Executives

| FORMER AFFILIATION NEW AFFILIATION
i O C T O B E R 19 S 2 b Charles F. Abbott. |r Exec, sales development ficld WIZ-TV, NY., acct exec, TV sis dept
1 Warren Abrams CBS TV Spot Sales, N.Y., res dept Samc, mgr Detroat office
Claude Barrere Radio & TV Excc Soe, N Y., secy BAB, N Y., dir of member scrvice
1"9"" and renew L Fred Birnbaum SPONSOR Magazine, N Y., dept editor WCAU, Phila., asst radio prom dir
e Morton Brandes Frederic W. Ziv, N.Y., acct cxec Consolidated TV Sales, N.Y,, acct exec
i Matty Brescia Libert Bdestg System, dir press & pub rel Southern TV & Radio Sales, Decatur, Ga.. gen mge
s Norman S. Brett Mervin & Jesse Levine, N.Y., media dir DuMont TV Net & WABD, N.Y., sls prom mgr
) Vin Callanan WNHC., WNHC-TV, New Haven, Conn., Same, vp
EE—— comm| mgr
' . » A. H. Constant KRON-TV, S.F., prog mgt New Denver TV stn, gen mgr
C. Richard Evans KSL and KSL-TV. Salt Lake City, vp and Hawaiian Bdcstg System, Honolulu, vp and gem mgr
gon mgr
George B. Faulder WMAK, Nashwille, mgr WMPS, Memphis, stn mgar
William Finkeldey Capitol Records Broadcast Sales Div.. excc Consolidated TV Sales, N.Y., acct exec
Robert W. Friedheim World Bdcstg System, N.Y., gen mgr Same, vo
Thomas D. Geoghegan Jam Handey, Wash., D.C. rep WMAL-TV, Wash.,, D C., TV acet exec
Richard Hasbrook Avery-Knodel, mgr LA, office Katz Agency, mgr L.A. ottice
Tom Hicks Dancer-Fitzgerald-Sample, N.Y |, exee TV prod WDSU, New Orleans, prog mgr
Robert 5. Hix KFH, Wichita, Kans,, sls mgr Musonn Valley Bdestg Corn. St. Joseph, Mo., cxec vp,
KRES, St Jos., gen mgr
Roy H. Holmes WINS, N.Y., sls mgr WPAT, Paterson, N. |, natl sls mgr
Hal Hough WIZ-TV, N.Y., prog dir WCBS-TV, N.Y., prog dir
Don L. Kearncy ABC-TV Spot Sales, N.Y., natl mgr ABC Owned TV Stations, natl sls mar
Fred Kilian Young & Rubicam, Chi,, mgr radio & TV prog  WENR-TV & ABC-TV Central Div., Chy, dir of TV prog
Bertha Kurtzman ABC-TV, N.Y.. telecast coordinator WIZ-TV, N.Y . operations mgr
Sam Lake Scrcen Cems-TV, N.Y., admin exec & bus mgr Guild Films, N.Y., gen sls mgr
Richard Lawrence World Bdcstg System, N.Y., exec Same, sls mgr
Milten L. Lewy Oregon Trail Network, adv mgr KLX, Oakland, Cal., adv mgr
Ray Linton Free lance program consultant, midwest Charles Michelson, mgr new Chi office
Terry Mann KHJ, L.A. and Don Lec, acct excc KHJ, sis mgr
Paul W. Mensing WOCN, Chi., aczt exce NBC Radio Spot Sales, Chi., sls stf
Robert F. Meskill WIND, Chi., staft 0. L. Taylor, Chi,, sls staff
Charles D, Miller WTCN, Mpls . dir radio oper WCCO-TV, Mpls., prod mgr
I, Robert Myers NBC TV, N.Y., purchasing mgr NBC Prod Dept, N.Y., dir prod controls
Fdward C. Obrnist WNHC-TV, New Haven, Conn., gcn mgr WNHC and WNHC-TV, New Haven, gen mgr
Romer Rambeaux Univ of Denver, coord of student personncl KLZ, Denver, prom mgr
Stanley |. Reulman Katz Agency, head Pacific Coast sls activi- | Same, new hdqtrs in S.F.
tics, hdgtrs in LA,
B. C. Robertson KWKH. Shreveport, La., comml mgr KTHS, Little Rock, Ark.. gcn mgr
Patricia A. Scaright WTOP.dwashinxron. DC.. asst radio, TV prog  Same, dir of prog oper for radio
scrvy i
Don Searle Will continue current atfiliations (pres., Town KOA., KOA-FM, Denver, exec vp & gen mer
& Farm Co. pres, Scarle & Parks!
Norman Simpson WBTM. Panwille, Va., sis mgr WBRK, Pittsficld, Mass., sls mgr
Warren Wade WOR-TV. N.Y., prod "B'way TV Theatre" Same, mgr
Allen Wannamaker WGCTM, Wilson, N.C., men megr WBIG, Greensboro, gen mgr
Pierre Weis World Bdestg System, N.Y . sls mer Same, gen mar

5 Sponsor Personnel Changes
| ]

NAME FORMER AFFILIATION NEW AFFILIATION
E B. Baker Personal Products Corp, N |.. prod dir Lever Brothers, N Y., brand adv mge for Rinso & Spry
M. W. Bates Lever Brothers, N.Y., personnel placement asst Same, brand prom mgr
John H. Boyle WAVE-TV. Lowsville, Ky., dir of TV Reynolds Metals Co. Lowsville, dir of radie & TV
Robert K. Byars Standard Oil Co, N.Y,, asst to the adv mgr Same, asst adv mgr
James P, Declaficld Birds Eye Div, General Foods, N.Y., asst mktg Same, gen mgr
mgr
Alfred ). Coetz Pepui-Cola, N.Y., vo & adv mgr American Safety Razor Corp, Brooklyn, N.Y., adv mar
Joseph Gould 5. C. Swanson, N.Y., accl cxec lacob Ruppert Brewery, N.Y., asst pub rel dir
Eugene C. Holcombe Kellogg ‘Comn.mv. Battle Creck, Mich, merch Borden Company, N.Y., adv mgr special prods div
mgr, fecd div
Harold Jjohnson Lever Brothers, N Y., display mgr Pepsodent  Same, brand prom mgr
H. Norman Neubert NBC. N.Y., merch mgr, olro stns div Lever Brothers, N.Y,, brand adv mgr for Surf & Swan
Edward D. Podolinsky Houschold Finance Corp. branch office exec  Same. district adv mgr, midwest area

6 New Ageney Appointments
]

SPONSOR PRODUCT (or service) AGENCY
Allied Flonists' Assn, Baltimore Flower service Bozell & Jaczobs, Chicago
George W Caswell Co, S.F, National Crest coftec rocter, Dicterich & Brown, S.F,
Croton ‘“Watch Co, N.Y. Watches Doyle, Danc, Berabach, N.Y.
Home Products Intermational, K.Y Anacin Dillon-Cousins & Assoc, N.Y,
lohn lrving Shoe Corp. Eoston Mary Jane shoes Product Services, Inc, N.Y.
Johnson & johnson, Watervlict, N Y fek toothbrushes, Hughes personal BBDO, N.Y. ieff 1 Jan 'S3)
i Tek-Hughes Div! brushes
Kohler Manufacturing Co, N.Y Kohler hcadache powders Herschel Z. Deutsch & Co, N.Y.
Lever Brothers, N.Y Rinso Hewitt, Ogilvy, Benson & Mather, N.Y
| tett 2 Jan '53)
Lever Brothers, N Y Spry | Fo?lc. ggnc & Belding, N.Y. ieff. 2
an '53)
Philip Maorris & Co, N Y. Marlboro cigarettes Ceeil & Presbrey, N.Y.
Orange-Crush Co, Chicage Beverages H. W, Kastor & Sons, Chicago
Page Milk Co, Pittsburgh “Shim'" non-fattcming milk product Wasicr, Kay & Phillips, Pittsburgh
Paper Mate Co, Culver City, Cal Papcr Matc pens Erwin, Wascy & Co Ltd, LA
RCA Victor Div. RCA, Camden, N.| Custom Record Div Ross Roy, Inc, N.Y. & Detroit
Turner Hall Corp. NY Admiracion products, Eska perm wave Anderson O Cairns, N.Y
preparations
Weston Biscuit Co, N.J. Biscuits & cookics Geyer Advertising, NY.

Numlers alter nanees
refer 1o New and Re-
pen eifegnry

(" Richard Evans (1)
Tom Geoghegan (1)
ruﬂf “‘.‘“ hs ! l )
Vin Ceallunan Ly
Fdward (Mrist 1)

Vutry Bresvia (B
Ruy Linton (1
Sami Lak e i
1. W annwnaler 11
Dop Searle 1)
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and here’'s why...|

WISCONSIN’S MOST EFFECTIVE SIGNAL — WTMJ, with
5,000 watts, is first on the dial at 620 KC.

COVERAGE — Primary coverage alone blankets 628,916 of
Wisconsin's total of 945,635 radio homes.

INCREASING LISTENERSHIP — Although more people in

Milwaukee and in Wisconsin listen to WTMJ than any other

station, WTMJ continues to increase listenership. Current

F WTMJ newspaper ad campaign, pointing up local shows and

) personalities, includes three separate display advertisements

daily and Sunday, plus colorful, full-page ads in Roto Section

of Milwaukee Journal (circulation, daily, over 333,000; Sun-
day over 450,000).

Your Henry I. Christal Representative will help you plan a
successful campaign via WTMJ. Why not contact him now?

Represented by

THE MILWAUKEE JOURNAL RADIO STATION THE HENRY 1. CHRISTAL CO.

5,000 WATTS @ 620 KC @ NBC New Yok @  Chicago






CTPN

the first regional TV network

If you sell your product west of the Rockies,
these letters label an advertising package
that is put together especially for you. One
you have needed for a long time.

It’s a new regional television network,
the nation’s first, tying the scattered major
TV markets of the West into a unit which
is not only easy to buy and use, but as sales-
productive as any you will find.

[t brings together more than 75 per cent
of the people of California, Arizona and
Utah in a single $10-billion market area.

And it carries with it opportunities not
available till now to tailor your sales mes-
sage to a Western audience. .. to closely co-
ordinate your merchandising. .. to program
with a regional touch—and with the full
production resources of CBS Television in
Hollywood at hand.

It’s here now, and your CBS Television
Spot Sales representative will be happy to
show you what it can deliver. It's. ..

CBS TELEVISION PACIFIC NETWORK

inchuling KNXT, Los Anpeles, KPIX, San Francisco, KPMB-TY, Snn Divio

KaL-Tv. Salt Lake City, and keno-tv, Phoenix



competition

driving
vou

BUGS?

.

Relax . . .
use CKAC.
Monireal

1. Huge coverage—2 oul ul

3 Freneh radio homes in
Quehee.

2. Hundreds of thowsands of
[aithlul listeners day and
might, as  reported by

BB

3. Selling power second 1o
none—~0,000.000 Lox top~
in 1951,

Representatives:

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

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

CKAC

MONTREAL
730 on the dial ® 10 kilowatts

16

fhe

TELEVISION BASICS

We can all agree that television has

dison

been confusing. | rely, however, on
publications such as yours to lift the
veil on some of the confusion, Instead.
vouve made my confusion complete.
I oam referring to “Television Basies™
as reprinted from your 1 July 1952
i‘-:-lll'.

Among several seemingly conflieting
charts are Charts 1 and 3 under *Cost
\dvertising.” In Charl
I you show the average time and talent
cost of l'l'.':l'llilll’.i 1.000 il(‘(!illt' ])\
television as $3.30. The chart makes

u[ | l‘ll'\ 1sion

the point that television is cheaper
than some print media. Chart 3 on the
upposile page shows the u-t-|u'r-|.l|‘]l!
of network programs by types with
the lowest— quiz and audience partici-
pation —shown as 28,76

Iu Seetion 1. “Dimensions of TV's
the first table shows 109
Talle 4, on the
other hand. dated a month later shows
1006,

The answer to these discrepancies is
uot vital, but Iht‘_\ would ht'l|| tlibpl‘]
the pall of confusion that hangs over
the medium,

Audience.”

television stations.

VicTor ARMSTRONG
L. Walter Thompson Ca.
Detroit

& SPONSOR evred in not labeling f1s “eostepors
Loun™ g N figore,
properls |
fur program
lalwled, are for
diserepaney in the fig
that cach home has three siewers per »
serand discrepaney referred to in Mr. Armstrong’s
letter avises hecanse there §s ane von-1LS, station
on the Mesican horder whish envers U S, terri-
tury. 1t was dwelnded B the Gest total referred
to abose, uot in e secamd,  SPONSOIR regeels
amy confusion such diserepancies may have eansel
readders, wishes 1o point oot that it b jnst for such
reasuns as 1 that all sdvertisers chould demand
clear definit wf 1erms when they are presented
with rating, rod-per- 1,000 or sther rescarch data.

POST CARD RESEARCH

This is just to tell von how much |
appreciated the story you did on my
TV Seore Card in the August 25th
i=sue ol sroxsow. | have had many
favorable compliments on it I eertain-
Iy hope that anyone in the advertising
and television jllu[t':-.hiun will feel free
to adapt it and use it in any way that
will benefir the industry.

My one apology. of course. is thal
I didu’t have more pictures taken of

viewers taking the cards or hlling them
out. For the few that | did get 1 am
areatly indebted to James Seideheck,
a free-lance Chicago  photographer,
who did an excellent job in taking such
authentic, on-the-spot shots without the
viewer's knowledge,

Finally, T would like to offer my
personal help 1o any of sPoxsoR’s read-
ers who plan to do future experimenta-
tion with the TV Score Card method.

G. HerBert Trug, Asst. Prof.
Notre Dame University

FOREIGN LANGUAGE MARKETS

Many thanks to you for the publica-
tion of the thumb nail sketehes on the
foreign language markets in your Fall
Facts issue.

On page 90, 1 note that you list my
name as being one of the “experts” in
the Spanish language field. 1 beg 1o
([i:i;lf_'rl‘t' with you on this score. how-
ever. one ﬂ]\\'ﬂ‘\':“ l]tl('f- illl['l'l".'iﬂh' liuh'
licity. It’s pretty hard 1o be expert in
a field that you have only spent three
and a half vears working on. Let us
sav that I have information available
that probably cannot be gotten through
many other sources. Anyway. I do ap-
preciate the plug.

May | offer some suggestions? Our
organization is also listed in San Fran-
cisca. Chicago, and New York. so that
those advertisers have the latest avail-
able information on the Spanish lan-
guage market in this country at their
finger tips.

Let me third para-
graph on page 86 wherein you list the

correct vour

radio stations in some of the Mexican
markets with a prefix letter of “Z"
which should be corrected to *N.7 All
radio stations in Mexico begin with an
“N7 in their call letters.

For your information. and for the
information of anvone who may query
yOu. our organizalion now has avail-
able the latest 1950 U, 5. Governmentl
breakdown by county of U, S, ecitizens
with Spanisl surnames. This informa-
tion Ny he impurl;ull to advertisers
who have never had anything but esti-
males in such states as New Mexico
and  California.  This information is
:l\ilil;l'll(‘ 1oy Ziany ill]\"l'ti."l‘]' whao \\lll.l]ll
care o inquire at one of our oflices or
write directly 1o this ofhee.

Again many thauks to you——you are
doing a fine joh!

Iareax G. OAKEs
Harlan G. Oakes & Associates
Los Angeles

SPONSOR
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Srias 3 And keep 'em up...with

= FRONT PAGE DETECTIVE starring
Edmund Lowe. Ratings and sales curves reach
for the sky when this top mystery-detective film
1A % ot series is aimed at local markets. Here's proof:
' .1' Sth most popular TV show in San Diego.”
Among the Top 10 shows in Baltimore.
Sponsor’s sales up 42% in just 26 weeks.

Raise your sales sights faster with ‘‘Front Page
Detective.” 39 complete half-hour episodes.
Still available in many markets. Call or write...

Consolidated Television Sales
5746 Sunset Blvd., Hollywood 28, HO 9-6369
25 Vanderbilt Ave., New York 17, MU 6-7543
520 N. Michigan Blvd., Chicago 11, Ml 2-5231

DISTRIBUTORS OF FILM FOR TELEVISION » HOLLYWOOD » NEW YORK « CHICAGO » ATLANTA * PHILADELPHIA » HOUSTON = CINCINNAT




Q OPSPOt I
in Wisconsin

SPORTS
BROADCASTING

7th Year!
» Marquette University Foothall

Exclusne!

o Milwaukee Brewers Baseball

Exclusive!

» Milwaukee Hawks Basketball
Sth Yoear!

o Wisconsin Univ. Basketball

NOW

exclusive in

Milwaukee

ALL

GREEN BAY
PACKER GAMES

e Dhis vewr thintycight Wiscon-
st Miachoean,  Minnesota aad
boswar vadhie stations  hose lor
their e town audicnoes the
e lusive ]JI.u Iy ||I.|\ 1eports ol
the Green Bay Packer Football
gaines  orginated by WENP's

Fand Cotlle -.].1"'
Forther prool that WENEP s
v hest wlined-the-clock  Nhl
ki tachiey D Eoolbinr wist
st shiow vou oot 204 nmes
poan e el o e AWEMP tluin
ey Moadwiatke network station.

Goer the facts before you buy . ..
1’1, weite or wire collect your near-
sl ||| adley-Reed n”.ltl' or \\l‘\!l,.

Milwaukee 3, Wisconsin.

Complete Coverage—All
Major Milwaukee and
Wisconsin Spores . . .

WEMP

AM-FN 1340 K. C.

24 Nrs. Music - Nows - Sports
MILWAUKEE

\

Robert C. Palmer

My Qoo
Il Sponsor |

Flako Preducts Corp., New Brunswick, N. J.

Wlhien a lawyer steps ap 1o the presideney of a food manufacturing
concern. vou might expect that highly conservative business policies
would follow. This was not the case when Bolh Palmer and his asso
cates cequired control of Flako Produets Corp. in April 1952,

The company. which manufactures Flakorn Corn Muflim Mix, Cup-
lets Cup Cake Mix. Flako Pie Crast Mix. and Flakies Cookie Mix. had
alwavs concentrated most of its advertising appropriation in news-
papers with only oceasional excursions into other media. Now the
firon, while protecting it= longtime investment in a “newspaper audi-
eiee. has |'\||.1l|-|n| e ].rluu:-r!i-rn to embrace radio-T\ . trade papers,
aud magazines 1o push its fone major baking mixes.

In fact, about 50 of this year’s ad appropriation will be spent in
the aiv media via 1L Bo LeQuane. Ine. Correnthy. Flako sponsors
Calen Drake on 19 CBS radio ontlets every week. Throngh TV <pots
Flabo gets acros< G2 10-=econd aunouncements a week over 12 slations,

Palmier puts heavy stress on teamwork in evervthing he does. In
ﬁ[li'-‘li\illu of the l'1|||:||.||l\'- Tuture |.|.‘1I1- he <‘!n|n|:.‘|-iﬂ‘- that aun |I|.1\‘-
called are the result of coordinated efforts with his as<ociate. William
. Sheflield. Jr.. executive vp. and treasurer,

The same thinking is reflected in his marketing concept ™ Not only
are we expamding in our pee of media, but almost all of our advertis
g 1= 1now ~ll'|i!'x'|.11-'|_\ aeared 1o ||-'|}| the food vetailer by the pProwmo-
tion of store=wide foad tems which he <ells in addition 1o our inixes.
W feel that our most ffective selline 1= that which helus boyvers,”

~till i his early IHIII-I'\_ Palurer had been a directur of the com-
pany for five yvears befove taking over active control, “Turning 1o
radlio and TV | n\[l].l:u-. ‘secmed a ’n'|1|' 1 way of denmonstrating
to onr dealers the vigorous, aggressive managenienl my associales
a1 planned for the company.”

\etoallv. aluost the fiest action taken by Bab Pahuer and his
associates after they have acquired contral of Flako Products Corp..
was Lo anthorize a statement to the food indnstr. ||ll]l|i\1l|‘li mn p.]il]
e, |-|--|‘.’]nu jusl =u FINTTE nagenwenl,

Viareied, and the Tather of three childiea. Bob Palimer b= a 2radu-
ate of Yale and the N0 Y, UL Law Sehool. He served o the \"‘.‘
during the war and was honorvably discharged as a heatenaut

contanler, s L

SPONSOR



‘x ]( ; N 50,000 Watts
A Clear Channel Station

NOW OFFERS MORE FOR LESS

ONE RATE from 7:00 A. M. to 10:30 P M.

EFFECTIVE NOVEMBER 1, 1952

NOW, more than ever before, WGN is
the greatest buy in the Middle West:

Raclio Homes Homes Ar Hf:b/

In WGN's Coverage Area” f’u !) ollay
Six Years Ago 3,761,000 4,178
Once Month Ago 5,079,000 5.643
NOVEMBER 1 5,079,000 11,287

This means, as of November 1, you can reach 7,109
more homes per dollar than you could six years
ago, and 5,644 more homes than a month ago . ..
WGN, the BEST advertising buy in the Middle West.

“Nrelsen Radio Index ** Based on Class A, 1 time, bour rate

Chicago 11 ih
.", Clear Channel Stat? /JP! J “[ll“ll)l'-. ’ | lh
- ’ ) . B |
Sercine the Middle H: st = r I‘
| n (. B
Hitn !
MBS ()n\uur Dial ;ﬂ it it
Chica office for Minneapolis-St. Paul, Detroit, Cincinnatl and Milwauhe
Eastorn Sales OHice: 220 F. 42nd Strect, New York 17, N. Y, lor New York City, Philadelphia and Bosten
L P el n
\l|\l'f|!\il!: _‘\lllh'rluuq Ilrr AN Cheher Clties
Lo Angeles— 411 W, 5th Strect » New York — 300 5th Avenue « Atlanta W
Chilcago A07 5. Michigan Avenue o Sun Francisvn 625 Market St
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Ears and towers, sales and dollars—these make modern heraldry for
The Plus Network. # Ears to mark the 17 million radio homes
i NON-TV AMERICA (dommated 2-1 by Mss) and the 738 million

family-hours-a-day of radio histening m v AMERICA

(where MBs alone 1s gaining listeners). + A neighborly

radio tower to set the MBS pattern of the most

stations nearest the most people (560 athhates—

nearly double any other network’s). + Sales gains

to show what Mss 1s doing for chents (and vice versa:
billings up 18% here, 1st 9 months
over '51). # Stretched dollars to
represent MBS economy (lowest costs
m all broadcast advertising).

+ + + + |hese four forces, put together the

Plus way, can herald new profits for you!

Mutual Broadcasting System + 1440 Broadway - New York 18 + LOngacre 4-8000



NEWB

LOS ANGELES
LIEADS \ALL

LOS ANGELES
INDEPENDENTS

according to 1952
Pulse Out-of-Home
Listening Survey

LOS ANGELES is
FIRST

in total number of
automobile radios with

837,000

WHEN YOU BUY
GET THIS

FExntra Bonas

MAKE THE WISE BUY!

THE

27 veaws

of service in

BRANHAM

COMPANY : America's
HIRD LAR

s, MARKET

MNIW YORK
CHICAGD

SAN FRANCISCO
LOS ANGELES
CHARLOTTE

DETROIT
ATLANTA LOS ANGELES

MIMPHIS

T, Lows HARRY MAIZLISH
OALLAS Provdent Toameral Manager

New developments on SPONSOR stories

YOUR SHON OF SHOWS'

MEC TELEVISION EVERY SAT, MIGHT

' GRIFFIN
& aN | soorpousk
N”\ _ ith e MIRALE OF HILROSHIEEN

Griffin's merchandising of new TV sponsorship includes subway posters, car cards

See: “Griflin: 17-year spot wonder™

HD ssue: 10 March 1952, p. 25
0 0 Subjeet: Veteran spot radio user Griflin

launches new produet via net TV

Till this fall. the Griflin Manufacturing Co, never wandered very
far from relying on spot radio as the mainstay of its advertising.
spending about two-thirds of its over-S1000L000 budger in that me-
dium. But the company was recently faced with a special sales prob-
fem which its ageney, Bevmingham, Castleman & Pierce, feh spot
radio alone coulidl not solve—with the necessary speed.

Griflin wanted to launelh a new product. Microsheen Boot Polish.
and get it rolling on the market this fall. To do this. they <ought a
vehicle which would give the new product a big. attention-getling
sendofl and help get it across to dealers and consumers as quickly as
possible. A high-rated network TV show seemed to be the answer
and NBC-TVs Your Show of Shows | Saturday=. 9:00 1o 10:30 pon.
was elected. Grifin now hankvolls a 10-minute segment on the show.

The company is merchandising its Show of Shows sponsorship 1o
the fullest extent. 1t has issued <subway station posters and car cards
which prominently feature stars Sid Caezar and Imogene Cova. and
hoost ome or another of the Griflin products=—NMicrosheen, Liguid
Wax. or ABC Molish, Subway and train riders in all major eities in
ilie Fast and in Chicaco are seeing lots of the comedy duo in this
way : theyre pictured on posters in LD different poses ta measure
tehen by Grifhin so that people will not tire of seeing the same photo
2 the timel. Sid and lmogene are similarly starred in other Grifhn
merchandizing pieces. counter cards, shelf strips. as well as in its
current trade advertising,

Actually heavy merchandising of air campaigns is nothing new
o Griflin: they've been doing it all along with their radio advertis-
g Lo assure their tems good <hell position and favor with retailers.

For most of the vear. Grillin has been nsing some 300 stations in
its radio =pot schedule, With the new T\ i'.‘ll|1|::|i_'_'ll and the usual
seasonal slowdown in the months around Thanksgiving and Christ-
mias. they have presently reduced the spot schedule somewhat: their
plans, however. include the balancing of the TV network coverage
with =pot radio in warkets not reached or not completely covered by
the Shon 0 Showws.

(Griflim used TV onee before: they sponsored Paul Whiteman’s 71
Feen Cluy t ABC-TV 1 Trom Mareh through June. 1950, but dropped
it hecause its civeulation wasn't wide enough to da a proper jobi.

Jim Walker. Grillin aceount excentive at Derminghant, Castlenman
& Pierces reports an enthusiasiic vesponse from the trade on the
Show of Shows venture, thongh no conerete sales results are avail-
able as yet * * X

SPONSOR




He'll lift Your Sales

to a new high
in the Great Seattle Market

The KRSC Salemaker Spot Plan will boost
your sales in the Seattle market to an all-
time high—right now! Terrific all-day, all-
wzek impact! More listeners per dollar!
And, the Salemaker is easy to use, easy to
buy. Eight spots per day cost you no more
than a one-a-day schedule on a network
station.

For complete Salemcker facts call or wire
KRSC Naticnal Sales or our nearest repre-

sentative:

#

EAST: Geo. W. Clark, Inc.
WEST: Lee F. O'Connell Co., Los Angeles

Western Radio Sales, San Francisco

{
=1

sells all
the big Seattle market

|
i
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deft

in

the
afternoon

Handsome, aftable Jim Patterson, MC of WBT's
afternoon-antic show, "By Jimminy”, is deft with discs and
cunning with commercials. Sponsor messages, introduced by any
prologue from a storm at sea to a 10-second playlet

(all Patterson voices), rate high attention—and an audience

larger than the next /w0 most popular Charlotte 4:30 P. M.

programs. For serene selling to 3.000,000 Carolinians,

mvestigate "By Jimminy™!

I r
/ B CHARLOTTE, NORTH CAROLINA
I JEFFERSON STANDARD BROADCASTING COMPANY

Ke ‘IH: rented J\".Jt':'r-l.'..’ﬁj H’)] CBS Rudio _\-IJU.’ _"-“'I!( |

COLOSSUS OF THE CAROLINAS




20 OCTOBER 1952

Whan checks radio/ TV Whan cheeks radio/ TV

in New England in Midwest r“

COMPARISON OF WHAN-MEASURED AIR DATA IN MIDWEST WITH THAT OF EAST IS NOW POSSIBLE WITH NEW STUDIES
m Timebuyers and admen,
who have long used the an

& &
nual Midwestern radio-TV audience
studies of Dr. Forest L, Whan as key-

stones in the planning of farm-area
broadeast campaigns, received some
welcome news this month. For the first

Forest Whan (Iiary-illl.erview studies gi"l‘ time. admen can compare the Whan-
measured broadeast habits and pref-

ul’liq“(‘ ‘l“alilﬂli\'l‘ look at radio/TV erences of Kansas and lowa with those
of the industrialized. highly urbanized
in Kansas, Iowa. and New England in 1952 Fastern United States.

What bas made this possible is the
recently released and newest of Dr.
Whan's area reports, entitled “The
Boston Trade and Distribution Area.”

What new Whan studies mean to advertisers Phe "'"fi'\ I8 w0 iacape, but old in
method: the same meticulous yardstick
that had been applied for more than a
decade and a half to Kansas and lowa
was applied to New England. Thus, all
comparative basis for study by all broadcast users. three areas studies are now compar-

1. Radio/TV set saturation in two typical Midwestern
areas and one major Eastern area are now on a

2. The extent of out-of-home listening, in cars and else- able to each other.

; . Credit for adding thiz new dimen-
where—such as in restaurants, for example—is charted, e

sion to the earlier Whan studies. and

along with qualitative facts on usage and air preferences. : 2
8 4 / & pre) for producing a valuable piece of re-

3. Special diary studies record the amount of time spent search in itself, goes to Westinghouse's
with leading ad media, show that radio is still ahead in WBZ and WBZ-TV. and to Free & Pe-
Midwest and East among competing indoor ad media. ters, WBZ's representatives.  Deter-

mined to prove that radio remains a
powerful medium even in the TV-con-
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THREE STATIONS SUBSIDIZED NEW WHAN SURVEYS (L. TO R.) WHO'S PAUL LOYET, WIBW'S BEN LUDY, AND WBZ'S W. C. SWARTLEY

Ll il'll“ nrea .1I:|lIlI'II| |:~'-Ill||_ \\ “/: Conr-
aveoushy =ubsidized the new report. al
the recommendhition of Free & Peters.

i The

D, Forest L. Whan specifically warns

word  “courageous”  applies.
stations that if they intend 1o publish
the report, they must publish it in full

whether or not the station looks ;_‘lml]
i all of the findings.)

It elear that the
“Boston Trade and Distribution Area”™

release ol the

report, in conjunction with the Kan-
‘I.“fll'kil-.\

|?‘|.1|l:‘-i'

sas report  Isubsidized Dy

WIBW)

dized by

and the lowa =tudy
v Des Maines” WHO)
a broadeast rescarch milestone in 1952,
The facts =peak for themselves: by
comparing the two Midwestern studies

\\i” !lt‘

with the new Boston-area report, ad-
Mid-

west radio and televizion audiences on

Nnen  can now t'\.‘i]u.ill' |"..I:-I VS,
<uch vardsticks as:

I. Radio set omnership and uvse. in-
uding mueh valuable data on multi-
the VMidwes

us=e. in and m

Fasl.

]l[l‘-.‘-l'l
the
2 leleyision sel m\lll-r.-|li|| and use.
including data on simultaneons use ol
radio and video recetvers in homes.
both Eastern amd Midwestern areas.
3. Out-ofl-hiome radio listening hab-
< wilh 1]|1.|“I-Ili\|- data on where the
listening i# being done and how long,
Lo Auto-radin facts
fienres, <howing the amount and time

listening amd

ol car vadio Bstening. program and
~Lihomn i'l!‘ll'll‘lh s, e,

o loshome work, leisoure. and eom-
parative media activities in the Mid-
woestomnd Fast o swhich throw minel new
light on radio’s strengeth.

G. Radio and TV <tations’ share of

26

awdience, coverage. and station pref-
erences for both areas. |'l-pn-.-¢-1|lillg
key time buving information.

7. An exploration of the public’s at-
titudes toward radio and TV, and their
recommendations for improvement.

8. A complete profile of listening
and viewing habits. covering share of
audience by quarter hours for week-
dayvs and weekends,

\s Dr. Whan himself states, “To
pick from this wealth of material the
most outstanding finding in the sur-
vevs is quite impossible. The surveys
are a sizantic sales tool for both radio
and television.”

In the charts on these pages. and in
the report which follows, sroxsor has
ullemptwl. however, to selec LIETIA ol
the mos=t useful and thought-provoking
findings in the studies. They are not
a summary of the complete report by
any means, since each of the studies
comprises nearly 100 pages of charts.,
maps. graphs, findings. and conclu-
stons. sPOAsOR strongly recommends
that interested agencies and clients ob-
ta'n copies of the Tull yeports from the
<ponsoring stations. or from Dr. Whan

of Wichita.

andl then pan even more nuggets from

himsell a1 the University

thi= cold mine of research.

For advertisers with a special in-
tere<t in the habits and preferences of
farm-area hroadeast andiences. there i=
murch to be learned by comparing the
findings of the 1952 Kansas and lowa
Whan studies with previous radio-T\
measnrements by the famous research.
er, Lsing a “stratified”™ personal -
terview-plus-diary technigque of surves.
e D Whan's vesearch teams have

SPONSOR

built up a continuous record of broad-
casting impact in the Midwest. for 16
aml 15 vears respectivelv [or Kansas
and lowa. 1 See “Radio listening in the
Midwest: Spring 195177 in spoxsox
for 19 November 1951.)

Most leading advertisers who hayve
products to =ell in all parts of the
country are. understandably. most in-
Dr. Whan's studies
show alwut radie-television in the East

terested in what
as compared. on the same yvardstick.
with the Midwest,

Therefore. what follows below are
key comparisons from the three 1952




Researcher
Forest L. Whan

Educator, researcher. and
authority ou radio, TV,
Dr. Forest L. Whan de-
stgued the metieulous
surreys of broadecast audi-
cuces in the Midieest
and East which bear his
He is chairman of
the University of Wichita's
Comuntitter ou Radio-TV.

e,

area studies by Dr. Forest L. Whan:

1. Radio and TV set orwnership—
East and Midiweest. 1Us generally ae-
cepted.  though not  always

bered. by every adman that
throughout the nation is at near-satu-

reneni-
T | 10

ration levels. Just how big radio real-
Iv is in these two keyv areas can he
judged from the charts on this page.

They show, for example. that 98.6,
of the total homes in the multi-state
“Boston Trading & Distribution Area”™
are radio-equipped with one or more

set=, In Kansas and lowa. the l'l;_'llr(-:-
are =lightly higher—99% and 99.27,
respectively for at least one radio.
Proof of the "t|i:-pl.‘1'.\al| elfect”™ of
TV —that is. when a TV set comes into
the home. people buy more radios. and
put them all around the house —can
be seen in the figures on nultiple-sel
homes in these same charts. The Bos-
ton area, with its hi

Advertiser’s view
on Whaun repuoris

. Clements Sperry. il
Ul,‘ f”.‘frl.lrlr-.nu
Tire & Supply. is o big fan

Hrarnager

of Whan's. uses the surees
data extensively in speni-
ing a S600,000 budget

in spot radio thronghouat
four big Midwestern
states. Says Sperev: “Tre-

weendous  information!”

the charts show. However, in the total
area surveyed by Dr. Whan in New
England. some 21,17 of the city and
and that's about one

country homes-

in every five—have three or more ra-
dios. This reflects the fact that some
listening to radio is done on secondary
sets due to TV.

where the impact of TV has been less,

In Kansas and lowa,

the fAgures on multiple-set homes are

her degree of ur-
bamization. more TV stations. and bet-
ter TV veception hecause of proximity
to TV outlets. is ahead of the Midwest
on the score of TV set saturation. as

also lower,

About 13.37¢ of the homes

in Kansas have three or more radios:
in lowa. the figure is 15,177,
area families arve ahead in exira sets.

¥
Boston-

an sureey corvered all of state of Kamsas, vsing a “strati-

brviened in wrban arcas, villuges, and farms: 13.2 uf
we same families filled oot ove of foar differeat radio-

IN MIDWEST

Kansas

sampling technique. Ta all, same 7050 families were

lowa

W lhan snreey eorveevd all of the state of lowa, using o
“stratified” sampling techuigque, o all, some 2043 fam-
ilied wire iwterviewed in urben areas, villages, and  Jarms;
some 1300 af these families filled out oue of four differ-

IN NEW ENGLAND

Boston Trade & Distribution Area

W han sarvey covered victually all of Massachusetis:
all of Yew Huampshire; 12 countivs of southera
Maitne aud castern half of Vermont, Some 1OAME
families were intervicwed porsonally: 1,107 b

£

diaries. W hau  survey  period: 1320 April 1932, ent radie-Tl  homes diaries, Peciod; 20280 Marcl 1952, reported with diaries. Peripd: 1728 lonuary 1932,
Ownership of radio sets in the home Ownershio of radio sets in ths home Ownership of radio sets in the home
wentage of home: Total Farm Village Urban Percentage of homes Total Farm Village Urban Percentage of homet  Talal Metropolitan  OQutside
pped  with: Area Homes Homis Homes eguipped  with: Arca Homes Homes Homes equipped  wilh: Arca Boston Arca
ﬂl more radios 99.09% 98.4% 99.1% 99.3% er more radios 99.2% 99.2% 98B.7% 99.4% 1 or more radios 98.6% 98.7% 98.4%
'I' more radios 46.1 37.0 42.1 54.6 or more radios 51.6 48.2 46.2 56.4 2 cr more radios 55.9 S 55.0
. more radios 13.3 7.8 11.3 18.3 3 or more radlos 15.1 10.7 12.4 19.3 3 or more radios 21.1 21.9 20.2
|} more radios 3.4 1.2 3. 5.2 wr more radios 4.2 2.2 3.2 6.0 4 or more radios 7.2 7.7 6.8
f
\ Ownership of TV sets in the home Ownershio of TV sets in the home Ownership of TV sets in the home
i Tatal Farm Village Urban Total Farm Village Urbany Total Metrapolitan  Qutside
| Area Hames Homes Homis Arca Hames Homu s Homes Area Boston Area
3
entage of all . ’ P t T all . ve Pircontage ol all - - o
l 5 with TV setr.l 10.07% 6.8% 11.0% 11.7% h;r:!c:s" :?Igh uTVB snhl 25.7% 21.2% 21.07 30.9% hames \-I:h “‘E\l'n w'rsl 49.5% 67.4% 32.2%

ATE: There are no T1" outlets as vet operating in the
» of Kansas. However, viewing is done to a T

et in Omaha, Neb., two in Kansas Citv, Mo., and Two Omaha TV outlets. and one in Rock Island are TV outlets in New Haren, Schenectady,
stations telecasting from Tulsa and Oklahoma City. viewed in lowa, plus some minor viewing to others. Boston stations have orer W5 ol audience

NOTE: (ne T1

outlet is in the center of the state of
Iowa at Ames: anuvther is on the horder at Davenport, il |

NOTE: Area is served primarily by tieo Boston

outlets, Somie rri'rrr'n..': in area is done to

CE: “The Kansas Radio-Television Audience of 19°
I Fofest L ‘Whan of the University of Wichita

SOURCE: ““The 1957 lowa Radio-Television Audience

v Forect | Whdn

rvey SOURCE: 'The Kansas R




2., huto radio

IN MIDWED I

Kansas

{For area and homes covered, see

presions page)

lowa

(For area and homes covered, see previons page )

OWnership
nd use

Ownership of radio-equipped automobiles”

Ownership of rodio-equipped automobiles

‘

)

. |

Percentages of car radio ownership are based on |
L

Pereentages of car radie omnership are based on res

sults wf all interciews of all families in cach croup. sults of all interviews of all families in vach gro

Owning a radio-equipped All l-'n_ml!l!s Car owning Owning a radio-equipped All families Car owning

auto; guestioned familles auto: guestioned famitles

All families guestioned 58.87 65.57% All tamilies guestioned 58.3% 67.47
Farm families 57.9 60.3 Farm families 65.7 67 .8
Village famifies 56.0 66.5 Village famliles 51.4 63.9
Urban Ttamilies 60.6 71.5 Urban familles 55.9 68.6

Car radio use by riders in radio-equipped autos

Percentages boased on replies from riders in such cars:
990 diarv-repori-

1,809 women, TI men interviewed;

Car radio use bv riders in radio-equipped out

Percentages based on replies from riders in such co
1,717 women, 1,125 men interviewed; 1,138 diary-s

ing men. Figures are for car-radio.owning families: porting men. Figures are for car-radio-owning familia
1 used the car 1 used it **1 used the ear 1 used
radio yesterday'' today' radio yesterday" today"™
““¥es, | wused the Women In- Men In- Men diary. ““Yes, | used fthe Women In- Men In-  Men dias
ear radie''; terviewed terviewed reporting car radlo'': terviewed terviewed reportin
All  reporting 49.6% 57.7% 64.8% All reporting 45.9% 53.4% 63.77
Farm riders 53.5 61.1 63.7 Farm rlders 46.1 51.3 66.8
Village rigers | 49.4 53.5 63.7 Vitlaae riders | 44.4 55.0 67.0
Urban riders 47.6 55.5 66.1 Urban riders 46.2 55.3 60.8
Data co ning  the t for a number of The num
3 s 31 Can cars ]
SOURCE: Whan, |

2. Rudio-TV listening and view-
ing—FEast and Midwest. To radio’s
advertisers a lot of radios around a
house mean
l!lt*)
tent 1o which radios are used in the
Midwest and in the East is a surprise,

less than nothing when

are nol in use. However. the ex-

Radio usage in areas underneath the
umbrella of TV aenerally
by most advertisers (o have
suffered 1t'rr11|\ from TV competition,
Many factors
il_\ ol

oullels s
thought

the widespread publie-
TV's growth. the feeling that it
is an exciling new medium. the elamor

of sa

es departments for TV advertis-

ill_‘.‘ have contributed o this,
Dr. Whan's figure- for the Boston
~tudy  which covers almost all of Mas-

cachusetts, all of New Hampshive, half
ol Vermont, Maine

show that !Jl’ill‘fil‘:l”_\ one oul of eVery
area (1.5 of the
has a television sot, and

and  southern
Iwo homes in the
total homes)
can gel receplion on il.
itsell. this
nearlv =even out of 10 lomes having
TV G674 of the total.)

ut far lor=
as for as radio is concerned. as a chart
fabelled “share
ter-Hours Rl

Lo metropoli-

tan Boston ligure rises lo

these homes are {rom

ol Nudhence In

TN

Quar-

ly vs, m the Bos-

28

ton study clearly shows,

During January 1952 in the “Boston
Trading & Distribution Area.” when
every other home could potentially be
reached by television. radio accounted
of the tolal
hroadeast audience or betler. (quarlter-
qllurltrr—hnur. between  the
T:00 a.m. to 10:00 a.m.
( This should at least prove

for an average ol D0
hour by
hours of
weekdavs,
the tremendous strength of early-morn-
ing TV

(1]

radio in heavily populated.
conscious areas, |

However. radio continues to hold up
during the rest of the day. when listen-
ing and viewing in the Boston area are
compared.  Radio’s percentage share
of the total broadeast audience from

10:00 am. to 1:00 pan. still gives ra-

dio figures it the 80°s and arys, TV
percentages. in the 107°s and 200s,
In fact. TV doesnt really make its

mark until around 1:00 pun.. when the
ficures begin to drop to the mid-507
for radio on a percentage share of the

total air audience.

In the early eve-
ning. between G:00 pom. and 5:00
it radio jumps hack strongly. until

the Lalance i= often 70-30 in its [avor,
lale at nighi.

<team again for a strong finish.

Then. radio picks up

SPONSOR

The big wallop of TV in an are:
where every other home has a TV sel.
according to Whans study. therefore.
looks more like a quick jab, TV is
strongest from about 8:00 pan. until

around 11:00 p.m. Then. TV walks
off with something like 5577 1o 609 .
of the air audience. leaving the resi

divided up among radio outlets,
However. it should be pointed oul
that in some 770 to 137 ol the TV




IN NEW ENGLAND

Boston Trade & Distribution Area

{For area

and homes covered, sce presious page )

Ownership of radio-equipped automobiles®

Prereentoges

plies fram 9,995 familics interviewed in radio homes,

of ear radio ownership ure bused on ree

Owning a radlo-cqulpped All ramilies Car owning
atto: questioned familles
All famllies auestioned 46.1% 62.07
Metropolitan Boston
famiiles 46.4 67.0
Outside area families 45.7 57.8
Urban familles 46.1 64.2
Rural families 46.1 52.2

Car radio use by riders in radio-equipped autos

Percentages based ou replies from riders in such vars:
1,628 women nnd 969 men interviewed; 2055 diary-re.

porting men,

Figures are jor car-radiv-owning families:

) used the car 1 oused It
radio yesterday' today"

“¥es, | used the Women In- Men In-  Men diary-

car radle’: terviewed terviewed reporting
All reporting 50.7% 55.4% 52.0%

Metropolitan

Boston 53.5 60.0 51.6
Outside aren . 47.4 61.1 524
Urban 50.7 56.8 51.9
infe 50.8 50.3 52.3
quipped cars an the Boston Trade & Distribution aroa
an't te traced on a o erm- Dasis, since this ig the

Arsl Whan surve

vy toncducted in the New England area

equipped homes on week nights, and
from 7% 10 16 on weekends, Bos-
ton-area families were listening to ra-
dio while other members of the family
were watching TV. not 1o mention the
large amount of out-of-home radio lis-
tening done in cars and outside loca-
tions of various sorts,

This type of pattern is also true of
the Kansas-lowa studies and can be
measured ofl against the total amounts

of listening and viewing done in homes
in the East and Midwest. as shown
the chart at bottom of page. In the
East, the average male adult spends
about 130 minutes a day listening to
radio: the average female adult spends
about 174 minutes, In the Midwest,
the combined average is around 180
minutes a day spuml with radio Iy
male adults; about 340 minutes by
adult females,

3. Out-of-home radio listening—
East and Midwest. Two different
types of out-ol-home listening were
measured by Dr. Forest L. Whan and
his associates in making the two Mid-
western reporls and the reporl in the
first of these
was auto-radio  listening  which ae-
counts, aceording 1o Pulse studies, for

New England area. The

some 507 or more of out-of-home ra-
dio listening.

The other phase of out-of-home lis-
tening checked by Whan concerned
the amount of listening done in non-
car locations. such as business estab-
lishments. restaurants, and the like.

Here are some of the highlight find-
ings on auto radio listening (for fur-
ther data. see charts at top left of

I. In the East. nearly half (46.1'7)
of all the families in the Boston area
own radio-equipped cars. In the Mid-
wesl. the figures are: Kansas, 58.87 :
lowa. 58.37. Of such families:

2. In the East, about hall of the
women and more than two-thirds of
the men ride in these cars on an aver-
age day. In the Midwest, the figures
are slightly less. hut almost as large.
{Note: In the Midwest. between 107,
and 157 of the trucks used in agricul-
tural work are radio-equipped: some

197 of the tractors have radios, Their

uge brings the Midwest back in line
with the East on mobile radio usauw
3. In the East, hall the women il

a httle more than hall the men whao
ride in cars that are radio-equipped

use the radios. For the Midwest th

figures are almost exactly the =ame.
L. In the East, about one out of [our
women riders and one out of live mak
drivers who use the car radio urn
on within the frst five miles. o the

\lil’\\-t':\l. ll'll' ulllllllull'. |‘ih!f' 15 ©oven
[aster.
male and female drivers alike in the
Midwest who use a car radio snap il
on within five miles.

5. On a long haul. the set in a radio-

About one out of every three

equipped car gets lots of use. |n the
Fast. if the distance traveled is over
100 miles, shghtly less than seven oul
of 10 women and slightly more than
seven out of 10 en will turn on the
radio during the trip. In the Midwest,
for the same distance. aboul
quarters of the lowa females and eight

three-

out of 10 lowa males will use the ra-
diog about eight out of 10 adult Kan-
sas females and nearly nine out of 10
Kansas males also turn the
radio in their cars,

6. Generally speaking, the wmore
miles that are driven in a radio-
equipped car. the more likely is the
radio to be used. The same applies to

will 0

the number of trips taken each day in
a radio-equipped auto, Interestingly.
the place of residence (urhan or rural)
doesn’t seem to have much effect on
the use of car radios, hoth in the East
and in the Midwest.

As for other forms of out-of-home
listening, about one out of 10 persons

i Please turn to page 871

{Far area and homes cavered, see previous page)

IN MIDWEST

Kansas

lowa

(Far arza and howes eavered, see previous page)

IN NEW ENGLAND

Boston Trade & Distribution Area

(For aren and homes covered, see presious paged

Amount of

d

{Figures are in minutes, being toral reported minutes,

Minutes spent daily by aver.

use of four media by adults on
an average day

ivided by all questioned )

Amount of use of four media by adults on

an average day

(Fizures are in minutes, being total reported minutes,

divided by aoll guestioned )

Minutes spent daily by aver.

SOUR

NOTE: The figures in the three charts above reflect the activities of aidult
men and women in these three areas with four leading ad media. Howerer,
they do not show media activities of teen-agers and children. 10 interest.

CE: Whan, 1952

- age adult—all homes reached Women Men age adult—all homes reached : Woemen Men
Listening to radio 338 178 Listenlng to radio 345 182
Watching television 20 16 Watching television 94 . 52
Readlng a newspaper 34 47 Reading a newspaper 34 43
Reading a magazine .. 26 20 Reading a magazine 23 18

an average day

divided by all guestioned )

Minutes spent daily by aver

Amount of use of four media by adults on

{ Figures are in minutes, being totul reported minutes,

950

age adult—all hemes reached Women Men
Listening to radio 174 130
Watching television 110 84
Reading a newspaper 38 70
Reading a magazine 23 22

ine to add that radio manages to get into the act during every media activ-
ity except that of TV viewing. About
mugazines and newspapers is ulso spent with radio turned on while reading

of the time spent in reading



MINUTE

\ zroup of importanl agzen-
Tv vie= has been bringine  re
peated pressure [or the pasi
soveral months on the TV networks to
vedure their daviime rates. What gives
this “movement”  significance is  th
fact that the agencies which have been
nudaing the networks hardest on the
=uhject Complion Benton & Bowles.
and Young & Rubicam each have a
sltake in the advertising budeet of
Procter & Gamble, 1t will e recalled
that the stand taken Iy P8G on nighi-
time rates had much 1o do witl -!|.‘|I'}\-
mg the veecnt round of mzhttime rate
cul= on the radhio networks
I exploring the 1opic among agen-
Cles, SpeEnrs, il l|!'|\\u|!-.--_ =I*ONs0R
found thar the Teeling aboul dayvtime
IV rales womosl agency quarlers was
far wore mten=e than it had been about
cutting radio nighttime rates, Here is
low  one agency  exe 1l|i\l' ‘I'-ullrllt'1|
for this e emolional register:
“The problem of daviime rates 1=
~scrious becavse 11 has created an eco-
nomie roadblock for us. A= much a-
wed like to o on exploiting the possi-
bhilities of davtime televiston we can’t
1=ty the networks 'nil'fnj.' [ormula.
It unrcalistic. il]!'f1lli|-lidl‘. and devord

PRICED RIGHT:

uf econonne lozie, We're exetted aliout
finding out how dayvtime TV ean be
made to chiek. but we'll have 1o do it
on the basis of showing the ¢lienmt that
dollarwise it's relatively as zood. il not
better. than what he cets at mght.”

Ihe discussion on davtime TV rates
between the agencies and the networks
has =0 far beon |1!:||“_‘.1]|I|’|| by an ex-
change of research data, ( aplon and
Benton & Bowles have figured as the
chiel protagonists on this front, They
have been centering their five around a
sheal of research charts. preparved at
Compton. which. they contend. prove
that network dayvtime TV i= improperly
l'liu'tl. summarized. the charts <how:

1. In 1948 the percenmtage of home:
u=ing radio at night was= 26,1, while the
in-l'l "IJI;I_‘_"n ol }I'-IHI"- ll-ill: I.Illil- ill Ill"
dayhime was 25.3. With the fizure 100
representing the nighttine percentage
of sels-in-use. the ratio of davtime to
nighttime listening was thus 70¢, . A\l
that time the network’s davtime rate
was a0 ¢ of the mghttime rate.

2. In 1931 the percentage ul homes
using TV at night was 50, while the
pereentage of homes using T\ during
the day was 190, With the figure 100

represcnling the mghttime  level  of

Is daviime TV overpriced?

viewing, the ratio of dayviime 1o night-
time =els in use was onlv 36°,. The
network davtime rate at the time was
tas still is1 30 of the nighttime rate.
Though pegging day TV rates on the
~ame 207, formula as in radio. the net=
were nol delivering equivalent audi-
ence,

Statisticallh, NBC seems 1o have
been carrving most of the vebutial hat-
tle with these two agencies. NBC re-
cently compiled some figures of its own
v the ‘Il}}jl"'l‘ 1 |n'_\ were hased on TV
andicnee averages compiled by A, €,
Nielsen for the first quarter of 1952,
While the ﬁj_'lllt'- showed a rise of 21.1
for daytime viewing. the mnighttime
juotient also went up—1o 59.2, In the
fnal analysis the davtime levels were
1l 26, of the evening levels,

However. N\BC was not fazed by this
development. Using the <ame period
ithe first (uarley of 1932). 1 tllll‘.‘ into
the question of average rvatings for all
IV network advertiser. and came up
with this information: The average rat-
ing for all sponsored programs between
F:00 and 5:00 pan. weekdays was 12,3,
Ihe average raling for all sponsored
programs between 1:00 and 5:00 pan,

weekdavs was 12.3. The average rating

"Kate Smith,”" NBC, "Strike It Rich," CBS, are among daytime shows which deliver low cost-per-1,000.
But few daytime shows have done as well and even "Kate Smith" isn't sold out this year as it was last

-

\l
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Major agencies. mainly PGS, are now bring

m nets to eut rates, claiming aud

] ¥
bl

ing pressure

ience is inadequate

YES agencies base regunest for rate end No nels poimd (o lower program cosis.
on daytime (elevision sets-in=-nse fignres | low cost=per-M, chance (o build franchise
@ Azeucies point 1o daytime sets-in-use for 1951 as prime ® Davtitne TV advertiser can get lowe cost-per-1.000 sine
argument for reducing rates. Full-yvear fizures put Adayv- his programing costs tend to be mueh lowor. Bot somi
tise listening at 36 of nights for "51; "52 setz-in-use sponsors lost out by spending too wneh ou fanes pro
are wbout the same. But time costs 30 of wight rate duction instead of buving lower-cost  participations
[ ] Traditionally, network radio rave structnre put daytine ™) There is little competition for andience today sinee CIS
at S0 of nights, Agencies say following suit in TV jeas specializes in mid-wornings, NXBC in later afterncons,
arbitrary more which lhas not been justificd by audience Thus advertisers can get a bigger piece of the daytime
delivered. Mauy doubt day audience will build up soon andience pie today than they’re likely to in years to cowe
® Majority of ageuncies surveyed by SPONSOR feel daviime . @ Advertisers in daytime TV should think of it in long-
TV rates should be pegged at 35% of night rate. Other range terms and take adrantage of their opportunity
opimious ranged between 25 and A0 of nighttinee rates, to build a franchise as many of them did in radio.
Compton. BEB. Y&R are leaders in effort te change rates Value of frauchises will outweigh rate considerations
for all sponsored programs between vate for night iime, use ralings as a vardstick of measure-
G:00 and 11:00 pam. all days of the Compton and B&B lalel this as  ment. but an ageney is accustomed 1o

weeks was 249, And the averaze ad-

vertiser using davtime TV, hencelorth.

had a rating which was 4977 as large
\i
that time, as NBC pointed out in sub-

as the average evening advertiser.
mitting the figures 1o Compton and

B&B. the daytime vate was about in the
same proportion. namely 50 of the

T00 COSTLY:

“nothing move than an ifly argument.”
Say the agencies: These figures are
hased on an artificial situation. one in
which practically no competition exists
and where the advent ol competitive
programing could rad cally change the
share-of-audience and rating pictures
over night. The nztwork may prefer to

-
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measuring a buy in terms of cost-per-
1.000. And the measurements <o far.
“illl }'“l [l"\ i‘\"f’llli““‘, Il;l\l' i!i"" il"{’ll
that on a per-1.000 basis network day -
time rates as compared lo mehttime
cost= are way out of wack.

The majority of agencies and adver-

[RIn]
i |

i Please turn 1o page

“Ruth Lyons,' "Bill Goodwin," both NBC, are two of daytime TV's casualties. Audiences they built weren't
large enough to justify their cost. Agencies say there may be more sponsers dropping out if rates aren't cut



Ruppert sales climbed out of red
with stroug push from radio and TV

YEAR

THESE FACTORS AFFECTED SALES

GROSS SALES

NET PROFITOR LOSS

1948

Five-week wildcat strike
started sales skid

$39,761,000

$85,167

NET LOSS

1949

Three-month strike crippled
production, maimed distribution

$25,739,000

$1,662,465

NET LOSS

1950

Downward trend arrested, but
lack of demand limited sales

$30,309,000

$1,610,379

NET LOSS

1351

Unprecedented $100,000 spent in
30-day spot radio campaign
heralding new beer, Knickerbocker

$38,806,000

$479,098

NET PROFIT

1952
(first half)

FOvvEET

\@\ WL
{0k
.'.':n“‘ wt

Heavy air campaign spearheads
drive for new business, promises
record sales and profits

$22,483,000

1951 show with Dagmar was part of Ruppert air effort
which began beer firm's return to black ink status

How Ruppert wooed the women

$748,160

NET PROFIT

Ruppert created new Knickerbocker beer,

used saturation daytime radio to win female acceptanee and skyrocket sales

m Back in early 1951 the only
bright spot in New York
City’s Jacob Ruppert Brewery was the
room  housing  the gleaming  copper
mixing kettles, Sales had hit a new
low and the company’s books showed
a net toss of almost $3.360,000 over a
in the 18
months that followed Ruppert was able

three-yvear |u‘|"|-u|. Yet,

32

to throw away the red ink, mark up
profits of $479,09% for 1951, and
8748.760 in profus for the first six
months of 1952,

How did Ruppert do 1n?

Sand “They tried
techniques which everyone in the in-
dustry had previously believed to be
wrong and ended up developing a new

a  compelitor:

marketing concept. First, they practi-
cally threw away the name Ruppert
which had been associated with Leer
for over 80 years, “u\ followed that
by starting their campaign for the new
Knickerbocker brand in March 1951
—fully two months before the ‘heer
season’ starts. Worse yel, they tried
to introduce the new hrand in the na-

SPONSOR




markels:  New

I"’l'l

York and New England. both of which

tion's  toughest

are under a steady sales barrage by
established brands,”

The competitor groaned as he added.
“But the topper was the fact that al-
though Ruppert was just about up
against the wall ﬁll:lu:"m“_\. l]u'_\ threw
$100.000 during that first month into
daytime spol radio—daytime.
areal bulk of vour histeners are women.
How did they put these unorthodox
factors together and make them chick?
You tell me!™

The answer lies in the
“Necessity is the mother of inven-
tion.” It didn’t take an exhaustive sur-
vey al the end of 1949 1o discover the
fact that Ruppert beer wasn't pleasing
either beer drinkers or retailers; the
company s profit and loss statements
made that fact all too clear. After much
rescarch and experimentation. Ruppert
came ||[| “'ith a new I""‘r. new name.
and a new marketing concepl,

old adage.

The new heer was designed to please

when the

Ruppert nses air media
to win il display space in

chain stores and tarverns

Use of WNBC's
merchandising plan got Ruppert top

*Chain Lighiing

display space (sce picture at right)
in over 1,600 grocery chain stores.
Mailing picee 10 all dealers pointed
up balanced use of air media on 37
stations 1o keep sales messages
constantly hefore beer drinkers.
Foothall forecasis by mnoted pig=kin
prognosticator are sent 1o dranght heer
outlers cach week, tie in with

weekly

predominantly male andience,

radio program slanted at

20 OCTOBER 1952

i 500 Rodio and TV Knickerbocker

Herman

(L 1o r)

OVEr Iew

Ruppert strateyy tcammates

President Fred Linder, v.p. & sales direeton

advertising and marketing coucept= to put

A. Katz, and ad manager J, J. Tavior

headed up group which deviced new

K nickerbocker heer in tongh markers

the American palate which has shown
for lighter,
(less sweet) fermented beverages,

(lril’l'
The

new marketing plan was designed 1o

a ll!'lllllllllll’l‘ll lasle

cash in on the trend toward increased
sales of packaged heer in preference 1o
||r:ltl;_'h| heer,

Says Larry Milligan, then Ruppert
“Rup-

named

account executive al Biow Co..

perl gave us a new produet

Knickerbocker beer. a comparatively
limited budeet. and orders to ael il
off the ground—and fast!”

Tnp “ll|l|st’l| executives who formed
the new policy included President Fred
Linder: V.P. and Director of Sales
Herman A. Katz: Advertising Manager
and Marketing Director John 1, Tav-
lor.

The financial straits of the company
didn’t help the situation anv. T'he dilh-
culty of the problem is explained by
Larry Millizan who savs. “The
ble was that we didn’t have
Knickerborker hrand a

We needed new custom-

Lrou-
tinie Lo
eive the new
.-|u\\' |llli]litl|l.

We decided that
view of our regional
(Maine 1o Florida. but heavily con
centrated in New York and New Eno
landl )b the
reach a large mass of people quickly
And because

outsells

ers in a IIlHI\

dhstribution

mosl economical way o
was through spot radio,
packaged  heer  far draught
beer. making it a grocery store item.
we decided to concentrate on the wom
en.  Desides. it's easier to change a
woman's nind!™
\t the time the
troduced Ruppert was represented on
TN by Broadway Open House—a show
lfor Anchor Hocking Glass Co.

P“Hllpl rt’s bottle .-'-lippht'l'i Wils ul) ing

new brand was in-

W ]I.Il II

production costs and for which Rup
pert paid time charges in selected mar-
kets. This show
\ugust 1951,
On radio, Ruppert had the Kenneth
Banghart newscasts via WNBC at 6:00
This program drew a large fam

was continued until

[,
ilv audience.
[ Please turn to puge 6}
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375!u|ians, broodeosting more than

sales messages each week!
News Broadcasts, Participation Shows,
Disk Jockeys, 3-per-week TV
Shows, Musical Programs,
Sports, Straight “*Spots”’
DAYTIME THRU NIGHTTIME

EVERYBODY - EVERYWHERE
IS HEARING ABOUT

icherbocker b

e e e

Sam Hayes Picks these Winners
' Games

for Saturday |

FATHER KNICKERBOCKER BRINGS YOU
| SAM HAYES FAMOUS |
LAST-MINUTE FOOTBALL FORECASTS |

|
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Old way: lack of
1.D. standards in TV
resulted in lack

of uniformity

*

A}
\

flﬂ . wy &
! :}‘U“L@}A E Bulova's pioneer 1.D.'s in late
;,_-) —— 1948 were hampered by the fact that
E WRTEN) E no two stations used the same I.D.
CHANNEL ;kJ - '}f format. Balops at left had to be
10 ’11_:/}).“‘2! s Ry custom-made for each outlet
OEE— G e e G 2 2IEaeees $2SESeae @EEESE O Gaaaaawm O SEEEE . oS T N S /

How to sell m 10 TV seconds

Standardization of video “L1.D.*

multi-market use of these low=cost. readily

\s a technique for wide-

spread national advertising.,

I v the 1.1, of TV s new-

Its real birth, as far as many

= one
esl. ma-
jor elient= are concerned. was during
May of thi= year, when a TV confer-
enee llf'lll Ell \('\\ \.Ul-l\l_"- I:i]!“li”-l' IIII-
tel laid down the first “national™ sel
for the TY
commercials that are linked 1o station
call letters (see sronsonr 1 |JII|_\ 1952).

This
unnotiecd

of standards 10-second

largely
the
aet-together

historic meecting
at the

this friendhy

Wils
time. However.
outcome of
of agencymen and station vepresenta-
fives is i}l'l'_'illllgll',: to be of |I1.‘|ju] in-
National

portance,  Sponzared by the

\.--!!-'II:![.IUII III. “.‘11[!-: ;I!Il' .l.l'll'\i.‘-ilm
Station Representatives, muder the di-
the
produced a =et of television LD cround
rules that the
\\l'”-l\lln\\ll \|Hr| |\ |N'I.~|r|li|“[il'= s
Viwford. Anne Wright, and
]'I|"‘i I::IIFhH"l ‘JI ,'. \\‘:l{l"] IIIIII)”[’).‘IHI:
I, Norman “Red”™ Neubert of NBC
Sale<: Bill schoeider. Irwin Se-
amnd Herh Leder of Benton &
Don MeCline of  MeCann-

rection of T, F. Flenazan, <ession

woere consensis ol ‘1I"||
DHsan
“[m!

iy lstenn.

Bowles:

34

I':l'i(‘l\'hlllll _Iild‘]\ “]’uuk!‘ -'Ill!l L]u_\li (}[i['
fin of Free & Peters: Russ Raycroft
and Jim Neale of D-F-5:
Ill‘i)ll nf \ “
Y&R;
lsty.

{The TV LD,

by this group. and now agreed to by

Dave Gude-
\ver: John Freese of
and Ted Grunewald of William
standards established

over 85 TV stations. appear in the box
at upper right on these pages.)
Only a handlul of T
vertisers—unotably. of course. Bulova
Wateh Co. P86 1e)l
what a  difference hetween
the 1=
standards in force today a silua-
™

own way in selting local requirements,

pioneer ad-

JIIIII can _\'lll

there s
having new s=el of national
andl
tiom where evern station wenl its
I the days before standardization of
the

out amy Kind of vniform L1 spot cam-

audio and video in LD.<. working

paign was like teving to send worail-
voad [reicht car rom New York Lo
San Franeiseo in the davs belore the
track widths of U.s. railroads were
standardized.” one TV adman recalls,

Fvery set of LDCs and they were
usuallv  shdes-plus-copy  had to he

custon (ln':&i;_:m'n{ and custom writlen Lo

SPONSOR

announcements has opened the door to the

available ““talking billboards®™

fit the individual station
rules,
tion: lengths of video and audio mate-
rial the

time of film is a fixed quantity.

vagaries of :
IFilm was almost out of the ques-

running
The

of making up each

varied widely. and
“nuisanee costs

sel separately quickly redueed the over-

all effectiveness of the technique as
more and more TV stations came on
the air in 1948, 1919, and 1950,

NARTSR format makes possible such 1.D. campaigns

as this Transfilm <eries for the

1953 Buick autos

Fowrn :
STEENN{

\
ﬁ




New way: TV industry standards set by NARTSR make I.D. uniformity possible

1. Trade Name of 1.D. Segmen!—h was azreed that for purposes of stand-
ardization and definition of the spot as a specific segment of time these spots would
| be identified by the agencies, us well as the stations, as 10 seconds even though the Historic meeting of agency
: - r el { stations 1), portion totaled only eight seconds altogether. 5 .
|| actual commercial and stations I ) y e ol
2. Position of Station I.D. Audio—u was agreed that the position of the reps in May 1952 (sce story)
audio portion of the station identificarion would jollow the audio portion of the 3
commercial for the sponsoring product or service in giving station call letters, under sponsorship of NARTSR
brought about the standards

i 3. Position of Station I.D. on Screen— (sencies agreed to utilize three- b left. M o
: quarters of screen area, leaving upper right quarter of screen area for station shown at left, ore-than
{ identification, which would show call letters and location of individual T1 stations. 85 TV outlets have accepted

4. Timing—The actual timing would Le: 1V seconds (36 frames)- Open: 6 this new TV format for 1.D.'s
seconds—~Commercial Audio: 2 seconds—Sration ldentification Andio: Vo second

(12 frames)  Close. This timing is considered best by station reps and agencymen,

0O

Between 1949 and early 1952, the I' t'
use of TV LD. announcements was al- IV e a c I 0 “
most entirely the province of local

i ; S Multi-marker n=¢ of Buick LD.'s is
I'V advertisers. who didn't have to

practical since call letters are pringed

worry about the headaches of multi- optically by Transfilm nsing movie
market differences in formai. I you master. Aetion shows the new Buick.
<earched |l1ug uunugh- vou could find with animated lettering superimposed

a handful of national advertisers—like
Procter & Gamble. Colgate. Benson &

Hedges. the big watch firms. and a few b’““““‘ag‘““

others—who  continued to use TV esr -

[.D.s, regardless of cost, to establish . " A

sood time franchises, a “ I m a t I 0 n
In the few months between May ol

this year and this issue of sronsok. . :
| e s } | dlve TV produet package does the job for &G
Heb AR M e B i o R D in current widespread LD, campaign

stations  which once hung out the for Tide

simple animation. plus artwork of

Call letter formar here was
“Standing Room Only™ sign to spot developed prior 10 new NARTSR rules
video advertisers have found that in
adopting the NARTSR standards they
have almost doubled the amount ol
their spot  availabilities. Advertisers
and agencies who have vainly sought

such choice spot slots as “the station ba I 0 p t i c 0 n

break before [ Love Lucy™ on CBS TV

alliliates have lound that such choice Low-cost slides, with live soice over,
spot Iln.‘ilimlr- do show up these days have done mueh 1o boost New York's
in the form of station identifications, “TV Guide™ 10 10p spot in loeal video

g s 5 : fan magazines, Slides poriray cover ol
From the clicnt’s standpoint. the sit-

uation is still far from perfect, Varia-
tions and peculiarities in LI\ formats

the current issue, plug leading featnres

persist among some ol the top TV sta-
tions. For erxatmph’!. the seven TV out-

lets represented by CBS  Television t t'
Spot Sales will all take the NARTSR- s 0p mo Ion
approved LD.Js. but give preference

. TE 3 : Eve-catching cffeets of moving
to an earlier CBS format in which the

cigarettes in Parliamenmt LDJCs are

upper 257 left-to-right slice of the done with frame-by-frame expo-
| screen (as opposed to NARTSR's “up- sures as in animation, deliver
| { Please turn to page T4) a wellremembered message for firm
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Arthur Godirey™ show has substantially

widened meat packer's distribution

r " King Arthur Godjrey and
L His Roundtable

average raling of L0 or

has an

L5, and its sponsor, Kinean & Co.. s
perfectly satisfied that the show is do-
i!l'_' H] ;_'llllll inln_

Why is this meat-packing firm con-
tent with the results of its Sunday af-
ternoon CBS show despite the rather
unspectacular rating?  The answer i
threefold: (1) Kingans peculiar dis-
tribution problem: (21 the firm’s rela-
tively small advertising budget: (34
the problems of the meat-packing in-

dustry i general.

Ad Supervisor Bob Pruett (left) points up new Kingan slogan at
sales mecting with help of agency’s John Warwick, Allan Bishop

When

netwaork radio about a year ago

Kinsan decided 1o do o inko
tat the
recommendation of Warwick & Legler.
its ageney since April 19511, the com-
pany’s distribution  was almost.  hut
With headqguar-
ters in Indianapolis. Kingan branches
stretehed out o the West Coast, the
~outh. the moutheast, the Midwest. and
the Fast. The Rocky
for one. was not covered.

Move important, until alter World
War 11, Kinzan hadn’t concentrated on
the branded manufactured items which
are the money-makers in the

nol quite. national,

Mountain area,

actually

meat-packing  field.  And until 1951,
Kingan had no sustained merchandis.
ing and advertising program for s
manuflactured items, Hence there was
little consumer demand for the prod.
uel.  and  Kingan's  distribution  re-
niained inadequate in proportion o
the firm's potential.

In 1931. N. Bruce Ashly

Kingan as sales manager (he is now

came Lo

vipe in charge of marketing). Together
with Robert P. Pructt. advertising su-
pervisor. Ashby consulted Warwick &
Legler to map oul a strategy which
would bring the Kingan name into

N. Bruce Ashby, v.p, of sales [left], urged Kingan to concentrate on proc-
essed meats. Discussing radio show with him is Hal Ranck, mgr, of adv.




For your KINGA
featuring Kingan's Fine Foods
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: " iy
(]
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Kimgun wtled

homes across the country. Al the azen-
cy. co-Account Executives John War-
wick and Allan Bishop summarized
the problems of the Midwestern com-
pany thusly:
e Like other meat packers. Kingan
was faced not so much with the need
of educating the public to the advan-
tages of processed meats per se. but
with the prohlem of stamping the name
of their product in the minds of house-
wives. Brand competition is hot in the
meat-packing business,
¢ Kingzan did not have complete dis-
tributon. The problem was. therefore.
to build demand for the product on
the strength of which Kingan could get
into more stores. Sales increases and
spiraling demand would be automatic,
These two [actors pointed to a need
{l]r a slronge :"':'h‘."- ill’l‘-“""‘lli.\. someaeone
who would tie in well with the exien-
sive merchandising which Bruce Ash-
by as well as the azencvmen thouzht
essential 1o inereasing distribution.
CBS’ pzckage of a half-hour taped
Arthur Godfrey show was the answer
to Kingan’s advertising problem, This
show is a taped digest of “the hest of
Godfrey™ Trom his regular daily morn-
ing program. “A sort of soap opera
with variely entertainment.” as Pro-
ducer-Director Will Roland puts it. A
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King Arthur Godfrey says:

“Look for these Kingan
meat products the ;-
time you're shopping -
they are really delicious!"

ks W
SAUSAGE

lll,d(ul,

“KING OF FINE FOODs™ SINCE 1845

e - T

has
\idd as a
salesman of food products. Godlrey.

without defintte [ormat. 1t

spontaneity and timeliness,

show

ol course. has proy ed himsell to a long
list of Lipton. Na-
hisco. Pillshury, and numerous others,

The fact that the show is taped kept
the cost of production down. A 39
week year of sponsorship cost Kinzan
under 500,000 for time and talent.
For Kingan. however. this is helly
spending. With a total 1951 advertis-
ing hudget of approvimately £625.000,
the plunge into network radio ab-
corbed the major portion of the budget.

other sponsors

The ageney has recommended a slight.
Iy higher budget [or 1952, It was not
set at presstime. (Kingan during Oc-
tober i< undergoing merger with an-
other firm: this hes delaved final hud-
getary decisions. Time for the next 13
weeks of Codfrey s already contracted
for. starting 12 October.)

“l“]ti[(' the fact that it shows is
on the network. Kingan manazed to
maint=in manv of the advantagzes and
flexibility of spol coverage in =elected
markets. Originallv. CBS <old the show
to a specially tailor-made Kingan net-
work of 61 stations, With the excep-
tion of two markets network coverage
jibed with areas in which Kingan had
salesmen. lu those markets where Kin-

gan had no salesmen. canned
hrokers handled the line.

l‘]lr- yvear I\.IIIEHNI 1= azam .'-|l(!!I."-(JI"

meal

ing the Godfrey program. hut on a
10 1-station CBS network, This expan-
sion in markets reflects the success of
the first year ol sponsorship.

The 5:00 to 5:30 p.m. Sunday time
of the show suits Kingan very well
<inee it reache~ not only the housewife,
hut also Kingan salesmen and the re-
tail grocer on his “day off.” The av.
crage retail grocer is unfamiliar with
air advertising. Since he rarehh has a
chanee to hear those daytime programs
on which foods are mentioned, the gro-
cer fatls to understand the importance
of air advertising in moving goods,

In order 10 tie in the Godirev name
with Kincan & Co,, the
show 1= called King Arthur Godfrey
amd His Roundtable. The azency also
a slozan for the come
"Killlt of "“III:' I‘Illllli.‘-“

i with the show.

Mmare l‘]ll_‘-l‘l\

reconmmended

o Lie
out this
in-slore

pany
Tn LTy
theme. Godfrey appears on

and other display  material

wearing the Kingan erown.
merchandising

posters
The in-
tensive program  has
Leen spearheaded by Hal Ranck, man-
ager of the Kincan merchandising and
advertising division. as well as War-

I Please turn 1o page G0)
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Do your agency’s presentations
LR (T ——

likke the devilish quicksands for the mind deseribed herein

If you've ever been bored. dazed. or otherwise put to
slumber by a preseatation, you'll enjoy the artiele at
right by N. I,

Stephen Potter has doue for games with his book ou

Iyer researcher Shirley Stone. What
Gamesmanship Cor low to win without actually cheat-

ing). Miss Stone does for the world of research pres-

entations. By spoofing the dull delivery which some-

These gambits are sure

times mars even the best radio-TV presentations—in
and out of agencies—she casts hight on how preseuta-
tions can be made more interesting. Her satire high-
lights flaws in delivery everyone who gives preseuta-
tions should learn to avoid (see flaws listed directly
below. and for a biographical sketch of Presentation-

ship Specialist Shirley Stoue see page opposite).

Unifetumod &  Underwool

to lull a presentation audience

Putting tallest people in first row to obscure vision

f,f'u_.-_:!ft_'. throat f'ff'ru'fu_.f: to induce fr'!hm';.:_\'

Swaying rhythmically to hypnotize listeners into trance

Reading charts slowly after audience bhas read them

Frightening those with questions by throwing
up barrage of tectinical jargon
/ a¢ 0] jar

Use of lengthy. winding seatences to lose listeners

Waking quick switch of scale in a series of charts




m The Research Expert is the
new  medicine man of the
advertising profession. but few people
outside the rescarch business know the
most important ingredient of his mag-
ie. It is his sedative ability. In a busi-
ness fraught with veuroses and uleers,
a good rescarch man can soothe the
i‘gcll('_\' 1o “'-I'll'lll]ll-'r. allll il neres=ary
calm the most captious chient.  His
soporific? The Presentation,

Nowadays it seems that every new
statistic, every new survey, calls for a
presentation. The uninitiated see chart
talk piled upon chart talk. and wonder
why they are necessary. Half of these
talks. as a kind cstimate. actually have
something to say, DBut the other half?

As a longtime giver and attender
of presentations, | have made a discov-
ery about that other half. They are
meant to have nothing to say. They
are meanl not lo be heard. They are a
new invention in good employee and
cliemt relations, a calm in the middle
of a storm. the pause that refreshes,
They are the advertising profession’s
answer Lo the psychiatrizst.

Yet up to now. there has heen no
scientific guide for the research man
on this important publ’e service he can
render. This is a gap that must be
filled if we are to reduce the national
blood pressure. Here. for the first time.
I pronose to deal methodically with the
problem as follows:

L. The Sample To prepare the
ground, you must first he sure to size
up your audience. Only in this way
will you know what your basic sirateg,
must be. A representative audience 1o
a research presentation is composed of
the following people:

1. The Copy Writers. They were
asked in because the presentation deals
with Gust, the new detergent made
with chlorophyll. At any mention of
research they always say proudly,
“Never went lll'."\llnll ]ml;.: (]i\'i:iiull i-ll
school.”™  Figures frighten them, and
ll'lt:}' are pretly easy to knock off.

2. The Accoumt Executives. These
men are fond of telling you that “fig-
ures don’t lie but all liars figure,”™ Ae-
count executives are prelly easy 1o pul
to sleep, hut it is most diflicult 1o know
when they are asleep, since they are
trained to drowse with their eyes apen.

3. Assorted Art Directors. Produc-
ers, ete. They thought it was a movie
on the Caribbean. and will remember
an urgent appointment shortly.

4. The Client. 1Moes not listen. Wil
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ask you to explain this to him a conple
of weeks later. when you ean tell him
anything that pops into your mind.

3. Timebuyers, Ten minutes aflen
they get there they re called away be-
cause a “ernsis’ has come up in thei
department. or they recall they're due
al another presentation 1|ll\ a network
or station repl and they pack off 1o
that one.

. The Amateur Statistician. You
will find one of these at every presenta.
tion, Can be distinguished by the small
piece of serap paper on which lie serib-
bles fiercely. “This hoy is taking a see-
ond semester in statisties at NJY, LU,
and if given the opportunity. will 1ear
your presentation to shreds. 1 you
know he is plamning to come. send him
to the public library or City Hall on
any pretext, I he turns up. refer 1o
my <ection on special problems later
in this guide,

7. The Hlead. This man has soaked
up a lot of research through the pores.
Has a mind like an 1BM machine. No-
toriously good at staving awake. He
can be fixed only if vou have excel-
lent staying power, See section on
special problems.

1. Setting the Stage =etting
the stage properly is of primary impor.
tance, With a little luek. a proper hack-
around ean do hall your work for vou
in a few minutes.

First arrange the chairs so the high
ones are in front. Il possible. put all
tall people in these chairs. Uncomfort.
able chairs are mos=t likely 1o divert
the audience’s attention from what you
are saying, If you ran swing it. dim
all the lights except for one H-wan
spot over your head. The audience will
often hypnotize itsell without any ef-
fort on your wvart. Delsarte Finch.
grand old man of research and fre-
quently regarded among savanis as the
mosl soporific prescntation  specialist
of them all. once managed to have this
spot wink off and on at regular inter-
vals. He says the audience fell like
flies. Of course. this may he difficult
o arranze,

With the lights down. of course.
voure not sure about measuring the
effect of your system. Some peaple pre-
fer 1o leave the lights on and count the
<calps as they fall. Delzarte. for -
stance. sels up a par scove for each per-
son in the audience, 1 the vietin
doesn’t go Lo sleep on <chedule, Del.
sarte fines himsell by doing all caleu-
lations longhand the next day.

Shirley Stone is
N. W. Ayer ass’t, director
of radio-TV rescarch

HH!‘H tn Boston, Shirley St
worked her way through lat
College as a waitress, welil
Lousemnid . .\-‘.‘ir'.‘_l.'!.-‘ . assistan
pH.HH'N'_' n"fnp, She graduated
moagna cum laude. won Phi Beta
Kappa key. She has an V.|
from Columbia. also attended |
n,i‘ Wexica on a }r”mu _\‘.'"H"ln f:a-m
the Pan American Union. She
says: “After I flunked out as

a secretary (no typing or shori-
hand ). | became assistant man-
ager of advertising research

,-‘ur Sehenley Distillers frum 1946
to 1948.7 In 1948 she came to
N. W. Aver as assistant director
of radio-Tl research where she
has worked on radioTl aceounts
solely. including AT&ET. National
Dairv. Atlantic Refining.
Cannon Mills.

But these are not manewvers for a

beginner. Let us go on to the actual
presentation.

ill. The Opening Move There
are several good ways for you to begin
a presemtation. The standard opening
is the Long Stlence, Shift nenvoushy
from fool 1o fool, and stare into the
distance as il vou were contemplat-
ing infinity. This immediately assures
the awdience that you are harvdly aware
of their presence. a feeling that spothes
them. An advanced variation of the
Long Silenee is the Punetuated Silence,
In this technique. you elear your throal
and stop. and =0 on. This can be va-
( Please turn to page 831
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1. Appearances

—

TV star appearances are big audience builders, can be used in many ways.

Top, "Foreign Intrigue” star appears on WAAM show
Jackie Gleason banners tie in political convention with Detroit appearance

Captain Video's rangers, bottom, in children's paradel

Five wavs (o promote vour

You're iosing out on chances to build audience if you give promotion shruggin

are some technigues which have proved most effective for many national televisio

It may <evm a bruism Lo <ay

sell his program to the pul-

adverti=er muost

lie hefore he can sell his product b
the point has not penetrated as deeply
as might he supposed,

Oun the ane hand there arve national
advertisers whoo realizing the impact
and  promotional opportnmities inher
ent i TV personalities and programs.
hand over a substantial promotional
budeet 1o their avencies. Their oh-
ject: toinsure that the fargest possible
awdicnee i on the reeeiving end ol
their TN counmercials,

O the other hamd there are adyver-
tisers (sone of whom have substantial
investients sunk into TV programs)

40

who refuse 1o spewd a penny Tor pro-
motion, Tl]l'_\ looh 1o the TV networks
and stations to carey the hrant of pro-
molional activities, and some leel that
TV program promotion is something
they should get for nothing,

While it is true that the effect of
almost any Kind of promotion is hard
to measure (amd some kinds are im-
there = evidence that TV
progriam promotion payvs ofl. Some re-
cent confidential SPONSOR

[m,-.*”ll:‘l

SHIVEY S
learned, have been made by agencies
following heavy prometional harrages
in kev markets,
slow but steady vises in the nombe

The stndies showed

of viewers. Both advertisers and agen-
cies were satishied that the promotional

cllort was the cause of the increase.
The fact that some of America’s
largest and shrewdest advertisers and
agencies bel  heavily on  promotion
talong with publicity i is Turther proof
that it pays ofl. In this article, spox-
soir will discuss some of the most ef-
fective audience promotion techniques
used by sponsors and agenvies as well
as point up what networks and stations
are doing to back up their clients.
After a quick look at what is heing
done in TV program promotion. one
thing becomes readily apparent: The
visual impact of TV is opening up new
avenues never used in radio promotion
and repaving old ones which have a

SPONSOR

Ll

W
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ED SULLIVAN -
IN PERSON st
¥our LINCOLN-MERCURY cen'sis who being yoa [ne can ®
Be recsie g eergeea lo MODERN LIVING =00 proud
by ey b o Pha tea e ayiar of .
“TOAST OF THE TOWN"
* L]
TUESDAY, Asgett 2
. o4 gy L
- L ]
. L]
L]
L]
WEDNESDAT, August 27
MMPM ownm WD, et H
(T R" #+ spmily g C L
LA
L]
LE LR
Let's Give £d Saliivan o Dy Walcome L
L]
BY DEALED

(TS W
WN .
ID-To .

motors, inc. | .

14th and Locust ® Des Moines ® Phone 2-8323 -

| Jes Moines Lincoln-Mercury dealer runs ad on Ed Sullivan's
1 our through city, gives program a plug as well as himself

Herein

attention.

sponsors, agencies

long record of success in the movie
exploitation business,

In radio. for example. a soap opera
actor or actress was nothing more than
an anonyimous voice. A faithful listen-
er could |l'i.p over his favorite soap
opera character in the street and not
know who it was. On TV, saap opera
faces are almost as well known as
brand names and they can be used to
promote the program in a manner un-
dreamed of in radio promotion.

As for the movie angle, promotional
men are learning (there is still a lot to
learn about TV program promotion)
that some of the classic movie exploi-

' (Please turn to page 64
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2. Displays

Store display tying in product with
TV show is common merchandising
technique, but sometimes techniquo
is effective for show promotion
alone. DuMont uses window of mid-
town New York City drug store o
promote quiz show '""What's the
Story?". Display points up heavy
mail response, ties in show stars

3. Trailers

Here coming-attraction plugs used
in movies, TV get new twist. Pic-
ture is from series of "Who Am
17" teasers made up by BBDO to
promote DuPeont's "Cavalcade of
America." Agency sends four slides
for each teaser fo stations showing
interest in using them. Audience
finds out answer in last slide. The
scene pictured is from "Poor Rich-
ard,”" a story of Benjamin Franklin

4. Newspapers

Nets, stations advertise TV shows
but often run long lists in one
ad. Ford dealers run newspaper
ad of their own, list future shows

ROGERS..

o LIFE, LIBERTY
s« ORKIN DOOLEY

MARGE ERITR Gl Ay

Ciming atfrgctione

EIUAOR

D L L LT ]
AT PRANE

KNATIONAL
HONEYMOON

Frvimy BLARA LY
- DK PATHTS

RXRBIRTHof s HERO

Barng WALL FTVES
-l BLLEw pArw

B Preasinted by semss

5. Magazine ads

National Dairy ads in "Life" and "“Saturday Evening
Post" are keyed to its "Big Top" show on CBS TV.
Colorful circus theme makes gqood copy; ageney can
thus bring ettention to program, net at top of ad
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THEY RE ALL BACK

. =« and out front with the customers

You might casily picture this time clock in stores

all over the country. And with the same names. For
Benny. Bergen. Crosby. Godfrey. and company have
started a new fall season on CBS Radio. And thev're

= giving their greatest performances not only in 43
) PO

Flek e Wimmen.

o 1 Lodfuny's B

Ascund’ Jatte behind counters from coast to coast.

million homes and 27 million cars—but as salesmen

W;BI 4 7

Wsrthd - Necwro ", , , . ;
= I'here's no sales force like them—for selling more

UQ/Jl

3o et things to more people in more places. ..

w0 2 L

;:f."z.{'.-&u -O/Z-t&

It makes a difference that so many of the leading

wo. ¥} I

shows are heard on the same network. (More of
them are on CBS Radio than on all other networks
combined.) For they bring a// the network’s
sponsors into a main stream of customer traffic.

They create the best /locations in all advertising.
For this reason 25 per cent more time is sponsored
on CBS Radio than on any other network. And the

time-slots still available have all the “crowd™

advantages of stores next to Macy's or Gimbel's.

Around the clock CBS Radio’s star attractions
assure the greatest carry-over of listeners from show
to show...the largest average audience. .. the

lowest advertising cost

You too can be out tront with the customers

on the CBS RADIO NETWORK

3

NOTE: Sunday, 2:30 ro 4.00 piny (Sloe 77 ) hay just been jled by the
New York Pliltharmonic-Sviuphonuy for Willvs-Overland Maotors, e,




CATALOG OFYTER

SUEDE REVITALIZER

<~PONSOR: Momgomery Wand AGENCY : Direet

CAPST LE CASE HISTORY: Montgomery Ward catalog
office in Worcester offered copies of their new jull catalog
via announcements on WORC, asking listeners 1o call 1u
their requests. In one week. 121 requests came in (some
writteni from all over the county. s a direct result o)
the books placed. orders averaging between 315 and 527
started pouring in before the week ended. The sponsor
netted over S2.500 in sales from an expenditure of 546,

WORC, Woreester PROGRAM: Announcements

FURNITURE

SPONSOR: Sterling Deng Co. (retaily AGENCY: Direct

CAPSULE CASE HISTORY: When the Sterling Drug Co,
in Nanta Barbara began to stock a new suede revitalizer,
i.r'pn-rﬁmm Mist. the owners u_i’ the store decided to see
what radio would do 1o move the product. They bought
a single announcement in the KTMS participating pro-
gram. The June West Show. On the two days jollowing
this announcement. the store sold almost its entire stock
of Leprechaun Wist. Announcement cost: S5,

KM S, Santa Barbara, Cal, PROGRAM: The Jane West Show

e R

HOUSEHOLD PAINT

SPONSOR: Merkin Paint AGENCY': Friend. Reis= & McGlane

CAPSULE CASE 1HISTORY Six months ago, Merkin
Paints started sponsoring this five-minute newscast at
12:00 noon. Tuesdays. Thursdays, and Saturdays. for a
L3-week test. An offer on the shou of a Jree booklet and
color card pulled an average of 150 to 200 requests a
week. Local Merkin dealers also reported a big demand
Jor the booklet plus hikes in sales. Sponsor is so im-
pressed with the “tremendous inerease™ in sales since he
started using the program, he has renewed for the fourth
13-week eycle. Cost: 8163 per week.

WABC, New York PROGRAM: News at Noon

SPONSOR: Plallips Radio & Furniture AGENCY: Direct

CAPSULE CASE HISTORY . When a fire caused cansii-
crable smole and water damage in this store, it decided
to run a fire sale. On | July, the day before the sale,
Phillips 1an 10 announcements over CKNW at a cost of
SHL. Next morning crowds besieged the store and the first
half-duy’s gross was upreards of S8.000 (selling was halj-
day only since Wednesday is an early closing day in that
area ). Campargn was sustained and July became Phillips
J'a.l".';_:;.*'\f month ever.

CRYWN, New Westminster, B, (2 PROGRAM : Participation

GARMENT BAGS

SPONSOR: Binte Brothers AGENCY: Direct

CAPSULE CASE HISTORY:  Just before a big “Dollar
Day™ was to be held by the merchants of Zanesville, Bintz
Bros. department store received 12 dozen plastic garment
bags too late to be included in the store's full-page news-
paper ad. To move the bags, the store took twe announce-
ments on WIHIZ the day before the sale. When the doors
opened the next morning. nine or 10 customers of the
group waiting outside immediately asked for the bags.
Result: The entire lot was cleaned ont by 2:00 pan.

WIHZ, Zanesville, Ol PROGRAM: \nnouncements

FISHING REELS

PLATE GLASS

SPONSOR: Wand's Army & Navy Store AGENCY ¢ Direer

CAPSELE CASE HISTORY - Ward's wanted to get rid

af vver SO fishing reels o tough job at the end of the
hJ.t;'u;_ season, Mriee of vach reel: 81 Store n"mn}:h." ]
duily oneaninute purticipation on a new d.j. show. Mati-
nee with Panl Coleman, beard Monday through Friday,
F2:05 10 1230 pon. After mentions on five days, the spon-
sor called a halt: ANl the reels were sold and customers
were still demanding them. Cost o] free announcements

522, Revenne froon sale o reels: STON,

WINK, Binghomton, N3 PROGCIEAM: Matioes with Paul
Colemam

SPONSOR: Prtshargh Plate Glass Co, AGENCY : Direet

CAPSULE CASE HISTORY This participating d.j. show,
broadeast daily 2:30 1o 5:00 p.m., originates each day
Jrom the place of business of a different sponsor. On
Thursdays. it is broadeast from the Pittsburgh  Plate
Glass Co. retadl store. Sponsor reports some 00 to 100
calls from potential customers during each broadeast: up
to 0 prople come into store o see cach show. At cost of
=0l per 1 eek. sponsor )‘unfi‘rf this hhf_\ s business nup 21%
over same month last year. gives MeAnulty Show eredt.

KWJJ. Porthond, (e, PROGR AN Bob MeNaulty Show
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of the -
=, Y, nation’s e

_’sales

take place

i

WIR’s

primary
& coverage ...the GREAT
VOICE
of the
“ GREAT
LAKES

L,

WJR MARKET DATA

(Primary Coverage Area)

% of US. Toral m——

Population. ........... saivne 12,601,300 8.3

Radio Homes........... NS 3,784,170 8.1

Retail Sales. ......o0vnee....$13,613,431,000 9.3

Food Sales.....ceeenvesvas .$ 3,266,766,000 9.4

Drug Sales............ ce.... 9 464,447,000 10.3

Filling Station Sales........... $ 739,614,000 10.1

Passenger Car Registrations. . .. 4,116,934 10.2
Almost 109, of the total U. S. (national) sales are made within it
WIR’s primary signal area. Get your share of sales in this rich "”'c,,o,",'}:;me,
market. When you set your budgets and plan your schedules, use
WIR, the only single medium that reaches this entire market CBS Rodio ¥ IR Detroi
EFFECTIVELY AND ECONOMICALLY! Contact WJR or your Christal Nelwork

representative today!

Radio— Imerica’s Greatest Advertising VMediwm

W IR, Fisher Building, Detroit 2, Michigan
WIR Eastern Offices: 665 Fifth Avenve, New York 22, N. Y.

Lot Represented nationally by the Henry I. Christal Company
MIKE Canadian repr tatives: Rodio Time Sales, (Ontario) Lid.
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The Goodwill Station
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The

picked panel
ANSWEers

Mr. Merkin

If there 1= such a
thing as a “for-
mula™ it has
more ingredients
than an  lrish
stew.  Certainly
there is no single
factor or =et of

statistics  which

will provide the
”f'ful‘l'

starting o =elect
stations. a timebnyer must know the

dnswer,

Miss Dunlavey

answer Lo the following questions: Is
the client’s sales problem local. region-
al. or national? Who are the custom-
ers or potential customers. and what is
their age and income level?

After these facts are known and de-
cisions lave been made regarding the
markets or areas in which advertising
i= needed. it is time to analvze data
which relate to the stations directly.
These dnclude coverage. cost. lvpe of
programing, audience size al various
time=. length of time the station has
been an the air. history of the station,
and the caliber of it management,

The careful checks we make. area by
area, of sales results in relation to ad-
vertising expenditnres, for eacle of our
clients. is an imvaluable help in select-
g stations for eacl sneeecding vear’s
campaizn for large <pot advertisers
like 1-Way Cold Tablets. Ladia |,
Pinkham’s Vegetable Componnd. and
Blaek Drangln. cach of whom vse hun-
dpeds af stalions,

Iy nsine stations” rates and the to-
tal nomber of eadio homes within their

46

. Sponsor asks...

What is the basice formula or eriterion for a time-

buyer to use in determining station selection?

dreas. we can conpare slalions on a
cost-per-1.000 hasis for radio homes
that could be reached. However, sla-
tions which show the lowest cost-per-
1.000 on this hasis mayv show the high-
est for homes actually delivered when
Hooperatings. Nielsen, or other rating
services are us=ed lo estimate the size
ol the audience,

Any formula for selecting stations
must inelude the matching of distribu-

tion areas with station coverage as
closely as possible. Otherwise. the eli-
ent may pay for coverage from which
he cannot ]ln:-criH_\ heneh.

Ratings are analyzed in evaluating
stations. but. of course. they cannot be
used as an arbitrary vardstick, In some
circunstances. enthusiasm for high rat-
ings must be tempered with the under-
standing that rating points can be off-
set partially by the audience loyalty
that exists for some personalities and
programs with relatively low ratings.

The basic idea hehind the use of any
station is. or should he. to deliver the
client’s advertising message to the larg-
¢st possible number of potential cus-
tomers—not the largest numnher of peo-
ple. Therefore. somelimes the slation
with the smallest audience in numbers
of listeners may offer the largest po-
tential. It Tollows that to reach a spe-
cific group. we might use a station that
is programed 1007 with classical mu-
<iey Toreien language. or Neero disk
il){'L['.\S.

\ station that has one ont=tanding
personality or program may be i zood
huy ondy if that specific program or
personality is psed: thevefore a station
list that is preparved in advanee of a ve-
quest Tor availabilities may have to he
revised then actual boving is initiated.

The selection of stations is not hased

Michael ). Merkin

President
Merkin Paint Co., Inc.
New York

on any magic formula: it requires con-
tinuous evaluation of all available data
in relation to a client’s needs,

Mary Duscavey

Chie] Timebuyer

Harry B. Cohen Adv. Co,

New York

1
"In multi-station
TV markets, for
all  intents  and
purposes, each
station has equal
coverage. The
problem of sta-
tion selection for
announcements is
met by resorting

Miss Carayas to  the cost-per-

rating point for-
mula. However, this is not necessarily
an iron-clad rule. for one must some-
times take into consideration the prod-
uct in relation to the hype of audience,
For example, it would he wise to sur-
round a mnail polish comercial with
women's programs at a higher cost-per-
rating point than around a lower cost
kiddie or sports program.

As to programs: In today’s tight
market. heggars can’t be choosers, If
vou can clear choice time in a one-
station markel. viou deserve a pat on
the back, Even in multi-station mar-
kets. the problem in good time ¢lear-
ance is dificult, but if vou da elear
time. you have to be carveful not 1o he
up against any top-rated program.

Radiowise on announcements: The
cost-per-raling point 1= a good guide
here al=o. but unlike televizion the dif-
ferenee of enverage of stations in the
<ame market mnst be considered. Ob-
vionsh, if two stations in a markel
have an equal  cost-per-rating  point

SPONSOR

|




with the kind of adjacencies you want. |
the nod should be given to the higher
power slations.

On programs, this can really he a
chore. Consideration must be given to
aljacent programs. ratings, sets-in-use.
power. and [requency. competition.
and station promotion and merchan-
disinz. The final decision then resolves
itself to intuition —perhaps that is why
there are so many women timebuvers,

Marty CArAYAs
RadioT1" Timebuyer
Roy S. Durstine. lue.

New York

There is no rigid
<ct of rules which
will govern every
station  selection
for every client.
However. this
procedure will be
helpful wherever
it can be used.
First, the sla-
Mr. Lonsdale Lion ||{']!|'In|:~ up-
on the jllll to he
done. What is the chient’s aim? How

Ili;_' i= his market? Who are his pros-
pects? What is his budget?

The second step is to obtain avail-
abilities from all stations under con-
sideration. Naturally, these availabili-
ties must be considered with the ¢li-
ent’s objectives in mind,  And they
must be weighed with each station’s
frequency. power. coverage, network
alliliation. local programing. program
adjacencies, expected audience. rates,
No one factor can be the vardstick,

The timebuyer must have or must
obtain a good understanding of the
market. He must be familiar with each
station’s value during specific times of
the day and seasons of the vear,

The one single [actor which can be
the greatest help to the timebuyer is
open-mindedness. If he is fair to sla-
tion personnel and representatives by
obtaining all available facts. if he is
fair with himsell and forms his deci-
<sion with an open mind—he will nev-
er be open 1o just eriticism,

Every station has a prestige. cover-
agze. or rate story to tell. The wise
timebuyver weighs these stories ohjec-
tively hefore he makes his decisions,

Cuaries J. Loxspavs
Timebuver

Weldrum & Fewsmith. lne.
Cleveland
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“I’m convinced

KBIG cives us

WHAT WE WANT”

says George Oliver, Adv. Mgr.
Leo J. Meyberg Company

Al
"We need a medium as big as

Southern California, because that's
our territory—for RCA, Bendix and
other products, So KBIG intrigued
us. Focused power and salt-water
conductivity are not new in radio—
but the way KBIG uses them to cover
the whole Southland /s new, and
made sense...

was a business trip by auto all over
Southern California. KBIG's signal
was amazing through the entire trip
—in San Diego, in El Centro, in San
Bernardino and in between too. In
some places, KBIG was the only
station we could pick up on the car
radio...

“That sold us. That and the pro-

grams. KBIG is heavy on music,
light on talk, and that's refreshing
whether I'm at the wheel or home.
We're selling a lot of RCA 45s with
our spots and 'Are Ya Listening?'
segments on KBIG, and we're glad
that KBIG is going all-out with RCA
45s in programming its music. It's
really very simple—KBIG gives us
_ what we want, so we bought it."

KBIG gives advertisers what they want in rates, too—
costs realistically geared to today, with a one-time hour
rate of $118, spots as low as $9. Make the Whole Sale at
a Wholesale Rate—get to all of Southern California, 4/2%
of U.S. Buying Power, with

j GIANT ECONOMY PACKAGE OF
10,000 WATTS |
740 KILOCYCLES SOUTHERN CALIFORNIA RADIO
)
{4

s waatoN | John Poole Broadcasting Company

BUSINESS OFFICE: 6540 SUNSET BLVD.,

-— — = = HOLLYWOOD 28, CALIFORNIA

REPRESENTED BY ROBERT MEEKER & ASSOCIATES, INC

47



THE MOST AMAZING RECORD OF
SALES IN THE HISTORY OF RADIO!

BANKS fike these are grobbing “'Freedom, U. 5. A."|

o FIRST AMERICAN STATE BANK, Wamsan, Wise. - - - - WSAU
© PERPETUAL BLDG. ASSOCIATION, Washington, 0.C. - - - WTOP
© CROCKER FIRST NATIONAL BANX, San Francisco, Calil. - - NGO
® PLANTERS NATIONAL BANK & TRUST, Nocky Mowat, N.C. - - WFMA
® RHINELANDER BLOG. & LOAN ASSOC., Rhinelander, Wisc. - - WOBT
® FIRST NATIONAL BANK, Odessa, Teras - - - - - - KOS
® FIRST NATIONAL BANK OF LEWISTON, Lewiston, Pa. - - - WMRF
© DUOGET FINANCE CO, Las Vegas, Nevada - = - - - KWAS
® FIRST CITIZENS BANK & TRUST CO., Fayelteville, N. C. - - WENC
® CITY NATIONAL BANK OF CENTRALIA, Centralia, . - - - WCNT
® AMARILLO NATIONAL BANK, Amarillo Texas SR

® WIOLAND NATIONAL BANK, Midiand, Texas - - - - - NCRS
© FIRST NATIONAL BANK OF THE BLACK HILLS, Rapid City, 5. 0, - KoTA
» MOUNTAIN NATIONAL BANK OF CLIFTON FORGE, Clifton Forge, Va. WCFV
® SOUTHERN ARIZDNA BANK & TRUST CO. Twcson Az - - KCNMA
o FIOELITY NATIONAL BANK, Twln Falls, Idahe - - - . KIFI
® FIRST NATIONAL BANK, Missoula, Momt. - - - - - NEVO

mlllls like these ore presenting “Freedom, U. 5. A"
® HOME BAKERY, Laramie, Wyoming . - - - - - - XOWB
@ MULLER-GROCERS BAKING CO, Saginaw and Bay City, Mich. - WSAM
o SUPREME BANING CO., Oes Moines, Jowa - - - - KiOA
® HONEYCRUST BREAO, Somersel, Ky. - - - - - - WSHC

BREWERIES iike thess are signing up “'Freedom, U.5.A."|
@ GREAT FALLS BREWERIES, INC., Great Fafls, Mont, - - - KFBE
® VALLEY DISTRIBUTING CO, FOR GREAT FALLS, Livingston, Monl. - KPRK
® FLATHEAD DISTRIBUTING CO. FOR GREAT FALLS, Kalispell, Mont. - KGEL
® [RED KOCN BREWERY, INC., Ounkick, N.Y. - - - - . W8
® GEORGE F, PFALMER CO., Colorade Springs, Colorada - - - NROD

S ATN S
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FEATURING EDWIN C. HILL WITH THE DAVID ROSE ORCHESTRA,
JIMMY WALLINGTON, AND AN ALL-STAR SUPPORTING CAST!

SPDNSURS GET RESULTS BECAUSE ZIV MAKES THINGS HAPPEN!

Ziv doesn't just sell you the show and leave you to promote it

the best way you can. Ziv provides brilliantly planned,

elaborately produced, dynamic selling tools to assure you of
tremendous listener responsel

-

FREE! THE GREATEST PROMOTION
EVER BUILT AROUND ANY
RADIO PROGRAM!

Juat look ot the altention-gelting, oudience-
orresting promotional materials thown an
the next poge . . . all ore iclesmen-in-
waiting . . . reody 'o go to work for you
when you sponsor tha most timely and im-
portant radia progrom on the oir tedoy |

o]
tﬂm\\-
m’n’n_mm,




_..and now a messag

e from our sponsor .

by Bol Foreman

(Here s Part 11 of a discussion
! begau last issue on television

artists.)

W hat actual functions does a

full-time television art man per-
form? Well, let’s look at the more
obvious=. the Al-
though o space writer can put his
copy (with or without a rough Fay-
oul) m an outgoing box and send
it to his art man. confident of a sal-
isfactory job, not so the TV copy-

mo=l e==enlial.

wriler,

So mieh is leflt unsaid in even
the  most  detailed  commereial
=cripn that the progression of vis-
wal action is more implicit than
exphicit: for example. transitions
aptically or otherwise achieved are
cxpressed in close-up. medium shot.
long shot. ete.—vyet all these in-
structions are =0 hroad that they
leave more Lo the imagination than
they really elear up. But the artist
must select the exacr angle as well
as the <pecifie field for each cam-
era shot before he draws a single
framme. however rough the story
board mav he.

A~ for the slory hoard itself—
the arvtist, preferably with the writ-
er, must decrde how many frames
to put into the board. Every added
frame costs extra money. nses up
extra time. Yet the vital scenes or
tithes or <et-ups (eall it what vou
will) mu=t all he depicted in one
or more frames if an account man
and advertising manager are lo be
given a loeid picture of how the
copy goes. How detailed must this
drawing be? Again a vital deci-
st nporn which a lot of cost and
tme and eventnally the okay of
the copy rest.

Sa Fd sav no story board will
be really geeat from either an ad-

50

vertising or production stand point
unless it is the joint endeavor
(worked on simultaneously from
the start) of a writer and an artis1.
This is true if the TV art man
doesn’t add a =ingle thought 1o
what the writer comes up with—
merely mechanical know-how and
lechnigues,

On the other hand. the good TV
art man, adroit in advertising and
competenthy ereative. will do as
much to make the commercial ef-
fective as does the writer, (This ix
rarely true in print copy!) That's
because of the simple fact that TV
1= visualization in motion!

So much for the story hoard—
perhaps the heart of the husiness
of commercial television.  What
about  =ponsor identification  on
programs? The ereation of main
titles for shows is one of the most
important.  vel neglected.
phases of television programing to
date. MGM spends hundreds of
thousands of dollars per year on
artist= and art work to produce
main titles that will send a motion
picture off to a good start. How
many television shows hegin with
a dull thad cansed hy two statie
cards or a few block letters on
film. Here i the place where vou
wet vour audicnee or lose it—right
at the start. Here 1= where vou link
up program and product—right at
the start. What more important
commercial <pol is there in vonr

nmost

show?

Main titles must he worked om
with the program  prodicers =0
that ”H‘_\ can hear constant repe:
tition. ~o that they will intrigue
and sell at the <ame time! This is
hasically your TV aret man’s prob-
lem (and he's usnally hampered
with a 8500 production hudget de-

spite the faet that the main title
will be run weekly for 39 weeks or
even five years—a real false econ-
omy!) as a case in point, tuke a
look at the 7 Love Lucy opening
and closing. Here is a topnoteh
example of what well-integrated
title and sign-ofl can do for a spon-
sor. The Philip Morris copy and
show are beautifully wed, each en-
haneing the other. The choice of
opticals  (irises) and technique
(hive combined with animation) i<
superb.  relevant, dramatic. ex-
|1|i|‘il!|

These are just a few of the vital
functions a TV art man can per-
form. And with just these pur-
poses, I don’t see how we can get
along without him.

commercial reviews

5

SIMULCAST

Clare Booth Luce
Republican Nat’l Committee
BBDO

WNBC—AM and TV—
10:30-11:00 p.m.

PROGILAN ;
SPMONSDI:
ALENCY

STATION:

Whether or not this program, a simul-
cast, should be considered here and given
a "commercial critique,” I can’t say. Nev-
ertheless, 1 shall do just that because cer-
tainly the program, from start to finish
on hoth media, was not intended as enter-
tainment. To the conrrary, it was prepared
to sell a candidate and as such I'd say it
went a long way toward accomplishing its
mission,

The reason? An old axiom of radio
and one we learned recently though quick-
ly in TV. I'm referring to the fact that
straight talk, however vital, however well
prepared or well presented, cannot sustain
interest.  But break this palaver up with
wellspaced inserts, verbal in the case of
radio, visual-verbal in the case of televi-
sion, and you've got yourself a program
that should hold the attention of your
audience.

That's just what Clare Boothe Luce did
as she discussed the Communist problem
in Washington on the TV hookup, with
film clips of pertinent investigations, and
just the audio of these clips for her radio
broadeast. Thus Mrs. Luce not only made
her presentation far more interesting but

SPONSOR




yuu*ie right on the button with Waterbury!

20 OCTOBER 1952

Waterbury's largest single emplovyer is Scovill
Manufacturing Company, one of America’s leading

brass mills and makers of metal products.

No company betier exemplilies the steady expansion

of Waterbury industry than Scovill. It began in 1802

with the manufacture of brass buttons. Today Scovill employs
over 8,000 persons who turn out products as diversified

as paper fasteners—aircraft paris—metal containers for

drugs and cosmetics—and, of course, brass buttons.

In facl, everybody in Waterbury turns a button daily=

the one that tunes to WBRY!

Radio dials in Waterbury "stay put” at WBRY.

For YOU, this means ANY time is GOOD time on WBRY—
CBS in Waterbury. The March, 1952, Pulse study

shows WBRY FIRST by far in 44 of 48 daytime quarter hours.
Get your product in use in the lucrative Waterbury

market. Just rely on WBRY'!

ask Avery-Knodel for the WBRY story

Waterbury,
Conn.

CBS
5000 Watts

51



oo b"" i' 'ﬂkes
two arms to get
the best resvlts

to sell Memphis you need BOTH

WMC < WMCT

NBC—5000W
790 K.C.

Memphis’ Only
TV Station

owned and operated by the Commercial Appeal

National Representatives - The Branham Company
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added ctremendous impact and credibility
to the entire message. Authenticity as well.

This device or technique or what-have-
you bas too long been something many
politicos have shied away from on the
grounds thar ic smacks too much of show
business or that it tends to sound phoney
or perhaps because they are smugly con-
vinced that their own charms can sustain
interest for 30 minutes.

Here is another case in point that the
selling ideas, political or product, have
more in common than many will conceae.
We're getting more evidence of this fact
each day now.

TELEVISION
SPONSOR: Colgate Dental Cream
PIRODUCER Robert Lawrence Prods.
AGENCY ! Ted Bates
PROCRAM : Anrouncements

Here’s a slick use of the "news ap-
proach” to television copy and one that
comes off extremely well. It is chosen be-
cause this technique will help Colgate com-

bat the actual news value in the chloro-

phyll dental field.

The Bates TV staff has utilized a West-
brook Van Voorhis type of voice a la
“the voice of the March of Time,” to set
the pace for the announcement. It's this
ringing voice that we hear over an excel-
lent series of scenes matted by a map of
the United States. Within this frame-
work, we have doctors and crowd shots
(wonder if they have releases from every-
body here) and charts, etc.

In two places there is sound shooting
both with “dentist-type™ narrators describ-
ing on camera the effectiveness of the
product in combating bad breath and tooth
decay. An excellent slap at chlorophyll-
colored products is made with a close shot
of Colgate Dental Cream being placed on
a brush as the voice-over makes hay of the
point that it's pure white in color.

The net result of the entire conception
of this spot is a hard-selling announce-
ment, well paced and interesting through-
out. As a competitive piece of copy, it
lsaves nothing unsaid. Every optical used
furthers the copy story rather than appear-
ing for mere effect. In other words, here
is the professional approach o TV copy
for a drug product and it may well serve
as a model for those who are wandering

| off into animation and the other "charm

| schools™ of advertising.

SPONSOR




e ————
'.‘-’---' —“‘-~-
- "'-n._‘
P -
- -
- ~ -
» e
’ ey
" h‘
Cd \-
" s
y. -
’ s
" L
{ b
; ~
: ‘\‘
Il -
. v
" -
'f ‘\~
’ 8
! .
] LY
' -
.
" LY
Y
' *
' L)
!
] \
! \
1 — %
] L}
1
| :[j‘\(:::) (:::j :I:—\
1
1
: | 6 3
i L
1
1
[}
1
L]
5
1
L)
LY
L)
L)

& Camble

and Ernie, £
the Hamburger 3

King

Procter & Gamble is the biggest advertiser in America

Last year they spent over $18,000,000 in radio. Like the National
Biseuit Company, Liggett & Myers and many other of America’s largest
advertisers, they invested more money in radio than in any other medivm.

Ernie, the Hamburger King, of 118 Pike Street, Seattle, is one of

the smaller advertisers in America. Last year Ernie spent approximately
37,000 in radio. Like countless other local merchants from coast to
coast, ke invested more money tn radio than in any other medinm,

Sales results? P&G had the biggest vear in its history. So did Ernie.
(In faet, Ernie's sales climbed to an average of 1,200 hamburgers a day.)

The truth is that at both the national and loeal level, radio offers

Broadcast
economy and flexibility that re other medium can touch, And do vou

Advertising

. i s e . . y #Y Bureau, Inc,
realize how much the radio-listening population has grown? Today

=t % . T & - . AT iz @
there are 105,300,000 radio sets in the U. 8. A. Virtually ¢rery home is :,‘_;l:,,'iz.,‘,r,',,,.
a radio home—and over half of them have (wo or more sets, supported by

independent
The average American now spends more Uime with radio than with

broadeastors,
’ e . vtworks and
magazines, TV and newspapers combined, nu: : 8

i 3 = £ representativis
Beyond question, the smartest buys in all advertising are being made all over America
in radio. And they're being made right now.

20 OCTOBER 1952
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... AND ALREADY
CENTRAL NEW YORK’S
MOST POWERFUL

TV STATION

Represented Nalionally
by the Koiz Agency

CBS o ABC e DUMONT

WHEN

TELEVISION
SYRACUSE

A MEREDITH STATION
54

agency prolile

B. B. Geyer

President and Chairman of the Board
Geyer Advertising, Inc.

s o triek to bizure out how Pat Gever got the idea for the famous
Man of Distinction campaign. All he had 1o do was to look into his
ownomirror.

Dapper and urbane on the outside though he is. Pat Gever is never-
theless contemplative and analytical In natuve, A bear for facts and
figures. he keeps his research department husy analyzing develop-
ments in radio and TV as fast as they come along. Every program
appearing on Nielsens radio and TV indices is cost-analyzed and
broken down o a cost-per-<commercial-minute figure. His associates
know Pat much prefers to trust the charts. graphs, and studies with
which he surrounds himself rather than the often high-blown sales
pitch of someone with an axe to grind.

With his interest in research. he was a natural selection as Chair-
man of the Board of the Advertising Research Foundation. Under
the Foundation’s recently expanded scope. ARF may be destined to
play a major role in radio and TV research. (See “Does radio re-
search need a “seal of approval™?” spoxsor. 28 January.)

As Pal Geyer points out, “We've barelh scratched the surface in
the held of radio-TV research. Thal's why I'm particularly nter-
ested in l;il!’l’_\ “l'rkilt;_’t'l‘.-& Committee on Radio-TV Rillillg Method-.
We expect this ARF commitlee to come up with an extremely valuable
tool when it gives it= appraisal of the yvarious rating systems now in
use and. possibly, the reasons for differences between the ratings oh-
tained by different methods,”™

Still another aspect of TV causes Pat some concern. He wonders:
“Are we doing the vight thing careyving over radio time buying eyeles
into TV? When the new mediun’s coverage expands to truly national
proportions. will not all hut the richest advertisers be [rozen omt?
Becanse ll[t"lll]ilt‘.'.ili\t' [actors. vadio has |'m‘l']|||f. had to offer arealer
fiexibility in order to permit an advertiser 1o mateh up his produe-
tion and distribution patterns with his radio advertising. As more T\
time e stations become available, it seems to me that the magazine-
insertion type of time buying will alford the advertiser an opportu-
ity 1o hit hardest at appropriate times and. by means of this flexi-
bility. et the most ont of his advertising dollay.”

Personally. Pat depends upon (v casting. ping pong. tennis, and
soll 1o maintain a physical flexibiliy and an athletic prowess that

shames many yomger anen, * * *

SPONSOR
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Prestige and listener-preference give
WREC advertisers an anchor to get a
firm hold on this great $2,000,000,000
market. Planned, high quality pro-
gramming keeps a steady audience of
interested listeners. (WREC has the
highest Hooper rating of any Memphis
Radio Station). Yet, the cost is actually
10.1%, less per thousand listeners than
in 1946, Tie up your sales program in
the Mid-South by keeping your sales
message on the station your customers

prefer—WREC.

RE ‘MEMPHIS NO. 1 STATION

Al < | = | = | o o= o< | < [ <[ >< | =< | <5<

o m = <= o< o= | o < o< | o= > | ><I>< | ~ | S><|>|>c| <> | < |>=]

REPRESENTED BY THE KATZ AGENCY . AFFILIATED WITH CBS, 600 KC, 5000 WATTS

—
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This SPONSOR department features capsuled reports of
broadcast advertising, significance culled from all seq-,
welcomed.

ments of the industry. Contributions are

WWCA campaign helps retailers vevive ailing business

WWCN Gary. Indiana, has come up
with o preseription that s currently
setling healthy vesults for the recently
ailing bustness ol retailers in down-
lown ‘;;II'I\ —and has liked ils own
revenue Lo hoot,

Knowing that business in downtown
Gary had heen dropping off and con-
vineed that radio could help. WWCA
carefully worked out a proposed air
promation campaign and presented it
to the Gary Downtown Merchants™ As-
<ocialion. The promotion. to run from
7T September  through 20 December.
was designed 1o stimulate store tralhe
in the afllicted area hy luring hack
Gary residents who were shopping else-
where and attracting shoppers  [rom
surrounding towns and rural areas,
[t was planned 1o reach every segiient
of the potential 300.000 listeners in
WWCAs coverage arca. [t embraced:

1. Commercials in broadeasts of
hiel school football games played by
Calumel area schools.

2. Commercials on the 7:00 a.m.
WWCA newscast Mlonday through Fri-
day (the first newscast of the davi.

4. Five announcements per  day.
every day. scheduled in programs de-
signed 1o reach different audience seg-
ments: farmers, suburbanites. Negroes.
foreigu-language audience,

LA contest to run the Tull 15 weeks
awarding SLO0O in prizes (5200 in
merchandise 1o each weekly winner,
and at the end of the contest, a 1000
jackpot plus a vacation trip 1o Mexico
to the grand prize winnert. To entey
the comtest. listeners had 1o write on
the hack of Blanks  tavailable
only e the downtown Gary - stores)
\-.1]\ e Iil\l'll Lui -llnll ill (L,

S0 Extra promotion and  bally hoo,

enlry

cluding a daly 15-minate program
deseribing the contest and Bisting the
prizes: vomlesy annomicements plog-
aing e partivipating merchants: win-
dow <treamers .-m:l il n}- for the mer-
chans:

point-ol-sale cards,

trlire canpaign. all-ine lusive,
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teLevisioy !
s ! H

was offered 1o the Gary Downtown
Merchants™ Association at a cost of
2500 per week. and the Association ac-
cepted it as set forth. Each of the 20
participaling retailers receives an aver-
age of eieht commercials a week.

The whole promotion centers around
the contest which is directly caleulated
to stimulate store traflic,
mercial hears a tag line urging listen-

l':ili‘]l coni-

ers Lo slop in at thal particular store
and pick up a contest entry hlank. By
the end of the second week of the cam-
paign. the original disteibution  of
3.000 entry blanks had been exhausted,
A1 this rate. the station anticipates that
100,000 blanks will be issued belore
the contest is terminated in December
~with a commensurate
store traffie,

WWCA is delighted wtih the hypo

this campaign has given ils business,

merease  in

amd with the new radio-consciousness
i the entive area. Six of the Associa-
tion’s participating retailers had never
usedd WWOEA previoushv: the station
also acquived cight new actounts whose
purchases of time were directly influ-
enced by the campaicin, They expect
a hike in station revenue ol at least
107 Tor the Tast quarter of this year,

Responsible for working out the
campatgn were WWON  Comimercial
Manager Joseph R Fife and WWCA
\ecomnt Executive Jim Fitzgerakd, The
contrael signeil for the
Downtown Merehans

Wirs Cary
\ssociation In

George Lapping. its president.  * * %

Radio contest. Bob Hope
go (o bat for Jell-0

General Foods is currently giving its
Jell-O products a big hypo via radio-
both on the local and national level.
Itis (11 running a contest to promole
Jell-O items on about 230 radio sta-
tions (6-31 October Jand 121 sched-
uled 1o sponsor lwo new programs star-
I'ill:_: Bol HU{II‘ on the NBC Radio net-
work, also for .’P‘“-(..‘.

One of the Hope shows will be a
daily  15-minute morning stanza on
NBC to start 10 November: the other
will he an evening program. Wednes-
davs, 10:00 10 10:30 pom.. slated for
January 1033,

The current contest is of the wrile-
in-and-tell-us-why-you-like-our-product-
i'lIlI]-r(‘.‘t|l]-l}ll‘f‘t}-]ll'l\-l(l}lﬁ variety, It is
being promoted via one-minute partici-
pations in local live shows on the in-
dividual stations. as well as in a few
regional network programs (such as
Frank Goss News on the Columbia 1a-
vific Network). Types of shows used
range from homemaking to cowhoy 1o
special-interest  commentators.  each
picked Tor local popularity, Typical:
Feature Foods, WLS, Chicago: Dar-
bara  Bayne. WLOL. Ninneapolis:
Tohnny Gee Show, KOB. Albuguerque:
Wartha Deane. WOR. N, Y,

The sponsor is offering not only lo-
cal and national prizes for contest win-
ners, hut is providing incentive for the
m.c.’s o exert themselves in
pushing the promotion. The m.e, who
does the best job on the contest—ha

:"‘Ilﬂ\\'

pulling the most returns as related 10
the size of his listening audience and
at the lowest cost-per-return—gets a
trip to Paris. folh

Omaha bakery finds two
types of Westeru fan
Peter Pan Bakeries, Omaha, had a

problem. Tt had to choose belween

two Western TV film series—the Gene
Autry Show and The Range Ride

/ F!- ;.}

"Range Rider" does daring stunts; Autry sings

SPONSOR




and decide which one it wanted 1o
sponsor on KMTV, Omaha,

Both Peter Pan and its ad agency, |

\llen & Reynolds, knew that Westerns
have long proven a successful type of
programing for bakeries (sce “Bakers
on the air. spoNsor, 25 ."'vlntr'mln‘i
19501, But in studving the problem.
they came to realize that the pro.
arams they were considering actually
covered two Lypes of Western fan
those who would favor a singing cow-
boy and those who would be more in-
trigued by a rootin’-shootin’ hero who
does brave stunts (The Range Rider).
Result: In order to reach both audi-
ences and get maximum coverage. 'e-
ter Pan decided to sponsor both shows
on KMTV on an alternate-week basis
(Sundays 5:30 to 6:00 pan.. starting
12 October)., According to CBS Tele-
vision Film Sales (which distributes
both syndicated Westerns) this is the
first sponsor to bankroll hoth the pro-
grams, and other sponsors are display-

ing interest in the idea. L

Briefly . . .

WNIHC’s new [our-story radio build-
ing in New Haven. Conn., was recently
dedicated to “The P'eople of New Ha-
ven'" in special ceremonies. A hall-

WNHC pres. Goode makes opening official

hour radio program featured guests
representing the National Broadeast-
ing Company. the Katz Ageney of New
York, and leading broadrast trade
journals, as well as WNHC oflicials.
Cutting the ribbon to officially open
the new building (see photo) is Pat-
rick J. Goode, president of the Elm
City Broadeasting Corp. Looking on
are (L 1o r.): George IHicks. NBC spe-
cial events reporter: William Celen-
tano, Mavor of New Haven: Fran
Gregory, NBC singer-actress: Fdward
C. Obrist, station manager: Aldo De-
Dominicis, secretary-treasurer of Elm
City  Broadcasting,
(Please turn to page 921
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LOWEST COST
MAJOR
STATION BUY
IN THE
DETROIT AREA

MERCHANDISE PER DOLLAR IN-
VESTED IS BOUND TO BE THE
ONE THAT GIVES YOU THE
MOST COVERAGE FOR THE
LEAST MONEY!

CKLW covers a
17,000,000 population
area in five

important states.

Adam J. Young Jr., Inc.
National Representative
@

Guardian Building
J. E. Campeau, Pres.

ADVERTISING THAT MOVES MORE

Detroit 26, Mich.
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afternoon!

MELODY
BALLROOM

WFBR crack disc
jockey show—is
the No. 1 radio
record show in
Baltimore in the
afternoon!

Looking for a participa-
tion show you can brag
about, instead of having
to justify? WFBR's
home-grown Melody
Ballroom carries more
audience than any other
afternoon radio record
show—more than high-
cost TV shows! Make
sure your radio dollar’s
well spent in Baltimore
—buy Melody Ballroom
on WFBR. Just ask
your John Blair man
or contact any account
executive of . . .

ABC BASIC NETWORK

5000 WATTS IN BALTIMORE. MD

What's New in Research?

R 32

Non-parents show more critical attitude
than parents on Western viewing for children

[dvertest Research took a poll on the subject of Western
films among 766 families during September 1952 in the
New York WMetropolitun urea—making a special effort

to compare the viewing habits of children under 12 with
those of teenagers and adults. Following are findings:

@ 0% of the families wcith children considered Westerns
as good entertainment for the children, wchile only 59 of
non-parents agreed with this point of riew.

® 25% of the parents thouglht that Westerns lead children to
develop bad habits. while 36 of the non-parents were

af this helief.

@ 5% of the parents were in favor of banning Westerns from
TV. while 135 of the non-parents expressed the
same attitude.

® 0% more families wotch Westerns than did when Advertest
took a similar poll in 1951. Adull viewing was 18 greater
in homes where there are children. The total nunmber of
families that reported watehing Westerns regularly was 60
of the TV audience.

® 60% of the families watching Westerns regularly preferred
historical stories with an authentic background orver musical
Westerns and purely fictitious Western stories.

©® Oun the critical side. 7.3% of all interviewees thought the
Westerns should contain less fighting, shooting. robhing.
and killing.

@ The popularity count on Western series ran as follows:
(1) Hopalong Cassidy. (2) Cisco Kid. (3) Lone Ranger,
(4) Roy Rogers. (5) Gene Autry. (6) Six Gun Playhouse.
(7) Gabby Haves. (8) Wild Bill Hickok, (9) Western
Roundup. and (10) Western Prairie Theatre.

National ratings top 10 programs

(Percentage of homes reached in program station area)

TelePulse 2-8 Sept. 1952 Nielsen Radio 31 Aug.-6 Sept.
RANK PROGRAM RATING | RANK PROGRAM RATING

1 Talent Scouts 33.5 1 Dragnet 7.3

2 Shew of Shows 33.1 2 You Bet Your Life 6.7

3 Godfrey's Fricnds 31.3 3 People Are Funny 6.0

4 Groucho Marx 27.1 4 Dr, Christian 6.0

5 My Little Margie 26.7 5 Cavalcade of America 5.8

6 Philco Playhouse 26.7 & Elsenhower Speech 5.7

g | et Bastno 26.4 T | ot G 5.5

8 What's My Llne 25.6 8 FEI in Peace and War 5.5

9 Ganghusters 25.2 9 Life With Luigi 5.5

10 Yaur HIl Parade 25.2 10 Father Knows Best 5.5
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ATLANTA

“ . MACON

represented L
individually and
as a group by

ONLY A COMBINATION
OF STATIONS CAN
COVER GEORGIA’S

MAJOR MARKETS

SAVANNAH

WT0C

5000w 1290ke

CBS RADIO

the TRIO offers

advertisers at
one low cost:

CONCENTRATED
COVERAGE

> L J
MERCHANDISING
ASSISTANCE

K .
7 LISTENER LOYALTY
‘: BUILT BY LOCAL

¢ e PROGRAMMING

> DEALER LOYALTIES

in 3 major markets

THE KATZ AGENCY, INC.

NEW YORK CHICAGO DETROIT ATLANTA DALLAS

KANSAS CITY LOS ANGELES SAN FRANCISCO



KINGAN AND GODFREY

(Continued from page 37 )

wich & Legler. their advertising agency,

The sales foree was supplied with a
presentation hrochure at the time God-
frev went on the air for Kingan, That
brodchure vited ra=l ‘-t‘“in; sucresses by
Godirev as an inducement lor retail
dealers to go alonz with Kingan-and-
His the

Crowil. ;Iijlbl';H\ i]l numerowns IIaIIIIT.-n['

'l;m”le‘_\. |;h re.  wearing

sale pieces. liesin advertisements  for
retail ads. and more recently ina pack-

aged promotion for chains and inde-
pendent group participation.

ANOTHER BLUE RIBBON ACHIEVEMENT

Kingan produces a varied line of
processed meats and no one product
i= spotlighted on the Godirvey program.
\ set portion of the ecommercial time
i= devoted to |||lll'|) institutional copy
-elling Kingan a< a company. The rest
i= split up between two products per
progrant. these being chosen to tie in
with scheduled <elling campaigns by
the Kingan sales organization,

lohn Warwick, who does maost of the
commercial copy himsell, remarks: “All
commercials written as close 1o
M. Godirey™s sivle as possible.  His
areat selling power is due to his in-

formal and believable presentation of

THOUSANDS SAY 'I AM A KFAB FAN"

The Nebroska Stote Foir — Nebraska's biggest show —
s KFAB's biggest show ond is this month’s ochievement
slory. Thouvsends of KFAB fans from the form, from the
smoll tawns ond the ¢ities of the Midwes! Empire mee! ol
the Foir every yeor. They come lo exhibit ltheir crops,
their stock and thew hondiwork, They come lo see new
things 1n mochinery, toals ond conservotion . . . and lhey
come to see the big KFAB shows which originote ot the
Foir, Over 100,000 men, women ond children walched
ond took part in KFAB shows this yeor. KFAB's yeorly
ochievement ol Mebrosko's big agricullurol exposition re-
wits in doily ochievements for lhe odvertiser. Gel the
focts on the “ochievemen! slation’ today from o Free
& Peters mon or Generol Monoger Horry Burke

- EMPIRE
THE, Mlowfggsﬁ-‘}" YEFAB

K

SERVED
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N

the sales message. Will Roland, who
produces and directs the Godires
morning  shows, also  produces the
Roundtable. He's done such a smooth
job of putting the show together that
manv Kingan dealers and most of the
listeners don’t even realize that the
show is taped.”

A representative late-spring  con-
mercial for ane of the Kingan product
goes like this:

“=ay, you gol that barbecue whatja-
majig out of the garage and ready [or
action Boyv. it's gettin® along
about that time now! And if vou wani
to start that first harbecue off with a
bang. get voursell a hig supply of
Kingan's Reliable 1¥'ieners. When vou
lay about a dozen ol those Kingan's
Reliable Wieners across the wiill, the
whole weighborhiood’ll probally come
arunnin”. That's how good they'll smell

vel?

when vou get that charcoal going un-
der them. Some people call "em “hot
dogs" or “frankfurters’ or ‘wienies.”
[Toesn’t make any difference what vou
call "em as long as they zot that name
‘Kingau' on the packagze. That's the
word that makes the big difference, be-
licve me. because Kingan's Reliable
Wieners are made from only the ven
best cuts of choice beel and pork.
That's all that goes into "em: the very
best of evervthing.”

This commercial approach gut the
[ollowing sales results in a representa-
tive 26-week period during which Kin-
gan sponsored Arthur Godfrey:

llem A -a 6947 increase: ltem B

a 45.3¢ increase; Item C—a 34.6%,
increase: ltem D—a 32,27

To boost distribution directly. the
following commercial was delivered In
King Arthur G.

“Sav. did vou ever find voursell
coming home from the grocery store
thin\ing to yvourself-—"Gee, | just spent
10 or 15 bucks back there and [ got
about enongh food here for only four
or five meals!” If vou have. 1 want to
tell you again about those two Kingan

increase,

money-savers (and 'm talking about
real money : not just onc or two pen-
nies). Kingan's Lima Beans and Ham
and Kingan's Noodles With Beef, Both
are wonderfully delicious maindishes
that you can serve for anly
tion. lmazine that! Ahont
erous portion.  And what
tasty eztin’. Kingan's Lima Deons and
Ham i~ a delicious combination of gar-
den-fresh tender, tasty Lima Beans and
Iie chunks of Kingan’s Reliable Ham,
Anid that Kingan's Noodles With DBeel!

25¢ a por-
25¢ a gen-
wonderful.

SPONSOR
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BOB MAXWELL . . .
Farly Risers. A New Litlen ar
6:30 A. M. Monday through Friday.

Fraternity of

TOM MacMAHON . .. News From
The FEditor’s Viewpoint. A New
Léiless ot 1:00 P. M. and 2:00 P. M.

Detroit’'s Station of /Vew fMtBM el ehe

The best in programming—for the best in listening

JOHN MERRIFIELD . . . News for
Detroiters. A New Litdesn at 7:00
A.M.—9:00 A. M.

[ .
ROSS MULHOLLAND ... Detroit’s

most-quoted dise jockey., A New
Lislen ar 1:05 P. M. Monday
through Friday.

VICTOR LINDLAHR . . . "To Your
Heahh.” A New Liifewn ot 9:15
A. M. Monday through Friday.

CHARLES PENMAN . . . The Vowee
With Music. A New Lislen ot
7:00 P. M. Monday through Friday.

Basic NBC Affiliate

First Michigan I
TV Station, “Z;&‘;‘m"m‘
wa-TV P -EHAMNEL Tk

=¥ MEgALYELLS

THE WORLD'S FIRST RADIO STATION . . . Owned ond Operated by THE DETROIT NEWS . . . National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
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Fitting a Medium
to a Market

wsv ACUSE

NBC
AFFILIATE |
| Covers ALL
of the Rich
Central N.Y. Market

Write, Wire, Phone
or
Ask Headley-Reed

Fitting a Medium
to a Market

ACUSE

NBC
AFFILIATE

WY

Covers AEL
pf the Rich_

Write, Wire, Phone
or
Ask Headley-Reed
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“n). Ihc‘rl' 1 one ol the hest mc;ll.‘ you
ever had. ri..l.--l} noodles cooked jll,hl
long enouch to make “ew tender and
more than a quarter of a pound of
good. lean heef in every can,

“And the gravy is real heefl juice—
none of that water or beef sauce busi-
ness in Kingan's Noodles With Deef.
\nd ook, il your store doesn’t carry
these Kingan products, let me know
about it. will you? Just drop a ecard
or a letter—to me, Arthur Godfrey,
CBs. New York . . . tellin® me the
nane of your store—and I'll get a Kin-
can man to call on your grocer,”

This write-in campaign had spectac-
ular results for the Kingan people,
Cards and letters poured in 1o CBS
who turned them over to Warwick &
Legler. who in turn passed them on to
Bruce Ashhy at the Indianapolis office
of Kingan. Typical result: R. L. Web-
ster, district manager of a major North
Jersev market. wrote that. armed with
letters from consumers 1o Godfrey, he
gol six new store accounts for Kingan
in Northern Jersey within eight days.

“Kingan's advertising hudget.” savs
John Warwick. “thougzh
comparison with other meat packers of

smaller in

comparable size. is being made to pay
oll on a dollar-for-dollar value through
hard-hitting merchandising tie-ins.”

In preparation for the second vear
ol the Kingan-Godfrey combo. the ad-
vertising team of Ashby. Pruett. and
Ranck from the company, and War-
wick and Bishop [rom the agency vis-
itedd the sales foree (as they had done
the vear previous). They briefed sales-
men on the purpose of the vampui;:u
and explained how to sell dealers on
the advantages of having America’s
foremost food salesman pushing their
Kingan product for them,

In-stove promotions are to he ex-
panded. and Kingan-Godfrey Carnivals
and Sales are heing planned in the va-
consumer markets, Replicas of
the Kingan erown which Arthur Gaod-
frev wears were given away al the In-

diana State Fair this summer. So great
was the demamd for these multi-colored
paper crowns with Kingan's name on
them. kids lined up for hours in or-
Within eight days
some 08,000 crowns were distributed.

der to zet them.

Pictures of Godfrey and his cast were
eiven away at pomt-of-sale—at least
100,000 of then.

Fvery salesman has just sent oul
abont 75 post cards to his key acconnts
telling of King Arthur Go oand  men-
tioning some of the tic-in display ma-

tevial the Kingan company provides.

Unquestionalily, the program is the
mainspring of Kingan’s entire adver-
Both the results of
King AJs commercial delivery and the

lising campaign.

extent of merchandising built around
the show and his |n3r.-.-~:m||il_\ jll.‘-lif_\
the sizable portion of the firm's ad-
vertising expenditure going into one
medium—network radio.

On the side of spot radio. Kingan
confines itself mainly to Indianapolis.
On station WIRE. Indianapolis. Kin-
gan has grown from a 359 spot adver-

* * * * * * * *

ol have the ability 10 sell because 1'm

on the level, and they know 'm on the
level.*®

ARTHUR GODFREY

CBS

* * *r 4 * b 1 * »r

tiser five years ago to a $40.000 ac-
count in 1952,

Kingan first tried radio in 1948 via
a series of announcements in 35 mar-
kets. On WIRE the cost of these first
announcements totaled %359, Later.
when the firm decided to introduce a
new product—"Seafoam™ shortening
—they consulted Daniel C. Park. gen-
eral sales manager of WIRE, Indian-
apolis. on the type of program to
choose.  Dinner Winner hecame the
first of a series of such programs that
Kingan sponsored in Richmond, Va..
and Atlanta. Ga.. as well as on WIRE.,

WIREs eflicacy in promoting the
new product for Kingan was indicated
by a 1949 “*Consumer Analysis™ which
listed ot of
eight leading non-vegetable shorten-

“Seafoam™ as  serond
ing= in Indianapolis consumer prefer-
Cnee.

By 1951. Kingan sponsorship had
expanded bevond the one Dinner Win-
ner program. Their schedule included
the Indiana High School Athletic As-
sociation haskethall tournament which
increased dollar volume in stores no-
ticeably,

In  August 1952 Breakfast with
Paula  supplanted  Dinner  Winner,

which Kingan thought to have reached
its point of diminishing returns. This
norning chatter and cuest program 1=
hroadeast the board 8:15 1o
0:00 from the Coflee Shop at the
Claypool Hotel in Indianapolis, Tom
of Dinner
Winner. made his debut last March
with Kingan's Klubhouse. Kingan's
third WIRE program is Dick Stone’s
Euat-itorially Speaking. 11:30 to 12:00

AT ==

Carnegie.  formerly  m.e,
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$150,000.00 T0 $200,000.00
PER MONTH Seeny MONTH

“We receive an average of one hundred and fifty to two hundred thousand dollars every month from
out of the State sources as a direct result of our KVOO ten o'clock newscast! We know that the news
brings it in for we always write and ask the folks how they happened to open an account with us. And
today, we have savings accounts from people living in 43 of the 48 states!” So said Mr. Louis W. Grant,
President of Home Federal Savings and Loan Association of Tulsa, on the occasion of the beginning of his

firm's 12th consecutive year of sponsorship of the ten o'clock P.M. newscast over KVOO.

Our congratulations go to Mr. Grant and his staff as they reach this radio milestone. During the past
eleven years on KVOO Home Federal has grown from a five million to a thirty-four million dollar organi-

zation! This is a great record and is convincing proof of Home Federal's wise and astute business acumen.

KVOO is proud to have been of such important service to this great financial institution and we look

forward with confidence to Home Federal’s continuing growth and increasing prosperity!

Luncheon ot the Tulsa Club cele-
brated Home Federol's signing of their
12th consecutive sponsorship of KVOO's
ten P.M. newscost. Enjoying the steoks
and birthdoy coke were, from left 1o
right, Mr. louis W. Gront, Jr., vice-
president; Mr. Wm. B. Way, vice-
president ond generol monoger of
KVOO; Mrs. Phyllis Edmonds, vice-
president in charge of advertising ond
public relations; Mr. Robert A, Eckin,
vice-president; Mr. Gustov Brandborg,
ossistont general monoger of KVOO;
and Mr. Lovis W. Greni, Sr., president.

"RADIO STATION KVOO

NBC AFFILIATE

- - ~ EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES
50,000 WATTS TULSA, OKLA.
OKLAHOMA'S GREATEST STATION
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Witls

it= full -|rnl I';in“n = ']I'IIN]"- I\.ilr:_".ill i=

nomre. Monday through Friday.

reaching Indianapolis listeners morn-
inz. noon. and night.

In 1952, Kimgan is planning to spon-
sar WIRLE Toothall broadeasts.

ing the nine top games of Iudiana and

nu ]IIrF-

'urdue Universities.
KNinean has experimented with T\
on WTTG in Washington, Do €. The

i n||]F'.,q||\ -|||r;||_-.'n|-|[ .“‘flrr-f-J !:‘r-' -,,”” [ 9 |

marning home economics chatter pro-
arant with considerable success, Both
Warwick & Lecler and Bruce \shln
feel that hve local home economies

'\F%’

Edward Lamh Enterprises, Inc.,
Hame Office
WICU-TV-—Eric, Pa.—Headley-Reed Co.
WTVN-TV-—Columbus, O.-—Headlcy-Reed Co.
WHOO—Orlande, Fla—Avery-Knodel, Inc.
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<hows would be saccessTul 11 other T\
no definite  plans
Tormulated

markets.  howeve

have been to-date for a
<pol ™ -.|||||-i|i;!||.

Kingan was ortginally established in
1562 a< a British corporation and for
many decades was mainly a meat pack-
er. When the company turned to pro-
ducing more manufactured meat prod-
ucts a few vears azo. the meat industry
was undergainge considerable finaneial
ol '”h“. =6 ”Iil‘ l‘l"

spite a growth in the industry’s gross

pressures hecaouse

-.‘th-.- on I|‘.t‘ over-all. these increases

were nol in proportion with the expan-

] AT/ BETEES

New York Office,
500 Security Bidg., Tolede, Of%lo

WIKK—Erie, Pa.—H-R Co

WTOD—Toledo, O.—Headley-Reed Co.

ERIE DISPATCH Ene, Pa.—Reynolds-Fitzgerald, Inc.

Haotel Barelay-—

=ion ol the economy in general. In
1939, the housewife’s meat dollar was
distributed in the following propor-
tion: 26.6¢ o the packer: 25.7¢ 1o the
retatler: 47.5¢ to the farmer. Today.
the meat dollar is divided as [ollows;
18.3¢ o the packer: 19¢ to the re-
tailer: 62.7¢ to the larmer. Therelore.
llt'."-llilt' the fact that more of the house-
wile's dollars are meal, a
<maller proportion of these dollars—

spent on
compared to a decade ago—is going to
meat packers. However. with the in-
creased cost ol living. the meat-pack-
ing industry has been expanding al a
[airly steady pace.

Kingan, which ranged eighth among
meat  packers, made sales totaling
£212.916.80 in its 1951
With the planned sale of conteol in the
company to Hyerade Food Produets
Corp. on 12 October. the combination
Kingan-Hygrade would rise 1o hlth
position in the meat packing industry,

fiscal vear.

immediately behind Cudahy. who ranks
alter such giants as Armour. Hormel,
and Swilt. * ok ok

PROMOTE TV SHOWS

(Continued from page 41)

tation methods are adaptable 1o TV,
Both NBC and CBs. as a matter of
fact, have hired men with movie ex-
ploitation experience to add a fllip 1o
their TV program promotion. NBC re-
ports that its moie exploitation ideas
are still in the experimental stage bul
CBS has gone ahead and plunged right
They

Jackie Gleason a pre-program premiere

into Hollywood  hoopla. gave
baildup. complete with a cigar-champ-
ing advance man. in seven cities dur-
ing July and Mugust.

The Jackie Gleason huildup is an
example of one of the most important
promotional devices for TV programs

personal appearances, It was espe-
cially important to CBS for a number
of reasons: (1) The program had no
audience as such since il was not yel
on: (2) CBS was still selling Gleason
to advertisers (the network eventually
l'llIl\iIl("’t[ ?‘11'|lil‘k. Thm-.
Co.. and American Chiclel :

Leeming &
and (3
Gleason was costing CBS a pretty pen-
ny until married to the sponsors.,

CBS chose seven TV cities [or the
Gleason tour. They were Pittshurgh.
Chicago. Detroit.  Cincinnati.  Cleve-
band., Akron. and The Cbhs
comic did more than show his face:

Boston.

SPONSOR




Somewhere West of
Eustace Tilley

or The Flowering

- ————————— - —— —

Geography is one of the many things
we have a lot of around Amarillo.
About 25 years ago a fellow could
stand at the Santa Fe station. squint
his eyes, and see right into the next
week. Lately, though. all the irriga-
tion-fostered trees, the oil wells, and
grain elevators would get in his way.
If he was looking for business, he
wouldn’t want to look much further
than our trading area anyhow.

Amarillo is a long way from every-
where. up on the high plains which
climb to the Rockies. Five other
state capitals are aboul as near as
Austin, the Texas capital. Seventy-
eight counties in Texas, Colorado,
Oklahoma, New Mexico and Kansas,
are served by Amarillo’s network of
highways and railroads — 1,853.000
people in 100,875 square miles, This
large trading area helps make Amaril-
lo first in the U. S, in retail sales
per capita.

Amarillo is so far north of South
Texas that we're sometimes called
Yankees. But it's close to the stuff
an advertiser looks for when he
wants business. The Panhandle has
the world’s largest wheat field. the
world’s bhiggest natural gas field, the
second higg('sl cattle ranch, and

710 KC & 10,000 WATTS e REPRESENTED NATIONALLY BY THE O. L. TAYLOR COMPANY

of Amarillo...

more than 4.000 oil wells. (*Cattle
can’t drink that stufl.,” said an out-
raged rancher when oil was found on
his land. )

KGNC’s 10,000 watts cover our
vast trading area eflectivelv. Last
year the Texas State Soil Conserva-
tion Board wanted to determine the
most  effective  means of getting
weather information to an area up
to 80 miles from Amarillo. They
found out with their own survey.
Radio got 967 of the vote -~ and
88% of the 967, said KGNC.
When asked, “What's your favorite
farm program?” 679 named KGNC
programs; all other stations com-
bined got only 33%.

There’s a story about a fellow
from Washington, D. C.. who was
riding across a flat stretch of wind-
blown road with a Texas rancher.
A colorful bird fluttered inte and
out of si;_’hl. The Easterner asked
what it was. “Bird of paradise.” his
host told him. There was a long
pause, then the man from D. C.
commented, “Pretty far from home,
wasn't he?”

It isn’t as far as it used to be.
And the gap is closing.

K"

marillo

NBC AFFILIATE

———————

—— —— -




TWO TOP

CBS RADIO STATIONS

-~ TWO BIG

SOUTHWEST MARKETS

ONE LOW

COMBINATION RATE

Sales-winning radio
schedules for the Great
Southwest just naturally
include this pair of top-
producing CBS Radio
Stations. Results prove
this! Write, wire or phone
our representatives now
for availabilities and

rates!

National Representatives

JOHN BLAIR & CO.
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ne appesred in vaudeville and at least
one theatr marguee ta Loew’s house
in Pinsburzlo mentioned that he was
a “CB=s T\ ecom i|_\ star.”

\s a publicity bird-dog. CBS™ Pub-
liein  Chiel ol
Jack Goldstein. a veteran of 30 years
Goldstein once

Dave Jacolbson senl

in the movie bhusiness,
headed David Selenick’™s publicity set-
up as well as 20th Century Fox's East-
ern l-u|n|i1‘il_\ oflice: he was also Fast-
ern studio rep for RKO.
one CBS source. Goldstein's know-how

\ecording 1o

hept tour exvenses to such a low figure

that it wa= “a crime o mention it.”
Goldstein heat the

trade press and newspapers. arranced

drums to the

for billhoards and two-sheet posters,
helped set up guest appearances on lo-
cal TV shows. and tried to wheedle as
many mentions of CBa TV as |m-.-ihl;-,
He also playved some of it by ear.
When Gleason arrived in Detroit dur-
ing the Democratic National Conven-
tion. he was greeted by a group ol
voung fan= with signs saying “We're
Wacky About Jackie™
hox-ollice recards in Pittsburgh. a fact
that was the trade
press for the henefit of potential spon-
sors as well as to CBS salesmen,

merchandised 1o

CBS TV didn’t invent personal ap-
pearances. of course. nor did TV -
<ell for that matter. But the fact re-
mains that they are considered power-
ful audience buikders.

This is especially true of young au-
diences, The use of appearances Iy
<uch Western stars as Gene Autry and
William “Hopalong Cassidy™ Boyd is
well established in TV, Autry himsell
used them to ballyvhoo his protege, Jack
Mahoney. into prominence, Mahoney.
a pure '\ llr'r‘-un;llil_\. 1= star of the
Ruange Rider series, which is produced
with CBS financing by \utn s Flying
\ studio.

Autey and GBS paired up 1o send
Mahoney on a 20-day crosseountry
tour, The exploitation treatment in-
cluded motoreades, appearauces in de-
puartment stores, hospitals. schools. and
orphanages. and the use ol Range
fu’fvrfi‘r COne |-nn|~-.-‘ The appearianees
were backed up with newspaper adver-
tistng, divect mail. and  point-ol-pur-
chase promotional cards,

The promotion cost was about 325,

Maho-

uey hecame popular enough to be the

000 bt nobody beerudees it

first TV star to be plugged in a moyie
because of his video reputation,

lours are sreal sources for news-

({Gleason broke

paper stories. And vou can never tell
where the publicity will pop up. When
DuMont’s Captain Video appeared as
Grand Marshal last month in the an-
nual Fort Jayv Children's Parade in
New York City. the story and picture
were picked up by the Frackville, Pa..
Ledger. The Gleason tour resulted in
some priceless page-one stories, Al
though the Range Rider film is n
shown in New York Citv, a rootin’.
toatin’ of  Mahoney's
horsemanship in Central Park for the
benefit of Kiddies deprived of the pro-
gram was converted into the lead lea-
ture story in a New York City paper.

demonstration

* * * * " " “ *

ssTaday, although we have only 111
television stations on the air, two-thirds
of the American houscholds are alreads
within range of these stations and there
are more than 18.500,000 receiving sets
in use®

PAUL A, WALKER.
Chairmun, FCC
* * * * * * - *

Tours are an indirect form of pro-
motion in the sense that they may he
merchandising efforts as well as al-
tempts Lo push a personality on the
theory that if someone sces the person-
ality or hears about him, he may tune
in on the program, Some of the more
direct promotion aims at telling the
viewer exactly when the program will
be on. and it may disclose something
about the program itsell 1o arouse fur-
ther audience interest.

\ zood deal of this divect promo-
tional hurden is borne hy the network
but there has been an increasing load
taken on by agencies, The reasoning
hehind this is simple: H an advertiser
sinks millions nto a TV program. he
should protect this investment with a
sizable promotional budget. Many of
the larger agencies BAB.
BEDO. JWT, Y&R) have equipped
themselves over the years with farge
promotional and publicity departments,

t=uch as

The agencies realize more and more
that video programing should take ad-
vantage  of  video-ype  promotion.
BBDO, for example, which handles
T\'s new Cavaleade u)" America {ox
Dupont over \BC. has developed a
“Who Am 1”7 teaser for the historical
personalities portrayed  on the pro-
sran. These teasers consist ol four
<lides together with appropriate copy.
The first three slides tell of littde-known
incidents in the life of the personality

SPONSOR




NORTH CAROLINA IS THE SOUTH'S NUMBER ONE STATE

North Carolina rates more firsts
in recognized market surveys than
any other Southern state. More
North Carolinians, according to
BMB study, listen to WPTF than

to any other station.

NORTH CAROLINA'S

Number Salesman

50,000 warts . 680 Kc.
NBC AFFILIATE FOR RALEIGH-DURHAM & EASTERN NORTH CAROLINA

-'.&w |
FREE & PETERS, NATIONAL REPRESENTATIVE

R. H. MASON, GENERAL MANAGER GUS YOUNGSTEADT, SALES MANAGER
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to b
the name.

portrayed without mentioning
The
person is. This promotion is hracketed
fore and aft with program name slides.
The time of the program is inserted
verhally since seven of the 29 stations
carry the program on a delaved basis,
The cost of the slides and copy is a

fourth tells who the

be discussed later in the article.)
Trailers are another video device
finding favor with agencies, BBDO
makes 20-second trailers of Cavalcade
of America. They are edited on the
West Coast from the actual Alm of the
show. and are sct up so that the local
announcer can insert five seconds of

client expense but the time is supp
gratis by the station.
the material 1o a station only il
station indicates interest,
lem of just how much promotional
a station will offer to its clients

J)"(lf-‘-\ul"f,\(,.ll M A

Look at it this way. You're buying
time for national accounts. You know
Washington, D.C.,, is among the sixty-
odd major metropolitian markets in
the country. So you'll take it (and the

‘ﬁ-;‘""

N ‘—-:‘J—-l-.l_.-

AT noe-

THE BRANHAM COMPANY

A B C

GE

68

BBDO will send

(The prob-

L AT

AN AL = e s

lieel  information on telecast time.
also come under
the
time is concerned.
aid
will

"VV-ASHINGTON D. C.

others) and that's that. But, choice
secondary markets are a different
story and that's why we boast: “After
Washington, D.C., comes Yakima,
Washington.”

Yakima is a choice secondary market
with a buying income in excess of $200
million dollars. Big cily media have no
influence in Yakima. The 173,000 farm-
ers, merchants, industrialists and all
the others spend over 907 of their in-
come at home. Those are the plain
facts that make Yakima a secondary
market of first importance in the West,

YAKIMA, WASHINGTON

KN IMI A

ORGE W. CLARK

These
the heading of cour-
lesy announcements as far as stalion
Y&R also makes its
own trailers from filni. excerpting them
from its Joan Davis and Eve Arden

cC B S
WEED AND COMPANY

shows, Four trailers of each program
are =ent lo every station l':il'l')ing the
show. which includes every major mar-
ket in the U.S.

A third technique along the lines
mentioned are the trailer or near-trail-
er devices tacked on to the end of the
actual program. Ed Sullivan gives a
run-down of the next week’s Toas! of
the Town lineup. Fireside Theatre runs
1 “live trailer”™ showing an intriguing
scene from the coming week’s drama.

On-screen program promotion by
the agencies often is formidably backed
up by the networks and stations. Ob-
viously a lot depends on the station
and network as well as on the program
itself and its competition. When TV
nets make their presentations to induce
an agency or ¢lient to let them carry
a new show. one of their big talking
points is the amount of promotional
backing they promise Lo give as well
as their past history of promotion.

There are unquestionably big pro-
motional promises made, although the
nets cannot always speak for the sta-
tions. especially where a station is the
only one in a particular market. As a
rule. the nets can show good past per-
formances as far as TV program pro-
motion goes. TV webs like ABC and
DuMont. where time is not too tight.
have room for frequent promotional
announcements bul the busier nets also
put in a goodly number of program
plugs. Most CBS system cues are now
used for program promotion, including
nighttime spots.  Naturally. they will
nol toss out a paid announcement for
a courtesy program pluu. Sometimes
a sponsor. during a big promotional
campaign. will pay for a program plug.

CBS TV receutly tallied op its pro-
aran promotion impressions for 103
network advertisers during the 1951-
52 season. It came to a grand total
inetwork plus stations) of 1.75 hillion
impressions a week. This was broken
ll(l“'ﬂ as fl’n“\\'!\':

Coast-to-coast 20-second trailers us-
ing  the stars  themselves
(these are considered selling
tools): 128 million impressions per
week, The station total for the same
kind of trailers (each show is entitled
to 10 during the scason) came to 384
million.  Another 1.25 hillion impres-
sions were made cach week by network
and loval live announcements. cach
used as hackground for a shide show-
ing a picture of the star. A new slide
wors Lo each station every eight weeks.

program
potent

SPONSOR




Two more network feeds from the
South’'s boss salesmaker

With Quaker's "Aunt Jemima's Home Folks" to CBS and
Locke Stove's "Duke of Paducah and The Opry Gang' to NBC,
WSM now originates twenty-five network programs weekly.

The fact that more and more smart national advertisers keep
drawing on the vast talent reservoir and equally impressive
programming and production facilities of WSM, means just
one thing:

Radio, WSM-style, has a freshness and an audience
appeal unequaled anywhere in America.. And an ability
to move merchandise which makes the South’s Boss
Salesmaker a must to any advertiser who wishes to

sell the Central South!

Strong words, but Irving Waugh or any

Petry Man can produce carefully docu- w M

mented evidence to back them up. Nashville ... 650
Clear Channel 50,000 Watts
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For spon=ors who wake their own

tratlers, CBs will process the prints
and send out copies Lo stations who

Most TN

,mi:t"_\ the smaller ones. ook to the

will use them. stations, es-
networks and agencies lor live copy
usedl in program promotion,
Pramolion-conscious  agencies ad
sponsors are nol satished solely with
network impression totals or any kind
of sales talk. for that matter, VMore and
more. advertisers and then .'{j_'-'lr-'i:'-
are asking for prool of [u'rfnli]l.‘tu:l-

\s a

networks are

where Prototion s converned,
result. T\

spending wore time not only on pro-

stations and

motion but o promotion reports,
Promotion reports are. frankly. a

headache Tor networks and  stations

hecause of the time-consuming detail

imvalved and the danger that the pro-

motion people will get hogged down in
paper work, But they ind reports nee-
es<ary not only 1o keep current clients
catisfied but to sell new business 1o
agencies which receive reports,

Fhe amount of work put into these
reports varies. ldeally. they should in-
clude every on-sereen plug fincluding
copy and pictare of slide). newspaper
ad. dealer mailing.,  all |mil|l~uf‘||lll'—
chase display material for stores, lob-
by display piciures. ete. Some stations
save lime by throwing in a copy of
their log and encireling the client’s
(e
this 1= that the client and ageney can

promotional  material, value of
tell at a glance what the program ad-
jacencies are,

WTOP-TV in Washington developed
a simplified svstem whereby a form en-
velope has space on the flap for a mark

KHMO pays 0ff I

HANNIBALAND *

*HANNIBALAND —/i¢ large
g1 Colnty ared surroun
Hannibal, Ma.,
LQuncy, 11,
atid Keokuk,

——[sToCK Y.

vour PII'UL}UC[.

abilines,

Representative
John E. Pearson Company
®
Mutual Network
Hannibal, Missouri

5000 watts day @

70

A
(

For profitable sales results—lct KHMO dceliver your message
to the majority of the 240,470 radio families living in the
41 county Hannibaland arca.

Year after year KHMO programming has carned the loyalry
of these familics who have the purchasing power to buy

Write, wire or phone KHMO or Pearson today for avail-

1000 watts at night

every Hime a promollon announcenent.
ad, pieture, or newspaper slory i put
in the envelope. When the reporting
period = over. the envelope is merely
sealed  and dropped ofl in the mail
room. The station leaves it to the ¢li-
ent to add up the marks on the flap,
Some  promotion-wise stattons add
up the value of promotion announce-
ments and ads. and then stamps the
word “paid” on the report. This is
more than a gimmick.
clients are extremely interested in how

\gencies and

much the dollar value of the promo.
tional aid comes 1o, Some types of

publicity. such as page one slory
hreaks are. of course. not measurable
in terms of dollars, But a definite price
can be pul on a program announce-
menl or newspaper ad,

A check Tor spoxsor of three typical
hall-hour TV shows by BBDO (one
drama. one musical. and one comedy
show ) showed that average measurahle
prumn:innﬂl value came to 5353.260.008.
This is an average figure for nine
Evaluations of thi= kind are
a time-consuming  problem  for the

months,
agency, loo, Stations often don’t have
the manpower to add up the measur-
abile cost of program promotion so the
agency t=ell has to pull oul its SRDS
book and go to work with a caleulating
BBDO has three [ull-time
cmplovees who do nothing else but cal-
culate  the

machine.
dollar-and-cents value  of
|th1_gl':]|i| I}l‘l)tnnlinn ll\ ]Hlljl hlﬂlillll:-
and networks,

Thi= kind of mformation becomes
extremely valuable to an ageney. Al
ter a certain period of time. it hecomes
obvious to agencymen (especially time-
buvers) what stations and nets are do-
ing the best promotional jobh. The pro-
motional chiefs also get a good pie-
ture of which client gets the most pro-
mational hoosting and which doesn’t
get enough. When arguing for more
promotional ammunition for a client
who is being by-passed when the pro-
motion pie is heing cut up. an agency -
man can point to black and white fig-
nres 1o bolster his stand.

With or without this Kind of infor-
mation. agzencymen often have 1o go
oul ot the road to |||1.~|1 progrin pro-
motion :ll‘li\i[_\ for their clients, This
i= another element ol program promo-
tion, althangh it is not so obvious as
divect appeals to the viewer. The end
vesult, 1 successful. is the same. how-
ever. whether the ageney traveling man
tries to sell a station or a TV newspa-
per editor with wide readership,

SPONSOR




Take a GOOD loo

b

at radio in Kentucky!

In Kentucky, you don't have to "cover
the State” to do a really swell radio
job. 55.3% of Kentucky's retail sales,
51.3% of its food sales, 59.87; of

its drug sales are made in the compact
area covered daily by WAVE, alone.

Yet WAVE's rates are /Jow —— are
based on 5000 watts of power. It just
so happens that 5000 watts give

5000 WATTS ] NBC

Free & Peters, Inc

20 OCTOBER 1952

you all the juice you need to cover this
golden part of Kentucky, plus an
important hunk of southern Indiana
(with another quarter billion dollars in
effective buying income!).

Ask Free & Peters to show you how
litle competition WAVE has.

Aund the "exclusive accounts” who've
found that it pays to use WAVE!

WAVE

« LOUISVILLE

« Exclusive National Representatives
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Represented Nationally by
Weed Television

In New Englond — Berthe Bannan

| “tlllifl]_’ the a jn]r under
taken by stations and networks as well
as agzencvmen but the latter have more
time [or a single show and can work
harder at i1.

press 15

The methods of persua-

sion are many,

They include the per-

sonal. friendly touch. program Kkils.
gifts. cocktail parties. and the whole
camul of written publicity—releases

about the coming program. pictures.
and biographies of program personal-
ities as well as pre-written copy hased
on special  publicity  or

campaigns,

[1rulllnliu|1il|
Two weeks ago. for exam-
Y&R brought 40 key TV editors
out to the West Coast 1o watch the film-
ing of the Joan Davis show. Chained
to the film lot because of a tight shoot-
ing schedule,

ple.

Miss Davis has not been
available for personal junkets so the
agency decided to do the hesl
thing it could.

next

Press publicity is an old promotional
standby in radio (as well as the movies)
but many agency people feel that TV

makes hetter

copy than radio. The
newspapers. furthermore. don’t seem
so dead set against TV as they were

against radio. Agencies. and networks

ton, go after big stories in the naga-
zines as well as small squibs in the

syndicated newspaper columns,

handled by J.

got a

Ford Theatre,
Thompson,

Walter
number of column
breaks before the show hit the air this
season. In promoting the show the
agency has the help of the

producer.
Sereen

of Colun-
owner ol residual
This ads a touch of movie pro-
background to the show. al-
though policy and the nature of the
show hans any razzle-dazzle.

Gems, a subsidiary

bia Pictures and
rights,

maotion

The networks carry on a similar line
of |arnmulinn:ll :1=‘li\il) and very often
there is a duplication of eflort.
agencies,

Slllllf.'.
according to one agency pro-
motion executive. don’t care about the
duplication since they feel they have
to do most of the promotional work
anyway and the amount of overlapping
is small. Other agencies try to coordi-

nate their

nelworks
s o gel the most oul
of their prunmliunal dollar,  Another
agency said that
a personality conflict problemt hetween
an :l;.'.l‘-”"\ ﬂ"‘l I"’l\\'“rl\ man mav "rlfil
up occasionally,

promaotion witls

and stations so
in'nllln!inll execulive
He warns that such a

.\llnlllii I!l‘_‘ Illnl\'t'll
an agency makes long-range

situation for when
plans for
program promotion.

\ds in print media are another im-

casting slations have

portant kind of promotion. Those run
in newspapers hy stations and networks
are gratefully accepted by sponsors but
many of them are program round-ups
containing a long list of shows. To
get more powerful and exclusive plugs,
the sponsor (or local dealer) will often
buy his own program ads. This direet
useful 1o a
sponsor where he wants 1o tell the view-
er of programs coming in the weeks
ahead. A show with alternating come-
dians. a drama program with new and
different story lines cach week. a show
featuring different entertainment per-
sonalities on a quiz panel—all these
types of programs need enough news-
paper ad space to warrant the client’s
spending his own money
audience interested.

advertising is especially

to keep his

Sponsors are now beginning to bene-
fit indirectly from free station plugs
oulside media, This
comes under the heading of “trade ex-
changes”
media.

of broadeasting

between stations and other
While specific deals are confi-
dential and some stations involved will
not even admit taking part in them, it
is known that newspapers and broad-
been exchanging
free space and time for quite a while.

'KFMB
TV
Channel -8
SAN DIEGO'S
157 and only

TV STATION
Btankets CALIF'S.

THIRD MARKET

The San Diego
Market Increased
92.49%

From 1940 to 1950

Wise Buyers Buy
KFMB-TV, AM

TV - CHANNEL - 8, AM - 550 K. C,
KFMB - 5th and Ash, San Diege 1, Calif.
Represented by
The Branham Co.

SPONSOR
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240,000

Cugloman?

That's right—240,000 new LS. customers

who may never have heard ol your product

240,000 more customers than there

in September.. college students, brides

and grooms, craltsmen and farmers

executives!

We didn't invent the higure. It derive

directly from Census Bureau statistics. And
])Tll\'t'!‘- once more th;n Vvou must lil_‘(‘P

lv”ing yvour :nl\’crli.«;ing story over and over.

There isn't any short-cut. But there is a
way to get the longest mileage from your
advertising dollar. That's radio. And

six of the nation's biggest market-areas. .
Boston, Springhicld, l’hilndv]phi;h Pitts-
burgh, Fort Wayne, and Portland, Oregon
x I\'Hllln find powerful and popular West-
inqhnusc stations to |u'|p reach both new

il]'lll (lIlI customers at L'llll\i\lk‘nl]\' IIJ‘\ COst.

3 NET OGN | BVERT (55314

On the day this magazine was published, U.S.
population totaled 157,971,050 — according to the
“electric scoreboard” in the Department of
Commerce.
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WESTINGHOUSE RADIO STATIONS Inc

KDKA - KYW - KEX - WBZ - WBZA - WOWO - WBZ-TV

National Representatives, Free & Peters, except for WBZ-TV: for WBZ-TV, NBC Spot Sales
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Fhere are also o number ol magazime
deals, espe 1ally with |u||m|:¢ als aimed
al radho and TV audiences, One melro-
pulitan. T\ station has <haken hands
on a quid pro quo deal with a large
vuldoor advertising outht,

Magazine ads cannol casily be used
as program reminders for a specific
week or dav,  But many national ad-
verlisers inserl a line aboul their T
program in their product advertising.
National Dairy has built its Sealtest
masazine ads in )“.U‘r amd the .‘\'dnn':frl_\
Evening Post around their CBS T eir-
cus <how. Big Tap, The lavout and
copy invelve cireus themes and the ads
prominenthy mention hoth the program
pame and network.

\ wcreal deal of salid program pro-
motion is developed through merchan-
dising. Sometimes program promotion
1= the primary aim but more often it is
a In-product sinee merchandising s
concerned mosthy with produet sales.
But any Kind of merchandising which
mentions a TV program. whatever the
[urpose, is hound 1o :ll'l]tulilll nre
|nvn|ih' with the prograni,

Point-of-purchase displays which use
a TN personality to sell the product can

In Los Angeles your hest TV spot
buy is KNBIL Participations are

certainly be considered  program pro-
motion. =o can putting the picture ol
Hopalong Cassidy on a loafl of bread.
(somettmes, of course. a station or
petwork can wrangle a store window
just to plug a particular program. As
an example. DuMant persuaded a mil-
town New York Cin tlt’ll_!_!.-turl‘ 1o lel
il have a window o promote one of
their quiz shows. The display played
up the mail pull of the program. |

One promotion man with long ex-
|ll'|‘il‘|l='1‘ offered the n|lilliull that when
it comes 1o promotion there is nothing
<o effeetive as o truly imaginative came-
paign which is tied 1o a hasically good
progrant idea,

“You can’t get viewers lor your
how Iy ziving TV editors cockiail
parties or hassocks.” he sawd. “All the
publicity in the world won’t help a
poor prograns, although a good pro-
gram can sufler from lack of promo-
Lion,

It is probably safe o say that any
advertising man would agree with that
last =entence, especially if vou subsni-
tute the word “product™ for “pro-

cram’ and Tadvertising” for “promo-
* Kk ok
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currently available in Komedy Klub,
featuring Unele Archie and hilarious
old-time movies. Klub has membership
of over 130,000, over 5000 weekly
mail pull: is on Monday thru Friday,
6:30-0:55 M.

For the hest spot, at the right time,
at the right place vse

KNBH Channel 4

HOLLYWOOD -

Repretented by
MBC SPOT SALES

10 TV SECONDS

( Continued from page 351

per right-hand quarter™) is resenved
for station call letters. A few stations,
like WOALSTV in San Antonio. KsD-
TV in St Louwis. and Buffalo’s W BEN-
TV, either rule out the use of LD, spot
announcenents which show hoth call
letters and commercial in the sume pic-
fure. or else bar the use of sponsored
1.1 s altogether.

But. the trend woward oniform stand-
ards is firmly established. and a mov-
ing in by pational advertisers is under
wiav, Here are several of those who are
now extensively engaged in using TV
1.D.s:

dutos: De Soto and Buick: Bever-
ages: Schaefer and Gochbel Beer, Dy,
Pepper: Marnvland Club, Okl Dutch,
and  Savarin Coffees:  Confections:
Beceh-Nut and Clorets Gume: Drugs:
Bromo  Seltizer.  Chlorodent.  Vicks:
Foods: Tdeal Dog Food, National Bis-
cut Co.. Flako Pie Crust Mix: .\'m.r.us:
Tide. Dif. and Ivory Snow: Tobacco:
Kools, Parliament. Vicerov, and Ron-
son Lighters,

\dvertisers wha use LDs are al-
most universally  happy  with  them.
“The public is growing used 10 seecing
a commercial in the lower three-quar-
ters of their TV sereens.” Kenyon &
LEekhardt's Richard Bourke. assistant
\'E on the Beech-Nut account. 1old
sponsor. “Beech-Nut has been using
TV LD s and plans even more exten-
stve use of them in major video mar-
kts next vear. We feel that the ‘re-
minder” punch LD can deliver will
be o big TV factor in our 1953 “Ease
the tension with Beech-Nut Gum’™ cam-
paign for out client.”

“Ronson’s TV spol campaigns now
aceount for the major expenditure in
our consumer advertising budgel.” a
Ronson  advertising  executive stated.
“We consider hoth 20-second and 10-
second announcements to he an excel-

Going to Hollywood?
Want to sce television
production facilitics that
you have been drcaming
about?

.« « Just drop in on the
new Telepix building ...

ELEPIX

1515 N Western Ave., Hollywood l
155 E. Ohio Street, Chicago

SPONSOR
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*k Not our estimate but ARB figures
for the entire year of 1951 and

the first six months of 1952
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WPTZ

NBC-TV AFFILIATE

1600 Architects Building, Phila. 3, Pa.
Phone LOcust 4-5500, or NBC Spot Sales

i




the nation’s
first commercial
UHF television
station. ..

\d|

Portland, Oregon’s
first television
station

L announces

the appointment of

. NBC Spot Sales
as National Spot

. Sales Representative

. KPTV - Portland - Oregon
UHF Channel 27

* Started Operations Septenber 20, 1952
o Ouwned by Empire Coil Company, Ine.
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lent buy. You can take advantage of
high audience circulatton of  shows
which precede or follow soch spot an-
nouncements, [ you cannot find just
the slot you want for a 20-second an-
nouncement. you can very often find
one just as good in the 1-second 11"

The use of LD, spot campaigns isn’l
restricted to TV advertisers with huge
hankrolls and batteries of timebuyers.
or even those who can allord to hire
film producers to make LD, announce-
ments. Typical of the successful use of
1.5 as lew-hudget “reminder™ adver-
tising is the campaign in the New York
area sponsored by TT Guide, a show
listings-and-features inagazine that now
sells some 400,000 copies to TV fans
each week within reach of N.Y. outlets.

Diana Stark, promotion director of
TV Guide. told sroxsor: “We're us-
ing a simple balopticon LD, slide. plus
live copy, on four New York TV out-

lets—but we use them as often as we |

can find a gowd slot open. Fach of
them shows the cover of the current
issue of the magazine, plus a short.
punchy plug for the main feature arti-
cle. They've done a wonderful job in
reminding viewers to buy their copy
of TV Guide every week, as well as
establishing the current ‘look™ of the
publication on the newsstands.”

Even though the vse of television
I.D. announcements is growing. and
knowledge of their use is becoming
widespread in the industry. many vid-
eo advertisers (and some who would
like to find an inexpensive way lo get
into TV) feel they would like to know
more about them. What do they cost?
What rules do you follow in preparing
audio and video selling for such a
short space of time as 10 seeonds? Do
they interfere with FCC rules and reg-
ulations? Are they a campaign in
themselves, or are they a supplement
lo a campaign?

These questions are typical of those
advertisers have heen asking. To find
answers o them. and to uncover other
facts about TV L.D.'s, agency timebuy-
ers, account men, and TV art directors
as well as a group of film producers
and station reps were interv iewed.
Here. in a handy question-and-answer
form. is what spoxsor learned:

Q. What exactly is a sponsored TV
L.D., and how does it differ from the
wusual short TV announcement commer-
cial?

A. The handiest definition of a

20 OCTOBER 1952

:~|m||.-nr?t] station identification in TV
might be this; a commercial for a
product or service which is telecast by
local stations on a spol basis in the
cight-to-10=econd time slots reserved
between programs for the FCC-re-
quircd announcement of <tation «call
letters awd location. The advertiser’s
video message appears on the same
frame as these call letters. and the last
three seconds or so of the audio por-
tion are given over to a verbal ideatifi-
cation of the station.

L.DCs  differ apart  [rom their

"t||l'It l\ll |1'||;||| from other T\ vom-

||ll'l'*"|.l*:- II.'-L'lI |n‘[\\t'1'|| jrrogram G

minute: 20-second breaks oo that they
1

show TV station eall letiers th

screen during the commercial

Q. Nao they comply with FO(

A. There’s nothing in the FCU rule-
which bar their use. Section 3007 ol
“FCC Rules and Rexulations for Tels
vision Services ' slales: “A licen=ec of
a television broadeast station shall
make station identification announce

Students at North Dakota Agricultural College recently
conducted an independent survey among 3,969 farm
families in a 22-county area around Fargo. Each family
was asked, "To what radio station does your family
listen most?” 3,120 of the families named WDAY; only

174 named Station "B!

WDAY WAS A 17-TO-1

CHOICE OVER THE NEXT STATION—A 3.
TO-1 FAVORITE OVER ALL OTHER STATIONS

COMBINED!

Fargo-Moorhead Hoopers prove that WDAY con-
sistently gets a 3-to-1 greater Share of the “in-town”
Audience than all other stations combined*!

BMB figures and mail-pull stories also prove that
WDAY "hogs the show”, throughout the entire Red
River Valley! Write for all the facts today, including

availabilities.

*Despite the fact that the other three major networks

maintain local studios!

WDAY ¢ NBC o

970 KILOCYCLES s« 5000 WATTS

Free & Peters, Inc., Exclusive National Representatives
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SAFEYY TUBE

Goodyear Tire Dealer
Keeps Sales Rolling
With Fulton Lewis, Jr.

[Herh Quinn and Horaee Hodgson (left to right
above) took to the air to promote Quinn-Hodgson
Tire Service. Well into their second vear of spon-
sorship of Fulton Lewis. Jr. on KOLN. the Mutual

station in Lincoln, Nebraska. they report:

“We continue to be amazed at the results
brought 10 us by our sponsorship of Mr,
Lewise Our firm works on a modest adver-
tising budget: bheeause his listeners are so
loyal. Fulton Lewis gives us maximmn resuolts

from our ad dollars.”

The S-nights-a-week Fulton Lewis program. with
a ready-made audience and the prestige of the
largest national network. is available for sale 1o
local advertisers at loecal time eost |.-|u.-- low. pro-
raled talent eost. Currently  sponsored on 361
Mutual stations by 752 advertisers, Fulton Lews
sr.ollers o proved and tested means of reaching
cnstomers and prospeets, Cheek your local Mutnal
outlet-— or the Co-operative Program Department.
Mutual Broadcasting System, 1110 Droadway.
NYC 18 for Tribune Tower. Chicago 11).

ment {call letters and location) at the
beginning and ending of cach time of
operation and during the operation on
the hour . . . by both aural and visual
means.  Other annonncements mav be
In either anral or visual means.”

One station operator, familiar with
FCC rules. pointed out 1o sroxsor that
clients might slip up on the matter of
proper station identification, “Outside
of the LD, spot that comes on the
hour.”™ hie saud. “call letters and loea-
tion ecan be piven aurally. In other
words. they don’t have to be an the
sereen in sponsored LD, spots nsed al.
say. 8:15 pane or 9:30 pom. Bul. it's
cood “station relations” for an adver-
tiser to make sure the right call letters
and location are on all his 1.D. an-
nouncements. A loeal announcer might
foroet 1o read Lhe proper call letters
and the station might be ealled on the
FCC's carper.”

Q. WWhat are the primary uses of
1D, announcements in TV spot ad-
verfising?

A. In a recent ]nl't'-i'rllﬂli“n on the
use of TV LIs, Edward Petry & Co..
station reps. listed these seven major
nses of LD s:

. Reminder advertising on davs
vour sponsored TV programs are nol
telecast on stations and networks.

2. Additional hard-hitting advertis-
ing in highly competitive markels. and
markets where =ales are lagging,

3. Extra advertising during the davs
tsuch as weekends) when your prod-
nel is most heavily hought.

Lo Advertising o reemphasize sim-
ple bhut important news: product im-
prinement. price change. preminm of-
fer. new package.

5. A supplement to rezular cam-
paigns during special seasons when
Vil ]'Ill(ll!l'l 1= ntosl in demand.

. Advertising to give consistency
to vour selling cffort. through LDs
low-rast []"'i||||~;||'\‘

7. Greater impact 1o both outdoor
and TV advertising by using the same
lavout elements and the same copy
themwe in both. morve than donbling the
remembrance factor,

Q. W hat are the time costs qu T
station 1D, spots?

A. After chiecking the majority of
~tation reps who handle national TV
spol business. spoxsor found the Tol-
lowing to be trne of LD. time costs:
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I, The pricing formula at TV sta-
tions are vemarkably stmilar: i most
cases the “LD. rate” is about 50°¢ of
the “Station Break™ 1 20-second ) rale
in all time elassifications. o other
words. il a single Class “A™ 20-second
or onc-minute spol costs =10 in time
charges. the LD. =lot next to it will
cosl 5350, A few stations charge as lit-
tle a< 307 of the "Station Break™ rate.

2. These rates are beginning o
"‘II'I\\ |l|| ual new rale ";ll!t"'_ “1.!'1";‘{-"
in the ll'.!r-l the ||ri|'|- was often set Iy
hageling, Also. minimums set on the
volume (numbor per week ) a sponsor
could IIII_\ have LIII'.:I']_\ hieen Tifted.
Sponsors can often make a good buy
i terms of volume discounts. inei-
dentally. since a dollar goes aboul
twice as far in buying LD, time. and
results i Iwice as many slots adding
up 1o a discount. \l;m_\ |r.n'k.‘t_~_:l‘ deals
i =uch as the various “nine-a-week™ and
“12-a-week” |I|;|l|" of CBs T ?‘\|m|
Sales) are now Ilt'ill_‘_‘ ollered In Teps.

3. Here are some l\]nil';ll dollar
" LD, slots, all in
prime evening hours and all between

prices of Class A’

\\l'li-[.[li'l! "-!]lt\\ =, [I.'!"-l'i' ol l“i('.“! M-
time rales:

Markel Stalion Cost
\tlanta WsBTY S516.80
Birmingham WAFM-TY S540.00
Charlotte WEHTY $62.50
Chicago WON-TY S125.00
WBKB $150.00
Dallas WFAA-TV SA7.50
“llll!"-llll't I\l'li("l\ -‘;38.5“
Los Angeles KTLA S115.00
KNBH S150.00
Philadelphia WCAU-TV S150.00
New York WOR-TY £125.00
WIZ-T $332.50
Okla. City WKY-TV 855.00
Omaha WOW-TV S35.00

In Boston

==

COCA COLA

through

D'ARCY ADVERTISING COMPANY

Richmond WTVR S15.00
San Francisco KRONSTY S80.00
Tulsa KOTY 550,00
Washington  WTOP-TY 205.00

Discount= ol up to 45 can Le
achieved ||_\ buying part ol the 1D,
slots in Class A7 time tas above) and
then huying a specified amonnt of tine
slots= i cheaper Hme  classifications,

SPoNEOrs <lie ||}l|| Hole.

Q. W hat are the produciion charges
Jor TV FEDis?

A. Unlike time charges. production
costs of TV 1.D.'s vary rather widely,
depending upon how snnple or liow
fancy the advertiser wants the prresens
tation of his messaze to bhe, For in-
stance. il he should choose to have the
LD done from a simple slide-plus-
live-voice. his production costs might
he for the origimal arlwork. ]'lu- =3.00)
to S5.00 per slide per station. plus a
|Ill."-.‘iiill‘ talent fee (very minor) for a
:-[:t‘t]ll.ll‘ljl itlr\{l danmiouneer,

On the other hand. if he should go
whole hog with a film L1, series that
is 10097 animation. his costs might
oo as high as 3150 per ool of 35 mm.
animation —and there are 15 feet ol
35 mm. hlm moan LDclength  an-
nouncement. Then. there would be the
costs of the second track, the le'ill!ill:
costs of film copies for cach station
the film distribution expenses. and so
forth. Each “master”™ may cost 33.000.

lu other words, one advertiser can
be spending 20 times as much for the
}nrnt]lu‘linn ol a \\illl'.\illl';ll} TV L.D.
campaign as another advertiser. There
are. however. some  rule-of-thumb
pointers which will help keep expenses
down in any large L.D. campaign:

1. The costs of flmed 1D, an-

Buys
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noutcements can he o ks R
made as part of another |
1s. il a series of one-y

oud fihis are beme =l

vertiser, L. = can

<oite ol the lelt-over

tra shootime an Hhe

talent while everyvthine |
bled for the j o, Its well
her that a special set-uy

actors, lab work. cted) for a hl
would cost almost as muael

20second announcement.

2. LDs hane a meh longer uselu
advertisine hife. most filme-makers feel
than  do  20-cecond  anuouncenment
Therelore, fewer are needed o do the

job. Remember, too, that standardiza
tion of format has meant much less
waste molion in ageney  preparation
and in the making of films or slides Tor

slabion use,

Q. What rules can be [ollowed in
crealing a _:‘U.-u! /41 0 Y )
A. I'hese creative poialers  wert

passed on by several admen to spox

SOR:
w \I.‘ikllllz_' H ) ‘_'II'III r\ l.”, ‘I- |I|\l L I
ating a good highway billboard. It

should be not try Lo ease the viewer
aently o a sell” message by way
of =some kind of clever ne-in. By the
time yvou o this. the LD, is over,

o The copy with a TV LD. should
he short and punchy. and have plenty
of memory value. Don’t get involved
in long declarations. or a multiplicity
ol COpy flnirll‘. f“;l._\ il i]l!i"!\. andl Say
it simply. Make each word counl.

e Don’t be afraid to seek the advie
of specialists in making LDJs. I
i=1'l as easy as il looks lo sell prop-
Talk o

your ageney arl divectors. and to filn

erly in eight or 10 seconds,

50,000 WATTS

through John Blair & Co.
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Charleston’s most far reaching - station

ton,
Garden Chorus and Ensemble'; Dr. Frank Veal, noted
MNegro Minister; the Carole Priester Singers; and of
course, our own Emmett Lampkin.

1000 WATTS

“'Member me telling you about the First Anniversary
celebration of Emmeut Lampkin's "“In The Garden™
program?
at the

Well, we held it Sunday, September Tth,
Morris Street Baptist Church here in Charles-

The two-hour program featured the 'In The

There were 1,700 of our Negro friends in attendance,
plus a good showing of white friends, also. Over
300 were turned away!

Now, that proves 1o me where the loyalty of our
Negro listeners lies.

Completely and irrevocably (is that a good word?)
dominating the Negro Market in Coastal Carolina is
W PrA L

Bewcr contact our reps, and get on the Band Wagon
for some real, effective fall sellng!™

w=PAL

of CHARLESTON
SOUTH CAROLINA

H GHES

Right now, WIOD'S local
time sales are the highest
since 19471...a great record
in view of competition
from 10 radio stations

with 43 local salesmen

and one TV station with
11 local salesmen.

And, we got this business...
not by selling “high ratings”
to our local advertisers...
but by getting 'em results!
Ask your Hollingbery

Man for facts!

James M. LeGate, General Manager

5,000 WATTS « 610 KC « NBC

National Rep., George P. Hollingbery Co.
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P.5.—TOP HOOPERS, TOO!
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1947

producers. Explain your problem. and
then listen to their suggestions,

o The pirhnriali portion of a ;_,',uud
[.D. is simple, and can be grasped
quickly by audiences. Stay away from
too-tricky shots, crowded eflects, and
don’t let the picture hecome static. You
have to have full integration of audio
and video to be successful: they must
work as a team to gel across one ;_'(mll
simple idea in a few seconds.

e Don’t compromise with quality in
a big TV LD. campaign. Although a
bad TV LD. can’t hurt you very much
in that short a space of time. a good
one can do a wonderful low-cost job
of reminder advertising for alimost any
television advertiser.” * ok

RUPPERT ON THE AIR

( Conitnued [rom page 33)

The big break with tradition was
Ruppert’s decision to spend $100,000
in one month on spot daytime radio.
limiting the sales messages to hard sell
with a minimum of frills,

The strategy behind this move is ex-
plained by Ruppert’s Herman Katz.
who told spoNsor: “After studying the
advertising and sales methods of com-
petitors, we agreed on a plan that
would capitalize on the weak spots in
their armor and emphasize our own
strength.

“First. since our advertising budget
was not as large as compelitors. it was
agreed that rather than dissipate our
strength through use of all media. we
would dominate as much as we could
those media we did use.

“Secondly, we would use a particu-
lar medium consistently and strongly
enough to make a real impression,

“Third. since we noticed competi-
tion didn’t bring up their big advertis-
ing cuns until late spring or early sum-
mer. we felt we could get the jump by
launching our campaign on 1 March,
while advertising competition was not
as greal.”

The results were immediate, Con-
sumer demand was quickly transmitted
to retailers, Ruppert’s sales force found
itself warmly greeted when making the
rounds. And sales leaped from 56.712.-
573 for the first quarter to $10.161.791
for the second. That this was not a
flash in the pan was proved by third
quarter sales of $12.097.4G6. By the
end of the year the books showed a nel
profit of $179.008 versus a net loss of
£1.610.379 for the year 1950.
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With the effectiveness ol air media
proved. Rupperl devoted almost 605
of the 52,000,000 .'Il]\l-l!i-uill_‘_' budgzet i
1951 to radio and TV. Slepping up ™
activity this vear means that Ruppert
will have to earmark about 657 of an
estimated 82,750,000 bu zel lo air ad-
verlising in 1952,

\lter the first <purt of sales the
Ruppert strategists increased the pres-
sure as more advertising dollars be-
came available. In Auzust 1951, when
Anchor Hocking dropped out of Broad-
way Open House, Ruppert wasn't able
to carry the load alone. A compara-
tively inexpensive syndicated film show
tof Candid
phone fame) was picked up and used
over WIZ-TV. New York, and in van-

ous New England markets.

Candid Camera Wicro-

Came the fall and Ruppert bought
S19.500 worth of time on WNBC. New
York. in order to get in on that sta-
tion’s “*Chain Lightning™ merchandis-
ing plan. Under this arrangement Rup-
perl was guaranteed exclusive displays
in over 1.600 chain stores
for 627 of the retail food business in
the vital New York market, Of equal
importance lo Ruppert was the fact

accountimg

that the plan gave them a great degree
of flexibility because they were nol
committed to a specific number of an-
nouncements or station breaks during
a specific week, but could juggle the
schedule 1o fit in with special promeo-
tion plans. The only limitation was
that the total amount of time had to
bhe wsed during the 13-week |||‘|‘im|
ending in December.

The value of this type of merchan-
dising is attested 1o by Ruppert Mer-
chandising Manager Ted Brady. who
says, “During the week in which we
are permitted our extra display, sales
for Knickerbocker increase on an av-

In Boston

- c—— ]

ANACIN

through

JOHN F. MURRAY ADVERTISING AGENCY, INC.

eraze of 250 10 3007, A 7007 in-
crease was expertenced inoa slor in
Astoria. L, L.”

A\t the end of the first eyele, Ruppert
siened a 52-week contract with WNDB(
for SO7.000 worth of time in 1952, thi=
to include the thrice weckly newscasis
of Kenneth Banghart from 6:00 1o
6:15 pan. Tuesday, Thursday. and Sat-
Hlil;l_\ which “Ilmu'i'l sponsors

* * * * * * * *

seRadio advertising will grow another
S250.000.000 in the next five years, al-
though the radio broadeasting industry
i~ in for another two yenrs of purgatory
hefore it eleanses away all its sins**
KEVIN B. SWEENEY, V.I
Broadeasting Advertising Bureou
* * #r * * * * *

Under the new contract WNDBC ar-
ranges for display space [our limes a
vear [or one-week |.|i'|im|- in I'L'I.III ol
the chains participating in the plan.
Ruppert is thereby able to plan in Feb-
ruary ils merchandising n|u~|'.|t]nn lon
the whole vear and its sales foree
makes certain to hit the designated
stores al the appointed thne in order
l" i”‘lll'l' :""'! |I‘|‘1‘|il\ “!l-l?'l'.

The necessity for the advertiser 1o
[ollow up on this type of plan is point-
ed out ]l_\ |:It|-Iu'lI'.- \ssistant Advertis-
ing Manager in charge of point of pur-
chase activities Lincoln Allen: “Getting
a [ront-of-the-store display gives us an
opportunity to reach the shopper with
a variety ol pat I\;II'_'\’- and sizes of one
brand helore she reaches the regulan
heer department where we have 1o
compete with many packages of many
brands.”

By keeping the advertising pressure
on all winter Ruppert held sales slip-
page during the cold months to a mini-
.

When

spring  rolled  around, the

Buys
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steant was tarned up even hieher, Ry
pert knew that i

coveraze hut lor a n

coultdn 1

i owas=n L mlerested in o

ti{l\ !'\ }rl‘!'\ I.Il]i" i1

done by two of s comy I3
time (Yankees) and >chaele )
ersi. In the first place Ru

have that Kind ol T

sports:  secondly, the 1o
drawing teams were Lied up with
lerin contracts: lh||-1|_. !Ii‘uj.;..” -1il
had an eve cocked on that woman
<hupper.

\ schedule offered Iy WNEW . New
York i||l|'1'|ll'lu|t-lll, seemed 1o {11 |:|||.
pert s | thications to a T, Spotled
throushout the day. l|1'i-l'lir|iil'_' upon
the plaving schedule of New York's
three major league teams. the <lalion
hroadeast the schedules and scores of
the local teams, A tricks ]il|_:{-- Open o
cach segment, then the scores followed
by the “Knock. Knot k for knickerbock
er’” jingle. This schedule of 40 an-
HOouncenenls a \\{"'L\ wias lI“'i'..'“f|i I"
appeal to the housewife who likes nu-
s while she works. 1= interestedd
I'IIHle_'II ill [l.l.—i'lr.lﬂ lo wanl Lo Lh--\\
the seorves. bul either oo bhusy or nol
<sullicienthy interested in the sporl o
want lo see or hear a play-by-play ac-
countl ol a Tame,

Outside the New York area “|J|r|n'rl
u=es a heavy announcement schedule
in New England markets. backs it up
with some local programing.

By the end of the basebhall season |
Ruppert was willing to trv 1o prove
that “there ain’t no seasonal aspects to
selling |r|-1’|.“ The current fall and win-
ter lineup runs from early in the morn-
ing until after midnight. with heavy
emphasis on radio in the daytime and
wide TV coverage at night.

Morning coverage starts with Bill

through John Blair & Co.
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Leonard's  Newseast \WCBS)  from
9:00 to 9:05 am.. Monday., Wednes.
dav. and Friday., Announcements and
<tation breaks via the WNBC |nl-r| use
the hard-sell technique throughout the
then Ken

heamed [rom G:00 1o G215 on Tuesdav.

dan. Banzhart's news s
Thursday. and Saturdav,
over lo TV for alter-dark

coverage, Ruppert picks up the tab for

Swingme

Bill Leonard’s Todav's Feaiure on
WCBSTY  Maonday  throuzh  Friday
from G:05 ta 6310 .. conlinues the

hard sell on The Lare WCB>T\

Showe,

from 11:15 10 12205, Monday. Tues-
W
T
1 L | (LN P
.

dav. and Wednesday: participates on
the 11th Hour Theatre via WNBT on
Thursday and Friday nights.

With =ales hooming in the grocery
outlets., I:IJH!I'II i= now able o devore
=N {IHIII- Lew |l-|:'-||'lill_'_' the 1I[.’!.ll_'_'il|.
sales,

beer \though many commer-

cials on ils other programs announce
of Knickerbocker on
tap. the latest program lo be added to
the schedule. Sam Haves' Last Minute

Football Forecasts on WNBC

the availability

i]'lll”

10:45 1o 11:00 pam, on Friday nights
i= pinpointed at the draught-heer drink-
ing males,

You can't cover Indiana’s #2

markel from another state.

Our rates are local and include
complete merchandising distri-

bution and promotion assistance.

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

and four nationality groups.

Only the Gary Sales Plan sells
Indiana’s second market.

Call us without obligation.

“Tha. ©, Roe.
Gen. Mgr.—WWCA
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' Chicago’s
Radio
Monster

For Ruppert to ignore the over-the-
bar market would be wasteful, The fact
is that the New York area is the largesi
“on tap” markel in the country. Al-
though the national ratio of package to
t[r.'iu:_'l'li sales runs about 70 10 24,
Ruppert’s sales in the New York mar-
ket average about 64 to 36. So. de-
ﬁpill‘ the national trend. which n the
last 12 years has shifted from a 50.50
ratio to the figures cited above, Rup-
pert intends to protect its interest in
the draught sales which built the com-
panmy Lo its peak.

It was 85 yvears agzo that Jacol Rup-
perl, Sr.. then in his early twenties,
cleared some woodland in the York.
ville of New York City, He

erected a 5.000-barrel capacity hrow-

seclion

ery which has grown to the present
2.500.000-harrel  plant still
stands on the same site.

Under his son. Colonel lacob Hup-
perl. “New York's Famous Beer™ be-
came nationally known and  attained

which

industry sales leadership. In addition
to owning the New York Yankee base-
ball elub and stadium. the Colonel in-
vested so much of the familv money in
lhis native city that the Ruppert [am.
ily became the second largest real es-
tate laxpavers in town,

Stepped-up competition during the
lIl'Illl'.‘".‘illn \\l‘;iLl'rll"] ':"]IIN"'[.!" l["]'lli'
Staid policies
didn’t keep up with the agoressive sell-

nance. management
ing tactics of competition.  Through.
out Waorld War I, Ruppert profited b
the seller’s market. hut mounting pro-
duction difficulties were catching up
with the brewery.

\ change in management hrought
in a new president who tried o cover
the New York marker Iy
distribution,  This widened
with  an

losses in
spreading
coverage. accompany ing
stretching of the promotional dollar,
was only a stop-gap measure,

By September 1948 the structure was
gelting shaky. Fred Linder, a 10-year
man at Rupperl—now president—as-
sumedl |f'.~i||nl=."§!lillh for the brewery =
manazement. A wildeat sirike of five
weeks the

month later. _\[uu_\ dealers, unable 1o

duration hi company  a
get Ruppert’s beer. dropped the line.
\ three-month 1otal work stoppage the
following =pring was the straw that
broke the brewery's back. Competitors
rushed into supply the beer taps whieh
had formerly borne the Ruppert hrand.

Looking around. the company dis
covered that despite its financial re-
verses one of it distributors was still
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doing very well, Herman A, Katz. who
was sales agent for Ruppert in the
New England tervitory. had built the
brand to top-seller position during the
16 vears he had been associated with
Linder called in Katz
and shortly therealter announced that

the company.

the hrst -It'|- mus=t be the \1'|-u|\ml'ul
of a new heer.

Katz explains this move thusly : “To-
day’s market for beer is a young mar-
ket. It is made up of young people,
and it is nearly as much female as it
is male. Today's beer drinker is a so-
ciable drinker. This calls Tor a differ-
ent kind of beer—dilferemt [romn the
kind our forelathers used 10 drink. I
calls for a fine<flavored beer, casy 1o
In oth-
And that’s our
frosty-dry—Iless

drink, not gassy. not hloating.
er words. less hilling,
slogan. “Extra light.
filling".”
Another key
brand’s success was the revival of a
veal Father Knickerbocker. long ac-
cepted as a symbol of New York City.
Although Ruppert contends that Fa-
ther Knickerbocker is heing developed
“nol as a beer salesman but as an Am-

factor in the new

bassador of Goodwill for the world’s
greatest city.” the association in peo-
ple’s minds between the living symbol
and the beer is inevitable. Seemingly
born 1o play the role. Jim O'Neill as
Father knickerbocker appears not only
in all Ruppert’s advertising in news-
papers, point-of-sale material. and TV.
but at civie [unctions. historical pag-
eanls, conventions, and sales meetings.

But although Knickerhocker heer is
Ruppert’s trump. the company has oth-
er cards in it hand. Ruppert Light
\le is very |rl||||1]£1|‘ in New England.
and a recent addition has been Mory s
Stock Ale. ar aged (one vear) stock
ale which i< the pride of the brewery’s
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ale brewmaster, Tom Morton.,

\lso on the fire is a campaign [0
“ll[)}li!l"['. ol lln'ill\. fl-l\(llLlN‘l\lll' I""'l
which has. the company Lelieves, exeel
lent potentialities. particularly i the
German-American narket, Test cam
paigns in German language radio in
New York City are heing contemplated
and promotioual activity on this item
will probably be stepped up shortly,

It would be l\]'i- al of “I.l]lill'l't to
cash in on a minority market. Since

* * * * * * * *

ssllow any advertisement above the lolly-

pop level can make any sales sense ot

all when it fails 10 diseass priee and

villue is a l[ut--linn that 1'1|ln||||-|r|

capes me. Yel the majority of national
advertisers seldom gquote prices,**

JAMES D. WOOLF

Adv, Consultant

Santa Fe. MM,

* * * * * * * *

ne

the introduction of Knickerbocker, the
company has backed up it large space
ads in The Daily
lmerican with frequent insertions i
News | \l';]n '3
I"u‘z'f'_:,'!up:‘.' Ihlli~t‘|-|.‘n|'|—l. h;.\h r""ffm_
(..J'.!'” .\'r‘r”‘fr' )J."h'fff'f. and \f'n "elf!’.
C:=as (Polish).

Pinpointed at the housewife is a new
}‘\II]' L.(‘Il'llf'Ll ]

Recently intro-

Vews and Journal

]

Ilmsterdam Worning

=eVen-ounce !mllll' of
called “Liule Knick.”
duced in grocery slores the bottle sells
for 10¢ and is designed to attract those
who like their beer in small ||I:.|I|lilit'-
or with between-meal snacks.

Nevertheless, the big  “minority™
group Ruppert is currently wooing is
the draueln beer drinker. The con
tinued shrinkage of this group is hased
on several factors.

\s far as the beer drinker s con-
cerned, TV in the home has certainly
been a kev element in the switeh of his
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drinkmg labis. Also. many I

beer drinkers hirst imbibied the mili
tary  servie \\}:-':- Ly e
taste [or a light. mild

Lottled beverace

dilferent laste as a re¢

]l"'|| |‘-'J"l"“]|fl'li. I'-J‘i uni []
necessary i bontled  bees

loneer shell life,

I'he other sule of th
flected in the growing attitud 1|
bay operator in favor of the hottled
|n'm|i|1 t. This is Jrari ularhy Jares tend
with the more recently "l""“"l FT13
erns and hars, Amaong the reasons ey
ein for the switeh Lo the packaged prod
ucl are:

I. It cosls ,||r[1|-'\im;|l='|_\ = 1-5,000)
to install the cooler. pipe lines, and
iwehox storage lacilities for keg beer,

2. Maintenance of the cooler. coils
and pipe lines is a constant expense,

3. lottle beer gives better cost con
trol over bartenders.

L. There is a higher profit per sale.

5. Certain locations (the fnancial
district, for instance) operate only a
limited number of hours per day and
tap beer mus<t move [airly fast 1o main
tain its best qualities

l]i'-il.ﬂi' the fact that the packaged
]III!IIII" 15 more 1!1'li1‘ll.lirh' per sale 10
brewer and tavern owner alike. Rup-
perl is taking steps Lo stem the tide.
Savs one Ruppert sales  executive.
“\|:m_\ hai operalors don’t realize that
they are cutting their own throats Iy
switching 10 packaged beers.  lere
they have an exclusive commaodity
draught heer—and instead of plaving
it for all they're worth. they put them-
selves in a position whereby they have
to compete with the supermarket. So
why should a guy pay a bartender 25¢
or more for a bottle of beer when he

can gel the same thing in

Frocery

30,000 WATTS

through John Blair & Co.
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store for a dime less? To help the bai
operators. with whomt Ruppert’s has
alwavs maintained excellent rvelations,
we have men going around instructing
bartenders how 1o lil'.l\\ the hesi _'_'|;i'~~
of beer. Ll':’ir heer at the proper lem
jrerature. andd the _|-i}u' lines in }u'l'fv I
condition.”

Another step in the campaign 1o in-
fluence the bar operator is Ruppert’s
distribution every week ol a forecasi
of scores in upcoming foothall games.
This forecast is prepared by Sam
Haves 1a noled sports handicapper)
and ties in with Ruppert’s sponsorship
of the Friday night radio program
Sam Hayes™ Last-Minute Football Fore-
casts over WNBC. New York.

\lveady the company s increased pro-
duction has had an eflect on the na-
I'he New York melro-
politan area has regained from Mil-
waukee the title of No, 1 L. 5, beer
producing area.

The brewery is cutling into the sales

tional picture:

of both local and premium heers. But
Ruppent i=n't worrving about whose
sales zo down as its zo up. The strat-
eay. according to Biow Account Ex-
ecutive Dave Halpern. is simply “10
concern ourselves with selling our own
|aru||||-| and not 1o waste money fight-
ing competition.”

This attitude is exemplified by Rup-
pert’s refusal to spread itsell thin by
expanding into other markets at this
time. The company plans 1o solidify
itself thoroughly in its present markets
before stepping oul.

But it is a safe bet that when Rup-
perl does l||'i'.|l|¢' iy f‘\‘l{ll]ll it will fol-
low the strategy used in ils sensational
comeback: liil'k the weak spol in the
competition’s armor. and saturate the
area with air advertising to get the

arealesl effect in the least time, * * %
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PRESENTATIONS

(Continued [rom page 3

ried by saying “er.” Delsarte used 1o
ool between stlences, but this
1= tricky, and should definitely not be
attentpted by amaleurs

We generallv sugeest starting with
some provocalive statement like:

“In 1543, when this company ias
founded, the assistant treasnrer said
_F.f‘.h" words I'd like 1o repeal (o you
now” . .. or even helter:

“The If-J'u-'-' of research in modern
advertising 15 1oo often  misunder-
\fm.uf,“

Fither of these openings snags he
weaker part of vour audience inune-
diately.

IV. The Presentation Proper
Always speak in a mumble,

This ts a must! Sonetiimnes a nervoils
member of the audience will ask vou
to speak up. Raise your voice for a
sentence and then shide down 1o vour
original piteh. After two or three re-
quests. he will give up.

Make sure that you use a larze num-
ber of |-;'i--i\v verh formis and abstrael
nouns. Here are a few Jt--nlilllnri ONes;

“The data found in the Jollowing
pages can be accepted as representing
the habits and preferences of the Uni-
verse i

“One t“.\f'r"r"l-ﬂ.ur'l should be noted
in the table . . .”

In the left hand column. percentages
based on typical cells amonyg the 2,000
CUses dre ln."f'.\r'mr'.-f £

This part of the technique is quite a
hit of sport.
vou will begin to work oul fascinating
variations like the Hidden Verb tech.
nique. the Boomerang Participle, or
the “Ll|ti|lll’ \lijt’l'li\'l' Strategy. which
vou can pick up from anv copywriler.

\s yvou gain conlidence.

Buys
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\un eminent ||l|'n|!|.:|;- s pratelitioner
onee picked ofl 1w
the ~ame time with s
notwithstanding somg
mg data, and while =
validhity wa= =1l i-:r--:.
limits were nevertheles-
Beautiful sentence, thal
i ees, \s VRl i st
it is relatively familiar, You

run the daneer that a ~jii,- ol the

will make the semtence understanda

Beginners are usually better off learn
me <ome 2ood technical words and s
ing them liberallv. Aurtosis i= a cood

word, for instance. Dichotomization i=
excellent,  Pearsonian « m'_.llrff.- ent, fae
tor analysis, Gaussian curve—all will
do. For the adventurous, [ have a lisl
of special technical phrases that | have
made up t||_\~t'H', One of myv Tavories
i= the Merecdes-Benz Factorial (.om
pensatton Line, The Amateur Statisti-
cian will never admit that he hasn'l
heard of it. Hf someone else asks w hal
i 1=, smile knowinglv at the Amateur
Statistician and  sav. “Mr. Durfee.
don’t vou think that's a lile mvolved
lor the 1wo of us to talk about now?”™
He will agree enthusiastically. If he
ever gels you alone and asks about o
look at him with surprise aml sav.
"\ |l_\. i's in anv geod elementany
texthook.™

\n easy aid to all these techniques i<
to read vour talk. If the presentation
i completely verbal. keep your eyes
_:.'llil'll 1o the page. This |I|'--1||i| es the
effect that you are 1alking 1o yourself,
and the audience feels no oblication
1o Jlisten.

If the |)I’l'.~|'11|-’l|iul| does have charts
imacination can vun riol. There ar
several tested and .1ih|ll'n\'|‘i| methods
for putting vour audience to <leep with
a chart presentation :

50,000 WATTS

through John Blair & Co.
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1. Read all ]arill'i'd material on the
charts. Il Chart No, | 1,200
carefully  stratificd STIE
]iit‘ll“ read it all

the audiense could not see,

\i].\\
homes were
very slowly. as i
"lll l"\lrl'li-
enced lecturer will punetuate this sen-
tenee with coushs. wheezes. fool shift-
audience cenerally fin-
ishes the three minutes hefore
vou, While they wait Tor vou o finish.

they begin 1o think about the mort-

ine, ete. The

| e

gage. a hirthday present for the haby.

what to do on vacation—and so Lo

‘-I!‘(‘|!,

\ variation of this i 10 read noth-
ing. let the audience vead, bul give it
a good hve minutes on every page.
Here. of eourse. the danger is that vou
voursclf iay fall ;!:—I(‘{‘p.

2. =tand with yvour Lack 1o the au-
dience while you look at the charts.
This eliminates the possibilitv that a
spol on vour tie or an expressive mous-
tache will keep them alert.

3. Refer to previous charts. Fumble
around for a while belore find
Then reread them to the audi-

Vol
them.
ence more slowly than ever.

SELL MORE IN THE

SOUTH’S No.1 State!

Recent official Hooper Ratings
show WSIJS, the Journal-Sentinel
Station, FIRST in the morning -
FIRST in the afternoon FIRST in
the evening! For the f{inest in

AM-FM coverage, it's WSJS

in Winston-Salem.

Represented by: HEADLEY-REED CO.

% Winslon-Salem
15 the home of

R. 1. Reynolds
Tobacco Co,

00

0
% $14,700. guying POwer

1952 Survey 0

ence 1s
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4. Quote all figures, Presculing fig-
ures is an art by itself. but these are
the high spots, First, show several fig-
the more. the helter.
Figures should be small. hadly printed.

ures on a page

and close together. Second. run a lot
of lines on a page—five or six trend
lines weaving in and out of each other
are excellent. Third. mix up pie charts,
bar charts. ete,  Change your charl
svales frequently.

5. 11 this is a shde presentation. it
helps 1o have the slides <lightly out of
focus. Do not let a slide appear up-
side down. This generally gets a laugh
and stirs up the audience.

If vou have [ollowed these basic in-
structions carefully. your weaker lis-
teners should by now he peacefully

asleep.

Special Problems Occasionally

Calter following the above instructions.

vou find that a hard core of the audi-
still awake. This is usually
l'llllll!(!?\-('ll of the Amateur Statistician
and the Head. Let us take up the
Statistician first. for though he is fiere-
er. he is more subject to intimidation.

With the Amateur Slalistician. vou
us=e the two fold (or dichotomized ) ap-
prozeh of Confusion and Superiority..
By now vou hall  way
through the presentation.  Instead of
reading each figure in the charns. flip

should De

the pages rapidly. touching upon this
and that. Throw in several tabulations
the charts. This will further
confuse him.

Then =av casuallv, “Of course. these
fizures will all be in the printed re-

nal on

dot

The Statistician  will subside. e
would like to impress the Head with
his eritical abilitv, but vour reference
o the Mereedes-Benz Factorial Com-
pensation Line upset him. and he’s
alraid of looking foolish. He'd feel
safer examining the printed report
with texthook in hand. [If. later, he
asks for the report. which of course
does not exist. inform him stiflly that
anly a few copies were available. and
thev wenl to top executives.

This leaves only the Head. Tle has
trained himsell to stay awake through
thick and thin. Uncamnily. he has un.
derstood the figures and made some
scnse out of the mumble, He would
pather resien than read any printed
data on this thing. so he is determined
to stick it out. You must concentrate
on putting him to sleep.

[t is the meeting of 1wo strong per-
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sonalitics.  You might try intoning a
long table, looking straight at him and
swaying rhythmically from side to
side. Sometimes this hypnotizes him.
Or you might lose your place in the
Delsarte
Finch used to insert a page of some

notes for a few moments.

lllilt.‘l' |'I'I!I)|'l. i"lll il"l'l'.‘ilil'r!‘i'- fllr il'l'
stance. a table of logarithms or the
Yankees' batting averages. This often
does the trick.

If neither of these methods work.
there is one further technique. Explain
at length that the survey suffered from
inadequate funds. Plead for a larger
appropriation for the next survey.

This works every time.

Well. everyone is fast asleep! Mur-
mur softly to yourself for a moment or
two— Delsarte memorizes cube roots at
this time. Then boom out in your loud-
est voice. “Well, it was a tough job.
but worth it.”

Fling open your jacket and display
on vour chest a large Phi Beta Kappa
kev. which may be easily rented or
borrowed.

Immediately everyvone will awaken.
startled and guilty, No questions will
be asked. Some people will slink out.
Others will come up, and congratulate
vou on a brilliant joh. Tell them that
lllii was olll_\' a hriel discussion that
vou'd be glad to expand on later.

No one will ask vou to.

\ny questions, anyone? Hey. wake
up! * ok %k

FACTS UNLIMITED

(Continued [rom page 29)

in the Fast listens to an out-of-home
radio set. other than a ear radio, on
an average day. About half of this
histening is done at “Place of Work.”
and about a quarter of it is done al
the homes of neighbors and relatives.
In the two Midwestern studies. no com-
parative figures (out-ol-home minus
the car radio listening) are available.
although several charts explore the lo-
cation of sets in the total out-of-home
radio listening.

4. Special features of radio-TV
andiences—Euast and Midwest, The
three Whan studies give a valuable in-
dex of radio program tastes among
both Eastern and Midwestern audi-
ences. as well as an opportunity for
l'ulll[l:lrir-uli. The ]’l‘:il';lrl'll method used
by Whan was a simple one. Listeners
were asked to select from a list of some
16 hasic types of program materials

20 OCTOBER 1952

the five types they liked hest. Here are
highlights of these findings. covering
total areas involved. Percentage score
indicates number of respondents who
put this show type among five best
liked category.

A. NEW ENGLAND WOMEN

RADIO TYPE RANKING
Complete drama 62.07%
News broadeasts 60.3
Comedians 53.2
Popular music 19.1
Aud. participation 48.7
Variety shows 42.¢
Tallks, comment 28.9
Sportscasts 27.0
Classical music 26.2
Sertal drama 24.3
Religious programs 17.4
Oldtime musie 16.7
Homemalking shows 16.1
Brass band music 10.9
Farming talks 3.1
Market reports 0.6

Note how Eastern women turn most
to drama. secondly to pews, and third-
Iv to comedy entertainment. This is
in contrast with masculine tastes in the
East which show:

B. NEW ENGLAND MEN

RADIO TYT'E RAMNKING
Vews broadeasts 71.3%
Sports broadeasts »8.7
Comedians 58.3
Complete drama 2>»1.0
Popular music 5.0
Auwd. participation 35.6
Variety programs 35.4
Talks. comment 311
Classical music 20.7
Oldtime musie 18.7
Brass band music 13.7
Religious programs 1147
Serial drama 11.0
Talks on [arming 0.0
Homemaling shows 3.6
Varket reports 3.0

Contrast these Eastern  program
]Il’t"(_‘l‘('lll't‘.- with those of the Midwest,
and some interesting conclusions arise.
For one thing. Midwestern women
seem to have stronger tastes for news,
audience participations, and  <erial
dramas  than their distall
cousins. Midwestern men, at the same

Eastern

time, share the taste for news that men
have in the East, but Midwesterners
are more fond of comedy shows and
slightly less fond of sports programs,
For the Kansas-area study. the male
and female preference figures were:

MARKET

MARKET DATA

for Counties Covered by
K-NUZ—Houston, Texas

Population 1,119,800
{Negro 160,000)
Radio Homes 327,240
Retail Sales $1,392,525,000
Food Sales $327,587,000
Ceneral Merchandise
Sales 164,284,000
Apparel Sales $103.232,000

Home Furnishing
Sales $82,885,000

Auto Supply Sales $103,547,000
Bldg. & Hardware

Sales $123,998,000
Food & Beverage

Sales $96,328,000
Drug Sales $42.083.000

SRDS Consumer Markets 1951-1952
for all market higures,

> FORJOE

« Dave Morris
General Manager

HOUSTON'S LEADING INDEPENDENT
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The September Issue of

.7/10 j}ﬂ’uhiou

/7”(/&’”(‘(’ 0/].70(/(15{ ”

covers the subject

:7(U IZ/U’J/(’J’H
/

4 )"()(/'I’(HHJ
0

This study was basically designed
to measure habits and attitudes
of TV owners toward Western
Programs.,

Each TV owner was thoroughly
questioned about viewing of
western programs. [nformation
resulting from this questioning
includes:

. Lconomi
Lactor m viewing,

stitlus s

2.0 Chaldren as a Lactor

viewing.

Sex as o lactor i view-
mne.

. Regular viewing ol spe

il |JI QLS.

v, Favorite western pro-
opmus, and reasons Loy

selecton.

. Types of Western pro
IS lm‘h-nml.

7. Nonviewers objections
to Western programs.

|(:-\|..-1u|l-||i~ were also shown a

List ol statements about \West-
ern progruns and  asked 1o
iweree o disagree with each

statement. The vesults e ol
great  hmportance  since it
shown that, soangely enongh,
wnch ol sentiment  that
lsnnilul o oIl
dien comes Trom Lamilies with

¢hirtldven.

II;('
Westerns are

It's an interesting and valuable
study — one you should have.

_/4 [ /m*rf e / / /\90.1 ca rc‘/x

90 BAYARD ST.
NEW BRUNSWICK, NEW JERSEY

CHarter 7-1564

|
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. RANSAS WOMEN

RAHO Ty P RAMKING
Vews broadeasts ~ 71.59,
Featured comedians 07.1
Populur music 16.3
Tud. ;rrlr!ff'ffl!lff'ilf1 15.2
Complete drama 13.7
“r'fj."‘u:'uu_\ programs 3‘.8
Sparls hroadeasts 28.5
Serial drama 27.4
Oldtime musie 21.8
Classical musi 18.9
I arieny programs 18.0
Homemalking shows 16.5
Fall.s, comment LS.
Varlet reports 15.1
Brass band musie 1.9
Fallis on farming 10.2

B. KANSAS MEN

KADIO Ty 'E RANKIANG
Vews broadeasts 8".7(.«
Featured comedians 59.8
.\-'mu I Lroadeasts _i ‘ 9
Popular musi 38.8
L. per 1 J-‘.'u.nfl"nu 352
Complete drama 2,
(ltime musie 29.0
l."m}'.-'r reports _’7.7
Religious programs 23.7
Talks. comment 23.0
Classical music I“I.z
Talls on farming 15.6
Brass band music 15.3
I'ariety programs 14.7
Serial drama 114
Homemaling shows 1.2

I'here are enough slight variations
the hasically
1‘!'.'\\!'(11 ||Iul'_"|.llil;1'l: II]'I.'{I_‘I'

although pattern s
sunilar
ences in Kansas and those in lowa lo
in the Mid-

make an intramural study
west of interest.

L. TOWA WOMIEN

RADIO TYTPE RAMNKING
News broadeasts 73..1;
f r'h‘.fﬁ'lu'i] [ uurl'fh ._!T.._'D
lud. participution 19.9
Popular music 17.9
Complete drama 1.9
.\PIH!'\\ broadeast 31.8
Religious programs 28.8
Nerial drama 25.3
Variety programs 22.0
Oldtime musie 20.8
Homemaking shows 18.9
Warlet reports 17.0
Classical musie 15.9

Tulls. comments
Bund musie | hrass)

_.——
- e W
v wl =1

Tallks on farming

B. TOWA MEN

RADIO TYPE RANKING
News broadeasts 79.1%
l“lf'fln.” ed comedy 63.2
.‘;llmr.".i broadeasts 52.5
Popular musie 12.3
lud. participation 39.6
Varket reports 31.7
Complete drama 31.3
Oldtime musi 27.3
Talls on farming 21.1
Talks. comment 20.9
Religious programs 19.5
J.!Hill".'l Jrograms I“.T
Band music (brass) 14.2
Serial drama 11.1
Classical musi 9.8
Homemalking shows 4.3

The many more facts which can be
obtained by a close studyv of all three
ni I{Il' 1(]-’12 I'i'|llll’|— Hf “l', I‘.Hll'-l l
Whan. ¢an give advertisers and agen-

cies alike their most comprehensive
view of the diflerences in preferences
and behaviors of East and Midwest
audiences vet available in radio-T\

* kK

rescareh,

DAYTIME TV

(Continued from page

al)

tisers polled by spoxsonr voiced this
one point: The networks made a mis-
take in adopting for TV the same day
vs. night rate structure which pres ailed
in radio. and by continuing the sys-
tem the networks are compounding an
error.  Also of those polled
thought the daytime price should be
seared to a graduating scale. hased on

maosl

the growth of daytime sets in use. As
the davtime audience grew in ratio
with nighttime levels. the rates for day-
time could be increased. There was a
wide diversity of opinion as to starting
level for davtime rates. The suggested
fisures ranged between 25 and 407 of

the nighttime rate. Majority opinion

00F

DOTHAN, ALABAMA

5000/560

NON-DIRECTIONAL

Jeuthaust
Dera-Clayten Agency

Netienal Represemtative
Sears and Aper
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was for a peg of 357,

On the matter of daytime TV's value
to the advertiser. the poll disclosed that
advertisers and agencies were doing
anvthing but selling it <hort. They con-
sidered its prospects bright and unlim-
ited. and that the only two things ham-
pering its development at the moment
were i miscaleulated price formula and
failure to Lind the right programing
pattern.,

Meantime the overall daytime sales
picture doesn’t shape up too stronghy
for 1the networks. Only  CBS
claimed that 3t is in a better position

Ilil:‘

than it was a year ago, s sales <tatns
day time as of 10 Ovtober was 18 hours
solidl. an inerease of about three hours
over last year. NBC is down 1o six and
a half hours (with Kate Smith but 70,
sold 1. as compared to nine hours sold
last vear. Both ABC and DoMont were
likewise considerably better off a year

Two shows that added a lot of

Elgu.
time and hillings weight to last sea-
som’s schedule were Bill Goodwin (Gen-
eral Electrie i and Bert Parks i General
Fn(ll!.‘*'.
accounted for five hall-hours
Daytime TV hasn't experienced any

Between them the two shows
a week.

windlalls similar to these since the two
shows were cancelled.

In conducting it survey on the ques-
tion of whether network TV is over-
priced spoxsor [ound ageney ollicials.
advertisers.  and  network  executives
more than ready to express their view-
points—providing that they as indi-
viduals were not quoted.
tion of these viewpoints follows:

DBenton & Bowles—"After a
ough analysis of daytime viewing as
compared to hones using TV at night.
we have asked the nets 1o make a reap-

A eross-sec-

||Ilbl"

praisal of their daylime rvate structure.
We feel that the networks have erred in
carrying over into television the radio
practice of setting the dayvtime rate al
507 of the nighttime rate. The day-
time listening habit in radio moved as
fast as it did bhecause of the kitchen set.
and it doesn’t look as though history
will repeate itsell with TV,

“We recognize that TV s <till in a
developmental stage but we strongly
oppose the idea of our advertisers he-
ing asked to pay rates that are grosshy
oul of ]1rn|m1'|iu|] 1o what they can zel
at night while this experimenting is in
Dollar for dollar the adver-
tiser doesn’t as yer get anywhere near
the andience break that prevailed in
daytime radio.

JIrogriess,

20 OCTOBER 1952

“We urge that the networks, instead
of I’l‘?-'»llf'!i!l_!_L 1o a lot of Sn'llli:-l ry involy-
ing program ratings and share-nf-audi-
ence, put their daytime rate structure
on a realistic and  equitable founda-
tion by revising the rates in keeping
with the ratio of davtime audience to
nighttinie audience. Nothing could he

* * * * * * * *

ssAs an instrument of broad national
coverage. television will have a strong
chance for advertiser aceeplunee if it is
~old in the magazive tradition—with
advertisers allowed to bay just an il
ot a show, and o buy not wecessari
on an evers-week feequeney hut only
often as they want, or can afford.**
HENRY SCHACUHTE, Adv. Dir.
The Borden Co.
* * * * * * * *

fairer than this renquest. As this ratio
moves up the networks could graduoally
increase the daytine rates. For a start-
er we suggest that the daytime rate be
a third of the nighttime rate.”
Compton—"Redured to <imple terms,
what we're objecting to is the networks
charging our clienis for 50 units of
cost and delivering but 30 units of ef-
feel.
works are: On a network basis theyre
charging aus 50°, of the nighttime [or

Here's how inconsistent the net-

a davtime period. but if vou'll look at

CENTRAL OHIO'S ONLY

ﬁ

the rate cards of their own mda sta.
tions yvou ll find the day time rate
ing hetween 30 and 1077 of the night-
We've asked the netwaork 16

answer this question: Which of

time rate.

;Iril'l' structures do vou consider the
Hre l'-‘]llil;ltllt' and economic? So far
we haven't had an answer.

*The advertiser should nat be gsked
Lo pay a ratio that existed in the hes
dav of radio unless television =ives

guick promise of delivering a like ra
tio. We dont think that will happen
and =0 we have called on the networks
to make their 8o rates the national
seale. and also 1o the daytime. or C
rate from 5:00 to 6G:00 p.m. We're con-
vinced that. regardless of the connter-
argunents, |‘x}>-'rl.'tiin|z.-. and hopes the
networks may  have to offer. they
hlllllllil |!I'lll'i‘t’ll al the |';ll“|"-{ I con-
verl their pricing formula into some-
thing that makes economic sense.”
Young & Rubicam-——"Here's a good
index to what our ageney thinks of net-
\ vear
ago we ranked as the No. 1 agency in

work daviime rate structure.

daytime TV, We had 18 quarter hours
of programs running on the networks.
This season we're down to one-third
sponsarship of Search for Tomorroun

WBNS Doesn't Fall
Back on the “NET”

With the greatest of ease
. . . WBNS programming
swings back and forth
from top CBS shows to
locally-produced programs
built around beloved Ohio
personalities, Blessed with
a choice of all the best
CBS talent, WBNS knows
sponsors can’'t miss when
local favorites add their
endorsement to selling
messages aimed at Central
Ohio.

ASK JOHN BLAIR

rowie

WBNS — 5,000
WELD-FM—53,000
(OLUMBUS, OHIO

2B ouTLET
RADIO

*¥'

89




Same old story
in Rochester .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.

00000 OORDOOOOSOOORNOOONOOONOOSOOOOORDO

35,000 WATTS

Reprerantatives . ..
EVERETT-MoKINNLEY, Inc.,, New York, Chicoge
LEE P. O'CONNELL CO.,Les Angeles, San Francisce

MEMO-GRAM TO -
Timebuyers

We don’t sell surveys, polls
. or ratings . . . °

« WE DO SELL MERCHANDISE .

- EAS-—DEGATUH.ATLAM;. L ]
JlV—:_:Av.wNAH
GOV-— VALDOSTA. GA.

o L]
WEST MEMPHIS—
pe MEMPHIS °

° "The Family Stations” @
Race—Rural—Religion
® Chkeck MUNTZ-TY on an =
All-Out BANGUP SELLING
™ Ferformance .

. Contact FORJOE now or .
STARS, INCORPORATED

Candler Bldg., Atlanta
* Box 142, Memphis, Tenn. "

[ ] o - L] L L] - L]
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eventnally

(P&G1 and a quarter hour of Kate
smith 1 Johnson & Johnson).

“Belore recommending to our ¢li-
nt that they pull out of daytime TV we
conducted numerous studies on view-
mg audience ratios, day vs. night. and
costs-per- 1000, In terms of rates alone
we couldn’t do other than point out to
our clients that nighttime TV was a tre-
mendously superior buy. (Incidentally.
most of our clients who quit daytime
TV arc now to be found an the night-
time TV schedules,)

“One of the things that strongly in-
fluenced our reactions toward daytime
costs was the summer problem: Sets-in-
use dropped ofl spectacularly in the
summer time. particularly in the after-
noon. We bring this up because we
think that if an equitable ratio of day
time rales is to he arrived at this sum-
mer factor must be taken into consid-
eration: Any figure on homes-using-
davtime-T\ taken
span of an entire year and not by quar-

must be over the
ters or from September through May,

“The daytime rale structure is a seri-
ous problem to us because it keeps us
from doing many of the things we'd
like ta do with television. When _\nli‘rf'
lrard put to justify a rate, you're just
penned in.”

Willian Esty & Co.— ~“We have what
i= probably the lowest vost-per-1.000
per-minute-of-commercial (81351 in
the Steike [t Rich program (Colgate).
Lut we still think that the pricing of
davtime network TV is in sore need of
adjustment. We have made studies that
<how there’s quite a gzap between the
5070 rate charged for daytime and the
actual ratin of daytime and nighttime
viewing, The daytime audience may
veach that 507 level. hut
meanwhile something <hould be done.

B

there’s quite a spread in the percentage

the wav., we have Tound that

of homes viewing as reported by the
varions rating services.  That circum-
stance will also have to be considered
when and if the networks decide 1o ad-
just daytime rates,”

(:l".
that the attention dayvtime television is

lion There is some evidence
vetting s nowhere what il was in ra-

din’s Tormative vears. Daytime tele-
viston is also very mueh slower in de-
nighttime

\sidle from other factors. such as mea-

veloping  than television.
~uring the viewing attention of the peo-
ple reached. davtime television poses
this big question mark: What is the
true ratio of homes using TV in the

daytime as compared to nighttime?

(The rating services are certainly wide
aparl on dayvtime ratings.)

“When a daytime strip costs an ad-
vertiser around S2.000.000 a vear he
should know the extent of the actual
audience. the number of homes that
use daytime television. and whether the
rate he pays is in the right proportion
to what he could get for the =ame
money i ferms of viewers at night.”

VBC—The network’s position  re-
volves around these points:

1. 1951 was a developmental vear
and should not be vsed to determine a
price ratio for the 1952-53 season.

2. Because of the competitive setup

or rather the lack of it—the adver-
tiser gets a bigger picee of the day-
time pie than will prevail in years to

come. CBS concentrates ils program-
ing in the morning, while NBC has
elected to make the most of its alter-
noon schedule,

3. NBC fully appreciates the fact
that it must find a way to solve the
summer replacement situation when its
kev daytime show
out. But in the meantime it wouldn’t
e fair to include the summer months

Kate Smith—drops

Vtiss Laretta Mahar
Cramer-Krasselt Co,
733 N, VunBuren S,

Wilwanlee, Wis.

Dere Loretta:

! gist want to take nme ont frum
my broomin' to tell vou about a show [
heerd on WOCHAS.
Seems thet a fly-
in" seucer landed
in th" hills "bout
90 wnles  frum
here and scared
folks half to
death. Qv course.
IWCHS intervued

thim fjolks in a
speshul s hoo w
cist  like  evry-
thin’ speshul s
on WWCHS with
2000 ar 580,
Seems fike our

.;u‘-\.r"m.r‘ crents
p:'f';rh' 15 wlwavs
on th' go Jer
somethin® like «
fire or o rennion
or a centennial
wsumthin'. Folls
know thev'll al-
wavs here 1t on
WelHs, Y ou
know, we've got
listeners than any othur

more W, Va
stashun in th state.

Yrs.,

Algy.

WCHS Charleston, W. Va.

SPONSOR
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in citing the percentage of homes nsing
daytime TV when it comes 1o discuss-
ing the ratio between daviime and
nighttime viewing,

L With but two vears of experience

behind network daytime TV it is much,

too early for anvone to try 1o decide
what it is worth.

5. The time has not vel arrived
when the network need entertain any
thoughts of daytime rate adjustinent.
The network. after all. is still under
obligation to its alliliates not only to
maintain  the rate structure but to
strengthen  dayvtime schedules  with
quality programs around which the af-

filiates will be able to sell spot time.

Ever Get That
“Tired” Feeling?

Take a tip from little Bismarck
—you'll sleep like a baby if
you've put KFYR to work, sell-
ing families with the 4th high-
est buying power in the na-
tion* . . . in wealthy North
Dakota.

*SM 1951 Survey of Buying

Power.

BISMARCK, N. DAK.

5000 WATTS-N.B.C. AFFILIATE
Rep. by John Blair

20 OCTOBER 1952

\zain. the networks wust look to day-
time sales [or their additional profits,
Nighttime is virtually sold om and
NBG: ﬁ}ll‘r‘”‘ll'.‘l”\. i= reconciled 1o the
fact that it eannot raise nighttime rates

6. Some of the big advertisers ex
pected oo much of daytime TV, In-
stead of -li|-|nin: their toes into il
via |1;1|'ti"i!|.'1li--ll mn nl'l\\--ll\-}rlmlul|-||
<hows. they put on their own half-hour
programs—some of them relatively ex-
pensive—and when the resulling cosis-
per-1.000 looked staggering they and

* * * * * * * *

ssAdvertising  doesnt cost 235¢3 Vhes
very little,”  Adyertising doesu™t cost
anyvthing, It ents costs, 11 saves maney,
If it diddn’t we wouldn’t have advertising.
I’s that simple. We have advertising
heeaunse it is economiecally valuab'e.®*
JOHN D. YECK. Pres.

Yeek and Yeek

¥ - « 5 » ¥ x *

their agencies were inclined to settle
the blame on rates.

CBS—This network seems to [eel
that while the points made by agencies
and advertisers mav have merit, any
reexamination of rates would have to
be in light of station operating rosts as
well as the level of set use in the day-
time. Stations cant be asked to cul
their rates if by doing so thev incur
losses on their daylime operations, In
any evenl. if there is to be an adjust-
ment it probably couldnt take place
until there are many more TV stations
on the air and the competitive picture
makes such an adjustment look like a
natural sequence. CBS also had this
comment to make on the line of argu-
ment advanced by agencies:

. Advertisers are gelting a special-
i/t‘ll consumer ilﬂllil nee i daviime
viewers, and theyv should be willing to
pay more. even if the sels-in-use ratio
seems lo dictate lower I-rir s,

2. The davtime network TV adver-
lll.\i'l' i.‘- "-|.I” ;_‘l'llill_:_' i l'!'lil!i\f‘l\ :,'(nul
value in |u.-l-|rt'!-|,'|”!| since il cosls
him so much less to program in day-
time than at mizht.

3. An advertiser should look at his
participation in daytime television on
a long-range basis and think in terms
of building up a franchise through the
vears, as he did with radio. By worry-
ing ahout exacl price ratios at this
stage of the medium’s development, the
advertiser could lose sight of what con-
sistent partieipation in dayvtime net-
work TV would mean to him in eco-
nomic. as well as [ranchise. terms two
or three years henee, * k%

“1 GOT
AN
IDEA.”

| HAVE AN IDEA THAT IT'S
A PROBLEM TO:

Develop a fresh, saleable programming
approach for your station

Build ratings in your market

Achieve or maintain lcadership in the
eyes of your community and your ad-
vertisers

Sell your product under a new high in
competition

I have an idea that you'd be interested
in a3 thoroughly-seasoned young program
executive (with excellent background for
TV) who has helped meet and success-
fully answer those problems

| have an idea we can work together—
profitably. If you like the idea, write:

BOX 1 SPONSOR
510 Madison Ave. N.Y.22, N.Y.
IDEA FOR AGEMCIES: add agency ox-
perience, years of colorful production

and persuasive copy. Interested in your
ideas, too.

560 kc.

The Philadelphia
Inquirer Station

An ABC Affiliate
First on the Dial

In America's Third Market

Represented by THE KATZ IAGENC‘I’




be..R'W.

5 Be "Radio-Wise ! Cal

behind your sales message through

slra power

‘Personality Sclling® on  Rahall -
whoere  listener 3;\_El_-,

loyalty really pays off!

\ADIOS TOP

o AUDIENCE
e PERSOMNALITIES
* MARKETS

Stations .

Yes, on all 3 wital points,
Rahall Stations deliver the
goods

€a)

1000 W ALLENTOWN , PA. 1320 ke

(b)

S00W. NORRISTOWN _PA. 1I0KE

&)

1000 W, BECKLEY,W.VA. 620Kt

National Representatives
(a) WEED and CO.
(b) WALKER & CO.

 RAHALL STATIONS

JOE RAHALL, President

YOU AREN'T
REACHING

LOS ANCELES' MAJOR
Negro
Market

uniess you're buying
HUNTER HANCOCK'S

“HARLEMATINEE"

KEVD

LOS ANGELES
Represented by Y
Joseph Hershey McGillvra, Inc_. _
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IThe Seaboard Conlainer |H!|l, ail
mdustrial firm. is sponsoring the pth-
lie interest sevies. Freedom. L. 5. A..
over WP, Philadelphia. The show is
vred at G:30 pon, on Sundavs and (ol
lows= anothor Frederie W, Ziv Co. tran-
sovibed sevies, [ WWas a Communist for
the FRI, Prior 1o the show’s debut on

ST

205 September, Benedict Gimbel, Jr..

Wil president and general manager

held a special luncheon at which civie
ollicials. military  representatives, and
|'|1‘1|\u|1'1|'}|i.| area educators ;lllt|i||u|ll'-|
the new series. Seen in flIliltln il 1o
r.b: Gimbel: Louis I, Hover. super-
intendent of public schools in Phila-
delphia: Frederie . Mann. pres., Sea-
hoard Container Lorp.

Faeh fall. to herald the beginning of
a new TV season. the Wilwaukee J’mn-
nal ||H}l“‘-|’l"- a -[nll"l.'ll television sec-
tion, This vear's section consists ol
15 pages of cight-column sheets. front-
ed and backed with Tull--color photo-
eraphs. The editorial material covers
TN from all angles

dium, programing. personalities, hack-

origin of the me-

stage problems, TV in relation to poli-
ticinns, farmers, educators, industrial-
ists  even statistics such as =ales of
I'V sels 1nrni|.tll'|| to radio =ets. i One
sideliehi
television =ets by two to one.” 1 Most

“Radios are still outselling

of the material in the section was nat-
urally related 1o the Jowrnal’'s own vid-

co outlet, WTMJ-TV. Milwaukee.

Rootes Motors, Ine.. British firm
which makes Hillman Minx ears, is
opening an unexpected market for s
amos in the course of its current radio
campaign here. AL least. what  hap-
pencid recenthy at KY AL San Franeisco,
wonld indivate 0. Rooles has estab-
lished the practice of providing all ra-
i personalities doing Hilliman Miny
commercinls with one of the cars 1o

cive them first<hand knowledge of prer-

lormance. KY A =ports director Les
Keiter
sports shows—was no exception. ~oon
fler that. four KY A staff members
wenl oul and  purchased  their own
Minxes.

who |1;-l|1|nll"- the \lili\ on his

Filicen wmonths aso, M. E. Blan
Company, Atlantic Civ. N, ],
ment store. swilched [rom extenshve

.||-|».|I'T-

newspaper adverlising to using -unl}
radio Tor s daily advertising.  How
this came abow is 1old in a Lrochure
distributed last month ll\ the BAB 1o
ad  agencies and  member stations.
Titled =The Queen Keeps Her Crown

By Using Radio™. the hooklet relates
how store higwigs decided that. in the
face of rate increases. newspapers were
not reaching enough of the market for
the price. When they looked at radio
andl found 11 offered nearlv 10077 sat-
uration. they cancelled all daily news-
paper advertising and took on an ex-
tensive radio schedule (using WFPG
andd WAL, Atlantie City, and WOND.
Pleasantville ). Resuli: olimbing sales
valume at no inerease in the ad bhudget.

THE STARS AHE BACK ON CBS
Them's a Spot
for YOU 38

5': * K * s

1 EBS-EinPasu’s
LG

Benny. Croshy, Lux Radio Theater and a3
host of the brghtest stars are back on
KROD, Your advertising will be in the best
of company here, will sell more because
more people will hear . Call your nearest
Taylor office today,

WU E A E
greater than any other station
in El Paso, regardless of power

600 EC 5,000 WATTS

RL'pr‘LL‘ﬂlC nationalty by O L. Taylor Co
KROD-TV Channcl 4
NOW UNDER CONSTRUCTION

SPONSOR




Fhe Oull

COMPLETE BROADCASTING
INSTITUTION IN

/r\:)l.('/lﬂl()ﬂ(/

WMBG »
WCOD-
WTVR-»

First Stations of Virginia

WTVH Blair TV Inec.
WMBG the solling Co.

THE QUAD-CITIES

82nd in POPULATION

among Sales Management's
162 Metropolitan Arcaos

Al! people are consumers.  Hut

quality people are  hetter cus
tomers,  The depth of qualit

in the Quad-City market {5 an
outstanding  asset of 240,500
people  who  live here. Cronindd
ancestry, fine geographical e

cation and diversitied means of
livelihood all contribute o the
high tandard Quad-Lity
living. WHBF is tavored witl
the lovalty and iriendshig {
Quad-Citians, accumulated  duy

ing 235 vyear of ervict

br

Les Johnson—V.P., and GCen. Mgr

U

TELCO BUILDING, ROCK ISLAND, ILLINOIS
Representad by Avery-Knodel, Inc.

20 OCTOBER 1952

CRAC. Mountreal, celebrated its 30th
anniversary thi= month with almost 50
St i.'ll }II'U:I'.'IrIL- ill e \\l'i‘:\. H‘ll'
kickofl -|;|I\ 5 Oetober. was dedieated
to CKAC stars and stall personnel ol
anolher era. =aw former CKAC an-
nouncers and artists taking over the
.-l‘rliirll.- ItJil IH|I|IH111'-. | }Ir \'.!‘r'L s
programs revived the station’s broad
casting history. worked up Lo the pres.
ent until on 11 October. some ol
CKACs most promising voung talent
was mtroduced i a forward-looking
prese mtation.  Another of the anniver-
sary weel's [eatures was a S| ial Hol-
I\ \\lrlill-|ll'lil|||| I"I |'I'1hl!|‘ a=l on \\']Iit |i
such stars as Denise Darcel, Corinne
Calver. Leslie Caron, Laurnz Melehoir,
Charles Dover. amd Cary Granl were
heard. CKAC is a French langu:

tion. owned and operated by a French.

¢ sla-

Canadian newspaper. La Presse

Stations WNBC and WANBT in New
York came up with a catch-phrase in
connection with the register-and-vote
campaign which canght on like wild-
fire in and around the biz c¢ity. The
phrase: “Don’t be a “lanovoc™.” Tt was
aired in more than 400 announcements
and station breaks a week for several
weeks  around  registration  lime-—at
first in a leaser Hlllli'.‘l‘l;:lh then in an
“explanatory”™ campaign telling what a
“lanovoe™ is and why it's =0 so impor.
lant not to he classified as such. . g.:
a “lanovoe™ is a “lazv. non-voling citi-
zen.”  (New York's record registra-
tion would indicate that this and other
vole drives have heen highly effective, )

“The Frenchman™ and “The Balw™
have nothing on comedian Ernte Ko-
vacs who stars in a new WCBS-TA
i New York)

aimed at stimulating additional spon-

|lil'||||'l' |rr|'-1'i|1.|l}n1|

sor mterest i his show, Aovaes [n-
limited. 1t's made up of expressive
photos (TV-screen-shapel and infor-
mal running commentary by Kovaes in
his own uninhibited stvle. Kovaes ex-
tends a ;_'l‘lliill mvilation Lo Sponsors
to “C'mon over to the studio. Nobody
knows wha ]lt'lull:.‘- on Lthe show. so i
vou walk in front of the camera vou
may become a TV star (no charge for
this service). If vou care lo. bring
along a sample of vour product (for
this build-up. we ¢harge a little),”
Kovaes and cast appear on WCBS-T
Monday through Friday. 12205 10 1:30
pome: the show i< all ad lib. has won
]'r;li.\l' for s s Iiilnt‘:“ success, * k &

wisconsin’s

most...

STATION

IN THE|LAND
OF M

MILK and NONEY

=

Am | your
man?

TlL-A\l general or sales manager:
Experienced all phases broadcast
tng with emphasis on sales and

promatton, both station and ner

work, 8 vears top-flight radio
station; 4 yvears T1. 15000000
TV time and program sales to
nation=l advertisers since 'R,
Seek permanent Tl or TI-AY
station connection, estabfished
or expanding, with opportunity
to purchase equity an demon-

stration of results and sincerity

Box 2, SPONSOR
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MEN, MONEY, MOTIVES

(Continued [rom page ()

MACK from

journalists depend f{or their data in
part upon confidences given by <ueh
administratovs, The .'.lll\itlllﬂ_:lt'.n’- the
hisiness journalists is that hie may talk
to the “other™ elements in the industry.,
can relate and recall. sift the sienificanm
[vom the so-what, -

humming or whistling a fune you [ f th RKET
can be sure it is popular. : ¥ % »

The public is usually unaware [ \n ohject of satire for 30 years in the rich, industrial
of the authorship or source of | radio. and now again in television is tri-city area

Popularity
A piece of music is measured

and appraised chiefly by its
popularity—and when folks are

recommends

the song it is humming. And the Sponsor w ho doesn’t know what he |
quite often those in broadcast- 2 is doine. or whi. Teoe; TV Gostk have ‘
ing who program these tunes B | ade the species less conmon than in
are not fully aware that a great P radio. Nonetheless there still appears
percentage of the current BIG |
HITS are being performed un- |
der their BMI license, !

ME
IYO\LifEIB‘ﬁI'LG‘POC ~rTc|OuR WEDDING . lie argues that there are too many ol
AUF WIEDERSEH'N A them. or that they are v oreporte
JAMBALAYA 7 i 'Iull- report bl' KPAC serves a population of 236,100
HALF AS MUCH as they somelimes are. or |]I{!.| he s in the rich Beaumont—Port Arthur-
GLOW WORM ; Orange metropolitan tri-city area.

STRING ALONG : b KPAC is the No. 1 radio salesman

VANESSA nalist eould he. The last may be a for local sponsors in the world's No.
& ME i ' " I oil refining arca,

HAVE A COOD Ti danverous assumption indeed i the e

EANETY NOW :Illl] asain some r'llrllul'I"ilrIl
innocent who dislikes the effort of l
T'!‘:ll“ll".’ husiness lu"l'iuu]il'iﬂ». ['-ll.'l“_\

better briefed than any husiness jour-

extcutive has embarked upon strange MUTUAL
walers. if he is Luying talent, for ex-
ample. without [ nowing any of the
pitfalls of the market. and is depend-

ing upon angle-shooters for advice.

580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

JOHN E, PEARSON CO

& » " 5000 WATTS National Representatives
Tveenlive vani 1= » -
gL Frecutive mity |nt .l-fltn men STATEMENT _OF  OWNERSIIE,  MANAGE-
I tioned out loud hut vanity is the most MENT. UIRCULATION, ETC
. . Reguired b I Avt of Congress of August 2
dangerous  motivation  Tactor of all, I p e T e A R o
3 a . and July 2, 1646 (& U8 ( 4
Ilt‘l}lllillllu" husiness ]nul'nals .-}Il‘l’.ltl OF STONSOR 4 §\rerkly bt Daltlmore
— - : . : . Alaryla : Y 4 .
Portland’s Fﬂﬂﬂ"y Station !n;u-tu-n”\ no butter huat venal husi- e tEmes ol the pubilishier, editor
i f h; and busine {1} TS are

Local News ness journals lay it on with a trowel. Publisber and Editor: Norman R Glewn, Moy
4204 vy . like a talent broker, [T a business ad- Munaging Editor: Milea Divld, Now Yok, N. ¥
Edited for Portland listeners—KWJJ R : : Dusiness Manawer: Bernard - Platr, N York,
news is carefully spaced to give Local ministrator with a blind spot of per- The “awiier 153 SPONSOR PUBLICATIONS Ine
people a complete coverage of local spmal vanity 1= beine eiven the artistie O e - ,
: & =Sgocklnilile ol ime percenil or more ol fre
and.nationsl events. build-up by experts in hewitchment | | i et sndng 8 v e ©
Local Sports and if in his coneeit he scorns to read, 35BS G0 e 1 i
Mo other Station in Portland gives such and henee never sees, the “warnings Sasbinitpiy A, ¢ f:‘f'“"'.'_*_”“'-;‘. LS,

! Pauline B I

Tollywood,
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Editor corrects
Aussie radio
facts in Int’l

Basics section

Fiji Islands
have commercial
station

Ruppert in
Virgin Islands

Two Canadian
TV ratings
released

U. S. sponsors
active on
Panama Net

Two drugs boost
foreign radio
budgets

Radio Ceylon
adds to
sponsor list
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Leonard Blanket, editor of Broadcasting & Television, Sydney, sends
these corrections to Australian radio facts in International Basics
section of SPONSOR's 14 July Fall Facts issue: There are 103 commer-
cial stations in Australia and 40 Government-owned stations. Latter
do not accept advertising. There are 2 main national networks:
Macquarie (53 stations) and Major (17 stations). Country had
1,898,291 licensed sets in August or 22.23 per 100 population. Sta-
tion 3DB Melbourne costs $104 an hour night rate, not $149; 100 words

are $8.58. Plans for one Government-owned IV station have been shelved.

~IRS-

Fiji Islands' 500-watt ZJV in Suva, the capital, is not only continu-

ing to accept commercials but is expanding to 2,000 watts, according

to C. T. Sproule, advertising manager, Broadcasting Dept., Amalgamated
Wireless (Australasia) Ltd., the operators. SPONSOR had omitted Fiji
from its world commercial radio map in 14 July issue. Fiji has 284,950
inhabitants (5,000 Europeans), 2,000 licensed receivers (1949).

—IRS-

Ruppert Beer (Biow) has scheduled an intensive spot campaign over
WIVI, Virgin Islands. Pan American Broadcasting is rep. (For story
on Ruppert air advertising in U.S., see page 32.)

~IRS-

Penn McLeod and Elliott-Haynes Ltd, have just released their first
television ratings covering Toronto's new TV station, CBLT. Both show
big opening-night audience (82.5 to 86% of sets tuned in 8 September).
Audience then dropped to about 25% for rest of first week. Canadians
prefer WBEN-TV, Buffalo. McLeod's comment in New York: "The Canadian
Broadcasting Corp. may have to revise its rates" (now %1,600 an hour).

—~IRS~

Here's what American sponsors are using in Panama (4-station RPC
Network): Swift's Florecita butter—"Los Apuros de Ramona" ("Ramona's
Troubles") ; Kellogg's products—"Montana Kid"; Colgate Palmolive—"El
Gato" ("The Cat") and "Un Amor Frente al Destino" ("Love Before Des-
tiny"), and Esso—"Tierra Adentro," one-hour show about hinterland
life. Melchor Guzman represents RPC.

-IRS-

Pleased with this year's results, Alka-Seltzer (Robert Otto) and Nor-
wich Pharmacal (National Export Advertising Service) will spend _more
on foreign radio in 1953, reach more countries, according to reports.

~IRS-

Radio Ceylon, 100,000-watt Far Eastern international outlet (Pan Amer-
ican Broadcasting is rep), has added following sponsors: Goodyear,
Lipton's, Standard Vacuum, Pan American Airways, Air France, Knox
Products. Station carries shows like "Superman," "Front Page Lady."
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Whan reports have broad use

Readers of the snmmary and com-
L. Whan
studies (starts on page 25) will readily
that the
throuch with an absorbing assortment
His findings <hould hit

mentary on the Dr. Forest

agree researcher has come
af material.

the intere=t larzel not only of media
people but those in the advertising field
Dr.

Whan includes o bateh of information

who specialize in programing.

on regional program prefevences that
i= likely to

among the ageney experts whose jolb il

aronse much  discussion
i= to determine what types of entertain-
ment can have the strongest cross-see-
Lion ;|||]rt-;li‘

Dr. Whan's

i\;ilh.‘l-. ;llll[ I:uhlnn dreas are t'\fl.'m*--

reporls o the lowa.

tive in the scope of data they cover;

radio sel ownership: TV sel owner-

Applause

Self-respect transcends the code

For articnlate  statesmanship  and
frank appraisal of his own industry
Jame< C. Hanrahan., viee  president
of Seripps-Howard Radio. Ine and
WEWS. Cleveland. has built up a rep-
ntation that ranks him in the tap brack-
cl=. What Hanrahan had to <av atl a

\-e-n-

viation of Retter Dusiness Bureans was

recent annual conference of the

very nmeh in keeping with the sort of
forthrichiness that can be expected ol
L.

Fhe snbject was the TV code devised
by the NARTE. Hanrahan, who was a
thant

mwember ol the  subcommittee

96

ship: out-ol-home listening: auto-radio
listening: comparison of media activ-
itv: profiles of listeners” and viewers®
habits and program preferences and
recommendations for programing im-
provements. Theyre a cornucopia of
valuable tools Tor both the seller and
the huyver.

1= to be hoped that other radio or
TV stations will Tollow the lead of
WIEBW. Tapeka: WHO. Des Maoines,
and WBZ. Doston and provide the in-
dustry with even more of Dr. Whan's
area measurements. done on a com-

parable yardstick.

1.D.'s: a case of solid cooperation

The Y ks

will in time |il'll|ialfr'} come 1o be cited

standardization of

a= a classic example of how close co-
operalion hetween the seller and the
huyer can save as well as make money
[or both,
page 34 the fact that LIV's are becom-

\= related in the article on

ing mereasingly important ta national
advertisers i< due to the way NARTSR
and a group of agencies worked oul a
svstem of standards for ilm and audio
length,  Credit is also due the 85 sta-
tions which have accepted the new TV
format for 1.1).s,

Belore the :la|1)fi|illr1 ol the stamdl-
ards. the 1.D. was more popular with
Now that the same
1.1 s can be used on the vast majority

local advertisers,

ol stations. the pendulum has swung
the other wav. Al presenl nse of 1.1."s

worked on the code. said that he had
“oreal faith™ in the code. and then he
added this “however :

“We put reliance upon codes, upon
laws. upon the Fedoral Trade Commis-
sion. upon Better Business Bureaus.
bt all of these are rvelatively unimpor-
tant unless the aperator ol cach indi-
viddual station brings to his operation.
his Dbest judgment. his entire  con-
seience and the knowledge within his
soul that nnless he operales every hour
in the intevest of the poblic. he is sunk.
He will not suceeed. He may tempor-
arily make a profit, bt if in the long
rin he fails fully 1o serve the pnblic.

he'll he washed ont.”

i= evenly split between national and
local advertisers. and if the present
trend rate continues the ratio by this
time in 1953 could easily be 7577 na-
tional and 257 local adyertisers,

Hadacol is back with “deals”

Harry B. Goldsmith. who garnered
quile a repulation as a hard-fisted buy-
er of radio while an official of Groves
Laboratories. 1= back on the special
propositions trail. This time it’s in he-
hall of Hadacol. which he recently took
over as president.

Goldsmith is hent on doing a blanket
spol job in Southern states. and is talk-
ing about using around 230 stations.
and ol investing part of a $250.000
But Gold-
smith’s method of huying has a strange
little twist.

budget in that direction.

\ecording to himsell. quite a num-
her of stations not located in Hadacol's
primary selling area think so much of
Hadacols ability to stage a comeback
that l|11'_\ are \\]”ill;: to run Hadacol
announcements without tllllt})l‘ll:ﬂl[i()ll.
Thar arvangement would continue un-
til all the Hadacol retail inventories in
that arca had been exhausted. and then

when these same stores started reorder-
ing the specolating stations would he
rewarded with paid-for time.

Smart dealing. if vou can gel away
withi it. but it ain’t erickel. partner. for
all 1the rest of the advertisers who make
a habit of paying for what they get—
and at the start of the eampaign.

\t another point of the discussion
Hanvahau said: “They (station opera-
tors) have more to lose than your Bu-
reaus do. They may forfeit their li-
censes and their right o live and do
husiness. <o | hope that nome of you as-
sunme that yvou are the only one in
charge in your community of gnarding
the publie interest. becanse that is the
hasic I’l'."]lllll.‘iilli]il} ol the u\\ll('.l'.-&llip
and management of the station.”™

In these few words Hanrahan, with
his usual directness, has expressed a
philasophy of conduct that sound more
cogent than the terms of the code itsell.
It shonld win the hearts accord of all
advertisers.
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It’s The

Team and It’s

KMBC-KFRM is wise in the ways of a woman. So is Bea Johnson, newly
appointed KMBC-KFRM Director of Women’s programs and conductress of
the “Happy Home,” (8:30-9:00 AM, Monday through Friday). But that’s not
all. Women in the Heart of America know all about Bea Johnson, too. They
know her as housewife and mother, and one whose wide experience can pro-
vide them with the answers to their problems. That is the reason why they
requested her return to the air. As Joanne Taylor on KMBC from 1936 to
1941, she was one of their all-time favorites.

So now, more than ever before, the relationship between The KMBC-KFRM
Team and the women of the Kansas City Primary Trade Area exists as a very
effective cycle. These women are well acquainted with Bea Johnson. Bea and
The Team are likewise well aware of the wishes of these listeners and are first
to supply them with the program material that they want. The association
of Bea Johnson, KMBC-KFRM and the lady listeners is an unbeatable com-
bination—for the advertiser. Bea's sincere recommendation coupled with the
prestige of KMBC-KFRM is certain to make sales of any product or service
carried on “Happy Home.”

This is the third of o series on The KMBC-KFRM know-how which spells dominonce
in the Heart of Americo

Call KMBC-KFRM or Free & Peters for the story of Bea and the
"Happy Home.” BE WISE—REALIZE...that to sell the Whole Heart
of America Wholeheartedly, it's "Happy Home" on.

). K MB C- I(FRMTeam

CBS RADIO FOR THE HEART OF AMERICA
OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY
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