and TV advertisers

Works for WBAY day and night, Thanksgiving 'til
Christmas . . . jingle-belling from town to town, in
our 70-mile Primary Zone of Influence. Audience Pro- -

M
motion . . . in the Land of Milk and Honey.

” M Green Bay has two other good*
e (1] Stations — WDUZ and WIPG.

/ ™~

S+wiscoNsIN‘s mosT SHOW-FULL svation ?4,

%0 i l‘
MAYDN R. EVANS, Gen, Mgr. — Rep. WEED & CO. \ 0 - : el




An hour a week on WLS

PROVES RADIO'S POWER
@ FOR ALKA-SELTZER...

[n February, 1933, Miles Laboratories decided to see what an

hour's sponsorship of the WLS National Barn Dance would do

for its reladvely new product. Alka-Seltzer.

By the middle of summer, Alka-Seltzer was selling so well in the
Chicago area that Detroir and Pirtsburgh stations were added
and, eventually, this popular WLS program was being broadcast

over a total of 133 stavons for Alka-Seltzer.

Throughout Miles' fourteen-year sponsorship of the WLS
Nartional Barn Dance, sales of Alka-Seltzer increased so r;tpidly
that Miles used radio more and more, until it became one of the

largest such advertisers in the feld.

Today Alka-Selezer is using a saturation schedule every Saturday
night on the WLS National Barn Dance program. WLS is

one of the few ifndividunal stations on the Miles' otherwise
network radio schedule.. . further proof of the pulling power

of WLS, and the importance of the vase WLS listening audience,

If yor want to put yenr product over in a big way...
sce your John Blair man, or contact us, today.
Alka-Scltzer is only one of many products which
have started on the way to fame and fortune

with WLS advertising,

WLS GETS RESULTS

Jor the
DRUG INDUSTRY

The
PRAIRIE
FARMER
STATION

CLEAR CHANNEL HOME of the NATIONAL BARN DANCE CHICAGO 7

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



Politics puts
radio networks
in hefty black

for October

Reps critical
of ABC'’s spot
plan with
“"Millionaire"

Old English
involved in
D, R & ] pitch

Reps’ off-hand
pick of 15
leading radio
spot accounts

Agencies

say 1953
looks good
for radio-TV

Broadcasters
in $1 million
film syndicate

CBS and NBC are certain to show substantial profit on their radio net-
work operations for at least one month in 1952. October business from
political campaign is expected by CBS Radio to make about $200,000
profit for this month. NBC official quoted even higher figure to an
affiliate leader but it could not be confirmed.

oy

Station Representatives Association scored ABC for offering "Live Like
a Millionaire" to its affiliates as a spot carrier, raising question:
"Is it in best interests of radio stations for networks to sell spot
announcements? ABC prior to blast has shelved idea and put show on
sustaining basis. Chief reason: response from affiliates unfavorable.
Proposal had been: stations to pay for program until one network an-
nouncement was so0ld; network to have income from second announcement,
and stations to retain income from four more announcements.

~SR-

Dowd, Redfield & Johnstone has been getting encouraging attention from
Bovle-Midway division of American Home Products. Product is 01d Eng-
lish Floor Wax and W. Earl Bothwell which recently merged into Gever
Agency holds 0ld English account.

SR

Poll conducted by SPONSOR among station reps to find whom they con-
sidered the 15 leading national radio spot users in 1952 resulted in
the following composite list in alphabetical form: American Home
Products, BC Headache Powders, Best Foods, Borden, Bulova, Chrysler
(Dodge Division), Colgate, General Foods, General Mills, Groves Lab-
oratories, Lipton, National Biscuit, P&G, Ralston, and Vick Chemical.

ORes

There's a bullish outlook for air media for the first 6 months of
1953, at least among radio-TV directors in major New York agencies.
Not only, they say, does flow of renewals look good, but indications
are activities on new business will pick up appreciably after first
of vear. One of fields expected to move in with sizable budgets,
especially for spot radio, is electrical appliances, which is begin-
ning to show signs of enjoying substantial upswing in 1953.

~ SR~

Group of station operators have joined in organizing %1 million

Vitapix Corp. They are: John E. Fetzer, C. Howard Lane, Harry C.
Wilder, and Richard A. Borel. Firm will syndicate film produced by

Inc. (also a stockholder), and others.
Robert H. Wormhouldt resigned from Unity Television Corp. to head up
Vitapix. Another stockholder, Washington lawyer, Horace L. Lohnes,
will serve as secretary. Vitapix starting off with 27 Monogram West-
erns and several TV series in production.

William F. Broidy Productions

SPONSOIE Yalame 0, Noo 28, 15
lution Offiecs 510 Madison Ave.. Now York 22 $3 a your dn U 8. §9 olsewhero. Entored as seeond el

Mlverthsbme. Ui
Alareh 1870

Wultimere, M BExevulive, Eiditarial,
st Ballimore, M. postofien under Act 3

Pubildbshed tosweekly by STPONSOR Pablicationd, e ol I Bl Ave
s mafter 20 January 1940

Nowewpher 1050
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Syndicate film
sponsors favor
stars doing
commercials

ARF rating
probers
expand

committees

Maijority film
scries bought
through pilot

Toni pressing

P&GC’'s status

as sponsor

of most shows

Reps raising
issue about
cold kines

Mecdiator entercd
film dispute
prior to strike

o |

Idea of having star of syndicated TV film series do commercial via
film specially made for individual sponsor is developing into trend.
Adolph Menjou will do it for Schaefer Beer (BBDO) in "Favorite Story"
(Ziv), Douglas Fairbanks Jr. will do likewise for Reingold Beer (FCB)
on show Reingold has just bought. Sponsors are finding 2 advantages
in thesSe special film commercials: (1) impact on viewer is so much
greater when a name recommends product, and (2) star makes merchan-
dising program to local dealers easier.

=S

Four more agency research experts have been brought into study of
radio and TV rating methods being conducted by Advertising Research
Foundation. Added to working committee to review research practices
of various rating services are Mrs. "Teddy" Anderson, BBDO:; Norman
Glenn, Doherty, Clifford, Streers & Shenfield; Hal Miller, Biow; Sam
Thurm, Y&R. Recruited for working committee to analyze data from
various rating services are Howard Kuhn, Compton, Bernard Sherak, K&E.

—SE—

Inguiry by SPONSOR among filmbuyvers in larger New York agencies re-
vealed practically all important deals, both network and syndicate,
have been on basis of pilot film during past 6 months. Among firms
rated in filmbuyer circles as having sufficient stature to rate deal-
ing with on that basis are: Ziv, NBC Syndication, CBS Syndication,
Official Films, Hal Roache Jr., MCA, and Gil Ralston.

=S R—

Toni appears fast on heels of Procter & Gamble as sponsor of most
network programs. Toni list now adds up to 1l radioc and TV programs.
Latest net programs added are "Down You Go" (DuMont) and "Crime Letter
from Dan Dodge" (ABC radio network). Toni also just assumed a re-
gional hillbilly stanza—Disk Jockey Temnnessee Ernie.

) -

Station reps through their association are girding themselves for
assault on this network practice: treating cold kines of network-
originated programs as network business. Reps' contention is cold
kine does not come within classification of "delayed" broadcast since
majority of such programs are aired at different times from origina-
tion. Network rejoinder to this: Any show that originates with a
network remains under network control regardless of where, when,

and how it was broadcast.

—SR—

Just before Hollywood members of Screen Actors Guild voted to strike
against New York producers of TV commercials Federal Mediator had
moved into dispute. Both sides expressed mystification over his
entry. Spokesmen for producers and SAG denied either had appealed

to Federal Mediation Board. In anticipation of strike, producers and
nd agencies for past several weeks worked overtime piling up backlog

of commercials. Agencies in New York looked to complete shutdown of
21l commercial-making which invelved services of professional per-
formers in wview of fact all talent unions are Supporting strike.

SPONSOR



N new haven

The Wf‘!itney Blake Company, a \I:t'xi.|]i~[ n the war and today has lound peace-time markers
the manufacture of telephone wire since 1903, has for its products so that its workers can be kept
played a vital part in the tremendous development busy and enjoy prosperous living

of communications m this country. It has supphed
as much as 509, of the wire requirements of West
ern Electric, and a large pant of the wire used by
the independent telephone  industry,  Western

As a retail shopping center, New Haven serves
more than hall a million residents ol New Haven
county, and is the second largest nnarker in Con

il necticut.,
Union and other large users.

. - : i ol tapping this rich mmn
Like many:another industry at iiome i New Mo;t economical way pping thi .n L
fehed Whitney Blak e rarieleil =3 T ket 15 throush WNHC-Radio, the Voiwe ol New

aven, 1tney ake expanded greatly during Maven. Folks just. leave their dials set at 1340

where they know there’s always good listenimg. So
il you want to keep your products in the homes ol
New Haven, sell the luuln]{ al home as they CI1 o
the good listening on WINH( Radio
FM
v new ha\!en New England’s first
complete broadcasting service
Represented nationally by the Katz Agency
17 NOVEMBER 1952 3
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advertisers use R i 23

Werigley's 25 years in radio MEN, MONEY & MOTIVES 6
With 73.5 million in sales last year, Wrigley is way out in front in the gum field.
: ; R . J 1
A qood slice of the credit qoes to radio, used zonsistently by the Chicago com- NEW AND RENEW 1
pany since 1927 (total 25-yoar radio expenditure: $35 million). Here in detail MR. SFCNSOR, E. Katz 16
s the air advertising philosophy Wrigley has developed 29
510 MADISON 18
Soap opera on a shoestring P. S. 26
By wedding some of radio’s narrative devices to simpliied TV techniques, LT a6
DuMont has built an across-the-board TV drama at what amounts to radio RADIO ‘RESULTS
prices. Keystone of the ccst saving: Cast has only one member weekly, produc- e AGENCY PROFILE, A. F. Hewitt 49
tion rehearsal limited to 45 minutes daily. no sets, few props ek
COMMERCIAL REVIEWS 52
The Jive-minuwte network radio show MR. SPONSOR ASKS 58
There are now 30-minute shows on network r‘adéc. Many clients like them WHAT'S NEW IN RESEARCH 60
because they are a low-cosl way to get national coverage. Bul, are they
harmful to the medium and to clients in the long run? This article presents both g ROUND-UP 64
sides of the piclure on this controversial programing form 31
INTERNATIONAL REPORT 107
- - - . - m [ .
How new hair tint wins shelf spaee with spot TV SPONSOR SPEAKS 108
Rapidel literally trades lelevision advertising for counter displays in order to
get distribution in drug stores. Result: Sales are up 509 over last year 36
i o FETY . e s Editor & President: Normen R. Glenn
re advertising’s associations negleeting radio? Secretary-Treasurer: Elaina Couper Glenn
Analysis IIJIF 'h.(.‘ .;qr‘-ndfy‘. o(_ recent AAAA and ANA meetings suggests the Executive Editor: Ben Bodec
answer is "yes," Television virtually dominates sessions devoted to the air media. Edifor: Miles David
Admen queried by SPONSOR point out "TV's newness gives it center stage,” ) Btang gy MPE f'us__ M_I ;
but they fenl averlooking radio is a mistake S8 Senior Editors: Charles Sinclair, Alfred J. Jatie
Assistani Editors: Lila Lederman,
Cheelk your TV commereials against these basices Richard A. Jacksan, Evelyn Konrad
Mew NBC TV research report chows sponsors how 1|ﬂey can qet the most out of Special Prolec“ Editor: R‘w Lapica
their TV commercials by following five Schwerin rules 10 Contributing Editors: R. J. Landry, Bob
Foreman
B = Art Director: Donald H. Duff
How 1o sell a sponsor on the painless commerceial P; | o :r A Sl i
3 olographer: Lester Cale
WHNMP, Evanston, lIl., is one of that group of stations which program classical . b 1o N ¢ni
music heavily and go light on the high-pressure commercial. Recently the station Vice P_r!.e_mden!‘ Advertisiag: Narmen Knight
promeoted ils soft-sell policy with a reverse twist. It aired parodies of high- Advartising Department: E'len' D Cooper
pressure pitches with the interesting results reported herein 2 We Manaqger], George Weiss [Traval-
na R ative, Chicage Office), Maxine
. C fork Office|, John A. Kovchok
(f c Manager], Cynthia Soley, John
c o M | N G 1 Vice President - Business Magr.: Bernard Platt
! Circulation Depariment: Evelyn Sanz |Sub ,

riplion Manager), Emi Cutillo, Palricia
) o ! . Readers' Service)
Wrigley's 25 years in radio: Pare 11 Secretary to Publisher: Augusta Shearman J
The qum company has had a varied parade of programs in ils long air history. Office Manager: Olive Sherban
Mext fssue’s article will include some of the background on how Wrigley chooses

Is programs with delails on competition's ad strategy
I December
Publiahied blweskly by SPONSOR PUBLICATIONS INC

ombined with TV, xecutive. Editorial, Clreulation, and

"" r"'." " "i-\il"" "'., ra "i" x“.'i""x Addvertisiog OMces: 510 Mwsdison  Ave, New York 23

This controversial subiect will be cover } lenath i tol € 3 1 N Y. Telephone: MUrray il 8-2772. Chicsgo Ofce
; e ed Brasngihn:s tpecis TPON&OR G 101 K, Grand Ave,, Sulte 110. Telephone: SUperior 7-0883

luding statements from stalions which favor and those which oppose the Wt Comst Offlce: G087 Soneet Boulevard, Los Angeles
urnishing to elient f merchandising services, The io il i s deserl Velephune . M1alde 5088 Printing OMce, 3110 Fim
i i '.q " ¥ .m.dl n will include de “.”p Ave., Ralthmore 11, Md  Subeeriptions: Unlted Hiates

rons I what various stations provide in f‘nl:rchz:mdlsmq and recommendations $4 & vear, Canads and forelgn $9 Hingle coples Sic
| stations, reps, adverbisers nencies as to in tr an 5 Printed In 11, 8 A, Addresa ail correspondence o 510
’ qencies es to indusiry standard Madlson Avenue, New York 22, N.¥. MUrray 1111 8-2774

I December Copyright 1952, SPONSOR PUBLICATIONS INC




Leading Jobbers

E. G. JOHNSON, President,
DeSoto Wholesale Grocery Co.,
Shreveporr, SAYS:
“We like KWKH—

it gets results”

GRAY McCRAW, President,

McCraw Distributing Co.,

Shreveporr, SAYS:

“The agency knew, when
they picked KWKH”

MASON JACKSON, JR.,
.| The Mason Jackson Co.,
Shreveport, SAYS:
C "Owstanding resules

with KWKH”

in Louisiana, Arkansas, Texas

Praise

KWKH

If you want the truth about the impact a radio station
has in its area—the truth about its effect on its listeners’
living and buying habits—ask the progressive jobbers,

distributors and wholesalers in that station’s area.

Many of these businessmen may know very little about
BMB figures, half-millivolt contours, hours per day spent
with various media, etc. But oh!, what they know about

the sales a station can produce!

That's why we’re proud that most of the leading jobbers
in Shreveport praise KWKH—recommend it to their
sources—use it, themselves, when they spend their own

advertising dollars. May we send you all the facts?

KWKH

A Shreveport Times Station

Texas

[ SHREVEPORT { LOUISIANA

The Branham Company l Arknnsas )

Representatives

Henry Clay, General Manager

50,000 Watts + CBS Radio



that’s what

you like about
the South’s

Baton Houge

The market’s rapid growth i~ at-
testedd by these facts:

e Betail Sales: up 597.17 in last
|I!'l':l1l--

o Population:  up

257¢ i last
ilf".n"li'

o [lonsing unit=: np 1019, in lasi
12 years

o Effective huying incone. Tamily
(19511 86,079

o Value of current indostrial ex-
pansion program:  S170.055. 183.00

In addition o the conecentration of
petrolenm,  chemieal, aml 2000 e
diversified industeies, Baton Rounge -
the <tate capital, the home of Louisi
an State Uwiversity, santhern Uni-
versitv, aml. althongh 2100 jiles in-
land, au tmportant deep waler port
FIeh e the ation o Serving a retadl
tradding zone of 10539 persip=, Baton
Rouge typibes the Sonth’s industnial

amd agrivahoral growth, Reach the

largest audienee on WIBO, the 5000
watt NBC statiom,  AMilizned sl the
StatesTimes and Morning  Velvoealbe,
i

i

| '.

! \

i \ Natinnal Heoresenlativies ©

‘ Geo. P, Hollingbery Co

B0

WBRL (FM)

b '\

Robert |, Landr

Mlem, Wone
and Mot

Angel-size hisses

Nothing in entertainment. or in advertising, o1 in the partnership
ol entertainment and advertising gets simpler.  Rather, everything
grows steadily more complicated. So it is in radio and television,
So. oo, in broadeasting’s great rival for the attention and loyalty
ol the consuming masses: the movie industry. The only thing that
is sure in time to come is that there will be inereasing premium upon
showmanship despite and/or in connection with the dizzyving pace
ol technological tmovations such as color television. or subseription
television. or the predictable appearance (in mayhe five years) of
electronic tape-recording for both pictures and sound track.

* * ]

Showmen will have a hard time digesting and mastering the per-
[ected methods of the engineers, Every new thrill makes the publie
harder to please and brings new <kills into play. With this thought
in mind, all advertisers and hroadeasters should make a point of
seeing Cinerama, the amazing new svstem ol photographing and
projecting action by three cameras. Cinerama alone opens wide the
imagination and gives all of us a glimpse of Tuture teclnologies in
entertainment.  Interestingly. two men primarily identified  with
radio. Lowell Thomas and Paul W. Kesten. have heen the primary
promoters, in the commercial marketplace. of the Cinerama methaod
finvented Inoa Hollywood expert in trick photography. Fred Waller),

- oy o

Cinerama is now selling oul twice daily at the Broadway Theatre
in Manhattan. 1t is already recognized as the greatest innovation
in movies since Vitaphone, By re-dimensioning the movies and
broadening the era ol audience thrills. Cinerama seems fated to im-
pact all existing values in box-ollice entertainment. But meanwhile
ceonomisls wonder whether Cinerama will ever hit the small towns
and the jack-rabbit country. This is the same question raised con-
cerning lelevision. and still not answered. The old simple 35 mn.
miovies <hipped inoan iron can. and the old simple radio programn
relayed through space and knowing few limits of geography had
tand haver advantages of simplicity which warrant an expectaney
of survival no matter what newer thrills are provided.

*® * 3

To date Cinerama is thonght of only as theatrical diversion, It
i= planned at the Hollvwood Tevel and i the [rame of story-telling
spectacle. Some have doobted that so manmmouth a sereen counld
haudle the timaey of the Kiss. the palpitation of the he-she elineh.
hut on this point your present colummnist only laughs {or he visualizes
Cinerama as providing the first real “close-up™ in all entertainment
history. These will he angel-aize Kisses and baronetrie intimacies.
It conld be embarrassing, Yeso maybe. But dull?  Hardly,

[ Please turn to page 97)

SPONSOR




HAZLETON, PA. NBC-MBS

RADIO

Vic prorr Diehm Says: i

Why when you can have
Bverage WAZL

Lee ' with the z 3 rating
Low €

Why when you can have
Have the WHOL

O:rdinary with the E rating

Level

) e ¥

WAZL

Why when you can have

Hoave WHLM

Less than with the >

Most

Why when you can have
Invest in WIDE
Dead with the f Qp\ rating
e
EDeIgY <,

WHOL WHILM WIDE

ALLENTOWN, PA. CBS BLOOMSBURG, PA. BIDDEFORD-SACO, ME. MBS-YANKEE

(Represented by Robert Meeker Associates). (Owned and Operated by Harmry L. Magee). (Represented by Edward Devney). .



MIRACLES MADE




EASY

Television has always had o lTead a sort of trailer- anip

existence. There never was time to find out exactly what
1t was and swhat 1t needed fou Hutd. elhetent im:flllt'liull

... for television was in too much of a harry to pause

for station 1dentification.

All the same, niracles happencd. Programs got on the air,

i increasing dimension, to ever-mcereasing audiences.,

It was clear at once that television was different from any
nIhL'I' l;in(| u|' .\-lm\\ l)1|5i||t'w‘h—{|ml it had dim il:;‘; demands
of its own. Speed, for mstance. Last year. our New York
stuchios alone in'mlm'cd as many hours of program

S |
product m an average week as the Broadway theatre does
m a scason. or as Hollywood's biguest studio does

oo vear.

[t was clearer sull that television was different from any
other advertising medinm. It brought a staggering
complexity...and a thundering impact. with the most
direct and spectacular advertismg results the world

had ever seen.

But the nuracles had to come off more easily. h]]L’C(“I}'._
cconomically. So we built a factory for them to happen
.. .a factory where program product could flow on an

assembly line, from idea to show-tnme,

It 1s called Television City. On November 15. 1952

in Hollywood. the assembly hine begins full operation.
Ready to produce programs as they must be done today
—with almost the speed of the light on television’s
screens. Capable of growing in any direction this
astonishing mediun may take. Providing greater delight
for its constantly swelling audiences. .. and a constantly

better buy for its adverusers.

CBS TELEVISION



and ONIL.Y o

2l [l e
O

On the air

Fulltime Independent Station seroes L\‘{’f'ilf/zf/'f]'/r!",

rest Metropolitan Market in all of Massachusetts

years with the well-known

formila of MUSIC-NEJI'S & SPORT'S

WITXL

SPRINGFIELD,

Here are some National S/)of

MASS.

advertisers who bnotv the score S/)rl‘){q: ﬂc/d.

ATLANTIC REFINING CO.
ARMY TIMES

BAB-O

BALLANTINE BEER

BLUE CROZS

N. W. Ayer

Clinton D. Carr
Dancer-Fitzgerald-Sample
J. Walter Thompson
Sutherland-Abbott

BOND BREAD B.B.D.O.
CAMAY Pedlar & Ryan
CAMPBELL'S SOUP Compton

CHESTERFIELD Cunningham & Walsh

CROSLEY Benton & Bowles
DODGE Ruthrauff & Ryan
FORD |. Walter Thompson
FROSTEE Ruthrauff & Ryan
HELLMANN'S Benton & Bowles
HOLIDAY MAGAZINI B.B.D.O.
DEAL DOG FOOD Ewell & Thurber
IRISH CREAM ALE B.B.D.O.
IVORY SOAP Compton

JELLO

Young & Rubicam

EAWRENCE A RETLLY. Pres, & Gen.

Mur..

LADIES HOME JOURNAL B.B.D.O.
LIPTON'S TEA Young & Rubicam
MILLER HIGH LIFE Mathisson
MRS. FILBERT'S MARGARINE 5.5.C.&B.
MUSTEROLE Erwin-Wasey

NARRAGANSETT ALE
NEW ENGLAND TEL & TEL
NUCOA

PEPTO BISMOL

Cunningham & Walsh
Harold Cabot

Benton & Bowles
Benton & Bowles

PUSS 'N' BOOTS CAT FOOD Lynn Baker
ROBERT HALL Frank B. Sawdon
SCHAEFER B.B.D.O.
SHULTON TOILETRIES Wesley Assoc.
SILVER STAR BLADES McCann-Erickson
SNO-KEE |. M. Kesslinger
TREET BLADES B.B.D.O.
TURTLE WAX W. B. Doner
U. 5. ARMY Grant Advertising
UTICA CLUB Harry B. Cohen

Nat, Rep, THE WALKRER CO., INC,
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New and renew

1- New on Radio Netmworks

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Acousticon Hcaring Auds Buchanan & Co CBS 128 Calcn Drake, Sun 1:30-1:45 pm; 2 Nn.v'. 4 wks
CBS-Columbia Inc Ted Bates cBS 75 Dn;i; Dl‘.;\r Show; T 10:05-10:30 pm: 11 Nov;

L WKS .
Colgate-Palmolive- Pect William Esty NBC 183 Lorenzo Joncs; M-F 5:30-5:45 pm; 4 Jan '53:
why
igget i 1 FBl Peacce & War; W 8-8:30 pm; Mecet Millie:
Liggett & Myors Cunningham & Walsh CBS 199 N EA!! 30 om: Mr. Keon: F 8-8:30 pm: 15 Oct
to 7 Nov: partic with American Chicle
P. Lorillard (Embassy Lennen & Newell ABC 328 Monday Morning Headlines; Sun 6:15-6:30 pm;
Cigarcttes 26 Oct; 52 wks :
P. Lorillard (Old Gold) Lennen & Newell ABC 328 T.:;rlzur |(‘Zrnnl News, Sun 9:15-9:30 pm; 26 Oct;
wks
Milner Products Co Gordon Best CBS 104 Robert Q. Louis: Sat 9:45-10 am: | Nov; 26 wks
Plymouth Dealers, N. W, Ayer ces 199 The Lincup, W 9-9:30 pm, 19 Nov; Junior Miss,
Chrysler Corp Th 8:30-9 nm 20 Nov; Gunsmoke, F 8:30-9 pm;
Mr. Chameleon, F 9-9:30 pm, both 21 Nov;
onc-wh saturation campaign
Riggio Tobacco Corp Hilton & Riggio CBS 39 America Calling: Sun 4-4:30 pm; 19 Oct; 52 wks
Snow Crop Marketers Maxon caes 186 Arthur Godfrey Time; alt T, Th one wk, M, W,
F the next week; 10-10:15 am; Dec; 13 wks
Toni Co Foote, Cone G Belding ABC 328 Breakfast Club; T, Th 8-8:15 am; 21 Oct 52 wks
Toni Co Foote, Cone & Belding ABC 328 Crime Letter from Dam Dodge; f 8-8:30 pm;
24 Oct; 13 whks
Toni Co Weiss & Celler ABC 158 Tcn;nscr Ernie; M-F 3:15-3:30 pm; 27 Oct;
13 wks
2 Renewed on Radio Vetworks
] . z

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Culf 0Qil Ce Young & Rubicam NBC 138 Countcrspy; Sun 5:30-6 pm, S Oct; 52 wks
Toni Co foote, Cone G Belding CBS 194 mg.u- odh:v: M, W, alt F 10-10:15 am: 27

ct; 44 wks

SPONSOR |
American M.uxn_ |
Prods
Anahist Co

Borden Co

Crosley Div, Avco
Mig Co

Demert & Dougherty
Gerber Products Co

Lever Bros, lelke Div
Orange-Crush Co
Penick & Ford
Scabrook Farms

New National Spot Radio Business

PRODUCT |

AGENCY
Kenyon & Eckhardt,
N. Y

Amazo Desserts

Super-Anahist Tcd. Bélcs. N. Y.

Instant Coffee Doherty, Clifford, Steers|
G Shenficld, N. Y.

TV sets BBDO, N. Y,

Heet Anti-frecze

Ruthrauff & Ryan, Chi.
Cerber Baby Foods

D'Arcy, N. Y.
Cood Luck Margarine  Hewitt, Ogilvy, Benson
G Mather, N. Y,
Beverages H. W. Kastor, Chi.

Brer Rabbit Molasses |. NWa‘irlcr Thompson,

Frozen Foods Hilton & Riggio, N. Y,

STATIONS-MARKET CAMPAIGN, start, duration
West Coast markets l-min anncts, stn breaks; 17
Nov thru March '53

1-min anncts & partic; 20 Oct;
13 wks

Anncts; 20 Oct;, 8 wks

74 cities, nationwide

About 8 markets

60 markets l=-min anncts, stn breaks; 3-
week campaign; starting 17
Nov
20 markets, scattered Anncls
About B markets Anncts, test campaign; beg of
scattered Oct; 13 wks
50 markets Live partic anncts; 5 Jan '53;
52 wks
200 markels, co-op Local bottlers te plan cam-
basis paigns on local stations

60 markets, mid-
southwest

East, contral, north-
cast markels

I-min anncts; 16 Oct thru 2C

ov
Anncts: 1 MNov; 13 wks

NAME

Fred Adair

Frank Atkinson
Ceorge C. Atkinson
James T. Aubrey, r.
Amos Baron

Jack Barton

Edmund C. Bunker
Eldon Campbell

National Broadcast Sales Executives

FORMER AFFILIATION
KPIK, San Luis Obispo, Cal, gen mar
ABC, N. Y., mgr radic co-op prog dept
WQXR, N, Y., acect exec
KNXT, L. A., sis mgr
KECA, L. A., mgr
Capital Records, Hywd., excc
CBS TV Network Sales, acct exec
Westinghouse Radio Stns, N. Y. rep

NEW AFFLIATION

KSFO, §. F., acct exec

Same, mgr radic & TV co-op dept

KEAR, 5 F., vp, gcn mgr

Same, stn mgr

ABC Pacitic Coast Radio Net, natl sls mgr
NARTB. Wash., D. C., stn rels field rep
KNXT, L. A., and CTPN, sis mgr

Same, gen sls mgr

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

17 NOVEMBER 1952

Numbers u_fl'a'( Hames
refer to New and Re
categary

IF avne Kearl 1)
Jumes T. Aubrey (1)
1. 1. Schlafly, Jr. 1 1)
E. €. Bunker +})
James M. Strain 11}

11
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New and renew

—

i

4 Vational Broadeast Sales Executives (continued)
n

NAME

Bill Conkhin
Florence Z. Cook
Dave Dedrick
Wilbur S Edwards
James M. Farrell
lahn Fenster

Lawrence B. Gumbinnoi

William D. Hamilten
Bill Huneteld

Wayne Kearl

Mal Kiein

Edward L. Kecmig
Rebert L. Kricger
James McDonald

John | McEmry
Donald R. McFall
Don F. Miersch
Bob Nance
Clittard Ogden
Karl Plain

L. R. Rawlins
John Rossiter

A H. Saxton
Hubert | Schiafly, Jr
Clayton Shieclds
James M. Strain
Willlam H, Struble
Franklin A. Tooke
Myrtle M. Tower
Carl A. Vandagrift
R. G. Winnic
Robert Wood

E. R Vadcboncoeur

FORMER AFFILIATION

KFEL, Denver, comml mgr

Excel Carment Mtg Co. Mpls, mgr adv, pub rol

KELO, Sioux Falls, S. D., acel excc
IKNXT, Hywd., mgr

Crosley distrib, Buffalo, sls mgr
ABC Spot Sales. N. Y, exece

CBS TV Network Oper Depr, M. Y., sr superv
ABC Radio Metwork, N, Y , st dir prog dept

KLX, Oakland. Cal, mgr SF. otficc

KNXT, Hywd, cxec

KLAC-TV. L. A.. night opers mgr

BBDO, L. A, Rexall Drug acct exec

WOQXR, N, Y., acct exec

WSYR, WSYR-TV, Syracuse,
Pprag opers

KFEL, Denver, sls staff

WTRC, WTRC-FM, Elkhart, Ind., sls mgr

Crosley Div, Avco Mfg, Cinci, sks exec

WIOU, Kokomo, Ind., tarm serv dir

<apitel Records, Hywd, gen mgr bdcst div

KSTP, KSTP-TV, St Paul, acct exec

KYW, Phila, gen mgr

WTVN, Columbus, gen mgr

NBC, Hywd, mgr radio opers

20th Century Fox, M. Y., dir TV rcs

ABC Radio Metwork, N. Y., prog budget dir

Capitol Records, Hywd, western region excc

WLW-T, Cincinnati, prom mgr

W0JO, Ft. Wayne, prog dir

ABC Radio Net, N

WOWO, Fr. Wayne, prog dir

WTM], Milwaukee, stn mgr

CBS TV, N. Y., stn rels staff

WSYR., WSYR-TV, Syracuse, chiet execc

asst

superwy TV

Y., asst to dir prog opers

NEW AFFILIATION

Same, natl sls mgr

WCCO-TV, Mpls, dir pub, press rels
Same, mdsg dir

CBS TV Film Sales, N Y., gen sls mgr

Crosley Div, Aveco Mig, Cinci., eastern div sls mgr

WOXR, N Y, acet exec
Same, asst mgr

Same, eastern prod mar
KSFO, S F., acct exec

Hawailan Bdcstg System, Honolulu, sls, prom mer

KECA-TV, L. A, acct exec
KECA-TV, L A, acct exec
Same, asst comml| magr
Same, superv TV prog ozes

Same, comml mar

Same. gen mgr

Same, western div sls mgr

WMT, Cedar Rapids, la., tarm eod

NBC, Hywd, supe:v West Coast TV film sls
Same, natl sls mar

KDKA, Pittsb, gen mgr

WITV. Jackson, Miss., gen mar

Same. mgr tech opers

TelePrompTer Corp, N. Y., vp chg eng
Same, bus mgr, prog dept

World Bdcstg System: N. Y., acct exec
WBT, WBTV, Charlotre, N. C., prom superv
KYW, Phila,, gen mgr

Same, dir prog opers

Same, mgr

Same, asst gen mgr radio & TV

Same, dir stn rels

Central N. Y. Bdestg Corp. Syracuse, pres

NAME
Charlies H  Goddard

David Coldstein
Harold Craham, r.
Michacl McCabe
John K. McDonough

Craig Moodie, |r.
Thomas 5. Murphy

Charles W. Nulle
Forbes A. Ryder
Robert K. White
West P, Woodbridge

Spousor Pervsounel Changes

FORMER AFFILIATION
Sylvama Electric Prods, N Y., div
natl accts
Caldwell-Clements, N. Y., exec
Pan American Airways, N. Y., excc
Best Foods, district sls mgr, Phila
Sylvania Electric Prods, N. Y., gen sls mgr,
radio-TV div
Armstrong Cork Co, Lancaster, Pa, copywriter
Lever Bros, N. Y., new prods mgr, Pepsodent
Div
Natl Carbon Co, N Y., asst to sls prom mgr
Orange-Crush Co, Chi., sls mgr
Swift & Co, Chi., sls & mdsg depis
Lever Bros. N. Y., asst adv mgr Pepsodent

sls mgr

NEW AFFILIATION

Sylvania Lighting Div, Salem, Mass, mgr mktg & prod

planning
Holzer Watch Co, N, Y., dir of adv
Resort Airlines, N. Y., vp chg Cruise Div

Hofttman Beverage Co, Newark, N |, dir of mktg

Same, gen mgr, radio-TV div

Same, hd new spezial prom seztion
S2me, beand adv mzre Chlorodent, Rayve

Sylvania Elestric Prods, M. Y., adv mgr Lighting Div

Dad's Raet Beer Co, Chi., natl sls mgr

Libbey-Owens-Ford Glass Co, Toledo, mdsg specialist

Same, b-and adv mar Pepsodent, Shadow Wave

Bristol-Meyers Co, N. Y,

New Ageney Appointments
SPONSOCR
American Chicle Co, N. Y.

Adams brand gums
Mum letion deodorant

PRODUCT (or service)

Dentyne, Chiclets, Becman's, other

AGENCY

Dancer-Fitzgerald-Sample, N.

Charles of the Ritz, N. ¥

Coca-Cola Bottling Co, Gary, Ind.

T. W. Garner Food Co., Winston-5alem,
N C

Kramer Radio & TV Stores, L A
Lerzy's Jewelers, L. A,

Magic Pantry Co, L. A,

M-W Laboratories, Chicago

Necchi Sewing Machine Sales Corp, N.Y
Rudd-Meclikian, Phila.

Scientitic Brake Service Labs. Chicago
Southern Biscuit Co, Richmond, Va.

Cosmehies & salons
Coca-Cola
Faod products

Retail radio, TV sets

Credit jewelers, retail applianzes
Built-in home freczer

Electronic and silverware platers
Elna sewing machine

Kwik-Kate autematic cotfee vendor
Auto brake & wheel serviee
Biscuits & crackess

Dowd, Redficld & Johnstone, N. Y.
Maorcy, Humm & Johnstone, N. Y.

Schoenteld, Huber & Gieen, Chicago
Walter | Kicin Co., Charlatte, N C

Walter McCrecry, Baserly Hills, Cal
Factor-Breyer. L. A.

Walter McCreery, Beverly Hills, Cal
Schoenfeld, Huber & Green, Chicage
Doyle, Dane, Be:nbach, N. Y

M. B. Scott [ Assoc, Hywd.
Schoenfeld, Huber & Green, Chicago
Compton Adv, N. Y.

Nuwmbers alter nanes

reler to New and K-
e it gory

K. G Winnie (1
Florenve £ Conl 110
Phige o Prdreed, (N
Wi, I Strafda (]
Gion. €. Aekinson (1)
o Vlieravh 111
Wiediaed VeCahe 130
|r . VW fdnaneh 150
f hardes W Nulle 150
{ H. ekl v |

SPONSOR




ORE ABOUT AMARILLO

\ (where does that guy get this stuff*?)

ENERAL SHERMAN is supposed to have
G said, “lf I owned Texas and Hell. 1'd
rent out Texas and live in Hell.” He was a
poor judge of living quarters: and not much
of a mathematician. 1f he had rented out just
the Panhandle of Texas for 10¢ an acre a
vear, he could have scraped up a fair living
out of its 14.000.000 acres,

Statisticians find themselves in ¢lover here-
abouts: there are so many millions of every-
thing to add up. Bullet-creased old trail rid-
ers tell their progemy’s progeny tales of high
adventure of the davs when there wasnt a
wire fence in Texas, (Like the jackrabbit. the
harbed-wire fence is a Texas Panhandle in-
vention. ) Modern students of economics revel
in other data.

Time-buyers. for example lake note of this
fact: The 1951 gross cash farm income for
the 78 counties (in 5 states) covered by \ma-
rillo’s KGNC iotalled 8925.492.000.  That's
more than the combined cash [arm income of
Maine, Connecticut. Delaware, Nevada. New
Hawmpshire, Rhode Island, Vermont. and West
Virginia,

s erlectiv,

\nd this one: There's one ranch in the Pan-
handle 860.000 acres big.  Yet there are
35,229 [anmns= in the Texas area alone served
by KGNC.

\nd this one: There are enough revenue-
producing activities in our market (oil. gas.
railroads, airlines, helivm. AEC plant. carbon
black. synthetic rubber, \ir Foree Basel 1o
make Amarillo first in the nation in per capita
and per family retail sales.

One more: Texas ranges sraze 85°¢ of the
nation’s goats, We even got mohair than any-
hody.

KGNC

marillo

NBC AFFILIATE

)

710 KC e 10,000 WATTS e REPRESENTED NATIONALLY BY THE O. L. TAYLOR COMPANY
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These days, when you either stay one jump ahecad or fall flat on your sitzimark,
MISTER PLUS 1s keepmg his clients two jumps ahead. First. he assures them a

2-to-1 listener preference throughout Non-TV America. | hat’s the Mutual margm
over the second-best network, as measured by a recent. 1.000,000-interview study
of the 17,000,000 radio-only homes bevond reach of 1v. And second. MISTER PLUS
offers his clients the only network rate structure that's adjusted to the true
strength of radio, market by market, [or all Amenica’s 43,000,000 radio homes.

Your sales can jump furthest ahead. at lowest cost, on Mutual, the Plus Network!

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




in Wisconsin

SPORTS
BROADCASTING

7th Year!

» Marquette University Football

-’hf!!‘n('.'

» Milwaukee Brewers Baseball
Exclusive!

« Milwaukee Hawks Basketball

Sth Year!

o Wisconsin Univ. Basketball

NOW

exclusive in
Milwaukee

ALL

y GREEN BAY
PACKER GAMES

e his veur thir f':'_;'_ln Wistom

st Nouchoean, Mmnesotie aond
bowar tachion stations chose Loy
therr home town awdicnoes the
si husivi |||.I\ ir\ ]il.i\ Il1|||rl- il
the Green Bay Packer Foothall

e wignaned by WENIYS
Farl Gallespre,
Furthey prood that \WWENMIP

onr bist  vonnd-the-i lodd Nl
watthi badion Dy Dyallin wise
SHIAEIAT Lo y o it &1 FHes
e audhencd e WEMID than
iy Milwankers network stion

Get the facts before you buy . ..
W1, write or wire collect your near-
est Headley-Reed office or WEMP,

Milwaukee 5, Wisconsin,

Caomplete Coverage—All
Major Milwaukee and
Wiscansin Sports . . .

AM-FM 1340 K. C.

24 Hrs. Music - News - Sports
MILWAUKEE

(opspot Z

Emanuel Katz

M. Sponsor

Doeskin Products, Inc,

Don’t let the doe in the chove picture with Emanuel Katz give
vou any ideas about him being o rural hoy who made zood, Actu-
ally. Mr. Katz i= a native New Yorher who reccived his law degree
al N. Y. L. before he decided that selling was his forte,

\fter a number of vears with the Vadseo Corpe. he joined the
San-Nap-Pak Manufacturing Co. in 1931, Sales that year were
approximately £500.000. Working his way up throogh the =ales
ranks. Katz hecame ||||--il|vlll ol th company 1919, the same yvean
that the name was changed 10 Doeskin Products. Tne. Sales for
1952 are exXPed ted 1o exceed STOO00, 0000,

Doeskin's president makes wo hones ahout the part that air adver-
tising played in this sales suceess story, “Irom the time the Doe=kin
name was adopted.” savs Katz. “aiv media have heen the backbone
of our selling campaigns. We used <pot radio to introduee it and
WETe vOry Il.‘l|:||\ with the results”

\thouzh the company made a cautions entry into TV in 1947
(Jack Figen via WABD. New York i, the ~chedule was gradually
expanded until this fall when the devision was made 1o shoot the
entive ad budset in one major effort, With the exception of a few
dollar= held ant Tor cooperative efforts with dealers. |r|‘.'|l'|i|‘;|“_\ the
whole 730,000 hudget is being pourcd into a weekly quarter-hour
sesment of the Kate Smith Hour over 5% NBC TV outlets,

Asked for the reasommg here. Katz explained 1o spoxsor: “We
feel that we can operate a lot more effectively with a major TV
show., Not only is il a |-u“v|'i||| adverlising weapon, but a higzhls
valuable merehandising ool 1 we split up our budget we'd he
spreading thin all over. As it is we belicve that we have iinimized
the risk by buying a known sueeestul operation. Not only do we
know that Kate Siith is viewed by g couple of million women every
afternoon. but we're conyineed that when she tells these women to
vo ont and huy Doeskin tissues and table napkins thed N do i

Backine up this higlepowered air effort is a comprehensive mer-
chandising campaign which veachies into abnost evers drug chain.
department store, and grocery outlet in TV territory handling the
Doeskin line. Katz i confident that the combination of Kate Smith
amd Doeskin's rigid adberence to fair trade pricing will enhance the

firm’s position with retailers and hoost sales to a new peak, ¥ x *

SPONSOR
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BUY GEORGE

the greatest salesman 1 the
SAN FRANCISCO BAY AREA

GEORGE RUGE
KYA KOFFEE KLUB

6 to 9 A. M. — Monday through Friday

K Y A ’ San Francisco, Cal.

Covermg Northern California’s
3,000,000 people



competition

cotl you

up in the

ATR?

18

Relax . . .
use CKAC.
Montreal

| 8 “Il;;l.' coverage—2 oul of

3 French radio homes in

(‘hu'.'ln't'.

2. Hundreds of thousands of
faithful Listeners day and
mght, as reported Iy

LBAL

3. Selling power ~ccond 1o
Hone—~o06.000.000 hox lops
in 1951,

€85 Outler In Montreal
Key Statlon of the
TRANS-QUEBEC rodio group

! CRAC

MONTREAL
730 on the dial ® 10 kilowarrs

Representatives:
Adam J. Young Jr.- New York, Chicago
Omer Renaud & Co,—Toronte

M
Madison
U/

RADIO HOFSTRA

Congratulations to you for a very
excellent article on our “Radio Hofstra
Study.”

I think you did an extremely good
job of not only reporting on the study
but peinting up its place in radio to-
day and raising and answering signifi-
cant questions about it. Your selection
uf accompanying artwork was very
judicious,

This was an outstanding treatment
of a complex story, I am grateful 1o
vou for handling the whole thing so
well,

Tuosas B Corrin
Wgr. of Research
VA

I read with great interest your story
on the NBC Radio Effectiveness Study

which, as wsual. was a very fine
picce of veporting.

Your quotation was correct as far as
it went. But 1 feel it was incomplete
and therefore did not give the full fla
vor of my feeling about the study.

It is true that | believe that techni-
cally and mechanically this is a high-
Iy professional job. However. we have
to zo further and add that this does nor
mean that there isu’t much left 10 be
desired or that the numerical magni-
tudes of the data oblained are not
lacking in reliability,

Among  other  difliculties.  we  still
have the problem of whether or not a
causal relationship exists. This we haye
not established. nor. if there is one.
ltave we measured it

De. . L, DECKINGER
Iice President
Diow Agency

New Yorlk

SAG DEMANDS

In an article in yvour October Oth
i=gne, Ltled “Will SAG demands drive
small clients out of TV?". the state-
ment is made on page 97 that unmamed
persons “eite the cirenmstance  that
only 225 persons voted in the election
that carned (Sereen Actors Guild) s
certifteate from the NLRB.”

We draw to your attention some
pertinent facts you omitted. namely
that in the NLRB election in question,
which involved a dozen of the most
active film producers in New York,
only 323 persons were eligible to vote
and of these 323, only 3 voted against
the Guild. This was an election he-
tween the Guidd and “no union.”™ and
therefore the turnout of voters was re-
markably high and far above the aver-
age for such an election,

The screen Actors Guild also has
WOl mans other NLRD elections, some
contested by another union and some
uncoptested but all by overwhelming
majorities, for the right to be the na-
tionally recognized collective bargain-
ing agent for actors in all films used
on television. in theatres. or elsewhere.

An impartial veview of the facts
should convinee you that the tmplica-
tion in your statement quoted above is
unfair to the Guild. distorted. and mis-
leading 1o your readers.

E.'T. Buek HARris
Director of Public Relations
The Sereen Actors Guild

Hollywood. Cal.

® The article in question, in a passing refler-
enee ta the NLRIB, noted that enly 225 seted.
Mr. Harris iu his letter states that only 323 per-
sons were eligilde 1o vote bt makes no notation
wf the pumber that actually soted, The article
safid nothiog abont the number of persons whe
sotel for or azainst the Guild.

CANCER

Item on potency of radio and TV:

The D. C. Cancer Crusade this year
asked me to do the publicity (under
the chairmanship of Clayton Sanders,
advertising manager of Veoples Drug
Sores).

Because 1t had a radio-TV person
steering it. the Cancer Crusade got
three or four times as much radio-TV
publicity as in former vears.

I have just been advised that the
juota has been met and exceeded ll_\' 1
good margin. And. the day-for-day
against last year is well ahead. Since
there are some goodly contributions
still fortheoming, the Cancer people are
iot too keen about publicizing this sue-
cess. But an item in the trade press
wouldin't hold up these collections il
hased on the success of radio-TV,

Methinks. for actually separating the
dollars from the pocketbooks, the emo-
tional, personal, warm-voice effect of
radio and TV is most cffective,

The colleetion side (vs. the publie-
ity ) of the Crusade was probably het-

SPONSOR
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IT’S

ER-NATURAL

... these WHP, CBS ratings in Harrisburg

HOOPER STATION LISTENING INDEX
HARRISBURG, PA. MARCH 1952
vl o
TlME WHP STATION A STATION B STATION C
e —
MON. THRU FRI.
8:00 AM-12:00 NOON 60.2 1.3 18.9 7.3
¢ | e MON. THRU FRI.
| 12:00 NOON-6:00 PM 65.3 12.4 10.8 7.2
: SUNDAY
12:00 NOON-6:00 PM 43.7 15.6 15.3 18.2
SUN. THRU-SAT. EVE
6:00 PM-10:30 PM 57.3 20.0 15.3 5.6
el st 59.6 15.7 147 o
TIME PERIODS




ler this vear. also . .. but I do heheve
the emphasis on radio-TV had a greal
part in this greal success,
Copy P'raxstienr, Dir.
Press Information
wror

W ashington, 1. C.

SORRY, WRONG MR. SPONSOR
A long drive is very ‘

“soul-satisfying’ecc...

a long putt is mighty
refresl'ling, 00 ceecee

Erroneously depicted in recent issue, here is
real Bill Faricy, American Railroad Assn. prexy

That was an inleresling slory you
'illllli.‘-hl'll moyour October Oth issue
about our president. My, William T.
|‘.:Ilil'_\_ bul we didnt rf'ru;_'t'liatv the
picture of him—for the simple reason
that it was a photograph of some other
distinguished gentleman. 1 am enclos-
ing Mro Fariey’s photograph ~o that
vour readers will know what he looks
like.

\LperT R Bearmy
{sst. 1.1,

Lssocietion of American Railroad!s

sees but put ’em both logeihe;- Waskisston, 0.5
and yov’ll really score!

FILM PRODUCTION
SPECIFICATIONS FORM

Some time ago we elipped an issue

to sell the great 2 billion
el A p ol spoxsoR. removing for our file the
dh“ﬂ!’r- mpb!‘ Mke' <het :_'i\in"_' the  Film |’1‘m|ul'lillh

specifications form.  Unflortunately we

] Ry -, ;
y‘a need Bor" nezlected to note the date of the issue.
- : f 7 ——— Now a client is interested in this ree-
onmmended form and 1 am writing 1o
wmc qnd WMCT ash how we can get another copy.
| ——

Frawk BakEenr
NBC-—-5000W Memphis’ Only Radio-Tl Director
Retuele, Mever & Finn

790 K.C. TV Station Cliicago

. IThe Film Prodoction Specifivations form for

owncd and Opcraled by ., \;iliull;ll "t"ll'u-nq‘nlilﬁ\q'p alsertising  agencies aml producers appeared llu
. g 9 SPONSOIs 5 May 1952 dssne. Caples il
The Commercial Appeal Fhe Branham Company e S st LG

SPONSOR




Don Lee’s

Radio | Audiences Are Still U P-

Ist &6 MONTHS ‘52 vs. I1st 6 MONTHS '49*

Daytime audience 11.1% higher
Evening audience 3.4% higher
... and network rates are currently LOWER than they were in 1949

*Pacific Nielsen Ratings, full netwark average audience, Monday thru Friday.

These are“living room” audiences only. They do not
include the vast number of out-of-home listeners.
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Don Lee has the most complete, consistent, local

coverage of the Pacific Coast at the lowest cost
per sales impression of any sales medium

Averaging $125,000,000 a year, the Pacific Coast fishing industry
15 the nation’s largest. And pDON LEE is the largest Pacific Coast
network ...the only one big enough to cover all 45 of the im-
portant Pacific Coast markets with local network stations.

[herefore, only DON LEE can consistently reach your prospects in
these widely separated markets from their own local network sta-
tion. Further, only boN LiE has the flexibility to match your dis-
tribution. You can buy what you need, where you need it. No waste!
That’'s why poN LeE consistently carries more Pacific Coast re-
gional business (with more regional shows in the top ten) than
any other network. Advertisers who know the Pacific Coast
best also know the best Pacific Coast sales medium ... DON LEE.

Represented Nationally by JOHUN BLAIR

The Nation's Greatest E 1313 North Vine Street
Regional Network Dou t:! Hollywood 28, Cahfornia

SROADCASTING SYSTEM




K-NUZ
SORRALS

the market

in HOUSTON

Yes, K-NUZ corrals the market
with programming catering spe-
cifically to Houstonians. Listen-
ers are branded . . . name-
branded, that is . . . by products
advertised on K-NUZ. Adver-
tisers who buy K-NUZ get ready-
made listener loyalty . . . which,
in turn, becomes product loyalty.
An increasing list of both local
and national accounts is proof
enough for timebuyers who know
that products identified with
K-NUZ programming is the
quickest route to the consumer’s
pocketbook!

Call FORJOE

NATIONAL REPRESENTATIVE
or DAVE MORRIS
CENERAL MANACER
at KEy:tone 2581
HOUSTON, TEXAS

HOUSTON'S LEADING INDEPEND ENT

17 NOVEMBER 1952

POLITICS ON THE AIR

I think you did a perfectly grand
jub on the politics story in the Noven-
ber 3d issue of spoxsor. | must say,
I do not see how vou were ever able 1o
pin down all those [acts,

Jock Evviorr, Acet. Exec.
BBDO

HADACOL ADVERTISING

Your editorial in the October 20
issue. regarding the new Hadacol ad-
verlising. is good. but it seems you are
placing the blame for this unorthodos
procedure on Mr, Goldsmith,

If station management is so short-
sighted and hungry that it has to ae.
cept this kind of a deal, then Hadacal,
operating in a free economy dictated
by the law of supply and demand,
should avail nself of the unicque
apportunity.,

GeorcE WEss, Pres.
WPAL
Charleston, S. €,

FALL FACTS

Thank vou very much for the fine
job vou did in the recent Fall Faets i--
sue on transeription libraries and tran-
<erihed :-_\ll(“l‘:lll'ii -|1||\\¢.

hois my feeling that move features
of this Kind will go a long wav toward
|I||("l].‘-ill._'_' attention on the SOrVICes we
offer as well as the important role that
transcriptions play in the radio indus-
try today,

BexneTT S, Rosex, Adv, Wer,
Custom Record Sales 1Diy.

RCA I'ietor, N, ).

CANADIAN ISSUE
Your magazine contained a special
section on Canadian radio and TV
which | found most interesting and
useful. However. | can’t keep it lony
enough to read it all the way through.
People keep snatching it from me.
Would you be kind enough to send
me a copy. |I[r'.i~|', and bill me Tor I|1|-
'-ill;.'lt' COpy Vs
If you have tear sheets or reprints
of the seetion 1o which | refer they
would sulliee,
W, 5. MacDoxawn
S, W Caldwell, Lud,
Ontario Sales Representative
Toronto, Canada

I Please turn to page 100

THERE ARE

WISCONSIN’S RICH
**MOO-LA” MARKET

*Includes Madison and 50

prosperous dairy counties

in Central and
Southern Wisconsin...

Here's the one sta-
tion that really
blankets the rich
“Moo-la" market of
Wisconsin. Day
after day mail re-
sponse from all over
the state and ad-
joining states is
proof that WKOW
is your best radio
buy in Wisconsin.

WISCONSIN'S
MOST POWERFUL
RADIO STATION
®

10,000 WATTS

@
MONONA
BROADCASTING

COMPANY
Madison Wisconsin
o

Represented by

HEADLEY-REED COMPANY
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LOS ANGELES

America's laroest
automohile radio
market and

second largest
refail market KFWB

leads all independents®

Los Angeles

has more

AUTOMOBILE
RADIOS than

St. Louis and

Cleveland have

TOTAL
RADIO HOMES

*Pulse 1952 out-of-

home listening survey

WEW YoRK
CHICAGO

SAN FRANCISCO
LOS ANGILES
CHARLOTTE
DITROIT
ATLANTA

THE
BRANHAM
COMPAN

P, MARKET

KFWB

LOS ANGELES

Y

27veaws

of service in
America's
THIRD LARGEST

MIMPHIS

5T, Lowis
DALLAS

26

HARRY MAIZLISH
Prevdent

< Gowerel Mavager

New developments on SPONSOR stories

See: “Will spot radio rates e cut?”

HD S Essue: 22 Seprember 1952, p. 38
(o] 0 Subjeet: More and more stations are adopting

a single day-night rate formula

The trend toward single day-night radio rates, indicated by
SPONSOR in a recent issue. is getting under way.

WEN, Chicago, put its day and night retes on a par by <lashing
its nighttime charges 5077 as of 1 November,

KEGO. Fargo. N, Do, just established one rate from 7:00 aan, 1o
11:00 pon. and. at the same time announced a 100 increase in
local davtime charges.

WELAV. Grand Rapids. Mich.. on 1 November set an over-all base
hourly rate for all its broadeast tine. representing a reduction of
250 from Wts previous base rate. Al advertisers received the bene-
fit of the cur right away. with daytime clients getting six months’
protection against the slight over-all increase in day hours,

KSFO. san Francisco, published a new single-rate card this manth
adjusting the day rate upward (nighttime charges were [orerly
doulile the daytine).

The single rate structure i= nothing new 1o WWDC. Washington.
D. C.. which has been using such a system for two and one-lialf
vears (it raised its daytime rates to the night level in February
19501, Ben Strouse. WWDC v.p. and general manager. feels thal
much of the eredit for the station’s substantial rise in gross volume
the last few years can go to its single-rate policy. which has heen a
big attraction ta bath national and local advertisers,

See: “MHow to sell in 10 TV seconds™

Issue: 20 Ocober 1952, p. 34
thjoul: Leing standardized 1D« is not the
Y 0 only way to sell in a 10-second TV

station break

No animated cartoons or “talking billboards" for Chicago’s State
Street Council in its nightly 10-second TV pitch on WNBQ. The
Council believes firmly in live TV commercials, complete with an-
nouncer. props, and backdrop—even for a 10-second station break.

As part of an air campaign o attract more shoppers to State
Street. the Couneil. through its ageney. J. R. Pershall Co.. placed
a station hreak schedule on WNBLD.  That station has adopted a
policy of using live station breaks to personalize the station and the
sales message alike. though advertisers may choose other kinds.
After initial experiments with transcribed announcements over slides.
Pershall Account Executive George Bogart decided that the live
station break offered a hetter opportunity for ereative selling,

Each commercial is actually a 10-second TV production carefully
rehearsed by announcer. director, and cameraman, according 1o
1. R. Pershall. The announcer <it= in front of a permanent backdrop
fan artist’s painted conception of State Street). He presents the
three-part ad slogan-——What do vou want 1o buv?”™ “What do you
want to pay?” “State Street’s got it every day’—on props as
varied as the merchandise in a State Street shop. The message may
be painted on three China plates. on different-sized fancy-wrapped
gift hoxes, on three towels hanging on a clothesline.

The Council offers one such pitch on each of six nights of the
week (except Saturday ), also uses radio announcements,

George Heinemann, WNBQ program manager, originated the live
station break policy for the station. State Street Council, says the
station. is the first client to attempt to develop the creative possibili-

ties of such commercials, * k%

SPONSOR




Consistently high quality programming—
planned for variety, interest and easy lis-
tening—keeps a steady audience tuned to
WREC. Alert listeners, in a receptive
mood, are assured’'by a perfect balance in
entertainment . . . night and day. With the
highest Hooper rating of any Memphis
station, WREC prestige carries weight
that adds up to extra sales results—Yet,
the cost is actually 10.19, LESS per thou-
sand listeners than in 1946.

I
I
|
|
1
|
1
: MEMPHIS NO. 1 STATION
1

|

REPRESENTED BY THE KATZ AGENCY o  AFFILIATED WITH CBS 600 KC 5000 WATTS
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e e e ——————

17 NOVEMBER 1952 27



He

makes
Carolinians

shell out
for

With a rating of 16, a 617 sharc-of-audience and
triple the audience of the wext most popular,
competitive program, Clyde MclLean really “activates™
WRBT's audience of 3,000,000 for Shell Oil Company.
To lubricate your sales machinery in the Carolinas,

use WBT and WBT local personalities.

COLOSSUS OFF THE CAROLINAS

‘/VB CHARLOTTE, NORTH CARQLINA
I JEFFERSON STANDARD BROADCASTING COMPANY :

Represented Nationally by CBS Radio Spot Sales



Badio goit largest slice of 19532 Werigley ad budget

CENE Ay

UFE with
et

RADIO

\ ol

outdoor—s 1.650.000

17 NOVEMBER 1952

«in NEWSPAPER ADS

newspapers—s 1.2 10,000

CARCARDS

car cards—s 1.000.000

network TV—s&¢0.000

2"l
EVERYWOMAN S
» LIV | ht®

Magazines—=sS3359.000

PART ONE

OF A TWO-PART SERIES

*Wrigley Hsis

$10-11 milion for advertielng n OS2

total $7,540,000°

0% wulllion ¢

giles aml perchamllsing

Wrigley's 2 vears m radio

How air strategy costing S35 million helped Kkeep it on top in gnm field

""r hen the William Wrigley Ir. Co.
aired its first radio show in 1927,
it was decided to offer a free gum
premium on the program. The ques.
tion arose as to where to ask the audi-
ence 1o send the mail.

“Oh. tell them to send it i the reg-
ular wan.” the sales v.p. said.

The deluge began the day after the
~how.

For two solid weeks the v.p. had
every employee in the office digging
through the mail., He would  have

17 NOVEMBER 1952

thrown it all away. but he discovered
numerous coins and checks among the
Itif‘l't‘h,

From then on Wrigley and the veep
have been completely <old on radin,
For instance:

1. From 1927 1o date the Chicaco

chewing gum giant— leader in its fiekl

00000 OO0

case history
O

for most of the present century—has
nol failed to have at least one network
radio show every vear.

2. It has spent 835 million on radio.
S5 million on TV in that period,

3. 1t now devotes the higgest slice
of s advertising hudget 331,
of 10 million

L. During the 1927-52 period it has

to radio and TV.

ll'i!lll'll = sales lll‘.‘-}lill‘ 11¢‘|||'f.'.~.~inn and
from £20-25 million in 1927 1o
ST million last vear.

war

o Earliest and longest in the radio

29



Guy Lombarde whose Royal Canadians got
$300-500 a week from Wrigley back in 1928-29

“Myrt & Marge" [Myrtle Vail, Donna Damerel,
anncr.) ran 1931-36 opposite “Amos ‘n' Andy"

‘March of Time" with BBDO's V.P. Arthur
Pryor Jr. (left) and Westbrook Yan VYoorhees

field. it has \Ui‘e‘l'“fll“} staved off the
Ill;l”:’llj_'l_' of itls two closest I'HTIIIH'li-
tors: American Chicle (338.3 million
sales last veari and Beech-\ut Pack-
ing Co. iestimated 320 million gum
~ales 1!11'} i. Neither of these has used
nearlv as much air advertising al-
though Chicle. with the introduction of
Clorets chlorophvll gum in 1951, has
"lr'lllll‘l} up is pace r'llnl'llt“ll:-l_\ the |J.'I.“-|
lwo vears alter sales lumped 3405 mil-
lion in 1919,

How has Wrigley done it?  Whalt's
the over-all ilinllltl' of the 5225.250
willion industry in - which some 30
companies turn out approximately 100
brands or flavors? How has Wrigley
used radio to advantage? How has it=
advertising strategy differed from its
competitors?  What other gum com-
panies are profiting by what Phil
Wrigley told spoxsor i= “the greatest
mass medium in the world?™  And
what conclusions may be drawn from
all this regzarding the future?

These are the questions spoxsoR
asked in Chicago and New York
among gum people. ad agencies, and
networks, Here are some of the an-
swers, =o far as could be determined in
view of the competitive secrecy thal
<hirouds much of each company’s ac-
livities,

For a thorough comprehension oi
the air advertising of Wrigley and its
compelition it is first necessary 1o take
a quick look at the industey and see
TRESY “HJ!I'\ ool o the Lo,

or 220 million of its total sales of 374.1
million coming from gun.

Wriglev's adverlising manager, law-
trained Henry Leslie Webster, esti-
mates Wrigley has the higgest share of
the adull gum market. but the above
fizures include bubble. novelty, and
chlorophyvll gum. which Wriglex does
not make.

Of the smaller companies the Frank
H. Fleer Corp. of Philadelphia and the
Clark Brothers Chewing Gum Co. of
Pittsburgh are hattling it out for fourth
place. with Fleer « Dubble-Bulible Gum )
apparently holding the edge. lt= esti-
mated 1951 sales: 55 million, agains
Clark’s 583 million. Clark makes three
brands: Teaberrv. Tendermint. and
Freshmint, Both are closed corpora-
tions and don’t give oul hgures,

The gum industry is a highly com-
petitive business and ils gravevard is
filledd with corpses of challengers, Web.
ster’s little black record book lists some
600 brands manufactured by 200-c0me
companies during the past 50 years,
Many gum enthusiasts have come forth

LA VTR PP

LTI

- 1]

Wrigley's place in the gum T :::::.
world: Three laree firms have led :::: :::'
the field for vears. Carlton 5, Drols- 1818101
ahit b pcul i e - NG ERENEQ RN
haugh. executive secretars of the \a AT

ttonal Association of Chewing Gum
VManulacturers, estimates 1951 domes-
tie retail sales at 255 milhon. manu
facturers” sales at SLH0 million. The
latter are the ones that count since they
represent Illl' l'.l—ll IIII‘ "H[H]'.Inin'- al-
tuallv aet,

The association breakdown (=ee ta-

|||(- o page 321 shows \\ li'_'ii'\ (11 ||i|-
with 157 of the S0 million sales or
.I}r|-|--\.n|i.'tll'|\ S04 million: American

Famous Wrigley Bldg. symbolizes gum giant

Chicle second. with 217 ar 8308.3 mil-
lon. and Deech-Nut thivd, with 107,

30 SPONSOR




with new brvands and Havors. hut few
have caught the pubilic’s fancy.

Here are a few old-thners:

Vmmerican Chicle’s Kis-Me Vanilla.

Juey Kiss Co.'s Ju-ce-Kiss.

Gum Laboratorvies” Peroxide Gum.

Wrigley's Vassar. You Can Chu i Ba-
nanal. Listerated. Yum Yum. and
Sweel Sialeen,

In addition there have been flavors
like Blatz Gum, Coca-Cola Gum. Coflee
Gum. Apple Gum, Pineapple Gum, and
Sulphathiazole.

Marvel Laboratory Co. used to make
Head Ake ~Ake .‘“Iu}nu G

\ndd the White Star Gum Co, put out
Florsheim Shioe Gum [or the shoe firm.
that

cum-chewingest nation in the world.

It’s no secrel America is the
How did it all come about?

You have to credit four men:

General Antonio Lopez de Santa
Ana of Mexico, who brought raw chicle
to the U.S, in 1860,

Thomas Adams, a spare-time inven-
tor. who pul the chicle in the stick
tabout 18691,

Anita Louise, Edmund Lowe, Producer Jesse Las
ky, Wendy Barrie of "Gateway to Hollywood"

Gene Autry, Wrighy find, is still on schedule,
gets over $3/ million a year for radie, TV shows

Ben Bernie (at stand) sold gum in 1941-43
used no announcer in "'Just Entertainment’

John Coleen, a Loutsville druggist,
whao pul the flaver in the chicle 1in
he 1670°s; he used tolu balzam., called
it Taffv-Tolud.

And William Wrigley Jr.. who, ae-
cording to Don Warton’s phrase in
the Baliimore Sunday Sun 20 Octoher
1947, “put the gnm in our mouths.”

Sl Wrigley

sales genius, according to Warton. “a

was an uninhibited
rnm!ih'lt‘ extroverl who owned red cars
so he could find them and hoasted that
lre could sell pianos to the armless men
llf ’;llrll(‘ll.-‘

At 9 Wrigley was selling soap out of
a basket in Philadelphia streets (Sat-
urdays onlyv). Later he drove a horse
and wagon from town to town selling

soap to merchants. At 29 he arrived

WRIGLEY’S radio advertising philosophy

(From President Phil Wrigley and Advertising Manager Henry L. Webster)

I. Media are like tools. Each has a job to do. Select the right
one and go ahead. Wrigley uses them all. with radio first.

2. Build your own show and talent instead of hiring expensive

stars.  Make the product dominate the actor, not vice versa.

3. Promote the product not the program. Wrigley never adrer-
tises a program. for the same reason it would not take a neiws-
paper ad ff’HfH;_’ pr'nph' lo go and look at its billboards.

4. Disregard ratings. Wrigley has not been afraid to buck the
most popular program on the air on the theory that enongh
people will still want to hear something else. Best example:
Myrt & Marge. which Phil Wrigley threw in opposite Amos
" Andy from 1931 to 1936 orer CBS with excellent results.

2« Pay no attention to what the competition is doing. Don’t select
media that remain on the theory vou'll get competitive jump.

6. Stick with whatever you start out with. Don’t switcli media at
the slightest whim. It takes time to make a campaign [elt.

. William Wrigley Jr.'s slogan—"Tell “em quick and tell "em
often!”—still guides the company. One method used is radio.
“the greatest mass medinm in the world,” Phil W rigley savs.

POLADAT A MDY o BT Jill 2111 1R t i u
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How Wrigley dominates gum business in advertising and sales

|
) 9, GUM 1951 SALES" .
NAME ASSETS BUSINESS AND PROFITS! 1952 AD BUDCET RADIO TV RADIO SHOWS TV SHOWS AGENCY i
1 ]
1. WRIGLEY $79,119,572 457 $73,589,791 $10-11 mil 33% Gene Autry Autry 7 Agencies" !
{4 brands) 9,367,832 Life with Luigi 1
'
2. AMERICAN 33,333,596 247 38,350,456 3-3'2 mil 75% Meet Millie Rocky King SSCB, ‘
CHICLE 4,163,637 FBl in Peace Jackie Gleason | DFS
|7 brands) & War Ancmnts
Mr. Keen
3. BEECH-NUT 45,085,256 197 26,000,000 6-700,000° 27 Ancmnts K&E
(7 brands) 3,919,929
4. FLEER closed corp. 31, % 5,000,000 2-250,000 30-407; Ancmnts Pud's Prize Lewis &
(Bubble qum] unavail. Party Gilman
5. CLARK closed corp. 2% 3,000,000 197,000 ('51) 7% $190,000 M-E
(3 brands) unavail. on spot 1951

‘These hgures for five top gum compamics arc estimated by Natl Assn. of
Chewing Gum Mirs. based on 5140 mullion estimated mirs.' sales 1951; sales
shown above tor Wrigley and American Chicle are migher than these percent-
ages would indicate because they include non-gum products.
Poor’'s Standard Corp. Records; includes all, not just gum sales, for Wrigley

and Amecrican Chicle.

Charles W. Wrigley.
"Standard &

“Includes $1,090,948 from forcizn subs. YRGR, Arthur
Meyerhott, Frances Hooper, Eddy-Rucker-Mickels, Joseph Katz, Aitken-Kynectt,
vEstimated gum sales only; Becch-Nut's total nct sales
1951: 574,198,373, including coffee, food products, baby foods.

total sales. *For gum only; gross estimated ad budget: $2,000,000.

"Profit on

in Chicago in 1891 with 832 1o starnt
his own soap-selling business, He De-
gan o ofler baking powder as a pre-
[t proved more popular than
the soap. Sa he switched to the hak-
In 1893 he de-
cided 1o offer two |.}ill'kﬂ_:.'t’r- of Lum
with each can of haking powder. The
olfer was a big suecess. So Bill Wrig-
ley switched to sum. His first hrand:

“Lotta”™ (meaning the customer gol a

i,

ing powder husiness.

lot of value for his money ).

Henry L. Webster, horse enthusiast and Wrig-
ley ad manager, on Phil Wrigley's horse, has
helped plan air strateqy for past 25 vears

How was gnm regarded then? [lar-
per’s wrote in 18902 “Gam chewing is
mainly a female accomplishment: the
few men who chew gum may he sup-
posed 1o do so by reason of gallantry.”
Bill Wrigley set out to change the pic-
ture. Twice he sent [ree cum lo every
pame in every phone book in the 1.5,
He built a three-mile-long outdoor sign
along the Trenton-Atlantic City  rail-
way. For yvears he senl two sticks of
cum tooas wany chilibren as possible
on their sccond hirthdayv.  In some
vears 750L000° children were on the
list.

During the panic of 1907 Wrigley
1'|l:lr:ll‘tt'ri:-!it'u"} bucked the current,
With husinesses going under and oth-
ers shearing hudgets. he hurrowed 1
willion, put a card advertising his gum
into every street car in the UL S0 |ooa
vear Wrigley s Spearmint.
which was launched in 1906, zoomed
from 5170000 10 SL315.000L People
away

.-.'lll'.- ol

complained  they  couldn’t get
from either the Wrigley name or the
~pearmint smell,

By 1910 sales were S1CEIS.000. No
wonder Phil Wrigleve whom Triends

32

call a ~brilliant chip ofl the old block
likes 1o refer 1o car cards as the me-
dium most responsible for Wrigley's
early ¢limh to the top.

The Wrigleys. father and son. made
Wrigley tops in the industry,  After
William Wrigley died in 1932, Philip
K. Wrigley Kept it that wayv. He went
out in 1932 to learn why people chewed
cum.  Salesmen and  girls dressed as
Mr. Spear and Miss Mint gave out dol-
lar bills Tor answers from anyvone com-
ing up with an open package of Wrig-
fev's cum. The campaign ran for thiee
vears.  The leading echoed
Wrigley ads, for example: “Relieves
nervous tension,”  Phil Wriglev 1old
sroxsor: “We did it to build a fire
under the dealers. 1t worked. Within
an hour aflter our people appeared,

regsons

every store for Llocks around was sold
{ Please turn to page 102)

THE WRIGLEY STORY: PART I

The | December fssue will highlight Wrig-
Iev"s competition @ what W rigley learned from
25 vears in radio,

SPONSOR
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Using bare stage, actress walks “into your

A single actress. minimum
props. and ereative cameramen

are conmbined (o produce TV drama at

”‘hv greal ery among sponsors in the
I'V wilderness continues 1o he: “Let
us have lower-cosl programing.”

DuMont is meeting this challenge.
specifically in the field of soap opera.

By wedding some of radio’s narra-
tive devices Lo ~+Tllii|iiit’|| but creative
TV techniques. DuMont is able 10 of-
fer an across-the-board drama at what
amounts to “radio”™ prices,

Indicative of the cost-cutting possi-
hilities of this new concept is the fact
that One Woman's Experience is bheing
offered by DuMont’s flagship station.
WABD, New York. as a 15-minute. five
times a week package for S2.500 a
week, including time charges. On a
network hasis. the DuMont sales stafl
is uIInrin;_' the |Iill'l\-|j_'l' for 53.500 a
week. plus time charges [or the sta-
tions used, That boils down to from
one-third to one-hall of the price of
any previoushy offered soap opera.

To bring this show in at the price
quoted, revolutionary techniques had
to be evolved. the most olwious one
being the use of a one-actress cast. A

Evelyn Juster acts, narrates, soliloquizes

Producer-Director Menkin (script in hand) pools savvy of cameramen and
chief technician to plot episode, reduce "live'" camera rehearsals, pare costs

different actress is used every week 1o
tell a complete <tory in five dailv in-
I And
exper (TRIL w] | \

stallments. highlh  competent.

thoroughhy aclresses
are eager Lo \\l-I!\ |t'| “i'.lil’ wages an
order to get a cerack at this tour de
force. )

The actress narrates (nsing dialogue
a= il talking to another). talks into the
camera fas il talking 1o the viewer|,
and uses off-screen recordings (for a

stream-of-consciousness  eflect | .

0 i
programing
OO

But the major dollar slashing coes
h"\

Lawrence

to the secret
Men-
kins reference 1o his three regular

un bhelore airtime.
i= Producer-Director

cameramen as “co-wrilers and co-pro.
\II.{I |!r'
During the one and a hall

ducers of the show.”
jus=t that.
hours of rchearsal and the quarler-

\ll'lIL iIJ

conlinues Lo lll'.\l\\ on the |'\}u‘]‘i|'nll'

medan=

hour the show is on the air.

and creative talents of his cameramen.

Director

calls for

“radio™ prices

bulking their eflorts with his own 1o
turn oul a program with considerahh
less manposw er than has been achieved
i the past.

Fake the program that was aired on
0 October (during the production of
which the accompanying pictures wer
taken) for a typical example:

Scheduled for that day
was the [ourth installment of a drama
cntitled Fatal Decision. \lter the pre-
ceding day’s chapter had been aired.
the star of the week, :
ran through the next day’s seript for
Menkin and
Barbara Foleyv., Checking the Virginia

{ Thursday )

Evelyn Juster,

Larry \ssistant Directog
Radeliffe =cript for timing, and Viss
luster’s reading  for  interpretation
Menkin called it quits at the end ol
an hour.

Thursday morning {one and a hall
VMenkin

mito a huddle with Senior Technician

hours before air timel went
Ken Reichenbach and Cameramen Ed-
dic Andre. John Dunn. and Bent ka-
minskyv. With Miss Juster rehearsing

1 Please turn 1o page V35

close-up to heighten

Keeping hands off-camera creates illu

as she copes with soap-opera problems effect of actress' scream for assistance sion of another character torturing sta

living room," starts daily tour de force




The five-mimut
network radio show

Sponsors see them as advertising bargains. but

reps. some admen view trend with alarm

’Jil\r' scruby pines in a forest of giam
redwoods, a ilumpu'r crap of five-min-
ute radio programs has lately emerged
to rub elbows with full-length shows on
the four major radio webs.

Al
capsule network programs

There are more than two dozen
16 be exact
now sponsored by radio advertisers
tsee chart on page 801, No longer the
vehicle
onlv. the sponsoring firms read like a

ol small-budget  advertisers

Blue Book. and include: General
Foods, 5. C. Johnson, Vick Chemical.
Stokely-Van  Camp, General Mills,
Wildroot, and Vitamin Corp. of Amer-
il'il. as \\t']l as S-P\'E!“dl lllll('r:".
Pint-sized programs are today being
aired around the network clock, as
early as 8§:40 a.m, and as late as 10:30
p.m. And. they run the gamut of en-
tertainment Everything from
comedy and music to news and philos-

Ly pes.

Longest-run five-minute strip in network radio is
Johrs Mansville's news series {Bill Henry, Mutual)

News

ophy is being offered network listeners
today in five-minute packages.

Born out of the advertiser's desire
to get more value from his advertising
dollar and the radio networks search
for increased flexibility in an age of
television, the five-ninute show has he-
come one of the hottest things on the
sales griddle of radio networks.

“I'd rather have four good shows
five-minute length than one good half-

Five-minute network radio show's rating is dependent on that of surrounding shows

CASE NO. |: WEAKER SHOW FOLLOWING

Preceding show:
Crand Central Station

5

L

Five-minute show:
It Happens Every [ay

Following <how:
f'}.,"\‘ f;n'.,’r!‘f!h‘l

NOTE: “Crand. L o : 11

SOURCE J

CASE NO. 3 FIVEMINUTE SHOWS, SPONSORED NEIGHBORS

3.0 NRI
2.4 NRi
2.1 NRI

Average of sponsored shows
immediately preceding
Five-minute show average

Average of sponsored shows
immediately following

9
5.1

Preceding show:
Roy Rogers

MR
NR
NRI

Log Cabin News

Following show:

g, fol NOTE: "Roy Ropers
which for Post -
0o pn SOURCE
0 pm
R EN AR AR TR A
CASE NO.

preceding

following

Five-minute show:

Father Knows Best

Avcrage of all shows immediately

Five-minute show average

Average of all shows immediately

CASE NO. 2; STRONGER “HOW FOLLOWING

3.2 KR

NRI

38
4.7 NRI

i Log IO SV
it the twi
eneral Food

4. AVERAGE OF ALL FIVE MINUTE SHOWS

2.1 NRI
2.1 NRI
2.6 NRI

NOTE: Placing a five-minute 7 show hetweon two ather Jonger shows NOTE: Rating sag pattern that applies to capsule show between sponsored
produres a whereby rating of show saps neighbiors also applies in the broad pattern of network radio where the show
between the 3" if ratings of the nejghbors are may be between sustainers, Sometimes, the five-minute show rides up in a
aporoximate o on el | s not alter effect rating trend, sometimes, down The figures above reveal the general pattern
SOURCE: A CT. HNielsy g averages for all four radic networks SOURCE: A C. Nielsen radio rating averages for all tour radio networks

week, of 7-13 September week of 7-19 September 1952




human interest

Philee balances heavy TV campaigns
with Edwin C. Hill (ABC Radio)

hour <how in network radio.” a radio
executive of Young & Rubicam said.

“Sure. vou're limited 1o a minute
maybe a minute and a half-—in your
commercials, but your cost-per-1.000
can be as low as a dollar or less. While
it's true that your rating isnt likely 1o
be any higher than that your neighbors
huild for you, the supplementary ad-
vertising punch of the five-minute show
i« hard 1o beat. If you're already spon-
soring a show on a network, an added
fiveeminute show becomes a real lLar-
gain when vou start adding up the dis-
counts.”” the Y&R executive added.

Such partisan comments, however.
do not go unchallenged. Most station
reps. and not a few agencymen. react
<o strongly to the mention of five-min-
ute network radio shows that the sub-
ject is a hot controversy in broadeast-
ing circles whenever it arises today,

“I'll admit the fiveaninute show is
«preading quickly through the net-
works,” pointed out the Fastern man-
ager of large station rep firm. “hut
advertisers shouldn't lose sight of the
fact that a show of this length is a
‘parasitic’ form of advertising in mos
cases. The point may soon be reached
where the five-minute network show is
definitely reducing histener interest in
the program structures of radio nel-
““rkf‘.“

A veteran agency executive, who has
witnessed many turbulent years of ra-
dio and later TV advertising. told
sroNsoR: “Network radio needs sound
programing from both the webs and
the advertisers to hold its competitive
advantages among advertising media.
I don’t think that this end is being
furthered by cutting up network sched-
ules in miniature programing units

17 NOVEMBER 1952

hollywood

too =mall and too ooscure 1o develop
Sure, il may
shot in the arm for network revenue

audiences, he a good
hut what's going to happen in the long
run as these shows increase?”
Another
radio outlel includes major stations
both video and non-video markets, sees

station rep, whose list of

a gloomy answer in the future o the
agency exeeulive s ifulwlinn ahove. “In
the last few vears. we've tried to hold
the line on “miniature’ programs. since
we feel they do the over-all structure
|f|ll'\ ru|r-|_ for

instance. was |-]:l|l|1ili:.' to offer a three-

of radio real damage.

minute comedy program to radio sta-
tions on a spol basis. a few seasons
We turned the
ot of radio

stations.” the rep <aid,

(i

contfroversy
I

ago, down husiness,

and so did a reps and

“1f Chevrolet had been successful, it
llf d

the “threc-minute Pro-

would have meant the crealion
rate ilen
\nd. what

with the remaining two minutes in a

new

gram.’ would stations do

five-minute segment. or the remaining
12 minutes in quarter-hour segment?
And. why not have two-minute pro-
grams?

“I'd be the last person to say tha
Chevrolet. or any of our leading air
advertisers, is trying deliberately to re-
duce the strength of radio. However.
advertisers who are buying five-minute
network radio programs—and the net-
works who are happily trying to line
up more of them-—should remember
that thev may well he playing around

with a loaded gun that's pointed at ra-

Colgate follows high-powered shows on
CBS Radio with Columnist Louella Parsons

musical

dio’s head. rather than helping radio.

“I'm fully aware that radio networks
But | don’t think
that networks are doing themselves any
up
schedules to gral off radio spot adver-

van use the business,

good by slicing their program

tising dollars. H the trend continues.
we may see a frantic spiral of more
capsule network shows leading to mon
reductions in the value of petwork ra-
dio leading to more and more capsule
network shows.” he eancluded.

or no controversy. the
five-minute show has arrived in force,
The chiel reason for the surge of cap-

Controversy

sule prograns on the major radio wehs
can be summed up in two words: low
cosls, As rcasons go. iU's a’slrong one.

Radio advertisers today look at slide
iules and cost figures as closelv as they
once pored over National Hooperal
\nd. the simple fiscal mathemat
the fAve-minute network radio

s
e~ of
~how. the radio time cosls-ve.-copy al-
lowanves look increasingly altractive
to dollar-conscious network sponsors,
On any radio network, the five-min-
nte program ts a bargain in terms of
time costs. The usual price formula:
Five-minute programs are about 2077

of the gross hourly time rate in am
network eclassification. That’s about
half what's asked for a 15-minute

show. and about a third of the half-
hour rate. That mayv sound shehtly
expensive for just five minutes. hul
take a look at the commercial times
allowed the advertizer.

Copyv allowances follow time costs,

The usual half-hour evening  (afte)
0:00 pn) network radio show s al-
lowed three minules of eonumercial

copr, Tor example. A five-minute <how,
I |

tMease turn to prge T
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Kellogg reaches afternoon CBS Radio
fans with Carl Smith hillbilly series



Tow new hair
with spot TV

1‘ rying to squeeze a new product on-
to America’s jam-packed drug store
display counters i= a tough job these
days. When a manufacturer has a hair
dye with 19 colors and he insists on
j_'r‘lliilg every one of them on the coun-
ter. the job i= even tougher.

To convinee the retailer to give him
“front counter” shell position or an
“eve level” display. the drug manufac-
turer has 1o outshout hundreds of
brands clamoring for attention—or. as
smarl merchandisers put it. he has to
have leverage.

The Rapidol Distriliuting Corp. has
found the sales leveraze needed 1o cel
on the shelves, 1t is spot TV, In sell-
g ils Blensol Color Sll."lll‘]uuu “;lpi- L)
dol literally trades TV adyertising for
i) :-!_Il‘f'iﬁl' amount of counter space. as
well as sales 1o the retailer. The Rapi-
dol people are well aware that modern
1|I‘u:_' slores Hlllli t'*-|Jlt'il!.“_\ 1|ll‘ ti!‘ll,‘.J
chains. which are Rapidol’s prime tar-
zel | are becoming more like supermar-
ket= in that they capitalize on impulse-
|lIlIl‘|I;l:-1' l|i-|:|;\_\.- to build up sales,
Staking a claim to good shelf space is.
therefore.  hecoming a must among
drug produoet advertisers,

i Rapidol has allocated 65 of ils
{ 5250-300.000 ad budeet 10 <hell-grali-
hing video this year. TV was tried for
the first time in 1951 and. as a resull,
ales this year are expected 1o exceed
a cool milion, up 3077 from last year's

S0O30.000 figure,
Rapidol's Bleusol Color Shampoo is Although l?lih !~ a handsome .jllmp
sold “cautiousiy™ by TV in 17 marvkets e Hulm;ul' i fu‘r s
¥ s Sers ' vazzle-dazzle outfit. 10s actually pret-
, . . g ! ) .' Iy cautious as far as sales strategy
Lulle af Rapidol's Tl sales piteh Jor color shampoo } f coes.  Introducing  Blensol in 1919,
is basrne by four one-minute commereials. tneluding | Rapidol has made it a poliey i put
ane with glamor girl. Roxanne (above). Compan \ |' cach market on a sell-supporting basis
talies sure eaech wmarked s Nf';f—.\.‘!,i)!-’lif“‘ﬂ'\;; hr'_f(:“' 1" hefore Illn\illj_' on to the next. As a
J’.'nlrn it for eyt ‘\I,f.rri.‘r';" ix tor make deal with (,I';ng I result, the firm has maintained a sound
chain ta put a cectain amount of money into 11 in financial  condition— <omething  1hat

can’'t be <aul for Blensol’s most spec-
tecular  competitor.  Tintair, whose
cveditors, incidentally, have recently

redurn lor spect fred amaonnt of Blensol counter spuce
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mnt wins shell space

Rapidol trades video ads for counter displays.

Consarvative ad policy is guided by

Resuli: Sales are up 50%, over last vear

acted 1o reorganize the company.

(It was Tintair's successful use of
TV, especially with Somerset Maugham
Theatre, which provided another rea-
son for Rapidol 10 o into the sight-
and-sound selling medium, )

Rapidol’s caution is also pointed up
in its advertising-to-sales  ratio  for
Blensol of some 25 to 30 . The fig-
ure may sound high but in the drug
and cosmetic business it's just average.
Recent ANA figures put the
ratio in this calegory at 307
ANA estimates for this yvear
next are the same.

averaze
and the
and the

O 0O

case history
O

Sinee the 30°¢ figure is average. il
follows that the advertising-to-sales ra-
tro for new plnthl!'l.\ i olten hicher.
Aud one could argue logically that for
anew color shampoo an above-average
ad budget 1s especially warranted.

The argument could go as follows:
Blensol is aimed primarily al women
whose hair is turning grev. As adver-
tisers well know. the desire to look
voung is one ol the strongest human
Once a starls

molivations, WOnn

FIRM LIKES WOMEN'S SHOWS, ALSO USES HIGH RATERS LIKE

touching up her hair. therefore. she
will hardly abandon the idea of giving
up this newly found grip on youth, In
ather Blens=ol can ficure on
:a[f‘:u|} re-orders [rom new customers

\\nl'll.‘-.

onece a substantial ad budget is plunked
down on introducing the produet,
There have been  occasions  when
Blensol’s ad ratio was way up. In cary-
g out its first beachhead in Cleve-
land. Rapidol bet 770 of ils income
from 1= inttial Blensol order on news-
paper advertising. But for the mosi
part. conservatism has been the order
of the day and the sales figures show
no reason lo l'h.‘!n;_'c- the puli{"\,
Blensol’s T\
Buffalo last June. Using four one-min-
ute films produced by Vidicam Pie-
tures Corp. of New York City (a1l a
tolal cost of $L0001. the company ro-
tated them over its twice-weekly early-

alternoon spots on WBEN-TV. The

Buffalo operation became a blueprin

campaign opened in

for future operations.

Here's how it works and here’s why
Blensol uses TV. in the words of Fd
Johnstone of Dowd., Redfield & John-
stone. Blen=ol aceount execulive:

“Druggists, in [act. practically all
relailers are all hopped up on TV,
Tllf‘_\' Il."'-l"ll Lo ;_'t'[ v\l'i!l'll ;|||l>u| rn]nr

company's president, Jim Gray Jr.,
Ed Johnslone, agency account exec

“"BOSTON BLACKIE" (WDTV), "AL JARVIS SHOW"

spreads in magazines, but now they
say Lo manufacturers: “Yeal. but whal
lave you sol on TV ?

“Oue ol our toughest chores is get-
ting adequate distribution in a new
markel. \nl only do we in=i=l on re
tailers stocking all 19 shades of Blen-
sol, hut we want 1o be assured of desir-
able counter space. That's half the bat-
tle of selling these dayvs,

“So. we make a deal with a drug
chain to put x number of dollars into
TV in return for an order of x num-
We also |
an understanding that definite counter
will be allotted.

the ilrllllllf'l on the counter. start i

Ill'r nf (llw'.!‘ll'- u[ [“I'II.“"IL

space Onece we gel
going with an educational campaign i
newspapers. and follow it up with a TV
campaign, we're sure thal consume
demand will be heavy enough to get us
continucd counter :-|l£lz'|'.“

Psychologically  speaking,  there's
good  reason for  Blensol’s use  of

newspapers to gel =ales moving in a

new market. Explains Johnstone:

“Before a woman makes the decision
1o color her hair. she want= to be as-
sured that it will look natural. that she
won't be mistaken for a “fallen wom-
an.”  Also. she wants to be sure that
i Please turn to puze 6O

(KECA-TV)




Radio and TV production session of 1952's AAAA Eastern conference
limited radio's role to title only: [l to r.] Charles C. Barry, NBC

Mg 0 R 8.0 cumedd ANVA

Why 1§ radio the agenda stepchild?

v.p.; Arthur Belair, BBDO; Gale Smith, P&G: Herbert Rosenthal, MCA;
Rodney Erickson, Y&R; Lewis Titterton, Compton: Dave Sutton, MCA

Some admen think program planners are losing sight of radio’s revenune.

dyvnamie status. Associations retori: Topies refleet members' interest

The critique that follows 1s not a re-
proof or indictment. Rather. it is o
gentle reminder of what is perhaps
basically an oversight. The genesis of
the “ferget radio” trend diselosed here
can vastly be imagined. Program com-
mittees of a trade association like the
|.,.“~ or the f\ff are heirs to a com-
mon occupational trait—lack of enough
time (o maintatn a periodic appraisal
of ad problems because of the pres-
sure of routine duties. However zeal-
s and alert such a rnm’.«- assocration
cammittee may he, it is remiss when 1t
by-pusses an air medium that, while
not rrm-fl’_l new, s nf‘l:r’rff:t'fr‘_w .(m.’\r'ur'_:
through a dvnamic reevaluation. This
article was inspired by comments

38

pricked up by sponNsor's staff from ad-
men whao feel that to overlook radio in
a general advertising conference just
doesn’t make sense.

* #

,-‘ group of Madison Avenue agency-
men were sealed around a lunch table
recently, discussing a development in
TV. One of them, to draw an analogy.
said something about radio.

“Sure,” cracked another in the
party. “radio—the 2455 million medi-

(e

problem
e

um the advertising business has for-
golten!”

Like many a remark made in jest.
this one has a serious core of teath,
For the new phenomenon of TY was
to overshadow radio as a common
topic of conversation in the ad world.
But what has puzzled some admen is
the extent to which advertising asso-
ciations have participated in this trend.
Here's the line of comment projected
by these observers in regard to radio
and the associalions:

With its 8455 million in revenue
from time in 1951, radio did twice as
mnch business as TV. 1t is estimated
that radio this year will do at least
3400 million. still running consider-

SPONSOR




ably ahead of its sister medium. Yel
the tendency among the 4\’s, the
ANA. and the AFA has heen to alinost
exclude radio from the agendas at na-
tional and regional meetings.

Pipointed. the facts are these:

At the ANA's annual meeting of 30
September 1952 T\ got two spots on
the agenda, print media got one. Radio
was conspicuous by its absence,

At the 4 A's annual meeting of 1
April 1952 radio was also the for-
solten <hild in media consideration.
with the radio and TV production ses-
sion being entirely devoted 1o TV,

The situation was exactly the same
at the + A's Eastern conference in Oc-
tober. Going back to 1951 agendas for
the two associations. the 1
and TV production session was de-

\s radio

Trade crities say

1. Radiv’s

T17s 50 that from u business riew

revenue  runs  alead o)
pount it at lease deserves peiolis
uppraisal at the trade conferences

2. Perusal of ANA and V A's ugen

”‘lf\ \JJNF"\ f!]lf‘[“ l;“f." l‘”" e e

and more the fjorgotren child in

mectings of the last few years

3. Assoctanon program planners seem
te have come under the influence
of attention T gers in the press

rather than using business eriteria

Ao There are undoutwedly sulijects vf
tmportance concerning radio prob-
tems and 1o hntques which coald

be included tovach mevting agenida

Are the ad associations wwderplaying radio?

The associations retovt

. The agendas ol trade association

meeltngs mast reflect topivs ol
wisgor interest i members and T
holds spotlight  among  azencies
2- “1-'.‘:“,‘.' agenidas can vorer ol

so miany sabpects within the mi
ullotted. There hasw't been enoneh
time to inclonde radio as well as T

$. Television being newer there are
which

need guvdance an the visual me

more  sulipects on il en

divm than in better-known radio

I. Unless onr agendas taithtully re
ff!'n’ member witerests, which toans
heavily towards television, we won'

get ttendunce at the ronferences

voted exclusively 1o TV topics: on the

media fronl, however, radio’s existence

was recognized 1o the extent that CBS
John Karol ||urli<'i|::m-¢l in a panel on The agenda describes it as a "Radio and Television Production Session’ but radio was excluded

TV's effect on media in general, The
ANA at both its spring and annual
gatherings heard about TV and maga-
zines, but the agendas were blank on
the subject of radio.

The attitude reflected by the agendas
can’t help but make an mipression on

CONFERENCE THEME

“Creative
Progress
i pur

Resporibtiity”

the source of broadeast advertising
budgets

‘Ih‘ P'll'll.‘llr. ’{ l!ll.‘ I\I'dllll-"r'.‘
of these association meetings hecome
so deeply immersed in TV that they
become oblivious of trends and devel-
opments in radio, it naturally follows
that policy makers among the mem-
bers will he accordingly influenced.

Another factor working against ra- RADIO and TV PRODUCTION GROUP MEETING
dio has been the deluge of publicity X

Hotel Roosevell  sim vonn o rucinas ans sossssssr scvones i

October 29, 1952 Grand Ballroom

sarnered by television, As readers of Presiding: LEWIS H. TITTERTON, Vice President and Director of Radio and

P Sl : : e y
newspapers and magazines. :ulu-rtr:-m;: Television Production, Comptlon Advertising, Inc

1. “"Television Film -- |ts Possibilities and Problems”

people. who customarily take a bal-
“Talent Unions and TV Films" - MR. TITTERTON

“The Future {or Syndicated Films™ - DAVID SUTTON, Vice President,
MCA-TV, Ltd.

anced view of media. have apparently A
found themselves swept along by this b.
editorial ]lil") hoo of TV,

The psychological pattern implied in 2. Zhort Cuts in Cosis, In Creating Film Commercials™ (with examples)

ARTHUR BELLAIRE, Head of Radio and Television Commercials,

all this. many advertising executives
4 Batten, Barton, Durstine k& Osborn, Inc.

feel. could run counter to the best in-

terests of the advertiser. 3, "What Can Be Done to Encourage New Talent? ™ - A Panel.

National ac-
RODNEY ERICKSON, Manager of Radio and Television Contact Service,
Young & Rubicam, Inc. (Panel Leader)

CHARLES C. BARRY, Vice President in charge of Programs, National
Broadcasting Company.

GAIL SMITH, Associate Manager, Advertising Production Division of the
Advertising Department, The Procter k Gamble Company.

HERBERT ROSENTHAL, Vice President in charge of Television, Music
Corporation of America,

counts are pouring hundreds of mil-
lions of dollars into radio. But. as far
as program planning by advertising as-
soctations is concerned. this though
doesn’t seem to bear heavily: A medi-
um as vital and flexible as radio can

: 4. "New Techniques for Television” (with examples)
offer new techniques of use and new

. h ; 3 E. CARLTON WINCKLER, Manager of Production, Columbia Broadcasting
ways of increasing its effectiveness, System,

For instance. how can the out-of-home 5
sel, especially auto radios. he dove-
tailed into the advertiser’s air media

activities?

“Television on the Small Budget”

PAUL PHILLIPS, Director of Radio and Television, Aitkin-Kynett Company,
6. "The Performer's View ol Television Commercials”

BOB and RAY.

( Please turn 1o page 97
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heck vour TV commercial

aoainst these five Schwerm basics

New NBC TV research report distilled results of thousands of Schwerin

tests for these practical guides (o video commercial effectiveness

o Correlate audio and video

o Demonstrate

e Keep it simple

o Use right presenter
o Use right setting

Above are the five key rules for TV commercial success, based on NBC TV study of Schwerin tests

’ here's no Oscar given to TV =pon-
sors [or “technical excellence of com-
meretals” 0 there were. o multi-mil-
hon-dollar cigarette advertiser would
film
potercial e planned 1o vse on his

<urely have won 11 for a recent

big-budzet video show,

Camera work and U]lﬂ":ll cilects in
thi= particular commercial woald have
done credit to Darey ] Zanuek, No less
than
nd fired simoothly imo the capsule
\nd, costs
filue ran well into five he-

[0 seenes were related 1ogether

jus=t () srreonds,
for the TN

ures for production and talent,

For =heer Bl techoigue, i1 was o

I, First, an apuouneer was  seen
aivie an mitrodactory “sell™ Tor the
proddoct, Thene the video commereial
went theougli o series ol rapid-five dis-

Mack

anuther shaot

solves with all 1he specd ol o
=ennell s | T was

af e provduct o testimonial Trom an

40

athlete, another announcer with more
copy. i <hot of the |||n(|tl|'l I use, an-
other testimomal. another shot of the
announcer—all this 2oing on for a
minute. The effect wa= hreathtaking,
The advertiser decided. however. to
fest it in a qualitative rescarch experi-
ment before it was wsed on the air.
a New York hrm,

schwerin Research Corp. The vesolts

This was done by

were a shork to the adverlisers,

Only about 13 viewers out ol every
100 could vemember just what. exact-
. the commercial was all about. and
what it was selling.

The hilne connmercial was quickly re-
e, This time. the emphasis was on
stnplicity., lustead of 10 l':lpirl SO,
the revised version had jtl.-1 three hasie
clements: (11 a picture of the product
with veiee-over. (21 a single testimo-
mial, and 1350 a final (||:_-1'-||}1 of the
product in use,

This version was far less exciling
the first, from an art-for-art’s-
sake standpoint. But when it was test-
ed again by Schwerin. it drew 52 mem-
per 100
about four times the recognition it re-
(See

than

Ory  responscs View ers—or
received in its original version,
chart= at right.)

The advertising executives of the
tobaceo fivm and their ad agency had
unwittingly violated one of the basic
rules for TV commercial effectiveness,
In their search for a hard-hitting com-
mereial. they forgot to keep it simple.

Recently, an analysis of this case.
and others like it was made by a team
of NBC TV research executives work-
ing with the Schwerin Corp. This was
done as part of a new NBC TV re-
search report. “How to Increase the EI-
fectiveness of Television Commercials,”™
In this report. the cigarette firm's er-
ror was summed up thusly:

“The first commercial was just too
much for viewers to digest. They didn’y
know what to remember. and as a re-
sult they ended up remembering very
little,  The final version was simple
enough for viewers to remember the
message. And. that’s the primary test
every comnercial must pass.”

The new NBC TV report points out
that this is no isolated case. Situations
like the above occur every day in TV
advertising,  Anxious 1o get the most
out of their video dollar. many spon-
sors lose sight of such commereial “ha-
<ics” as the following:

1. The best TV show doesn’t sell a
nichel’s worth ol the SpPOnsol 's I!['mlil('l.

( Please turn to page 811

e

research
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Case histories show how Schawerin TV rales apply

NON-DISTRACTING PRESENTER

Right presenter: “Avoid a TV “presenter” in your TV commercials who merely distracts the audience,”
warns new NBC-Scluverin research report on video commercials. In TV commercial for a leading band lo-
tion. ““too much of the model was too lnfu:[nj_{f’riff‘.” Is a result un."_\' Lo riewers per 100 remem bered ;um."m'f_

SIMPLICITY OF STRUCTURE

Rasponsss por VOO ciwmwy

many video & - 1
io el t
audio elements P il
few elements 3
. o~

commercial
with

Simplicity: Cigarette commercial in early version made mistake of being too complex for viewers to
grasp: ouly 13" of viewers remembered the key sales message. Later version was toned down from 10 to
three basie scenes. Less exciting from a technical stand point. the simplified version then scored a 52° recall.

IDEA PRESENTED BOTH IN AUDIO & VIDE
AT SAME TIV

g Rorponint per 100 wiew

Audio only

Both
audio and video

Correlation: licmpts to put across different ideas simultancously in the audio and video of T com-
mercials seldom succeed. Special engineering features of TV set were discussed while announcer pointed to
cabinet: only 5 of viewers remembered these [eatures. Improved T1 demonstration raised score to 11,
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How to sell an advertiser

on the painless commercial

Little WNMP uses irritatiou copy (o prove the

"in-u’ 1= a growing number ol
lroadieasters and advertisers who feel
that the radio and TV audience is fed
i with high pressure commercials.
Listeners amd viewers. this group
contends, are eithe :Iipl}u't| ]l_\ an e
mense horedom or are  restraining
thems=elves [rom bopping station exec-
utives over the head wih their own
nticrophoues  every  time  they  lhear

houting  announcers.  jingles.  echo

Havd-boiled commercials
sativized by station during

ifts (wo-week cawmpaign

Copy was thought up by Lee P.
Mehlig, WNMP production mgr.

1ST ANNCR:

2ND ANNCR:

chambers. exageerated claims. and the
other hard-sell techniques,

The group is small as yel and no one
among them will stake his reputation
an the opinion that they will in time
bevome  a majority,  Indeed.  some
Iroadeasters are having a havd fight
richl now comvineing advertizers thal
soll. cool. extra-mild commercials are
sood for the ears,

Among those teving hardest to eon-

COLGHT (00 1

Having smoking tronble?  There's no need to hwre o

rowgh. harsh hacl and congh, Yot when von can hare
a =moother, milder smoking hack and couwgh, by nsing

VANITUILLAN

pint-sized, qar-tipped  cigarettes.

3RD ANNCR:

VANIMILIAN . vou Loow, is equipped with the filter
that's three times the leagth of the cigarette itself.

4TH ANNCR: 1 you're tired of not getting thur pleasaat after-taste,
then talie our two-year, Saninute WANIVLLAN (est.

2ZND ANNCR: Then, vou, Hke millions ot other swtisfed smolers, will
waily whistle

3RD ANNCR: AR e B o N - ] 8

2ND ANNCR: Thaal:s o willion v dor WANIVTLEAN,

15T ANNCR:

3RD ANMNCR:
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HCOEGHING 1T

Don't ger exeived, That's fust un fmaginary comer-
viod, Tt simply doesn’t exist on WNVEP, Instead, onr
spanisars respect yonr IHFf'HJ’_‘.{f'Hrr'. \u sfir!fr!m;i. Hi
trivhs are necessary. 1) von WRPEate af e come -
viels, say ao tooor gdvertisees and finy their pf.h‘."u- (L

value of soft=sell

vinee advertisers are the classical mu-
~ie slations. 1 seems to be axiomatic.
<o [ar as audiences are concerned. that
Beethoven  and  painless commereials
va hand in hand, Some stations. like
WONR. New York, have gone through
the mill and find advertisers prre-sold
an the advantages of “non-irvitating”
commercials, Others. like WBMS. Bos-
ton. couldn’t sell the listener and. there-
fore. couldn’t =ell the sponsor. Siill
others have had moderate sales sue-
cesses hul still find advertisers have 1o
be sold on the gentle touch.

A\ example of the latter 1= aler
WAMIY a0 Evanston. 1L This 1.000-
wall daytime station. which  devoles
307 ol 1ts air time 1o classical. semi-
classical. and opera music for the ben-
efit of Evanston and North Shore Chi-
cago listeners, decided some months
ago to promote its soft==ell policy 1o
both listeners and =ponsors,

e
commercials
(AR

The basie idea was a hold one: us-
ing irritalion copy lo lmitll up the val-
ne of solt-sell commereials,  \s one
newspaper colummist put it CICs a
I\illll u[

like hitting vour head with a hammer

tough way 1o make a poin

to see how good it feels when you
1-Iu|r."

The technique was 1o hroadeast
series of commercials broadly satiriz-
ing the very things WAMPs audience
found  objectionable.  The  parodies
were followed by a statement that this
was the sort of thing WAMDP does noy
pul oI ils programs,

The campaizn ook place last July.,
The vesult? The station considers the
campaign o he a “substantial success,

1 Please turn to page D)

SPONSOR



For complete Sclemoker facts, call or
wire KRSC Mational Sales, or our near-
est representative:

EAST: Geo. W. Clark, Inc.

WEST: Lee F. O'Connell Co.,
Los Angeles

Western Radio Sales,
San Francisco

Salemaker

SELLS

Seattle

No doubt about it. The way to SELL the
profitable Seattle market is the KRSC
Salemaker Spot Plan.

This powerful but thrifty spot plan
gives you terrific all-day, all-week im-
pact. More listeners per dollar—moves
merchandise right now! And. the Sale-
maker is easy to use, easy to buy, Eight
spots per day cost you no more than a
one-a-day schedule on a network sta-

tion.

) q |
RS

SELLS ALL THE BIG
SEATTLE MARKET
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LeSSOIl learl‘led! Everyone should know by now that radio is the best

way to chalk up sales in Los Angeles. It’s a prineiple you’ll profit by.

Because 9950 of all homes in metropolitan Los Angeles are radio homes.

Reducing this factor to an even simpler form, we know that for every TV set

owned in Los Angeles, there are nearly <1 radios. Radio’s at the head of the class.,

And for the first half of this year, KNX made the grade far better than all other
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Los Angeles radio stations, winning 42.79 move quarter-hour firsts than all these

stations combined. At night, too, when TV viewing hits its highest mark, KNX

delivers moi

‘e families than the average of all TV stations...at less than V4 cost!*

Lesson learned? Let’s go over it once again: In Los Angeles, radio reaches just

¢ less than everybody! And your best sales primer in Southern California

18 50,000-watt KNX... the most listened-to station in Los Angeles. Class dismissed.




TV SETS

PEN OFFER

~PONSOR: (amnn’s Televising VMGENCY 2 Dhreet

~iles & Serviee

AL L CASE HTISTORY - (Osmnnn’s had stocked up on
[allre Fijler s T seis just -’n'jm’-‘ the steel sirilee o1 fpp.’f‘r."
area’s eceonomy.  They needed  sales leads badly.
ieeniedd 1o radva. They bought five minntes a tff.'_l Jor _{fu'
wecessive weehdavs: Wondav, Wednesdayv, Friday, 5:35
o 50 pan. ona show-tune program. Manhattan Show-
a=e: Tuesday ond Thuarsday. 7T:50 to 7T:5335 am.. on a
minsical-clock show. 790 Club, As a direct resull. the

14

ponsor rang np S2,400 e T oset sales. Cost: 833,

PROGR AN : Manhattan Shiowea=e;
TO0 Claly

W AEB. Vieatown, 1M

TURKEYS

SPONSOR: Hoosier Constrietion
& siding Co,

AGENCY : Direat

CAPSULE CASE HISTORY : T'his company wanted 1o
compile a matling Wist. To get names, i1 decided 1o offer
a ball-point pen [ree to listeners writing in. via its daily
12:15 to 12:30 pun. audience-participation program. The
Hi. fm";.{r»‘.r the pen p.-‘n‘z_{ ntll near the show's end. rushed
through it in less than 30 seconds. To the sponsor’s sur-
prise. 5,170 responses—from 105 connties in Indiana.
Obio, Hlinots. and Kentucky-—poured in from the one
hurrted offer. The company needs no more canvassers,

WIBC, Tndianapali- PROGR AN : Pick-a Pocket

SKATING RINK

SPONSOR: sport= Center Shating Rink AGENCY : Direct

CAPSULE CASE 1ISTORY : To plug its gala opening on
22 October and announce the nightly closiug hour—
10:00 pon.— Sports Center bought participating time on
this aftecnoon record show the day before. Within min-
utes after the first announcement, youngsters were calling
the rink complaining that 10:00 pun. was too early to
close. The manager rushed 1o the studio to announece that
the rink would stay open il 11:00 pan, The packed house
opening wight spurred the sponsor ro sign for 13 weeks.

WFERR, Baltinoe PROGRANM: Melady Ballroom

WATER SYSTEM

SPONSOIR: Waondward Store< L, AGENCY 0 Divect

CAPSLLE CASE HISTORY : I regular advertiser on
CLH, this Sponsor used theee unnouncements at 52,50
cach 1o plug “Thanbsgiving Turlieys.” When the store
opened at D00 a.m., the following dav. 50 turkevs were
sold within 35 minutes. according to the manager of the
Food Departmemt. This was a sales gross (conservatively
estemated ) of over S560 jor an expenditure of only S7.50,

COANL Pt Mz oi, Bt PROGEM : Annonneenient=

SPONSOR: A Y. MeDonald Mg, Co, AGENCY : W, D, Lyon

CAPSULE CASE HISTORY ; This sponsor. a manujae-
turer of water svstems. wanted new sales leads, e hought
five minutes across the board at 5:30 a.n. on this WAT
carly-morning farim program. In one week. he developed
208 prospects for a 21500 qcater system. Cost: 810 a
program, or less than 208 a prospect for s relatively
high cost ftem, a water system for farms.

WMT, Cedar Rapids, Towa PROGRAM: Sunvi-e Howe

NYLON HOSE

HAND CREAM OFFER

~IPONSOR S o<l Shoe SEores

VGENCY @ Direet

CAPSELE CASE HISTORY This sponsor bought  heo
announcements o day oon W IWDC and seven a day on
WWDCEM W asliington Transit Radioy . to ."n'{'u sell 1ts
stocl of vomen's hose, i".‘:milm.'i;_'rr stacted 29 Septeniher
1952, Sales Tmpuct was so Gmmediate that on 2 October
the client called 1o delete the hosiery special. Croshy s
complete stock of nylons, 7.700) pairs. was sold out in less
than a weel. Nooother advertising was used.

WWDE amd WWDE A PROGR ML Manoanesnients
Wahington, b

SPONSOR: Viek Chemieal Co, AGENCY : Morse, Int'l

CAPSELE CASE MISTORY This sponsor offered a [ree
sample of Sofskin Hand Creme on WROL s Homemaker
Harmonies program ( Monday through Friday, 9:45 to
10:00 aum. b o response to the single one-minute an-
nouncenent, 5397 requests came in. Previous to the offer.
a cost-per-tnquiry of 5¢ had been established by the
sponsor as constituting a good ceturn. The 397 responses
recetved brought the cost down 1o 1€ per inquiry.

WHROL, knoaville, Fenn, PROGRAM: Homemaker Tharmonies
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to the prosperous homes
of this great settlement in Central New England

15 a jnln done best and t‘mnp]:'lv]_\ |n_\ WTAG

the picture is great in the

X- P | A [ AND WTAG-FM
' b ][ 5 Qi ﬂ SSORC BASIC OBS

HWORCESTER, MASSACHL SETTS

-1/, New England
M State r/
b ‘:“ g

REPRESENTED BY RAYMER
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TV mdl’ket fe R
| you can

¢/ do better
eq"anc | . A
es? with SPOT— Dty

much better

When you buy on a Spot basis, there’s no gamble on national coverage
for your TV show. You're sure of these advantages:

your own choice of markets . . . wholehearted station cooperation

that translates itself into easier clearances . . . pleasing and uniform
picture quality through film...savings in time charges—

enough to cover film prints, their distribution and other costs.

Get the full details from your Katz representative.

T H E K ATZ A G E N c Y’ .Nc o National Advertising Representatives

N AVENL MNEW YORK 22, NEW YOEK » CHICAGO » LOS ANGELES » SAN FRANCISCO « ATLANTA « DALLAS « KANSAS CITY « DETROIT

48 SPONSOR




Anderson F. Hewilt

Chairman of the Board
Hewitt, Ogilvy, Benson & Mather, Inc.

agency profile

Spend an hour with Andy Hewitt some time and you'll no longe:
wonder why his shipmates in the Navy nicknamed him “let Pro-
pulsion.™ Not only does he zoom around his office, but he showers
vou with ideas like a Fourth of July pin-wheel.

With his bursts of energy and creative explosions it may he a
little surprising to find that he takes a decidedly balanced view
toward advertising’s glamor medium—television. His thinking on
the subject sums up like this: “Sure. TV is a wonderful sales
medium. but agencies should not let chients and dealers push them
overboard on video. We've made a study here which shows that
one of TV's higgest spenders is getting a smaller share of the mar-
ket than the produet did without TV. Why? Because in order to
make a big splash in TV the advertiser had to pull the money out of
other media. he unbalanced his ad budgel and hadn’t enough dough
left to back up his TV promotion with support in other media.”

But don’t get the idea that Andy is anti-TV. ['s just that he
refuses to generalize on its eflectiveness, and likes 1o analyze its
potential results on a specific product basis. He explains it this
way: “When you're out to sell a product which is an ingredient.
TV can be highly effective to show how the product is used. Also
how the finished product (such as a cake) will turn out as a result
of having used your client’s ingredient. On the other hand. if
you're pushing a product which is complete in itself you can often
do ill-l as eflective a '|1r}- of -l'”ill_:_'. at lower eost, on radio, Lots
of people are forgetting the importance of vadio. and broadeasters
haven’t done too good a job of providing ammunition (in the form
of research) o agencies who fight the media batle for radio.”

Andy ought te know what he’s talking about, for despite his
vouthful appearance he's eelehrating his 20th year in the azeney
business. After graduating from Princeton in 32 he started as an
office boy for MeCann-Erickson. worked his way up to copy, then
into radio in which he produced Death alley Days (Pacific Borax
Co.). Stoopnagle and Budd (Devor & Reynolds). and other shows,

\fter hitches at J. .“;h'!'flll!j_' Getchell. ). Waltes I]II“I’H[I-UII. and
the U, 3. Navy, Andy functioned as Swilt products account executive
at JWT. personally handling all of Swift’s air activities. Joining
in the formation of his present agency in 1948, he became chairman
of the hoard and chiefl executive officer this past summer. *x*x
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... AND ALREADY

CENTRAL NEW YORK’S
MOST POWERFUL

TV STATION

Represented Nationally
by the Kalz Agency

CBS e ABC e DUMONT

WHEN

{| TELEVISION
\STRACUSE,

A MEREDITH STATION
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Hour?

Sources on request,

e T e

Times change, Mr. Longfellow. Specifically, the early
evening TV time that children used to call their own.
Along came WCBS-TV’s “Early Show” at 6:15,
and a revolution in more than a million New York
homes. Its top feature films drew mothers from the
kitchen, fathers straightway from work. It changed
dinner hours ... moved TV sets into dining rooms.

While competitive shows were still attracting
chiefly children, “The Early Show" came up with a
73% adult audience !

And this audience not only grew older. It grew
far bigger. “The Early Show'' increased its share-
of-audience from 23‘; to 56— more than the other
six New York stations combined.

Today “The Early Show™is New York's highest-
rated daily local program ... of all types. One out of
three TV families watches it at least once a week!

“The Early Show" is everyone’s hour...and yours
in particular. With it, you can tell your story and
sell your product to a huge audience. At low cost!

For more details, just ask your CBS Television Spot

- WCBS-TV

Channel 2 « CBS Owned

Represented by CBS Television Spot Sales

Sales representative or. .
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by Boly Foreman

S.nm- vears aga g gentleman |
know wa= t'xlll;linill;i the rating
svetem he was using to justify a
vadio show 1o an advertiser. He
wound up the <tvengthis of this par-
tiecukar teehnique by saying, “Fuor-
thermore, 'H o agree 11°s a crooked
wheel, hut 1is the best one i the
howse,™

Today this same individual s,
i sure. taken abaek by the add-
ed vagaries that television has
brought to the Numbers Racket.
Such itemi= as two identical 1"Ltli|]g.-'
meaning vastly different numbers
of histeners. For example. This Is
Show Business, which [ollows Gene
\utry. Both shows have a rating
of fractionally over 24 points, but
the Autry audience numbers, ac-
cording to the Green Book. some
2.200.000 people  whereas  the
panel-variety show is said to he
viewed by 3.630.000. The reason
for this t]i\t'l'y_t‘lll’t‘ is based 1jron
the faet that Autry’s program is on
a limited hookup of 11 stations
whereas Lucky Strike sends its
<how out 1o 38 stations. In radio.
to ackd further veason for confu-
~ston. the rating is expressed as the
percentage of all sets, not merely
the hookup.

I wse the above aneedote and
case-in-point hy way ol mtroduc-
mg a topie that may give some of
ts patse in our thinking when we
ave faced with the prospeet of huy-
mg ~pol lelevision, 1 am eribbing
thi= idea from one of the smartest
gents i the field, a man who naot
only understands the mechanies of
the various rating =ervices hut who
i" ol ‘h;ll""h“”ll‘.l' \\*l('ll il conie= o
shooting cach techmque full of
lholes,

[noa session the other dave this
chap  expounded  the  Tollowing
~cemingly vadical theorv. When

52

huying =pot television for products
that require long copy of an ex-
planatory nature (in contrast (o
reminder copy that is whimsical
and gimmick-y ). perhaps it i het-
ter. he said 1o seleet — and get
this!l—time adjacent to the lower
ratings. Thus, he added, you mav
be Letter ofl in going to the inde-
|lt‘|ll|l'lll stations,

His reasoning is hazed on two
principles. One. his intuition, He
states  that  high-rating  spot-.

‘wedged into such altractive spec-

tacles as. say. the segments of
Your Show of Shows or between
Arthur Godfrey's Talent Scouts
and I Love Luey tend to he used as
Lreathers by the viewer. A trip o
the vefrigerator for a refill or 1o
other more intimate rooms of the
house is the general thing at these
breaks. Since the pace of the sur-
rounding  high-rating  entertain-
ment is o fast and the medinm re-
quires =uch wholehearted atien-
tion, the mtervening spots can he-
come almost essential veliel as far
as the viewer s concerned. The
resull, therefore. 1s a far greater
lack r;/ altention a= well as a greal
amount of actual absence from the
room than was the case in radio.
Over and above this intuitive
reasoning, my associate leans on
~ome facts that he has o order 10
prove his beliel and to disprove
that he’s heing merely ornery.
These facts have been assembled
over the past two television years
Ly some modest-hudget advertisers
wlibizing =pot and with whom he
has firsthand dealings. Tt wa-
found by veally careful Keying
and intelligent cheeking that some
products responded  far more a-
vorably when the announcements
were  placed  alongside of  low-
rating <hows on the independent

New York City stations. In one
case. a well-controlled test for a
give-away hooklet showed. hevond
a shadow of a doubt. that WOR.
TV and WPIX not only got far
more returus than the hig babies
Lut that on a cost-per-dollar hasis
were o far ahead that they conld
not be considered in the =ame
league. The gentleman cited there-
fore ~tates that responsiveness of
andience. regardless of its size. is
the crucial factor in the suceess of
many a spot campaign. When it
comes 1o =elling products or ideas,
people-in-the-mood are far more
important o you than  people-
heing-entertained.  An interesting
switeh, I'd sav. and worthy of
~ome real consideration.

1 2

commercial reviews

TELEVISION

Citizens for Eisenhower
Ted Bates & Co., N. Y. C.
Minute announcements and
chainbreaks

=MINSOR:
AGEMNLCY
PRIM.EAM

Now that the returns are in and the
selling power of the copy used by and
for both candidates has become academic,
I'd like to devote a few phrases to the
construction of the Ike spots prepared by
the Citizens Committee. Let me emphasize
that it's the mechanics I intend to refer
to because I'm not competent to say
whether spot-TV was either a wise usage
of the medum for politics or whether the
copy in those spots was well selected from
the political issues at hand during the
actual race.

From a purely technical standpoint,
however, I'd say the Citizens for Ike did
prepare some rather clean, well-organized
announcements—especially in the 20-sec-
ond lengths. The reason for this was that
the Bates men were fully aware of the
facts of life—that chainbreak adjacencies
are far higher in rating than those of the
usual minute announcements. So they
concentrated on producing 20s and merely
strung them together, bead-like, for their
minutes.

This is the reverse of the wsual order
adopred by many advertisers who seem to

insist on making up their minute spots

SPONSOR
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THE MILWAUKEE JOURNAL RADIO STATION Represented by
THE HENRY 1. CHRISTAL CO.

New York - Chicago




ONLY
ONE stamion

@ 22 cities *a compact market of 53
counties in Eostern MNew

Yark and Western New
® 458 towns Englond whase effective
buying income is exceeded
by anly 16 states.

® 53 counties

® 2,846,300 citizens

e 840,040 radio families
® only NBC station

® more goods purchased than 36 states

® more spendable income than 32 states

the CAPITAL of tve 171 state

Studios in Schenectady, N. Y.

REPRESENTED NATIONALLY BY HENRY |. CHRISTAL
NEW YORK — CHICAGO — SAN FRANCISCO

A GENERAL ELECTRIC STATION

| first and then do a chopping job to come

up with their shorter lengths . . . some-
thing I'm basically opposed to, since the
more important of the two time-lengths
(from an audience point-of-view) suffers.

So the Ike spots get "A" for their con-
centration on 20 seconds. Then they get
another Excellont for the sheer simplicity
with which they were put together. The
short, unpretentious opening stated that:
"Eisenhower Answers America,” and we
then cut to a young couple, a worker, an
elderly woman, what-have-you. The selec-
tion of these people was meticulously ac-
curate, honest, and realistic. They looked
the part mainly because most of them
were actual people, not AFTRA members,
These people then asked a very straizht-
forward question.

The lighting and camera angles with
which these people were photographed
were excellent. The drama of reality and
candidness was madz most apparent. Once
the citizen asked the question, we then
cut to Eisenhower. No Jip wipe, no split
screen, not even a dissolve thus the here-
now integrity of the presentation was pre-
served. lke answered with as much copy
as the imz allowed which wasn’t a great
deal as you can imagine, since the entire
spor ran a mere 20 seconds. The dis-
claimer ("a paid political announcement™)

was rushed onto the end in voice-over.

SPONSOR int’i Silver. Hamilton Watch
AGENCY : Young & Rubicam, B7DO
PROGIEAM = “Your Jeweler's Showcase’
PRODUCER? Jack Denove Productions

I'd like to mention the opening "com-
mercial” on this film program, spotted in
some 20 markers, mainly becausz it is
somewhat different in concepr and perhaps
ouzht to be used more often by more ad-
vertisers. It is, in fact, not purely a com-
merdal but actually a merchandising gim-
mick.

Since both of these products are sold
through jewelry stores and the jewelers
themselves play a tremendous role in the
sale of the items they display, both ad-
vertisers have agreed to devote some 40
seconds of their commercial time to praise
of the jeweler himself.

This creed or tribute is a stet piece of
copy that appears every weck at the show
opening and depicts a modest but nicely
designed jewelry store in which a jeweler
is displaying various of his wares to a

| young couple. While this is going on, the

( Please turn to page $4)

SPONSOR




Thinking

about next summer?

Plan now for bigger
summer sales in '53

In spite of the chilly breezes of winter, many
advertisers and agencies are evaluating markets and
planning 1953 summer schedules right NOW,
When you plan your summer advertising campaigns
remember this. .. Michigan is the Midwest’s number
1 vacationland and while it is aliways an important
marketarca—accounting for almost 10% of national
sales— it is twice as good in the summer. And WIR,
the best known radio voice in the Great Lakes
region, influences more buyers at less cost than any
other medium summer or winter.

Get complete information on how

to build bigger sales in Michigan

next summer. Call W]R sales or 50,000 walts
your Christal representative or., .. Clear: Chaigl

WIR Deirait
The Gaodwill Station

Write today for this important book! CES Radia
—————— - e - . Network

WIR, Fisher Building, Detrait 2, Michigan
WJR Eastern Office: 665 Fifth Avenue, New York 22, N. Y.
Represented Nationally by the Henry I. Christal Campany
Canadion Representatives: Radio Time Soles, (Ontaria) Lid.

3y Radio—America’s Greatest Advertising Medium

N

S
Aok | FREE

) SPEECH
- MIKE
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" SERIES OF
TELEVISION DRAMAS!

YOUR BEST TV BUY!
Always rated high* among the nation's
leading television programs . . . “Your TV
E“m’“ (originally on Network as“Fireside
heatre” for Proctor & Gamble) is consist-
ently tops! Month after month it maintains
its high position . . . beating many of the
supposed-to-be best programs on TV! For
record-breaking, sales-making success . . .
make "Your TV Theatre' yours!

.- N JC *Ratings on request.
ne > B
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.







The

picked panel
ANSWEers

Mr. hehlman

Yes. aud as sta-
tions are con-
forming o the
1.1, =pol stand-
ardization of
NARTSR. =0 will
th "y u\rnl!l;:”_‘-
adlhicre 1o a =
ol lul*ii “l{llll]-
ards lor tie-in an-
nouncemenls,

These =tandards.
ol ecourse, will determine size. time
liitations, method of handhing and
luy oul prn'ml'liul:.-. bt should in no
way place a limitation on copy, audio.
or video,

The content of the loval portion of
the announcement should be flexible,
for the |-|lr11|i'm~ of the local retailer
mnst he comsidered if he is 1o u=e this
Ly e of TN :-|m| to hest sales advan-
teee, These problems center on the use
ol an estublished logo and the vitals of
adidress. telephone number. and store
bhours. o addition. many  merchani=
like 1o strengthen the <ales message In
including price, down payment. service
|m|i1 v. and other farts l|||ii"§|\ summed
up as loval “color”™ Thos an inelli-
aentl use ol andio with video is neces-
=AYy I |||.|Li1|lu the mos=t of a <hort pe-
riodd of time.

When o dealer tie-in spol i= |nl;|l-m|
e =hows with ll|ll||ii|||‘ sponsars, then
llll' JreeErand [tr]|||:t1 ‘*]llilllll ||l' (llll:ﬁitl-
cred o detenmining  the manner i
which the personality lead-in and deal-
er biesin will be handled, 1 the na-
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We Spomsor agks. ..

Shouldn't TV stations set up uniform standards for
cards and slides tying a national advertiser’s TV
announcements (e local retailers?

Clem W. Kohlman

tional <pot is on filng, then a local film
clip = adeal. affording a natural follow-
through with hroader coverage ol sa-
lient lacis,

The difficulty with rushing into any
standardization at the moment is the
handicap that it gives television while
still groping with the problem of how
best to handle the commercial. Recent
research suivevs have pinpointed the
<ame startling fact: Television is in the
experimental stage where development
of effertive conunercial techniques s
coneerned. However, remarkable prog-
res= is taking place at the local level
where stations are developing TV eomn-
merctals thal penclrate the audience
with a stimulation to buy,

This is not nevessarily a creative
urge lhul a sales prevequisite, for local
advertisers are able to instantly mea-
sure TV results on a comparative ime-
cha hasis,

Jerome I, Repves
Program Director
WEBNS.TI
Columbus. Ohio

There can be no
question hut that
stations musl =el
up uniformstand-
;Ihl‘- Ton l‘ilrll*-
(llll! .-lidl“- rnl' iu-
l';ll use on -
vidual television
stations,

It is remark-
able that we gel
any  business of

Mr. Peard

this= type in the curent chaos,

I is our heliel that this jol is up 10
the NARTSR and 1o the AAAA whoe

recently cooperated to bring order and

Advertising Manager
Textile Resin Dept.
American Cyanamid Co.
New York

reculation into the confused Station
[dentification situalion.

Based on the inguiries we receive
by phone. telezram, and mail request-
ing slide and card specifications. |
would hate to be an agency Iml;l_\ lry-
ing to set up a= simple an operation
as a cut-in with slides over voice on a
neiwork ol 10 1o 50 stations
Iv if | were in a hurry.

especial-

\ndl. as we all know. in the merchan-
dising and selling of any product, the
proper localization of network  pro-
crams and national spot film and live
programs can be the difference in sue-
cess or lailure of many  tmportant
canmpaigns.

Lesuie . Pearp Jr.
Station Manager
WBAL-TV
Baltimore. Md.

In any mechan-
ieal  operation
wherein one
source must feed
multiple  outlets,
it stands lo rea-
son that  stamd-
ardization of ma-
terial is not only
a boon. but a
practical  neces-
sity. In the case

Mr. Sack

of an advertising agency, where copy
vhanges, art chanzes. and similar cata-
clysmic occurrences are the order ol
the day and must be ready “yester-
day.” standardization of material 1o be
shipped 10 spot TV stations is a
“must.” 1 all of the stations had the
came equipment. or equipment calling
for the same specifications. artwork
could be duplicated in quantity and

SPONSOR




\ili”ll'l' out on :-hnIl I|(rlit't'. \w ol l!li—
moment, we mnuslt [y ]nv]mrml lo do as
much breakdown and re-do of a T\
spot campaign as we would have to do
for an entire print selup.
Fortunately. wost of the TV stations
in the country have alveady standard-

ized their slides at 2 inches by 2 inches

with a working field of 28 mm. by 22
mi. To those stations stll usine 11
inches by 3 inches, or 5 inches by 4
imches, all | can sav is, “Please, fel-
lows, retool as =oon as vou can.
I:&Iiu|i 0 |l'+u[n.- are another story.
[ think that the industry will agree that
the ideal size should be 5 inches by 4
inches. with the actual artwork area
315 by 24, Although the scanned
area might be slightly larger. this is
offset by the approximately 127 fringe
This. too.
should become standard. and 1 sin-

area loss after 3145 hy 215,

l'l'll'l_\ Ilurn' that it does soon.
VicTor SAck
WVanager, Radio & Tl
Programing
Diow Co,

New York

' I'kl'\ ‘I:'-i'l!] =la-
Lion f'l'liilll" are
well aware of the
desire on the part
of clients and
agencies for uni-
form standards
as to size and
Iype of transpar-

parencies and
opaques for use
ill ?lilll'

Mr. Swartley
IFI.IIj{:'—
tors and bapolticons. It is appreciated
that this uniformity in the way of
stations
would simplify the preparation of such
material by clients with national dis-
Iri}llllioll.

equipment at all television

In our own case. the slide lrl'nji':'hn['
equipment  was
stalled in 1947 when the choice of
equipment was limited. Since the bulk
of our television equipment was or-

purchased and in-

dered from one supplier. it was nalu-
ral that slide equipment should he or-
dered from the same source: as il
manufacturer

only  slide

happened. this could
supply projeclors laking
2 x 2 transparencies. Subsequently, a
popular make of slide projector which
took a |Hrf.:l'l' size lransparency  was
offered. and purchased by some sta-
Lions,

{Please turn to page V1)
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“DOLLAR

VERTISERS.

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

Guardian Building

COMPARE

AGE WITH THE COST AND YOU'LL '

LOWEST COST

STATION BUY

DISCOVER WHY THIS GCREATER
DISTANCE"
RINGING MORE CASH REGISTERS
THAN EVER BEFORE FOR AD-

*

CKLW covers a 17,000,000
population area in five
important states!

J. E. Campeau, Pres.

DETROIT AREA

—THE COVER-

MAJOR

IN THE

BUY IS

Detroit 26, Mich.
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 PINPOINT
' YOUR

| PERSISTENT
' SALESMAN

UNDUPLICATED
COVERAGE IN

| 235,000 HOMES

| WITH PERSISTENT
| SELLING TO MORE
THAN 705,000
PEOPLE . . .

IN PROSPEROUS
SOUTHERN

NEW ENGLAND

CONNECTICUT

ISLAND

wisIEmy

Represented Nuationally by
Weed Television

In New England — Bertha Banneon

What's New in Research?

Draomatic shows run ahead of any
other type of networl sponsored

programs in both radio and TV

TYPE OF PROGRAM

NO. ON TV NO. ON RADIO
Children's variety 10 3
Comedy-variety 9 6
Commentary: Interviews 5 9
Drama: Situation comedy 15 13
Dramatic plays . : 19 12
Mystery and detection 17 16
Juvenile and Western _. 7 10
Forums - s 3 -
Health talks 1
Hollywood commentary 2
Home economics . 2
Musical and musical variety 8 21
News 6 26
Panel quiz 9 3
Political 1 1
Quiz and participation i3 13
Religious 2 10
Serials 4 29
Sports”® 9 4
Variety-rural .
Variety-straight 8 4
Variety-talent 3 1
Variety-Western 1 6
Total programs, October 1952 119 196
Total programs, October 1951 170 210

thall games

SOURCE PERIOD: Ocrober 1

Reading habits hardly affected by
TV. according to Adrertest stndy

Three of every Jonr persons interviewed in T1™ homes (762) in
the New York metropolitan area by Advertest Research said that
their reading habits had not been affected by television. Of the re-
maining Jounrth. 2070 admitted their reading interests had dropped
r-ﬂ_ and 5% disclosed their .'l'r.'Jf'HIL: had increased.  (Most o this
inereased inlerest was in news amd current events.)

This was Advertest’s second annual study on “T17s effect on read-

ing habits.” Among the habits bronght 1o light this time was that the

average viewer devotes 50 minntes to reading the daily newspaper al
home and 200 minntes to reading @t aweay from home. Also aliont
3 minntes of his time is devored daily (o reading magazines.

SPONSOR



TO SELL THE $3.5 BILLION COUNTRYPOLITAN MARKET

Till WNAX's
Big Aggie Land

ONLY METROPOLITAN NYC and Chicago are bigger markets—and no
comparable area 1s more cffectively covered by a single radio station. WNAX is

heard 3 to 7 times a weck in 809, of the countrypolitan homes ol Big Aggic

Land.

® That's 267 counties in Minnesota, the Dakotas, Nebraska and Towa.

® ‘I'hat's where WNAX averages more than 3 times the share-ol-audience ol
Its nearest competitor.

® ‘That's where WNAX has top rating in

97.39,, of the 500 segments covered by the

1952 Diary Study.

THAT’S WHERE your Class A chainbreak
reaches 20,000 radio homes for $1. “That's
WNANX, where your sales message ills fertile
ground. Further information from The Katz

Agency.






Small wonder...

Remember when microphones were big as china plates and twice

as fragile? See what a difference research and experience have produced.

Spot radio has developed in much the same way. Gone are the hit-or-miss
techniques, the waste motion of yesterday. Today. the spot business

s a4 complex and vasily efficient science. And its foremost practitioner

by virtue of twenty years of growth, study and front-line experience — is
CBS Radio Spot Sales.

Today, we're 81 people —all radio people. There are 22 account executives.
with six years® average local-station experience behind them ... so they
know station operation from the inside. (Our department heads have been

around, too. They have an average of 13 years in radio!)

The account executives are bulwarked by the biggest research. sales
service and promotion departments in spot...so they have at their finger-
tips @/l the information you need to engineer a successful sales campaign.
They'll give you complete information on 13 major markets... provide

the best availabilities for you...and show you just how many

men. women and children your sales message will reach. (You can also
predict your results with considerable certainty. For the 13 stations

we represent are “Radio’s Royal Family.” Each one delivers the largesi

average total-week andience in its market, month after month')

Small wonder then that advertisers and their agencies find CBS Radio
Spot Sales gives them better service. .. insures bigger results.

Call us when we can do the same for you.

GBS RADIO SPOT SALLES

Represennng Radio's Royal Family: WO BS, New York — WEBEBAM, Clucago - KN\, Los Angeles

W AU, Philadelplina = WEEL Boston—KMOX, St. Louis— WCCO, Mumneapolis-Si. Panl

KCRBS, San Franciseo —WRUE, Clarlote- WRVA, Riclinond  WTOP, Washingron — K5L, Salt Lake
Cry—WAPL Birmunglam — Columbia Pacific Radio Nemwork —Bomneville Radio Network
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WTOP finds quick way to handle ¢lient promeotion reporis

\dyvertisers and agencies are more
.nnl e ||l'||t."|l:lii!l_: [rl'mr[ uf |N.'l'[l|]'1l|~
ance i station promotion. But both
networks and stations generally regard
the making up of promotion reports as
a headache —due to the Lime-consum-
ing detail involved (see “Five ways to

Warren Boorom started WTOP report system

promote your TV program.” spoxsor,
20 October 1952).

A\t least one  station u}n‘r;llilnl—
WTOP and WTOP-TV, Washinglon,
D, Cohas removed much of the toil
and trouble front its report procedure.

About eight months ago, Warren
Boorom, assistant 10 WTOP Press Di-
rector Cody Planstichl, worked out a
simplified system for handling the sta-
Hon's promotion reports. [t was put
into operation and. with early compli-
cations smoothed out, is proving quite
elfective. according 1o Planstiehl. Not
only does it save the station people
time and energy, but it has received
much praise from the agencies and
clients who receive the reporis,

The system is, briefly, this: WTOP
has a hile [or every show on the air
and every sponsor on each show. Into
cach file. they drop two manila enve-
lopes, one to go to the sponsor. the
other to the ageney. Into each enve-
|u|-l- LOUS every newspaper ad, llil'!'.ln'.
publicity ¢lipping. on-the-air announce.
et every |ri|-c e nf }||-rrlllnlit:|1;ll evi-
dence, ncluding o copy of the actoal
station operations log showing the time
:lllll ;|(|j:=u'lll'il'.- ol eviery |i|H'.’.

To keep o record of everything tha
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coes into the envelopes. there is an ad-
ditional labor-saving device.  On the
]'ﬂl"l\ ”{l!l llf l'(l"h l.'ll\l‘|1l|lt.‘ i." a ?‘I]l‘l'iil}
imprinting  specifving  the different
tvpes of promotional  material  with
Dlank lines after each, Every time a
picce of promotion is dropped into the
envelope. a 1" mark is made in the
proper space. In this way, a running
total is kept right up to the wminute.

Periodically the envelopes are sim-
plv removed from the files, sealed, ad-
dressed to the client and the ageney.
and nailed.

“The problem of client-agency re-
purts comes up al every Promolion
Manager's Clinie.” says Alex Kennedy,
CBs director of TV program promo.
tion. “Most stations don’t have the
time and fecilities to rezularly make
up a bound hrochure on each show as
does. for instance. KSL-TV in Sall
Lake City. | think that WTOPs new
system is lerrific—one of the quickest
and best ways lo :i.-l:|1|1]} agzencies with
promotion reports.”

Here's a reaction from an ageney,
Herli Landon. publicity  director al
Kenyon & Eckhardt. N. Y., volunteers:
“I want to compliment WTOI* on its
system of doing promotion  reporis,
They are intelligently prepared and
give us the mformation we want. |

wish more stations would use this sys-
tem.” * ok

ARF (o analyze radio-TV
rating methods: Kobak

At the amnual Pulse luncheon in
New York last monmth. Edear Kobak,
president of the Advertising Research

Kobak outlined ARF projects at Pulse luncheon

Foundation. revealed that the ARF will
undertake to determine standards for
r.'ilin}_' services which are am't'pl:l!-h' to
all branches of the industry. To do
thi=. =aid Kobak. the Foundation will
make an analvsis of radio and TV rat-
ing methods. a study 1o he partly
financed b the BAB.

KNobak. spezker at this year’s I'ulse
luncheon. alzo outlined other major
projects planned by the ARF. which
include: (11 a study of printed media
research: (21 an analvsis of reader-
ship findings in the news and trade
paper fields: (3) a study of motiva-
tions for buving. He said that the
ARF, by =etting up standarvds of re-
search. hoped 1o receive the same in-
dustrywide acceptance  accorded 1o
ABC 1(=ee “Does radio research need a
seal of approval?” spoxsor. 28 Janu-
ary 1952).

Pulse holds its annual luncheons for
it clients among agencies. stations,
manufacturers, and producers, FEach
vear. Dr. Sydney Roslow. president of
Pulse. invites an outstanding person
from the Dbroadeasting or rescarch
fields to address the group. Past .-|I(’ﬂ'i-
crs at Pulse luncheons have been: Paul
Lazarsfeld. Robert Swezey. Hugh Fel-
tis. Oscar Katz, Huzh Beville Jr.. Hans
Zeisel, Lou Cowan. Murray Grabhorn,
Ted Oberfelder. * ok K

KEYL-TV public-spirited
varielty show pays off

One type of local live TV program-
ing that's proving extra resultful for
sponsors is the informal daytime show
that combines light-hearted audience
participation features with community
service and variety entertainment,

The Tommy Reynolds Show on
KEYL-TV. San Antonio, Tex., is one
such show. It started a year ago with
only two hall-hours a week. but in the
sunshine of growing popularity. rising
rating=. and ready sponsors it has since
blossomed to five hours a week, Mon-
day throuzh Fridav. 2:00 to 3:00 p.n.

Varicty and close-to-home interest
kevnote the show. Offerings include:

1. A “Good Cheer Call™ feature in
which invalids named Iy listeners are
phoned during the show,

2. A “Party Line Quiz™ wherein the
laddies in the studio call friends at home
and ask a question. If lady at home
misses, lady in studio gets a prize. (But
most ol the ladies scem to prefer
straight fun rather than quizzes. says

Hl"\'llnltlﬁ.]
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3. Every Wednesday is Grandmoth-
er’s Day: it's =0 popular. reservations
for the hijinks must be made three
weeks in advance.

Lo One new feature is the running
of films of local church services.

5. They ivite groups of all sorts
to the show. for instance. Business
and Professional Women's Club. Amer-
ican Legion Foreign Auxiliary.

There are also in-person interviews
with visiting celebrities, original <kits.
musical selections.

The show’s first participating spon-
sor. the Jorrie Furniture Co. of San

Ladies prefer other shenanigans to quizzes

\ntonio. i= still using the program.
Jorrie’s advertising manager. Roland
Ling. says: “We are more than pleased
with what the show has done for us.
On one oceaston. the sales and store
traflic resulting from one announce-
ment were phenomenal. On another.
we tripled sales volume on a living
room group priced at S169.50."
Other sponsors hankrolling segments
of the show include Armour & Co. (for
Dial Soap ), Bruce Floor Cleaner. Hol-
[y wood Automatic Friers and Broilers.
Lenel Perfumers., * Kk k

Brielly . . .

When WKRC-TV. Cincinnati. re-
cently changed from Channel 11 1o
Channel 12, it struck a gold mine of
audience reaction. The station was off
the air for 12 daytime hours. In that
time. G.000 phone calls jammed the
WKRC-TV switchboard asking why the
station was off the air. The total num-
ber of calls that came in apropos the
change amounted to over 8.000. Based
on the usual small telephone percent-
age response to number of actual view-
ers. says the station. this was a revela-
tion to them and indicated they had a
daylight viewing audience of surpris-
ing proportions in the Cincinnati area.

* i =

The Garduer Advertising Co, of St
Louis celebrated its Golden Anniver-
sary in October. The company took a

( Please turn to page 72)
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This is Mr. Deauquier

.I
This 1s what he says

“Our decision to sponsor Folton Lewis, Jr. on
KOR back in 1948 was o wise one. - Aside from
[favorable publie relations and rnstitutional value,
the broadeasts have proved to be helpful
from a tangible new business point of view.
Our bosiness (Hall Bros. Lumber Co.,
Bryan, Texos) hos tripled in size, and muoch of this
growth has been since 1908 when Fulton Lewis, Jr,
started doing his terrifie selling job for us.”

This 1s Fulton Lewis. Jr.

whose S-tines-u-week program is available for sale
to loeal advertisers at loeal time cost plus low pro-
rated  talent eost.  Currently  sponsored on 364
Mutual stations by 752 advertisers, the program
offers a tested means of reaching eustomers and
prospeets.  Cheek yonr loeal Mutual outlet —or the
Co-operative Program Department, Mutuval Broad-
casting System, 1440 Broadway, N.Y.C. 18 (or
Tribune Tower, Chieago, 11).
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HAIR TINT SELLSON TV tle for the first application. That means

Continued jrom page 37) the drugezist gels repes at sales abow

. seven Limes a vear.
u _;1---“]-1 i= =afe. So we vive he I I i
ewspaper ad that she ean clip out. Mensol's in=istence on = dealers
; : = : sl 0 chades has elimmale
<tudcdy al T Im-ur‘. ,lllli IHI=-||-|\ 1]1-~ ! ”L“l" "” l I! “il }I'I II”““"””I'

cuss= with her [nends and hushand he- for ll"' time 1"'“'-""' many small inde-

fore taking the slep |l-1|l||'l|| drugmsis ”nul.'\l'l_ this 'lnl-

Ravidol estimates a =ood turmover 10y makes sense for a number of rea-
for Blensol once it zets zoing. James sons. Mamy  firms <elling  packaged
Coran l:'||ur.i ol president, Ii:u;m it thi=  products have had the experience of
wa\ “The | kage of Blensal. which ‘-!l'-IH_‘_' then sales shoot uj when then
~ells fon ‘-I._'u contains enongh shame-  entire line is displaved. Macific Coast
poo  for two applications, ecach one Borax Co.. fom |~\.1|n]-I|- (see SPONSOR.
sond Tor iy to cight weeks, Actually, 3 November 19521, found that 20
miost of the women use the whole hot- Mule Team Borax and the hand clean-

In Eri’e it's 8415458
XA (W ":.,,:.::;'::::;‘,:‘;‘.‘_.

WRITE FOR DETAILS

Erie’s ABC affiliate with tap O
!liliil‘t'[.l[illg\ .IT'II.I merchan-

dising assistince, i:lus, in-

! i'h.\ VLT il]l[lllnll'\.

6 2

P

&

EDWARD L’A'Mf‘\& f/)/mfﬂ/.f INC.

Edward Lamb Enlerprises, Ine NLw York Office, Hotel Barclay
Home Office, 580 Sccurity Bidg.. Toledo, Ohio

* RADIO
.1V
« NMEWSPAPER

WICW IV Eniw, Pa,—Headley-Reed Ca WHOO — Orlunde, Flo.— Avery.Knadel, Inc
WIVN TV - Calumbus, O —Headley Reed Co WIKK —Erie, Po. —H R Co
WTOD - Tolede, O.— Headley Reeed Co FPIE DISPATCH, Erie, Pa — Reynalds-Fitzgerold, Inc
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Boraxo. sold better when all sizes
were displayed on the counter.

For another thing. when selling a
hair dve a company usually finds
necessary Lo promolte the full color line
since the consumer will want to mateh
the original color of her hair as close-
I as }ln-.\i]iit‘, “]l’ll*'li-‘ :-]ll’]f Epace.
therefore. must he adequate <helf
=pace ;]Ili] Jront shell space.

Of prime importance Lo Blensol’s
shelf-grabbing strategy is programing.
[he agency exercises care in selecting
the type of show for its commercials,
Fxplains Betty Nasse. Dowd. Redfield
& Johnstone timebuyer:

“For the Blensol account we now
fry o get local women's shows where
the local personality’s prestige is al-
tached 1o the pl'nl|u1'l_ Ruth Lyons
over WLWT. WLWC. and WLWD is
expected to do a grand job for us
when she gets started in a couple of
weeks, Of course, we'll settle for any
||'|_'.:|l-|;lh*1l show that’s available be-
cause we know there’s hound to he a
_:_-«unl per enlage of women viewers.
For example. we get greal results Iy
participating in Sun Drug’s sponsor-
-]lilr tll Hn\fﬂﬂ' “f‘l!r‘f.f!' over \\“l\.
Pittshurgh, That program. by the way.
has a 30 rating,”

This hunt for an aundience crosses
many boundaries. Other program se-
lections range from spots adjacent to
women s shows, to news programs, the
1l Jarvis Show. Famous Playhouse.
Foreign Intrigue. and the Maggi Byrne
Show. But regardless of the program
used, Blensol is selling well in every
one of the 17 markets entered excepl
Los Angeles. That great Southwes!
metropolis not only has seven TV sta
tions vying for the available audience
bt Blensol banged up against a com-
petitor by the name of Kolor- Treet.
The latter zot an e: \l]\ foothold in Los
\ngeles and i< giving Rapidol’s hair
tint entry a tough fight.

One of Blensol’s major problems has
been the dificulty of buving zood TV
time for its one-minute connnercials,
One way the firm has gotten around
this problem is by buying into pro.
srams already sponsored by local drog
chains or regional drogeist associas
tions. Usually in Class A time. these
programs provide an excellent vehicle
for DBlensol’s sales messages,

\Ithougeh this method was Blensol's
mode of entry into many markets, the
co-op deals now form only 60 ul the
current buyvs, National spot purchases
are now being made and  Blensol s

SPONSOR



Lime to count Blessings

fvone o Satuvday Fuemng Pad advectisement of the Caterpillfay Tractor Can

ﬂ e're giving thanks for all our wonderful sponsors and

all those smart umebuvers who are finding out more and

more how race, rural and religion alwavs equal

results on “Dee” Rivers™ famous Family Hour.

CALL YOUR NEAREST FORJOE OFFICE OR STARS, INC., CANDLER BUILDING,

WGOV KWEM WIIV

I aldosta, Ca. West Memphis Ark. Savannah, Ga.
Memphis. Tenn.
5000 WATTS 1000 WATTS 1000 WATTS

17 NOVEMBER 1952

ATLANTA, GEORGIA

WEAS

Atlanta - Decatur. Ga.

10,000 WATTS
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connetimes willine 1o take a low-rated “;||p'[||n|, feels 1t can't aflord that ex-

~pol at lest to get its fool m the door. pense  now, W here a loeal women's
\s bietter time becomes available. the  <how i= hought. |:{i||itin| feels it is
firmn zels hirst erack at i, more advantagzeous to let the female

Rapidol would like to demonstrate |u‘r-n||.-\ii1\ deliver the sales messace
Blen=ol's hair«dveing technigque from I But in o=t immstances the four

\ 1o Z on a live program bhut that  film commercials are rotated,
would require a hall-hour show and \thaugh the <ame films have heen

——

Easy to take i’j’“ |3 times daily !

Sales ailing in Philadelphia? Take John Trent

S times daily. And now you ean ... because, for the first
time in HPL's history, WCAU carries John Trent

A4 times every weekday, by listener demand :

6:30 am SUNRISE SALUTE; 4:30 pm" THE HOUSEWIVES' PROTECTIVE
LEAGUE; and now—10:30 pm STARLITE SALUTE.

Buy participations on any combination of these
programs and vou'll find out why sponsors call
Trent's shows “the most sales-effective participating
programs in Philadelphia.” He's just what the

doctor ordered. .. for vou. Call us for the full story

on rates, availabilities, and HPL merchandising,

THE HOUSEWIVES' PROTECTIVE LEAGUE programs on WEAU

Philadelphin « 50,000 walls

Represented by CDS Radio Spot Saley

W Satueday
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u=ed in some markets for as long as
11 months, Agencyman Johnstone sayvs
“We see no point in making new filns
at this time. The ones we have convey
our sales |nuinl.- l‘l!(‘l'li\i‘!} and =eem
to be ringing the cash register merrily.,
Why should we chenge?™

Being of one-minute duration. there
i~ room in the films 1o pound home
such points as: “Your hair is youw
crowning zlory . .. No grey hair 1o
betray age . . . A marvelous shampoo
that actually colors your hair .. . Nexi
time vou look in the mirror. be the
woman you want to be ... Get profes-
sional results in 20 minutes , ., 19
true-to-nature shades . . . Cleans, re-
conditions, and colors your hair at the
same time , . . Two hair dyeing appli-
cations for §1.23.7

TV glamor girl Roxanne is used
i one of the commercials to suggesi
how beautiful a woman can become
with a Blensol color shampoo. The
demonstration on TV filin also assures
the viewer that Blensol is rilnpit‘ Ly use
and that no special equipment or gad-
uels are needed.

While TV has ill'u\wl its demonstra-
tion ability. radio is used successfully
in Cleveland. where I:dirillu| co-oper-
ates with the Marshall drug chain in
dayvtime programs over WSRS and
WERE. This supplements a TV news-
vast done i -lm|.lHl‘:|tiun with “I';l_\
Drug stores ino relation 1o Rapidol’s
president) over WEWSTV, An agen-
oy spokesman  indicated  that  when
more Tunds are available there is a
likelihood that AM advertising will he
used in other markets. Buat the “see-
how-easy-it-works™ quality of TV gives
that medium first preference,

While the company stresses the ease

of use. it recoziizes that Blensol must
Il(' ;llli'li“(l Illilllf’rl\ i{ ‘Il!' rl'.“‘-“ll' IIl!Il‘lI'
tialities are to be realized. For that
reason. Blensol missionaries hit the
road regularly in a campaign to edu-
cate the drug stores” cosmelicians, man-
acers, and =ales stall,
" 1o indoctrinating retail sales people
in the love of Blensol, particular stress
i= laid upon Blensol's limitations: Since
it contains no bleaching agent. Blensol
can darken the color of the hair bul
not lighten it. Here Blensol  differs
from the old beauty parlor prepara-
tions as well ax the more modern Tint-
air. Using a fashion and cosmetic ap-
proach, Timtair offered, in effect, to
make a woman a brunette lor break-
fast. a blonde for luneh. and titan-
tressed for dinner il she so desired.

SPONSOR
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Headley-Reed Company
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June 5th,

Al Mastro's Spaghetti House
increased its business 300%!

How? By going on the Bill Gordon
Show with two l-minute spots a

1951. What did it cost ? $ 31.00 a week!
No wonder advertisers STAY on WHK

week| When did he start?

69
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“n--||i!l' the dilference hetween Tint-
air and Blensol, the later did quite a
Timatr's adver-

\ecording to a Blen-
Fintair's campuaign was

it of llnlr“li_’.‘ uniler
ti=ing wmbrella,
<ol execulive. ™
something of a mixed blessinge lor us.
in !;ll\in_:
ol the curse off hair coloring.”

It '-lll'l'l'lll'll_ al |1';l‘|. sane
ditheulties. however. con-
Blen=ol people thar thes
have the right approach to the selling
problent. A carcful market-hy-market
method of distribution has heen ad-
hered 1o faithfolly, although the

Fintair’s
vineed  the

Leng-

o
o) s T
‘:;(\‘j:\ L'l_:f’-ﬂ )/ X

tation to jump into the New York City,
Philadelphia.  and  Washington-Balti.
more markets has been strong,

i Los Angeles and
kansas City has <lowed down Blensol's
timetable, but with Kansas City loosen-
ing up now the firm is just about ready
to crack the Baltimore-Washington nut,
“IUs tough to compete with Santa for

Sales resistance

~ays Jolinstone. “so
hold  off  wutil next
spring and <hould be able 1o work ouw
way into New York City within a vear
alter that market catches on,”

counler  space,

we'll probabily

s WA K | Ml A

Seasoned time buyers always give Los

. Angeles,

and aboul sixty other major

metropolitan markels, first considera-
tion when placing national schedules,

But, when budgets are planned to in-
clude a scattering of choice secondary

markets , . .

there's plenty of picking

and choosing.

If this is your problem . .

. after Los

Angeles, turn a calculating eyve on the
rich and rare $200 million dollar Yak-

ima

market.

As an independent area

in the heart of a multi-billion dollar

power

industry and where hundreds

of Columbia Basin farms are harvest-
ing their first crops, Yakima, Washing-

lon,

is understandably a secondary

marke! of first choice in the Pacific
Northwest,

: L vAKINA,

.

AT we e

THE BRANHAM COMPANY
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WASHINGTON

% o W -u.;{i y S g M”‘ﬂ
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GEORGE W, CLARK

¢8-S

A I M /A

WEED AND COMPANY

Although new to air advertising.
Rapidol is no Johnny-come-lately 10
the hair-coloring field. After a sue-
cessful introduction of Rapidol Hair
Dhve in Europe. the company moved to
the Lnited States in 1924 and soon
won wide acceptance with beauty shop
The introduction of Toni
home permanents in the late "10°s, hiow-
ever. signalled the demise of many
Ii['“ul'\ .“'h(lllf‘.

U]u‘!‘illl W=,

With  Rapidol’s  outlets  hecoming
dvied up. Gray and Walter Pledges
fehiel chennist, senior partner. now

secrelary-lreasurer b sel 1o work on a
hair coloring that could be easily and
safely applied by an untrained person
in the privacy of her home.

* * * * * w * *

seS0 far. we have gotten to the point of
knowing that the ARF can be highly nse-
ful in inereasing the effectivencss of
advertising. It can enconrage the devel-
opment of new and bener research tech.

nignes. It ean be a real aid in media
buying. It ean be helpfal in ercative
work.**

B. B. GEYER, Presidemt
Gever Advertising, Ine.
* * * * * * * *

With the new produet perfected and
named. Gray squeezed a £5,000 ad ap-
propriation out of the treasury and
took it to his a Dowd. Redfield &
Johnstone.  Turning 0 Cleveland.
Rapidol’s distributor had re-
ported a flurry of interest in Blensol,
Rapidol made a deal with the Gray
Drug chain 1o place an initial stock
of 800 dozen  packages of  Blensol
throughout the chain’s 87 outlets on a

geney,

where

pay-on-reorder basis.  In return, the
manufacturer agreed to put 25.000 in-
to local newspaper advertising,

The circulation of the Cleveland
Plain Dealer extended well into the
Ohio Valley and inquiries began 1o
dribble in from jobbers and indepen-
dent druggists. As sales increased and
the  market  became  self-supporting.
Blensol  moved into other  markets.
While sales were negligible in 1919,
they reached 325,000 in 1950, jumped
to SO30.0000 i 1951,

\dditional growth is indicated Iy
the recent introduction of two new
products. Blensol Steel Blue Rinse fa
non-permanent coloring  for grey or
white hair) and Blensol Preparatory
Shampoo (1o be used in conjunction
with the color shampoo) in previous-
Iy established markets. Also in the
works is a special six-<hade assortment
to be pushed very shortly i the luera-
tive Nearo market. IR

SPONSOR
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“Bird imitations...that's all you can do?”

Oddly enough, some people take extraordinary things for granted.

Like radio, for instance.

Today radio entertains, informs and sells more people in more places at lower cost

than any other medium in the entire history of advertising.

Today there are 105,300,000 radio sets in the U, 8. A.

Virtually erery home is a radio home —and over half
of them have two or more sets.

The arerage American now -‘p"l!l!'.\' more time with radio
than with magazines, TV and newspapers combined.

No wonder advertisers invested more money in radio
last year than ever bhefore!
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Broadcast
Advertising
Bureau, Inc.
HAH is an
organization
supported

by indeponident
broadeasters,
networks and
station
representiatives

all over America

NEW YOHR CI1Y
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Fitting a Medium
to a Market

WSIR=:

Covers ALL .
of the Rich

Write, Wire, Phone
or
Ask Headley-Reed

of
Fitting a Medium
to a Market

|
VR
Covers ALL

of the Rich
Central N.Y. Market

Write, Wire, Phone

or
Ask Headley-Reed

12

ROUND-UP

iContinued from puage 65

full page ad in St Louis newspapers
|r;|\ir|: tribute 1o all those who |If‘|+ll'l.|
the ageney grow  clients. publishers,
radio and TV unetworks and stations,
art =tudios, engravers, many others, N
also listed the ageney’'s clients in order
of the vears they have been servie ill:_'
then., Their oldest accounts: the Ral-
~ton Puring Coo, Parina Mills, Pet \Mlk
Co.. Granite City Steel Co.. Wabash
Railroad Co.. Bemis Bros. Bag Co., S1.
l.onis |l||]|'1n-|uil'nl |':uki||; Co.. Mon-
<anto Chemneal Co.. Cessna \irerall,

¢
s a gala oeeasion in Danville, V.,
when the Tobaceo Mavket opens each
fall. Fxeryone i town and rom the
surronnding farms comes to the special

n|lr'||i|1j_' ceremontes  held at one ol
Danville’s 20 warehouses, The s1afl al
WDV AL Danville. wanted 1o fit into the

week-long event i some wayv. So they
Lovrowed five tractors Trom larm -
;r|r~|||t'||t dealers and drove them Tor the
entire week 1o call on customers fon
service  and  business. Fach  tracton
hore a bamner advising all 10 tune i
to WDVA at 9:05 a.m. 1o hear the
Tobacco  Anction program.  Tractor
drivers were (photo, L 1o v.i: Charles
Craiz. WDVA news director:  Dick
Camphell.  program  director:  Stover
Morris Jr.. conmercial managzer: Rog-
er Lea and Eddie Algood. account ex-
ceutives,  Standing  at el i Clyde

Moads., WDV A falk music director.

WGH. Norlolk, Va.. observed s
20th anniversary in October. During
the special “Anniversary Week™ it was
recalled that the station's first eall let-
ters were WNEW: they were changed
<hortly thereafier to WGH when the
area began a “Worlidl's Greatest Har-
bor™ campaign. Programs in com-
memoration of the evenr were sched-
uled throughont the week. Viee presi-
dent and general manager of the sta-
tion is one af the wen who helped or-

sanize it 21 vears ago. Edward E.
Hi-lm|-.

WFIL and WFIL-TV. Philadelphia.
moved inte brand-new. <treamlined.
designed-for-efficiency  quarters  last
wonth. All divisions of the WFILL op-
eration-— radio.  television. film,  and
newsreel—are now housed under one
rool.  General Manager Roger W,
Clipp points out that the new improve.
ments will be of practical value 1o ad-
vertisers as well as 10 the working
stafl.  In honor of the oceasion, the
Philadelplia Inquirer iowner of the
~tations ) put oul a special section de-
voted 1o the two WFILs. their pasl
achicvements and future plans. 1t also
~cl forth basic coverage facts about the
~tations. informing, for instance, thal
“ l'“ *CIrVes ll(':\ll_\ T.““l'.”““ ]ll‘nllll'
in 32 counties.

Irvin Grahanm. whe heads his own
ad ageney in New York City, has jus
had 1wo hooks published, setting forth
detailed and up-to-date information on
the advertising indusiryv. Advertising
lgency Practice. published by Harper
& Brothers on 15 October. covers the
organization. services, and operation
ol agencies. i based on a broad survey
of agencies throughout the country as
well as the author’s own personal ex-
lf"'il‘l]l =, ;',If}f‘\l‘[‘npt’[.“.".ﬂ f"‘ 'fl“"f'fr,“'_\-
ing. published by Fairchild on 20 Oe-
tober. i= designed as a practical work-
g tool for ad people. It comains [acis
dealing with all phases of the ad indus-
try: marketing. printing. production.
public relations. publicity. media,

= ! #

Lester K. Cox. of the University of
Vlissouri. has placed himsell on record
that “universities should own and op-
erate commmercial rather than non-cam-
mercial stations.” Cox. a member of
the university’s board of curators and
it= committee on radio and TY. de-
clared that the high cost of installing
a first-class station could be met only
by educational institutions  with un-
limited funds. He said that anmy in-
stitution owning such a station wonld
need Tunds 1o make Tull use of it and
to operate ouly a few hours a day
would meet with severe eriticism. Cox
attributed the fatlure of educational
radio to s novn-commerctalism and
lack of vaviety in program fare. which
did not attract and hold large enongh
audiences, * ko

SPONSOR



IN AMERICAN BUSINESS?

NATIONAL

e
® FORD e

® AMAZO ® UNIte
® MILES ® BORAX ® ALCOA

©® CARTER ® SINGER ® KAISER ® Lu.

® COLGATE ® CHASE & SANBORN @ SCHu,.

® DUNHILL ® LEEMING @ SIMMONS @ KELLOGG -~

® LONGINE ® SERUTAN ® CAVALIER ® EMBASSY @ SYLVA,
® BORDEN'S ® DEL MONTE ® SWANSDOWN @ PILLSBURY ® PALL

® CARNATION ® OLDSMOBILE ® BEST FOODS @ DR. PEPPER ® C & H SUG. .
® LUCKY STRIKE ® CHESTERFIELD ® WESTINGHOUSE ® LARUS & BROS. ® GENEkA.

® BRISTOL MYERS ® DIAMOND MATCH ® OWENS-CORNING ® GENERAL MILLS ® CAMFo.

® LYNDEN CHICKEN @ U. S. ENVELOPE @ PHILLIP MORRIS ® AMERICAN CHICLE ® SCHICK ® Swn,
® LINCOLN MERCURY ® LANGENDORF BREAD ® GENERAL ELECTRIC ® PROCTOR & GAMBLE ® CH¢/
® STOKLEY-VAN CAMP ® BANK OF AMERICA ® HELENA RUBENSTEIN ® HILLS BROS. COFFEE ® WES
® AMERICAN HOME PRODUCTS ® WINE CORPORATION OF AMERICA @ RIVIERA PACKING ® SYLVA

® TUTTLE'S COTTAGE CHEESE ® KILPATRICK'S BREAD @ BELFAST ® AUTO-LITE ® BLATZ ® PALL MALL @
® BENGAY ® QUAKER OATS @ CITY OF PARIS ® GALLO WINES ® CUDAHY ® SHASTA WATER @ MM~

® TONI ® DODGE ® RYBUTOL ® STAR OLIVE OIL ® HASTINGS @ YELLOW CAB ® LUDEN'S ~
® GENERAL CIGAR ® WATER BAKER ® LUCKY LAGER ® NABISCO ® JERGENS ® »~

® RAINIER ® STOPETTE @ P. LORRILARD ® SPRECKELS-RUSSELL ® EMP*~

® M & M CANDIES ® WESTON'S BISCUITS ® AMIDENT @ DF!
® TRANSOCEAN AIR LINES ® JONNY MOP @ C+*

® PACIFIC TELEPHONE & TELEGRAPH @ <r~

® UNITED AIR LINES ® SCHLIT7 ~

® CARDINET CANDY »

® GREEN G4+~

REGIONAL

LOCAL

YOU’LL
SEE AND
HEAR THEIR

MESSAGES ON

A

TELEVISION CHANNEL
SAN FRANCISCO, CALIF.

Represented nationally by the Katz Agency

Affiliated with CBS and DuMont Television Networks



FIVE-MINUTE SHOWS

(onrtinneedd [rom jage Ny

eiine, 1= allowed one minote.

- I Lhreedo-one.  costsys-comnmer-
v holds ap

FHhan |'\'=Ik]| network <hows are a

Larwain i= not news, Ever sinve CBS

911 s i.;u.] ofl five minutes just be-

fore 00 o, o ereate an avross-1he-

hoard <lin tor a ]Hlln--\l.lllr-\i”t' news
Jiow  ithen featuring  Elmer Davis|
v.,p:nulr' ~||‘|\\~ li.l\r |-|r]a|u'll ujr. il“]l'.
time to time, in network scheduoles,

Bt doring World War 1 and the

earliest postwar years, networks still
terned a cold shoulder to the chent
who wanted to by just hve minutes.
Today. this iy aloolness o capsule
programs, on the part of the networks
with the possible exeeption of NB(
Radio, i= lareeh zone.

\s SPONSOR |u-inll'|| oult o oan 11
Vugust 1952 peport. titled “How TV
i= changing media huyving patterns:

“Network radio, i ovder 1o meet
the competition from spol radio. will
have 1o Liccome more awd more flewi-
le: maybe lexible 1o the point where
it will be diheult 1o distinzuish  he-

SELL MORE IN THE

Recent official Hooper Ratings
show WSI]S, the Journal-Sentinel
Station, FIRST in the morning
FIRST in the alternoon FIRST in
the evening! For the f{inest in

AM-FM coverage, it's WSJS

in Winston-Salem.

Represented by: HEADLEY-REED CO.

2 Winston-Salem
15 the home of

R. ). Reynolds
Tobacco Co,

74

tween the two.”

\my study of the five-minute nel-
work radio programs on the air today
merely proves the point: The five-min-
ute show on radio webs has therelore
come into beinz Lecause of pressures
from leadineg advertisers who want:
tal rate reductions al night. o th
added radio pres=ure al low cast for
a product also sold widely via L

The rate reduction Iy e of prressure
is especially interesting, since the spon-
sor involved s seldom looking for a
five-minute show. Rather, he = seck-
* * * * * * * *

e Advertising and the belt-line huve ent
the price of practically eversthing the
American family uses. And advertising
murde the helt-line possible.**

JUIIN P CUNNINGHAM. Exee. VP,
Cunningham & Walsh

* * * x * * * *

ing a price cut for an cvening half-
houwr program he may be bankrolling.
and inadvertently  ereates a capsule
show., It works out like this:

\ spon=or— let’s eall him the Con-
sulidated Manufacturing Co.——goes 1o
the sales oflice of the radio network on
which le's sponsoring an evening 30
minute show. 1 want a nighttime rate
reduction.” Mr. Consolidated demands.
STV is cutting into my radio aundi
ence. and something’s 2ot 1o be done.”

The network— which we might per-
haps call Universal Broadeasting Co.
looks aghast, Radio rates have already
heen parved to the hone. But, Mr, Con-
solidated insists on his rate cut, So,
the UBC sales Drass put their heads to-
sether and came up with this answer:

“Why not eut your half-hour show to
25 minutes.” UBC offers. “This means
vou'll then be paving 16247 less for
the time. Bul. youll omhy have 1o cul
\n||r-'nnllll('l'l'iill cop (lu\\ll [rum |,Ill‘l'
minutes (lat to two minutes and 50
seeonds. That's only 657 less.”

Not fantasy but vealistic fact is the
ittle sceme above, which has playved
road engagements in the sale ollices of
virtually all the major networks,

s =aud. ‘l|||lnll:_'11 \BC would nei-
ther confirm nor deny it that the prac-
tice outlined above is approximately
e |h|r'|\.-l.ll4_'t' slon belind ABC's pe-
cently annonnced intention of cutting
ofl the last five minutes 1 7:55-0:00
o Monday through Friday )y of Gen-
eral Mills” aliernating Lone Ranger
and Silver Eagle and converting the
segments Lo a 1':i|n.-a1:}|- mvstery drama

There's another version of this Lype

SPONSOR
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BOB MAXWELL . . . Iruternity of JOHN MERRIFIELD . . . News for
Early Risers. A New Litlen o Detroiters. A New Léidlesn at 7:00
6:30 A. M. Monday through Friday. A. M.—9:00 A. M.

TOM MacMAHON . .. News From ROSS MULHOLLAND ... Detroit's
The Editor's Viewpoint. A New most-quoted dise jockeyv. A New
Lislen o 1:00 P. M. and 2:00 P. M. Litlen at 1:05 P. M. Monday

through Friday.

Detroit’s Station of /Vew .20.116”4 oL

The best in programming —for the best in listening

VICTOR LINDLAHR . .. "To Your
tHealth.” A New Litlen ot 9:15

A. M. Manday through Friday.

{

CHARLES PENMAN . . . 'I'he Voice
With Music. A New Lidlen a
7:00 P. M. Monday through Friday.

'
Basic NBC Affiliate
First Michigan
TV Statian,
WWwli-TvV

AM-we KILOCYCLES
=500 wATTS

P -CHARNIL 14
=411 MEGACTCLES

THE WORLD'S FIRST RADIO STATION . . . Owned and Operated by THE DETROIT NEWS . . . Notional Representatives: THE GEORGE P. HOLLINGBERY COMPANY
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of arrangement. Several sponsors of
five-minute programs in network radio
have cut half-hour programs down to
25 minutes. and then have filled the va.
cancy left by the trimmed-down show
with their own capsule five-minute
<how for another product. When the
network  permits this practice. its a
bargain for the advertiser. He gels a
double impact for little more than the
price of one,

\gain. it's simple mathematies. |n
an operation where an advertiser’s five.
minute show follows the samne adver.
25-minute show—Ilike a row-
boat tied to the Queen Elizabeth—e
will get just under three minutes of

|i'-l'r =

commercial time in the first show and

about one minute’s worth in the sec-
ond. That's nearly four minutes in all.
The only i\rnlr]r'm is added talent costs
of the five-minute show, and these are
usually low. particularly in the case of
news, sports results, or commentary,

There are several such cases in
which 25-plus-five equals  something
more than 30 on the air right now.
General Mills airs a 4:00 to 4:25 p.m.
show. Cal Tinney. weekday afternoons
on ABC Radio. Then, General Mills
follows Tinney with a five-minute Bet-
ty Crocker Time until 4:30, General
Foods, one of the biggest of all hroad-
casl advertisers, uses the same “hitch-
hike™ technique on Loth CBS and NBC
in the following way:

restcdent.

LANDON BUYS WREN...
PLEDGES CONTINUATION
OF HIGH RATING

cood mvesoment himancrally, but a sound investment
HE service 1oy connmunity aud stae.”
paid ribute 1o the station’s personnel and said he
plans 1o work more closely with the presen stall.
Former governor of Kansas and well-known in na
tiomal public life, Mr. Landon is a longtime Fopeka

'he purchase of station
WREN by Alf M. Lan-
don and family has been
announced.  In making
the announcement pub-
lic, Mr., Landon said, 1

have IHI]H. been -
};I'L'&.\(':l with  the real

conumunity acceptance of
WREN thruout Eastern
Kansas. 1 considen

WREN not only 10 be a

My, Landon

76

On CBS, General Foods airs the
weekly Gangbusters for Grape Nuls in
a Saturday 9:00 to 9:25 p.n. slot. Rid-
ing along behind it is a capsule show,
Sanka Salutes, for General Foods™ In-
stant Sanka in the 9:25 to 9:30 p.an.
segment. In NBC's Thursday nigln
lineup. General Foods sponsors Koy
Rogers in an 8:00 to 8:25 p.m. slot for
two Post cereals. Grape Nuts Flakes
and Sugar Crisp. Following the West.
ern adventures of Rov. there is a five
minute news <egment, Log Cabin
Vews. for a GF breakfast produet, Log
Cabin Syrup.

Strietly speaking. such tandem ar-
rangements are not “deals.” They are
perfectly legitimate. and you'll find the

* * * * * * * *

ssAdvertisers have become less con-
cerned with competitive ratings and are
realizing that sales results are the impor-
tant yardstick by which any advertising
should be evaluated.**®

R. DAVID KIMBLE
Dir. of Nat'l Promotion, BAR

* * * * * * * *

prices on any network rate card.
Their real meaning to an advertiser
is this: By using the 25-plus-five ar-
rangement, guarantee
themselves extra radio coverage for a

sponsaors  can

secondary product in prime network
time, and on the same lineup of sta-
tions as their larger network show.

Although TV competition has helped
bring about many a five-minute pro-
sram in network radio’s current crop.
several TV sponsors view radio’s cap-
sule shows as an ideal way to achieve
extra advertising pressure in non-TV
areas and in the non-TV homes in tele-
vision narkets.

“A five minute network radio show
aflords an execellent balance 1o TV ex-
penditures, particularly if the radio
show is aired in a daytime slot. Thus
vou can add solid radio coverage at a
reasonable 1'05[-[1('!’-].0{]“ to the impact
of TV in video homes,” J. Sherwood
<mith. board chairman of the Calkins
& Holden, Carlock. McClinton & Smith
agency. told sPONSOR.

This agency has worked out this
system in practical terms for two of its
leading accounts, Prudential Life In-
surance. Stokely-Van Camp,  In 1950
the latter firm had a twice-weekly.
quarter-hour TV show on NBC's video
web, The Little Show. with Singer John
Conte. Practically no simultaneous ra-
dio effort was made to back up the
f‘;[n]\'f‘]_\‘ TV show.

SPONSOR



“Yes! Yes!

A THOUSAND TIMES YES!”

"A chousand times, yes, is right!

More than a thousand requests came in to vivacious
Christina as a resule of a single offer on her
Christina’s Garden Club of the Air” program heard
Mondays, 7:15-7:30 A.M. over KVOO. The offer?
A litcle folder on "Beautify America with Roses”.
No wonder Christina is now in her 13th year with
this great program over Oklahoma's Greatest Sta-
tion! People do enjoy Christina’s garden and flower
hines . . . they do find it easy to hear it all over
Oklahoma’s No. | Market Area and chey do
respond! While Christina has used many forms of
advertising during her 12 years on KVOO her 7:15
Monday morning program has been consistently a
happy and effective vehicle which, in Christina’s

own words "Really gets the job done!”

Congraculations, Christina, on a wonderfully in-
teresting and highly successful program which you
report has had a really important parc in building
your fine business to its present impressive stature

... one of America’s largest retail florists operations!

50,000 WATTS

OKLAHOMA'S

17 NOVEMBER 1952

RADIO STATION KVOO

NBC AFFILIATE
EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

CREATEST

Christina Tinger, owner and operotor of Christino’s Flowers, is one
of Americo’s top florol designers, in demond oll over the couniry for
demonsirotions ond closses. Helding many honors in Stote ond MNaticnal
associotions, Miss Christine still finds time to enjoy writing ond pre-
senting her own radio progroam each Mondoy morning over KVOO.
On September 15th she begon her 13th conseculive yeor with this
progrom.

KVOO is proud of your program! It's a great
fifccen minutes for everybody who loves flowers . . .
and just about everybody does! And it proves again
— a greac program and a greac station are an un-

beatable combination!

TULSA, OKLA.

STATION
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Farlyv  thos however. Stokely
switched to a onee-weekly participation
i CUBs TN s Garry Hoore.

~tclerabily in ]:Ilrlll]i'lillll. cosls while el

MeRAT.
SAvVing con-

ting a roughly comparable audience,
Ihee <avings= were put into a five-minule
worne  radio show, featming Joln
Comte and aired on ABC Radio. Stoke-
s “halanee™ to TV currently reaches
it nearly 730000 radio and radio-
TV howes cach morming. aceording to
\. . Niel=en.
would have been passed by, if Stokely

Mamy of these homes

had remained o TV-only advertiser.
Other TV cponsors using five-mimute
shows 1o balanee their video selling in-
lude
names, S, C Jolnson. sponsor of an

some  of television’s  higgest
expensivie alternate-week Robert Mont-
vomery show on NBC TV, keeps a
strong anchor in radio with nearly a
hall-dozen different five-aminute series,
Consisting anostly of news and Wash-
mglon connmentarny . the Johnson cap-
sule <hows are aved on Mutual in das-
time and aliernoon =lots. thus giving
John=on air entré into hoth TV and
non-T\" homes,

Giant.  multi-product - Phileo Corp.
= anothe Sponsor in this “hackstop
TV categon,

“Ou the air. we <ell TV sels primar-

Forjoe and I}umpanr |
S, E. Dora-Clayton Agency
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Charleston’s most far reaching station

ilv with Phileo Playhouse: appliances
and home freezers on our |1Il!l'||i||:_"
vadio Breakjast Club.” an official of
the Hutehins ageney stated. ~But, un-
til recenthy we didn’t have a good ai
segitent in which we could sell the new
Phileo radios effectively
now that they have a short-wave serv-

particularly

i"v ||."I!'li!.

“Also. we were looking for a pro-
eram arrangement whereln we could
local cut-in for local Phileo
radio dealers, We solved the pl'uinl?lu

liave a

by Dboyving a five-minute package of-
fered us Iy ABC Radio, Edwin €.
Hill's Human Side of the News, Being
1030 1o 10:35 pan
we can gel a minute and a halls
that time of
night. OF this. a minute is spent in

in marginal time
worth of conunercial at

plugging the new Phileo radios to the
The re-
mainder is taken up with a co-op cut-
in for local dealers on a voice cue from
Hill. We feel it's a very good buy.”
Niclsen data on page 34 <hows that

mostly  mascoline audience.

the 1ypical five-minute program in net-
work radio lives, as one of Nielsen's
research experts puts it. “as a funection
of the adjacencies.”

Seldom does a five-minute show get
a better rating than that of the sur-

1000 WATTS

Y'know, i the kennel the other day we were talking
and yapping about things—ihe way us dogs do—and
the subject of service came up. A loita stations figure
that when the contract s all signed up, theie job is
over. They seem 1o figure that they are confering quiie
enough honors on a poor, benighted sponsor just by
allowing him to put his announcement on the ar'

" tain't so here. My bosies are constantly working on
inerchandising and sales promonion schemes (aside from
radio ) to bolster our chients” sales through the teentory,
Not only the usual window displays, personal calls on
distributors and dealers, letters 1o dealers—bwr unigue
wethods such as brnging the enure George Morgan
Grand Ole Oprey unit 10 Charleston last spong to pro-
mote International Milling's Robin Hood Flour. Lots of
tolks turned out, saw a good show, and made friends
with a mighty good flour concern, toa!

"Yes sirree, we try to look after those who put enough
confidence m ws to entrust us with their advertising.
“And from the looks of if,
jobs

we've done a mughty good

HARLESTON
AROLINA

All this and Hoopers too!

rounding.  fore-and-aft  shows.  It's
therefore generally parasitical in ils
existence. u~ually getting ratings some-
what lower than the average of the
shows which Tollow or precede. re-
searchers puint out,

Despite the discouraging elements of
this “Chinese rope bridge™ rating sag.
some =ponsors are beginning to put
large campaigns  behind
their five-minute <hows, or else huild

ll]'[l]lln]illll

them arowd a strong Iu'rr-nn.'llil_\ in
hopes of building a regular listening
hiahit in radio and radio-T\
That this can be done —and done
successfully-—is ilustrated by the sue-
vess of Johns-Manville Corp.. which
continues to put about 80%¢ ol s
~1.000.000-plus advertising budget in-
to the nightly Bill Henry and the News
show at 9:00 to 9:05 p.n. on Mutual
J-M has done an excellent public re-
lations and selling job for itseli with
the show. One of the reasons for its
success is the fact that J-M hacks up
the show with a considerahle amount
of promotion to the building trade—
the real buvers of J-M products, Thus
the show  develops steady  listening
among J-Ms potential customers,

homes.

Latest to follow in the [|Iu1s-lt'|n- ol
Johns-Manville. in  having
which can stand by itsell. is Colgate-

a show

Palmolive-eet. sponsor of u Tuesday
night capsule show with famous Gossip
Colummnist Louella Parsons. Aired from
10:00 to 10:05 an Tuesday=. the show
i= in many ways a concession to Col-
VMost networks don’t like to start
capsule <hows on the hour and leave
25 minutes dangling in space. How-
ever, the Parsans news spot contes al-

uale.

ter o high-powered lineup of Tuesday
night CBS shows which ineludes: Peo-
ple Are Funny (6:00 10 8:300, Mr. and
WUrs. North 18:30 16 9:000, Lije With
Lutge 19:00 to 9:300. Mr, Friend Irma
19:30 1o 10:001).
doesn’t hreak into this flow
ence: she inherits it.

“since audiences have a chowe ol

Louella. therefore.
of audi-

=witching at 10 o’clock to another <show
or another network. we felt that onhy 2
personality of the caliber of Lonella
Parsons would hold this aceamulated
CBS audience with just a five-minute
shiow.” Bob Owen. an executive on the
Colgate aceount at Lennen & Newell
ageney, told sroxsor. “This is proy-
ing o he correct, and the result has
been an excellent advertising huy for
Colgate’s  Lustre-Creme ]!l'llllll"l.‘-. as
well as a good radio balance for the
(Please turn to page 82

SPONSOR




Io O-0-H (0Out-Of-Home) listening

: A recent Pulse Report showed a big bonus
audience for West Coast radio advertisers—the mobile millions
who listen away from home. KMPC dominates Southern
California’s out-of-home audience, as shown in this Pulse report :

(a) KMPC tops all other Los Angeles radio stations with the
highest individual O.0O.H. rating—21% on Saturday afternoons!
(b) KMPC tops all independent stations in L.A. for total weekly
0O.0.H. ratings! (¢) KMPC tops all but one network station in
L.A. for total weekly O.O.H. ratings!

2. Southern California’s one-station

network
K p LOS ANGELES
30,000 warts days. 10,000 wares mights. %

FREE SPEECH
MIKE

Represented nationally

by H-R Representatives, Inc.

L RADIO IS AMERICA'S GREATEST ADVERTISING MEDIUM
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About Automobiles...

and Dealers

WASHINGTON, D, €. — More than
AL000 pew ear dealer members of the
National Automaehile Dealers Association
are bring mabilized behind o program
1o ~timulate state and loeal action lead-
ing 1o solntion ol the problems existing
throughout the nation as a result of in-
adegquate highway and parking capacity.

A release giving plans detail has just
been made 1o all radio stations . . . here
are o few startling highlighis:

There are more than 52 millions
of sehicles on the highwass 1oday

. an inerea=c of 70% in seven
vears!

86 of sehienlar travel i~ on
23% of the roads, 211 billion has
been estimuted as the cost of mod-
ernizing these highways.

Roadways are wearing oul. It ha~
heen estimated that 69% of inter-
wedintesaype highways in =erviee
January 1. 1952 will be worn out
and  need  replacement within 10
VEArs,

Too many of the principal strects
in cvers town are loaded heyond
capacity.

Lasses growing out of trullie con-
gestion  and  accidents have  in-
creased 1o the point where insur-
anee alone ean be the economie
“straw 1o break the eamel’s baek™
in the family budger . . . making it
inercusingly ditlicult for the average
wage earner o own his essential
automaobile which 537% of them ose
to gel o and from work,

L. S, Public Roads Commission-
er, Thomas . MacDonald. the
NADA broehure points out. has ob-
served: “We pay for roads whether
we have them or not: and we pay
maore il we don’t have them than if
we t'u.h
|"',\('r_\ state aotmnobile dealer asso-

sation has heen nreged by the national
association 1o make its speeial highway
program an immediate major aetiviny
and 1o deselop. in the publie interest,
an immediate and speeifie plan of ae-
tion leading 10 the loeal solution of
these serions problems,

e uf i Aeries frnm the National Auto-
maohile Dealers Adssociction—:Any mate-
rial comtained herein may be reproduaced
withont permission.
A brochure, *“The Case for lnereased
Highway and Parking Capacinn.” con-
ing Inll bhackgronnd information i<
available, address:

DIRECTOIR OF PUBLIC RELATIONS.
NADA
1026 17TH ST., N W,
WASHINGTON 6. DL REL 0916

“FIVE-MINUTE NETWORK RADID PROGRAMS

30 ave spounsorved ou full or partial networks

TIME Snow SIFe £PONSOR. AGENCY SHOW AKD TYPE AR
8:40 7.m. (Mon-Fri) CGenerel \Wills: Dancer-  Time tor Betty ABC
Fitzgerald -Sumple (rocker \home
service |
8:55 a.m. (Mon-Fri) | ttumin Carp, ot Amerven: Gabiriel Heatter MBS

Rastor. Farrell, Cheslern i philosophy )
& Clifford
8:55 a.m. (Mon-Fri) Stolelvl un Camp: Cal- Jokn Conte Vmusicy  ABC
kins & Holden, Carlock.
MceClivton & Swmith

11:00 c.m. (Sat) Campana Sales Co.; Walo Bl Shavdel & cBS
faceFeeery-Hanly N ews

11:25 a.m. (Mon-Sat) 5. (. Johnson & Son: Headline News MBS
Veedham, Louis &
Brorbs

12:10 p.m. (Mon-Fri) Pradential tnsurance: Cal- Jacl Bereh Vinusic) ABC
kins & Holden, Carlock.
Me€tinton & Smith

1:55 p.m. (Sat) General Foods ' Sanka) ;. Galen Drake cBS
Young & Rubicam
2:00 p.m. (Sat) Barbusol Ca; Erwin, Wases Barbasol Lineup MBS

i sports, belore
Game of Week)

2:25 p.m. (Mon-Sat) | 5. (. Jolnson & Son: Headline \News MBS
I Needham, Lows &

Brorby

2:30 p.m. (Mon-Fri) General Mills: Dancer- Time for Beny ABC
Fitzgerald-Sample Crocker

2:55 p.m. (Mon-Fri) Hazel Bishop: Ravmoend  [nside News from NEC
Spector Hollywood

3:25 p.m. (Sat) S. €. Johnson & Son: Headline Vews MBS
Veedham. Louis &
Hrorby

3:45 p.m. (Mon-Fri) Aellogg Co: Leo Burnetr Carl Snuth (music) CBS
4:00 p.m. (Mon-Fri) Toni Co: Tatham -Laird It [lappens Ever [of:13
Day  (humorous

news
4:25 p.m. (Mon-Fri] General Mills: Dancer- Time tor Betry ABC
Fitzgerald.Sample Crocker
4:30 p.m. (Sat) Barbasol Co: Erwin. Wasey Barbasol Scoreboard MBS

i sports. follows
Game of Week)

4:55 p.m, (Sun) Iick Chemicad: Vorse l'icks Yews MBS
International

5:55 p.m. (Sot) S, (L Johnson & Son; Capital Commen- MBS
Needham, Louwis & tary
Brorby

5:55 p.m. (Sun) Rest Foods (Shinola & Larey Le Suenr CErS
Rity:y FBarle Ludgin \ews

6:25 p.m. (Sun) State Farm Mutuwal (in- (ecil Brown & MBS
surance) s Veedham. Vews
Louis & Brorby

7:55 p.m. (Sat) State Farm Mutnal tin-  Cecil Brown & MBS
surancel : Needhan. Vews

Lows & Hrorby

7:55 p.m, (Tue-Thu) If jliroot Co: Batten, Bar- Titus Voady Speak- MBS
ton. Durstine & Osborn  fng (comedy )

8:25 p.m. (Thu) General Foods Log Cabin Vews NEC
tLog Cabin Sveup) :
Henton & Bowles

9:00 p.m. (Mon-Fri) [vhns-Vanville Corp: 1. Bill Heary & Vews MBS
Wlter Thompson

9:25 p.m. (Sat) General Foods (Sanka):  Sanka Salutes CBS
Young & Rubivam (news comment)
10:00 p.m. (Tue) Colgate-Palmolive-Peet Louella Parsons CBS

i Lastre-Cremeyr s Len-
nen & Newell

10:00 p.m. (Fri) Ford Mator Co: f. Walter Bob Trout & Vews CES
Thompson

10:00 p.m. (Sun) Furd Wotor Co: J, Walter Bob Tromt & News CBS
Thompson

10:30 p.m. (Mon-Tue) Ford Waotor Co: 1. Walter Bob Trout & News CBS
TI"H'HHJ.‘!PH

10:30 p.m. (Mon-Fri) 'hilio Corp: Hutchins tdwin . Hill Hu-  ABC

man Stide of News

10:30 p.m. (Mon-Fril| Internationul Cellucotion: Jolin  Cameron NBC
f"tlu."i', one & fl'm'fh}l,'_' .\'H'ﬁ'_\:r.‘ & News
(Ml 5 Jan, 530

Press-time addition: “Cedric Adams'® for Sonotone Corp,, CBS, 4:55 p.m. Mon., 10:35 p.m. Sun,, start-

ing 30 Nov win Kudner: “Bob Trout & News'™ fer Ferd, 1000 pm Son, wvia ) Walter Thempion

80
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DEAR Mouse

THIS IS A 816 Cye
ESE
GUARANTEED T Lasr |
YOUALL THE Resr |
OF YouR L(rg,

PoN'r
LESS ¢ SETTLE FOR

"l ought to be able

to figure this out!”

Kentucky isn't like a lot of the other permit you to buy the golden part

47 States. Here, a tremendous part of Kentucky (plus an imporrant

of our total buying power is crowded hunk of Southern Indiana, with another
into a relatively small market. 55.3¢7 of quarter billion dollars in effective
Kentucky's retail sales are made in buying income) at lowest cost per
WAVE's daytime area — and you need potential good custonier.

seveval other stations to ger the - i P
z Well, those are the facts. We bet

remaining 44.7°,. ;
vou've already figured your

WAVE's low “rL‘L!_"inll.ll-ht.lrit111" rares conclusions!

WAVE

5000 WATTS + nNBc o LOUISYILLE

&F Free & Peters, Inc., Exclusive National Representatives
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! wlpel’= e nditures on T\

with Seerhe 1t Rich.”™
the radio advertising dol-
] 1] ]l"llf"'] I ||.J'--'|_'|‘- i|11"
e network shows ane l=er. 1
L sense. spol advertising (ol-
L= has bronght srambles Trom
talica o .who u=uallyv view the five-
e nelwork radio show a< a lorm
I poaching on spol s game presernve.
Lt the networks are contining thei

siles eflart= just the =ame.
\ elear

melwork <how I\I}-Ilh stole

cut example of a bve-minule
the thunde

compelitton can lie Tomnd

ol =Pl

Vitamin Corp. of  Ameriea’s Gabriet
Heatter capsule show, 6:55 o 9:00
on Mutual.

“<onte of the stations we had 1o buy
in the MB= netwaork lineup are in mar-

a.l..

ket we don’t particularly care aboul,
But. we cet a loneer and havder *sell’
live=mnnuli

hall

with onc-minute radio spol announee-

with o Heatter show 2

minute and a than we would
Vice Ross, veteran timebuyer
and radio excentive of Kastor, Farrell,
Cheslev & ClitTord. VCA's ad agenev.

revealed Lo sPoNson.

wents.

“One of the principal reasons we

NBC « 5000 WATTS
970 KILOCYCLES

FREE & PETERS, INC,

N Exclusive National Representatives

hought the show —apart from the fact
that it =ives us a star salesman and no
headaches of routing spol transcrip-
tions—is that we have the show sloted
between 7:00 aan. and 9:00 a.m. i all
of the time zones on most MBS outlets.
I'hat’s ¢hoice morning time in anmy lan-
cuage. Certainlyv. it's something the
reps can’l produce in that many mar-
kets. what with the tight situation in
morning spol. The show is aired from
tape recordings. and nsually lands next
tooa hich-rated morning news <how or
morning disk jockev. We reach nearh
1.O00.00O homes every morning, de-
spite any  wasle cireulation we may
have. al a network cost-per-1.000 that's
highly competitive with spol radin,”

Miss

What kind of audienve size can an

H‘ == illl!h’{l‘

advertiser expect Lo attract with a 1y pi-
cal five-minute show ?

\= the Nielsen fizures in the chars
on page 31 indicate. the sponsor’s
chences of attracting an audience that’s
larger than that of the shows which
precede and follow his capsule pro-
sram are very shight. In the over-all
pattern. the rating falls ofl aliour one-
hall of one rating point between the
fore-and-all

The

programs in network radio with spon.

prozrans.

average rating of five-minute
sored neighbors. according to the same
Niclsen figures. is about a 2.1, Thal's
1.0O32.000) rachio- TV
homes= lor a full-network show.

about radio and
The average rating of all five-minute
network radio shows ineluding those
with sponsored programs fore-and-alt.
and those with sustaining neighbors
i~ about a 2.1. In
that’s about 921.000,

Of course. this s a rongh index. Am

terms ol homes,

sponsor contemplating the purchase of
a fme-minute petwork  radio show
should look carefully at the latest ol
the programs which will precede and
[ollow his :-llll_

Then. he can add them 1ogether and
averaze these ratings. Finallv. he can
lower that fizure about a hall-point to
a Tull point and this will be a reason-
able cuess as to the rating the five-
minute show will deliver. A projection
of this. il the show is atred on a full
national radio network. will give a
roneh index of average andicnce size,

What

about the number of times per week

docs  radio l#‘hl*.‘ll'l“l reveal

that  an five-minute
)

~how is dialed by vadio andiences?

across-the-hoard

Sinee the majority of five-minnte

-uil(s\\ !||||:'||;|-.“- are ;lil'l'ul ol i li-‘t.II\

SPONSOR



ATLANTA

5000w

CBS RADIO

S MACON 4

CBS

ONLY A COMBINATION
OF STATIONS CAN
COVER GEORGIA'S

MAJOR MARKETS

SAVANNAH

WT0C

1290ke

RADIO

the TRIO offers

advertisers at
one low cost:

CONCENTRATED

COVERAGE
®

MERCHANDISING
ASSISTANCE

LISTENER LOYALTY
BUILT BY LOCAL

PROGRAMMING
®

L g : DEALER LOYALTIES
represented “",v'
individually and in 3 ma"or markets
as a group by
THE KATZ AGENCY, INC.
NEW YORK CHICAGO DETROIT ATLANTA DALLAS KANSAS CITY LOS ANGELES SAN FRANCISCQ
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basis, this is a question many adver-
tisers would like to see answered. An
\. C. Nielsen analvsis of a tvpical five-
the recent dailv Ced-
ric Adams capsule show for Pillshury

fminule program

iffords an important clue:

CEDRIC ADAMS SHOW
Week of 12 Apnil 1952

Ssumber of Do
show was  tund
during woek

Percentage ol
weekly asdsenis

1555
3.4
! 18.2
] 13.1
191
\s puinted ovut carlier the five-min-
ute network radio show seldom devel-
ops a strong lovalty pattern. The fig-
ures above would seem to indicate that
the number of homes a sponsor hits
on anv one day is elosely related to the
;lllulil'iu e size nl' -]||-\\-. \»ilif'il Illl[tri\

ur pre ede the Aive-minute <lot, * * *

COMMERCIAL REVIEWS

iContinued from page 54)

sound track describes the important role
jewelers play in their communities and
how they are merchant craftsmen to be
trusted as friends and counselors. As
such, this copy is a most merchandisable
entity and hence the words from the track
have been set into jewelry store displays
and are now being used across the country.
The copy closes with the fact that the
entire program is dedicated to the jeweler
for his services to the community in which
he lives.

This 1s using a television program as a
double-edged sword, not only to move
merchandise directly, but as an influential
element on the trade itself. Not a bad
idea at all!

In HANNIBALAND®
THEY have money

to spend!

=

- 1=
AN
* HANNIBALAND —the large 41 county —
area surrounding Hannibal, Mo., (o= '/,
Quincy, 1ll., and Keokuk, lowa. v,

XA\
H\’

% gl

The population of the rich Hannibaland area is mostly
rural. These are the folks who have the money to spend
to buy your products. To sell 'em use the station they

listen to most—KHMO.

KHMO reaches and sells the buying power of the
240,470 radio families who live in this large, 41 county

arca.

Make your selling job easy in the middle-west in
Hannibaland — buy KHMO. Write, wire or phone
KHMO or Pearson today for availabilities.

5000 watts day @

Representative

John E. Pearson Company
El

Mutual Network
Hannibal, Missouri

1000 watts at night
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Parliament Cigaretres
Benton & Bowles, N. Y. C.
Announcements

Afrer many months of seeing the Parlia-
ment copy used only in Station Identifica-
tions, I finally caught a minute announce-
ment for this cigarette and it’s quite in-
teresting to see what 50-odd additional
seconds of time permit this advertiser to
accomplish over and above quick mention
of the built-in filter mouthpiece (which is
the sum toral of the copy in the 1.D.).

Here, in the longer commercial, dia-
grammatical illustration explains the filter
feature and graphically portrays its ad-
vantages in trapping nicotine and so forth,
There is not only demonstration but solid
reason-why copy, comparisons drawn with
competitive filters, and product-in-use plus
an effective optical or two.

The expanded sales story points up the
hazards of running Station Identifications,
regardless of their high rating adjacencies
unless your copystory is one of simple
brand recognition or a quick theme line
that can stand on its own feet without
further elucidation. Generally speaking,
in competitive markets, I'd say more time
is needed—and when this time is well
used, it becomes tremendously valuable,
despite the fact that smaller audiences will,

pethaps, be available to see it. % * *

YOUR TV COMMERCIAL

(Continued from page 40)

A good rating for a show merely in-
dicates a big audience. Selling the
product is the job of the TV conuner-
cial in the show, and a TV commer-
cial which isn't remembered by the
audience just doesn’t sell,

2. Video commercials, despite great
amounts of money and loving care,
are often mediocre sales efforts. In
“How to Increase the Effectiveness of
Television Commercials”™ the NBC TV
researchers stated: “Viewers are nol
as familiar with, nor as interested in.
the sales story as the advertiser is
They neither know nor care about the
problems that had to be overcome in
lilding the commercial.”

3. TV research studies show that
TV advertising adds extra customers,
But the mere fact of TV advertising
doesn’t guarantee a standard amount
of extra sales in every case. Analysis
of these studies. such as NBC TV's
“The Hofstra Study.” proves this

SPONSOR
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In England, in the 18th century
people were laught to wrile on
“sand tables." Movices practised
on the sand surface: the two
boards were used as ‘erasers.”

mll”“‘il’ we live in one of the world

most literate nation ['t'u[l|l must still he

taughi to write, to read, 1o add or subtract
';lll IIIl'\ 1eVer ni ed be !.|1I~_iiil Lo |isfen.

.Iil.lil‘w \\Ei\ :.n“': i‘\ -|:11! .1|‘.\.!\'- \‘II.] i'l
such a potent medivm ol communication

of education, ol advertising

And because Westinghouse radio stations
believe in making programs listenable.
I”‘\1 l.!‘-‘ .l”l.1 .1]\\.|\“-. 1||‘\ L“|||il]l|t' L0
INUTCIN [I]l” .||.!l.||1 nocs in six |l.il1|”‘_.'_
market-areas:  Boston, \|=||ir-;iju|\|. Phil:
delphia,  Pittsburgh, Fort Wayne, and

I’i il |'.l|]\]. ( )l'l'l_:ull.

Advertisers needn’t be tanght that these
audiences comprise o substantial slice «

the country’s purchasing power

WESTINGHOUSE RADIO STATIONS Inc
WBZ WBIZIA KYW KDKA
WOWO KEX WBZ-TV

National Representatives, Free & Peters, except for

WBZ-TV: for WBZ- TV, NBC Spor Sales
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point. In one FII'JHJH"‘ calesory of the .";"FI\\l'I'ill has= _'_'nrul :Illllllll.'- for -Il"ll i
Holstra report. Tor example. one TV seneralized remark: his firm has tested
spott=or wol efght times a= much sales  the reactions of more than 750,000
veturn Tor his video dollar o< that ob- [ll"‘Mv to =ome 0,000 air conmercial=

tined i

one of his TV

W hat makes one TV connnercial sev-

{ ..!|!!Ii'|i|lll". in the pasl sIx vears.
L ntil recently. however. there was a

cral times more elfective at the sales  sizable Tron Curtain between the find-

conter  than another  commercial?  ings of Schwerin regarding TV com-

Wi are some TV sales points vemen- mercials and the mass of TV adver-

hered. amnd others Torgotten? fisers who want added efficiency in
“Nir o advertising  failures can be their video selling.

Lractsl, not 1o [HpT ioneepls in mosl Ihe reasons. ol course. are olwions,

No advertising department or big ad
likes to have its mistakes ex-

N l!lll 1y [T exerulion ll[ Lhose

ilea<.” veteran Qualitative Researcher  azency

Horaer Sehwerin stated not long azo,  posed o the cokd stare of higher hrass

_— how important is

_— WSAZ-TV o0 you?

WSAZ-TV, with its Huntington-Charleston

> HOMETOWN PROGRAMING, is close to the

X hearts and the purse strings of over 2,000,000
persons in the rich Ohio Vzlley—67 counties in

\ West Virginia, Ohio, Kentucky and Virginia.

— T )

These loyal WSAZ-TV viewers spent
$1,446,895,000 in retail sales in 1951.

Could your sales be better in this area?

Sales can always be better!

So WSAZ-TV is very important to you!

WSAZ-TV sells more goods to more people more
often than any single medium in West Virginia.
’J.; Let WSAZ-TV sell for you!
-.-::\_ --—‘*‘\

]

Affiliated with all four Television Networks

HUNTINGTON, W. VIRGINIA
represented by the KATZ AGENCY

WSAZ-TV

84,000 watts on channel 3

and the competition.  On the other
hand. il an adman finds somethine
which looks like the hottest secrel since
the Normandy invasion. he hangs onto
it with the grip of a bear trap.

But many of the security wraps have
been removed from Schwerin's find-
ings in the new study just released by
NBC TV, “How to Inerease the Effec-
tiveness of Television Commercials’™ i=
the latest fink in a chain of useful NBC

TV =tudies which have included “The

Holstra =tudy™ (1950}, “Television
Today™ (1931 1. and “Summer Televi-
sion Advertising™ (19521,

\\llill \“(.‘.‘ ||’.—|‘:tt'|'||l-]'.- have ti“ll"
in the new study is 1o disiill thousands
of Schwerin Research Corp. tests and

* * * * * * * *

salt i~ entirely possible that 1953 will
he the |li'.'.,‘_'rsl sear for the ~ale of sets
in television histors, I think the industiey
will =ell at least six million sets next
vear—and  possibly over that figure.**

JOHUN K. MeDONOUGHL, Gen. Mgr.

Svlvania Radio and Television Dir.

* * * * * * * *

findings on TV commercials into a sel
of five zeneric rules for the improve-
ment of video selling {see page 101,

To a handful of TV advertisers. the
findings will be truly ~old stuff.” But
this fortunate group is an exceedingly
=mall minority in the opinion of those
familiar with the mountains of schwer-
in TV data.

“We that

leading video advertisers make the

discovered some of the
same mistakes as the hrand-new adver-
tiser,” an NBC official who helped pre-
pare the new reporl revealed. "It isnl
as though the TV conunercials [rom
these leaders are amaleurish in their
lechnique.  I's just that some adver-
lisers zet much too close to their own
problems in TV commercials, and lose
their sense of objectivity and simplici-
Iv. That's why we feel that our new
study can be just as helplul o the
well-established. big-hudget advertiser
in television a= it can be 1o the small
advertiser or ageney with his first TV
campaign.”

Here. from NBC TV's uew reporl.
are the five basic rules of zood T
rommercials, and examples of what
Lappens when TV commiercials violate
these fundamental standards:

I. Correlate audio and
video prepeviy:

“There short-cuts” 1o the
mind,” the study points out, = The ad-

are 1o
vertiser whao thinks that he is gelling

SPONSOR



KRON-TV serves onc of the nation’s top TV
test markets. In number of TV sets the San Francisco
Bay Area now ranks in “First 10" market group

You’ll sell more,/ on Channel 4 in San Francisco

Bay Area/_/ 4

OF San Francisco's 3 established TV stations, you can be sure that
KRON-TY consistently puts more exes on spots because . . .

r - . »iTgs

KRON-TV has the market's highest antenna, providing clearest
signal and unparalleled “Clear Sweep” coverage of the
San Francisco Bay Arca, Northern and Central California

KRON-TV scrves the largest number of advertisers (Rorabaugh)

KRON-TYV offers the greatest percentage of audience ., .. both day

and might, and throughout the week™ (Pulse)

KRON-TV presents the largest number of top-rated shows —more
than the other two stations combined (Pulae)

*except Saturday daviting

Check with FREE & PETERS for availabilities! Offices in New York, Chicago,
Detroit, Atlanta, Fort Worth, Hollywood. KRON-TV offices and studios in the
San Francisco Chronicle Bldg., 5th and Mission Streets, San Francisco

SAN FRANCISCO CHRONICLE - NBC AFFILIATE - CHANNEL +4
17 NOVEMBER 1952 87




lwo points over at the same time h)
showing one feature of his produect
while discoursing on another, is #im-
ply deluding himself and weakening
hi* commercial. Failure to have the
voice and picture tell the samne story.
at the same time, i3 probably the most
common error on the TV screen. It's
such a simple, obvious rule, it's often
1-t'|‘r1m)kt‘d.”

One example of a commercial which
was commilting this error. and the im-
proved results which came with proper
correlation of the vocal and visual sell-
inz. is shown in the charts on page 1.
Eight times as many viewers remeni-
hered the key sales point of the T\
manufacturer—which dealt with the
fact that the set would not become
ohsolete when UHF stations weut on
the air—as soon as he showed audi-
ences the actual rear-of-the-set gadget.
instead of the front of the cahinet.

While the example above is fairly
obvious, other violations of the rule
are often more subtle. and thus harder
for the advertiser to spot. A leading
cake mix, for instance, had a TV com-
mercial which contained a shot of a
housewife using the mix in her kitchen.
This 15 perfectly good selling so far a~
product demonstration is concerned.

But the copy point being made was
not “See how easy it is to use.” In-
stead, it was the abstract idea of
“quality.” The announcer therefore,
spoke about the choice ingredients of
the product as the housewife stirred.
citing them as the reasons why the
mix produced such delicious cakes. In
its Schwerin testing, this treatment
won a recall of 8% for the quality
story.

* * * L * * * *

seA television program  provides an
opportunity merely to «ll u produet.
Whether this opportunity is eapitalized
upon is the real test of whether advertis-
ing dollars have been spent efficiently.?*

LEYTON CARTER
Gallup and Robinson

* * * * * * * *

In an improved version—since the
“quality” aspect was considered ver)
important by the advertiser—the video
followed the audio very literally. As
the announcer’s voice was heard speak-
ing about things like “fresh, rich milk™
and “finest, freshest eggs,” the video
showed milk being poured from a
pitcher, and eggs being taken from a
newly opened carton. This time. the
rememhrance score for the commercial
was 2177 — nearly three times higher.

Some spots
are better

than others

lu Los \ngeles, where vetail food sales total more
than 2'2 hillion dollars per year, KNBH has hesl
spot availabilities. FOODS FOR THOUGHT, on
Monday thru Friday, 11-11:30 AM, offers top
merchandising assistance, big audience, Stars are
havd-~elling Jane Hawkins and oy Wallington,

FFor the best spot, at the vight

time, at the rvight place use

K " BH Channel 4

HOLLYWOOD

Represented by
HNBC SPOT SALES
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2. Demonsirate the produet:

“People are more likely to remember
advertiser claims of product perform.
ance if they see that performance dem-
onstrated. Whenever possible, there-
fore, a sales claim should be demon-
strated and described at the same
time,” states the new NBC TV report.

The majority of products sold on
TV lend themselves easily to visual
demonstration. Most advertisers use
this technique in TV comercials, one
way or another. But not all of them
use it correctly.

A TV commercial for a well-known
kitchen cleanser was a good example
of a misuse of demonstration. In one
version, a housewife was shown hold-
ing the cleanser in one hand and a
shiny frying pan in the other while the
announcer spoke of the fact that the
product made cleaning pots and pans
an easy chore. However. only six out
of 100 Schwerin viewers remembered
the sales claim. Viewers had to take
the “demonstration” on faith.

In an improved version, the house-
wife was shown holding a greasy pan.
Then. as virtually the same audio was
repeated, she was shown at a sink.
seen sprinkling the cleanser on the
dirty pan and then rinsing away the
grease. The memory value was in-
creased more than four times; the re-
sponse score for the second version
was 287;. This time, viewers could see
the product at work.

Concluded NBC TV researchers:
“The simplest and most realistic dem-
omstrations invariably win the highest
recall.  Demonstrations which appear
to be far-fetched or which smack of
sleight-of-hand are consistently less
sucressful. For some advertisers, the
search for the most effective presenta-
tion device is difficult. But, once they
find the method. they can be sure that
more viewers will remember the point
they are trying to make.”

3. Keep it simple:

As pointed out earlier, in the case
of the cigarette manufacturer with the
fancy film commercial, the multiplicity
of gimmicks in a commercial can be
a danger. Too many tricks, too many
copy points, too much of an attemnpl
to go separate ways in audio and video

all these lower the memory value.
and ultimately the sales effectiveness of
TV commercials,

Not all the errors of simplicity are
matters of jamming too much into the
TV commercial. however. Some are

SPONSOR



In Philadelphia
PEOPLE WATCH

WPTZ

MORE THAN ANY OTHER

TV STATION:

NBC-TV AFFILIATE

1600 Architects Building, Phila. 3, Pa.
Phone LOcust 4-5500, or NBC Spot Sales



amply a maltey of presenting “cause”

| “efieet™ in a confusing manner.
‘i appliance manufaciurer, for in-
med o sell T viewers on

I that the special m=ulation in
roduct 1
bills

el commercial, the annonncer

relriceraton meant

eleciri I the first "'<||.\:-1-

o shown holdine a sheet of insula-
tien i one hand and an electrie all

the ather. It was an attempl 1o con-
WAL wo ronnected wleas at the same
thne. and tests showed a 2070 revall of
the <ales point when presented in this
wanner.

I'he 1|||]'i-|\---‘ version of the same

e
"L
T |
LI
L]

[ IC LN |

GARY,

commercial worked the same deas out

e sequence, First, the allractiveness
of lower electric bills was made, Then.
“Poinl

for it

A" had been made, the
“Poimt B,

was shown and described.

when

reason the special
m=ulation
Recall victually doubled : on the second
in Schwerin

version. the recall scor

wa= 4V 0. \udience conviction

that the

sales claim was true. inci-
dentally. also doubled when the points

were pr esented -r’p.ll.lh']\ f

I. Use the right presenter:
“This doesn’l that
weveial producer should spend all his

mean the com-

y oot T es :
l“ [ B . L "
:: T |: L] « I AL B,
2 (& - ""' P B L !‘ Ty :
Y.I ] I 'r- 3 ": - : et l‘ ', f‘
' i ; ' a ' __L'_ i
You can't cover Indiana’s #2
marke! from another state.
Our rates are local and include 50 kw
complete merchandising distri-
bution and promotion assistance.
We serve 400,000 loyal listen- ) 10 kw
ers in Negro, rural, industrial, ‘i
Ll - k )
and four nationality groups. £ 5 w N !
id ) »
[ ] [0
Only the Gary Sales Plan sells \ .:‘.‘ ’:1:
Indiana’s second market. :‘;i ,:d,:
; " oo o
Call us without obligation. ’.,?.q (K]
roo il
T ©.Cse. [ l‘b‘
DN

Gen. Mgr,.—WWCA

90

Chicago’s
Radio
Monster

time in projection rooms looking for
a new Dorothy Collins or Rex Mar.
shall.” the NBC T\ study explains.
“The cssential fact i= that whether it's
a person or amimated character. he
should be hizhly compatible to the
selling job he's assigned to do.”

Schwerin's tests and NBC TVs anal-
vsis reveals some of the basic tricks
involved in the proper use of a good
sales personality or cartoon character,
For example, imemory ratings of com-
mercials were found to be higher when
“the audience knows who is doing the
telling and the selling.” This 1= often
just a simple matter of showing the
face of the anmouncer hefore launching
into a sequence which consists of voice-
over demonstration,

\nother commaon T\

problem in-
volves the “compatibilin™ of the pre-
\ razor hlade

I'V commercial. for example. once useqd

scnter with the ;arulhl' l.

a burly-looking steel worker 10 get
across the idea that the blades pro-
duced clean shaves on the 1wughest
beards—and. incidentally. that eclean
I'he

store for the sales point in Schwerin

shaves were important. memory
tests was 137,

In another version. the same pitch
was made by an averaze-looking white-
collar office worker. Decause the ollice
nu;‘i\rr r‘"i'llll’l{ 1o |ll' a muore I"I‘_'il'.ll

!lluin' [n[' 4 man \\lln \\nulcl worry

about  his clean-shaven  appearance,
and because viewer identification with
ier. the

jumped to 5270,

him was e: SCOre

r{'~|um.\|-

Related closely 1o this question of
the “compatible™ TV presenter is the
vse of authorities in TV commercials.
“*Whenever it s appropriate. the use
of an authority inereases the recall of
the sales point.” the study found. How-
ever, the right kind of authority must
be chosen with greal care.

While doctors and dentists are effec-
tive when used 10 present generie adl-
vantagzes of products (“Cleaning your
teeth after every meal helps veduoce
tooth llt'l'.l'\.“ ete.). the {J]’llll'--.lnlllli
authority =o'l always the hest,

One baking-mix video commercial
tested by Sehwerin nsed a proflessional
chel. in the usual big white hat, as the
anthority. While viewers watched. he
proceeded 1o mix up a batch of hatter,
using the produet. This. the ¢lient {eh,
woulidl show that even a professional
chel thonght the product would achieve
perfect haking results. while heing easy
drew o re-

to uze.  The commercial

Sponse seore o 160%%.

SPONSOR



¢ ADVERTISERS: EAOCEL

In the first three-quarters of 1952, more advertisers bought more
time on WCAU-TV than on any other Philadelphia TV station.*

® MORE ANNOUNCEMENTS

® MORE PARTICIPATIONS

® MORE SPONSORED UNITS

® MORE NATIONAL SPOT ADVERTISERS

® MORE TOTAL ADVERTISERS

. PR A e

® WCAU-TV CARRIES 8 OF THE TOP 10 PROGRAMS

IN THE PHILADELPHIA MARKET.**

WCAU -TV

baugh ARB Sep 52

SPEAKING FOR FREEDOM
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Wil was wrong with the connner-
el was that the chel was ||--~-1|||\ nm
aperl: what was —implr— Lo biim mighi
il L -i:|||l||' for the housewife, \
the commerial went
the other
with greal suecess.

\ hitile

mercial, just as the chef had heen

sevomd version o
deliberately in direction

sirl was u=ed in the com-
she
mixed up a bateh of batter and made
a vake. The point was clear: I the
little girl eonld use the prodoet and
el vod resolts. olwioush any honse-
wile could tan. The <econd version ol

the commercial- with the Little |-

pet as the “anthorin™  drew a <core

—v3
'!t I R

feel that the “rigly
||l|'v--'!l!'-|“ <hould be constructed -'llilflj_'

SPnsors who
the well-corved lines of Marilvin Mon-
find that their
i~ enlertaining the viewers

roc may somelhnes
Tlllrlll'{
viewers — withowm
the Inmiml, Wha

happened when a TV

particularly  male
necessaribv selling
commereial for
a hand lotion was done by a scantilhy
clad beauty s shown in the charts on

With her the

model’s voral sales points went up

page 41, clothes on.

about six-fokd in memory value.

THANKSGIVING

Simpl: spires weh as this rise at count-

;n‘-.'- Kl]l_—.l'- (l'll:-ﬂ'-!.'ld'- Tl:li‘\' rise :]i‘n\'l'
recently harvested fields that have brought
thetr owners '.|1r_ ||ci':rat \'IE‘]CI n 1” [H.--
tory.  The Spirit of Thanksgiving is all
about s . . . in the golden corn piled high
in cribs and overdowing granaries , . . in
the sleek, white faced cartle and heavy
hogs that ||| 001 |‘1' on I.'Jh']r way o
markct ind in the faces of those whose
labors have acmin been so generously re-
warded

We at WIBW share this Thanksgiving
spirit with these farm families because they
are our close friends .. . our daily listeners.
Once again we rededicate ourselves ro con-
tmuing service in their behalf . . . for it
is only because of such service throughout
the years that we have been able to serve

our advertisers so successfully.

Cren. Mge, WITEW
C.BS. Radio for Kansas

3. Keep the video “setting™
authentic:

“The word “=etting” here has a much
wider connotation than the stage sel
used in the commercial.”™ the NBC TV
\Illl') points out. “The <ettimg should
he so planned that every element in i
should contribute to the impression
the make.  No

elements surrounding the presenter or

advertiser wishes to
ihe demaonstration should be ineluded
il they detract from that impression.”

\s a good picture is pointed up by
a good lrame. an effective commercial
i= therefore done i the richt atmos-
One
which attempted 10 violate
this. i order to

phere, commercial for a food
|l|'m|lll'1
“uel some life into
the <elling.” placed the m.c. of a videa
and  his assistant in a

Kitchen 1o demonstrate the produet.

show slage
The resull was funny. good-natured.
but the routine failed
commercial because there

and hoisterous
as a was

“nothing  real or authentic in  the

situation.”

A later version ol the same com-
mercial. along more conventional lines,
showed a beaming mother using the
prroduet in a kitchen. minus jokes. 1
was perhaps more corny and less en-
tevtaining, But the =ales points in the
version drew a

speonid menmory  re-

whereas those in the

[RIE N}
sponse nf (574 0l

sageed-up version received 127,

In winding up their report on how
to improve TV commercials, the execu.
Ii\f“- \\ltu \\Iirk!‘ii 01l lhl‘ |ll'njt‘|_"[ i||A
cluding NBC V.P. Ed Madden. and
like

s Rud Law-

sales  and  research  execulives
Horave S, Schwerin, NBC
rence. Dol MeFadyen. Hugh Beville
had this 10 say :

Jr.. and Tom Caofhin

“These principles are not hased on
the hunches. or opinions, or even the
cxperiences of any single individual-
however brilliant. They have evaolved
from actnal tests of several thousand
TV commercials for a multitnde of dif-
ferent products. And. like all prinei-
ples rvelating 1o creative work. they
vperale illll'l'u||'[|t‘|14}t'lll|}.

“We do not believe that a simple
listing will antomatically rvesult in a
petfect batting average for every coms-
mereial produced inaccordance with
these point<. But we do feel the ad-
verliser who L(‘i"i‘-' these ||rin:-i|:§:~.-

i oaind. cheeks storyboard  elements
acainst them, eliminates gross viola-
tions ol theni. can substantially raise

If‘\ l"I ll[ IIi.-i T\-
* ok

the |n~|‘fnl'|l|;l|1|'l'
commercials,”

SPONSOR
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you're rigl Tight on the button with Waterbury!

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

brass mills and makers of metal products.

No company better exemplifies the steady expansion

of Waterbury industry than Scovill. It began in 1802

with the manufacture of brass buttons. Today Scovill employs
over 7/ 000 persons who turn out products as diversified

as paper lasteners—aircraft parts—metal containers for

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

In fact, everybody in Waterbury turns a button daily=

the one that tunes to WBRY!

Radio dials in Waterbury “'stay put'’ at 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'!

o For YOU, this means ANY time is GOOD time on WBRY—

o ask Avery-Knodel for the WBRY story

Waterbury,
Conn.

CBS
5000 Watts

B

e e =)
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MR. SPONSOR ASKS

Continued [rom page 59

found it necessary recently

W o have

to replace our original slide projector,

ire pe-ordering an improved 1y pe

projector w i h ;1!'-'1'inl- y 2 slides

n view of the comparatively large
hibirary ol our own and r'Iil‘||| s slides.
We helieve that it would be a greal

meonsenience to our clients lo fined it

necessary o |"i‘|“' ¢ 1he -II.II'.'- which

they have already furnished us—even

thouah we might believe that there was
More Ve r=attliiy to the |r|'iiit‘i1i|| |J|'-
siened for the larger tyvpe ol lide,

Standardization will vequire agree-

ment between manufacturer. station

and client on an ideal size. | suspect
that the {'IUMI mi= mvolved o |1.III_‘..'ITIII'_'
to a standardized size are more acule
than

It seennis 1o e, therefore.

with manufacturers with clients

and stations
|

Vour

wat the next logical step is 1o expand

forunt so a= to mmclude the view-

points ol several manufacturers ol
slide projection equipment.
W. E;
Station

Wnz-Tl

Basten

SWARTLEY

Wanager

\imong the mam
svmploms ol
television's grow-
ing pains is the
|»|u1-|:-m ol Ilu\\

lo inserl local

dealer identifica-
tion in conjune-
tion with a na-
Ii:ilrll:il adver-

M hndrews tiser = film  an-

nouncements, The
!II'Hl‘It'II] i= im]rnbl.ml, it 1= current.
and it will ]'l'-li-a||-l\ continue for a
long 1ime Lo come. tl exisls -]HlJiI_\ he-
constderable variance

cause Lhere is

i local station equipment Lo handle
stides. balops. !L"[IPII.". and opaque cords.

One advertiser. 1o supplement a na-
tional  film :1!'!I].I”_\

spul I.tll![l."ll‘_'ll.

individual film clip refer-
This facilitated
the |n|'u:'|-1h||'w_ but the -||1urli||j_- and

prepared

ences o local dealers.

editing charges ran to about 850 per

obvioush  prohibitive ex-

=pot an
pense [or cost-conscious sponsors,

\tiother. confronted  with multiple
restrictions irulm.-:-d by local station
requirements.  simply  threw up  his
hands and abandoned all plans for
local tie-ins.

Lhere is. in wide use. a simple low-
cost solution to the varied equipment
[rl'n]rl"ln. [t 1akes into account the fact
that local TV stations stand ready to
prepare slides suited 1o their own indi-
vidual requirements almost without ex-
|'a-||1i|l11, Fither the outlel POssesses ils
own mechanical facilities. or a local
shop is available 1o provide inexpen-
~ive. ellicient ]ll'nt't'.—sih: Services,

The station-made balops are pre-
pared n accordance with artwork for-
warded Dby the agency. The artwork
itself, usvally a photoprint with a dull
finish and mounted on stiff cardboard,
size.

can be sulmitted in convenient

since the majority of stations have

recd }]r-ll |]lt'

gray telop standard of
1" x 57 it is sugeested that the art-
work be laid out and printed according

to these measurements. The stations
will then follow through in line with
their own specifications and bill the
daeine’y [ii] rhi' hll .'l“\ !ll'”[l“l'*'[} ."\Ji{{f'.
The Ill.‘milh'l. lf
should he submitted to the agency for
Sufheient

ing. always desira

Iif}ll‘\lll'll |pfr~_\i|llt'.

approval, advance schedul-

e, is mandatory in
this respect,

o= i[].

\ rough estimate of the
fI'nH[ S3.00 to ""-‘I“”

\ul\r-il \\l!lllll Iu'




depending upon the lettering necessury

and the detail in the card.

nouncer [ees, il any, will he low,
Ideally, an agency prefers final su-

Local an-

pervision ol the slide or card presented
in behall of a client. But il a time
problem exists. or a bulk operation in-
poses prohibitive charges. we can only
liope fervently for the day when equip-
ment uniformity will be observed.
Personally. | feel that the use of the
Eastman Kodak standard 27 x 27 plass
slide would provide the ideal answer
for both stations and agencies. \More
than 507¢ of the operaling stations al-
reacly have this equipment and proper-
ly it should only be a question of time
belore the remainder fall in line. The
slides can be made up in New York al
low cost  (approximately S82.00 per
unit) and the agency can exercise full
supervision ol the final product.
Television is big business. Just as

motion picture handling demands uni-
formity. so should the equipment that
handles subsidiary  [unctions  follow
common standards.

S, JAMES ANDREWS

Director Radio & TV

Waxon, Inc.

New York

ONE-WOMAN SOAP OPERA

( Continued [rom page 33)

belore the black backdrop used Tor the
show. the production  quintet  ex-
changed ideas Tor camera angles and
possible trick eflects,

This interplay of ideas. with sugges-
tions coming from all sides. resulted in
about hall the shots being hlocked out
in advance. The unusual part of this
proceeding is the wide freedom given
the cameramen. With only hall of the
shots being blocked oul, they were [ree
to feel their way through the rest of
the show.

What happens when the show soes
on the air is that all three cameras are
constantly “live,” teconstantly taking),
thereby offering the director in the
control room a continuous choice of
three shots [rom which to choose. The
cameras are kepl moving. changing
their offerings. and il for example,
Menkin likes a particular shot oflered
by camera No. 3, he vells, “Thal's
good. three. Stand by, three. Take
three!™

By the same token. Menkin is con-
stantly rejecting shots offered 1o him
by the cameramen, or suggesting im-

provements. s Miss Juster is huilding
up o a sereat ol terror, for 1'\.||||.1-|i,
a medinm shot may he soing oul over
the air [rom camera No, 2 as canmera
No. 1 switches lens for a« lose-up. Men-
Kin might direct as [ollows: “I'wo is
okay: hold it. One isn’t tiglt enough

gel in close enough to look down her

throat when she screams. That's it
fine. Stand by. one, Hold it. FTake
one!”

s the constant culting hack and
forth Trom camera to camera every 30
to 15 sceonds (and often more [re-
quently to step up suspense ) that =ives
the program the feeling of mobility
keeps the viewer's mind off the [acl
that she is <eeing but one perforner
throughout the show.

l.n.-l-n'l.lllilly 1= carried o the limil
when it comes to props. Working he-
fore a plain black backdrop, only sucli
props as are an integral part of the
story are supplied. Oun the day (30 Oc-
tober) spoxsonr checked the show, the
only props used were an armechair. end
table, telephone, ashtray. and bench.
The first four items gave sullicient al-
mosphere 1o suggest an entire living
hench aclress’

room. The (and the

\\III'II\"—' f]LIl dacross \\\"lrt'?}lilll.-\lf sCene,

WOR sells foods, drugs, cosmetics, tobaccos, bird seed

and everything else it has ever been asked to sell.

That’s why more advertisers invest more money with WOR

than with any other station in the entire country.

WOR works because it reaches the largest station audience

in America; because it provides personalities who sell,

and because it delivers more listeners who actually buy!

Let us show you how WOR can work for you.
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This study is concerned with an
analysis of newspaper and maga-
zine purchases and reading
habits in television homes.

The study provides a complete
picture of the HOW,  WHY,
WHERE and WHEN of newspa-
per and magazine reading.

C———

Here's a chance to try out your
knowledge of the subject. Below
are five questions from the Octo-
ber issue of “The Television
Audience of Today", the answers
to which are presented 2zt the
bottom of this page.
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For the answer to all questions
about NEWSPAPER and MAGA-
ZINE reading in TV homes, or-
der your copy NOW.
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\lso valuable in ~cene setting and
providing atmosphere i= the <ound ef-
fects technivian, With only one micro-
phone boom man used on the show.
the =ound ellects delivers pre-
revorded dialogue when. for example.
the acrtiess struggles with hersell in a
stream-af-conscionsness sequence,

T

This continuous low of audio and
video tends 1o ]\I'I‘ll the viewer hooked
1o the
ol claborate sets never =eems Lo mal-
ter to the housewife,

In lact viewer wdentiheation with
the character is stimulated by the an-
nouncenent which opens carh (|n_\'-
Jrrezran. Up(‘.uirlg with a lullg shaot
of the actress walking toward the cam-
era. the amouncer says: “From the
naked stage of a television studio—an
coming into vour  living
roon. bringing vou a story from life
ereating for vou the living portrait of
a woman. This s followed by a
“hookar™ scene in which the actress
delivers a briefl excerpt from the day’s
episade to grab the audience hefore the

story line. so that the absence

aclress 1=

flip cards even announce the name of
the program and the credits,

\t the close of each chapter the au-
dience is invited to “Stay tmed for
another vivid true-to-life drama: One
Man’s Experience. which follows -
mediately.”

That's another one of the cost-cul-
fing secrels: two  quarter-hour  pro-
grams. back to back. vsing the same
1echniveal ]!t‘.l‘}illlllll‘l and studio,
than 20 feet away from the props nsed
on the first program are the props used
for the second =erie~. With one vamera
on the |h_|} cards at the end of the first
<how. the other two cameras are moved

l.i':-:-

and ready to go into action for the sec-
ond <hiow at the end of the 20-<econd
Freak between programs,

From the maximum use of cast.
cauipment. and technival personnel it
-'!nl.llll |l|' n,n inll:- ”I(ll "li- ey on-
copt of TV programing is not the work
ol o noviee. |.;lrl'} Menkin. \\llu W ns
the package and pradoces and direels
the show. has had o svore ol vears n
raddin: and TV, [Ile
250 wriginal TV half-hour <hows. pro-
duced 7300 and directed over 100 video
programs. He has heen associated with
Hands of Mystery. Rocky King, Crime
With Father. Captain | ideo. and Vag-
i (.‘uh‘u;.’,t'.

After dreaming up the idea for the
oneswoman soap opera. Larry formed
Lnit TV Productions and tried o sell
the idea to everyone he met. Finally

has wrilten over

WABD s
wanager, Richard E,
lunchean table in New
Gladstone. Menkin gave a
performance which not only stopped
the waiters in their tracks. but sold
Dick Jones on the feasibility of the
idea,

With the program on the air less
than a month. advertisers and agencies
have expressed interest but are wait-
ing for the first November Nielsen ral-
ings hefore getting out their fountain

cornering daring  general
Jones. over a

York's Hotel

dramativc

e,

* * * * W * * *

ssOur human behavior stndies reveal
that women are deadly  serions about
hair. 11 i~ evidently the key to her femi-
winitv. As a result, we found she onh
responds 10 advertising that gives actual
data. point for point, an how to give
herselfl a zood permancent and the prae-
tical results she can expeet.®®
EDWARID 1. WEISS. Pres.
Weiss & Geller
Chicago

* * * * * * * *

lu seonsor'= Summer Selling issue
(7 April 19521 it was pointed out that
production costs for TV suds dramas
ranged from 28500 to STLOOO & week,
Taking an average figure of S10.000,
sponsor broke down the production
Ludget into component parts,

The higgest chunk of the hudget

(=2.8500 went for the cast:

On One Woman's Experience the
single actor or actress now receives
S200. will get 8350 when the show goes
network,  There’s  S2500 a week
kuovked off on just one iten.

The DuMont offering actually  has
pegligible <et and vcostume costs he-
cause a ]di‘l'k I'ill';\l'rllll i"ul =lreel
ciothing supplied by the actors <uflice
in the great majority of dramas,

When Larry Menkin works up his
<tory line and turns it over 1o one of
his <table of <ix seripters there’s a firm
understandme  of the limitations m-
pased by this type of production.

The cries of the crities notwithstand-
ing. soap opera has a definite place in
hroadeast programing. The advertiser
i~ inmterested i the size and eomposi-
tion of his audience not in the 1y pe
of program that attracts it. And Niel-
<en figores indicated that T\ soap op-
eras v eraged a higher rating than the
average rating for all daytime pro-
grams,

W hat's more. the soaper’s mverage
audience share held up remarkably
well during the summer months when
other tended to

lvpes of programs
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A ——



slump.  The retention of awdience in
order to put avross one of advertising’s
basic  tenels repetition has «¢on-
\im-ml :ui\l'lli-r‘rr- U[ 1|ll' \ilhl“l\ ol

The

thing holding hack the soapers” domi-

this type of programing, miin
nation of davtime TV has heen. up un-
til now. the cost factor.

But the important thing i~ that some-
one i= willing to ante up the funds for
experimentation, Sitting around moan-
ing about the high costs of TV hasnt
solved the lll'llli]l'lll. To wel 1N out of
the “hlue t'|li|n" class and open the door
to the low-hudget advertiser. someone
had to be willing to risk a grubstake.
DuMont’s backing of Onpe IWoman’s
Experience and its male counterpart
may point the way to video entertain-
ment which pulls an audience at a
price sulliciently modest to offer the
advertiser a  cost-per-1.000 for TV
which stacks up favorably with radio

with the added illl|l.|l'1 ol the visual
medium,

Says DuMont’s Diek Jones. “We're
out to prove that creative talent and
imagination can put TV within the
reach of any advertiser.”

\nd WABD's sales manuger, Law-
vence Wynun. adds: "I this project zoes
over the way we anticipate, don’t he
surprised il we block-program a whole
alternoon’s schedule with these cost-

cutlers. * ok k

MEN, MONEY

{ Continued from puge ()

.'\I'n\il‘\.\ |l1(‘ l'l'llllllll';i' lllll'-linu: “n\\
shall the entertaimment be hnanced?
How shall a profit he secured? 1 is
no accident or comeidence that hox-
office entertainment has dwindled away
to a shadow of the old touring show
husiness during the time of the rise
of the various kinds of
:-Imll:-urﬂl (]i\t‘l.-»inu‘

advertiser-
.‘"ﬁl|||.nl~i|' there
to harness Cinerama
inte the partnership of entertainment-
advertising. Conjure in vour mind the

Were some way

product-in-use  possibilities  of  <uch
large-scale  demonstrations.  The facl

that there exists at this
recognizably feasible way to use Cine-

rama  in

mement  no
merchandising  should  not
close imagination 1o the challenge,

clse  worth

Something cogitaling

upon: Advertisers who are aware of
the deadly sameness creeping into tele-
vision =0 young in its life should note
that the jolts, jabs. and shake-outs that

have hit Hollywood in the past seven

17 NOVEMBER 1952

vears have resulted inoa tightening ol
n||l.'r'{!liu|1_-. a lertilization of ereativity,
and a will to excellence of product. Ty
vonsequence the quality of the movies
wow being turned oul is perhaps, com-
pamy  for company  and  picture fon
picture. finer than at 2oy time in the

bimpy history of the sprocket trade,

Maybe it iso't exacthy comforting 1o
a sponsor. But it hegins to louk as if
TV programs will have to get worse
before enough  five will burn undes
the tired Meantime
the TV program producers largely do

s, even as
not  distinguish  themselves  there is
work in progress within the precision
laboratories of the |1't_*_~ communications-
serving factories which promises (o
Ilili’ up added facilities for thrills, B
no machine ever invented can substi-

tute Tor ereative heains and <howman-
Iy flair. * %k

COMING: "*How sponsors can get

the most out of farm radio."
29 December 19532 SPOMNSOR

RADIO: ACENDA STEPCHILD

\Cantinued [from prage 30

Fhis. in essence. is the complaint of

-|i]u|l'\ .'IllIlll'lI 0on [ill ;l-| ::“l'-'t'.lif-ll -
altituile

reasons, these saurces |.|':-I.|-Ilr‘|i ol Lo

toward  radi For obyvious
e nlt]u!l'll I tane:

“We who Pl o raidin J|||-_-_-|.|:||-.
said an exccotive ina major Pk \ve

askiny

lgllt'~|il-||- about radio that our assovia

nue agenvy. are  recularly
tion conld handle ot its geperal con
ferences, The battle 1o focus <ome al-
tention back on radio among our plan-
g and account people has heen a
Iull_:|1 one. bt we i the 1|r|-;|r|rm-||l
have beaun to make some headway.,
radio today is the
greatest advertising buy and | think
that this could be hrought home witl
added Torce if (11 the networks started

selling radio as a concerted effort, in-

FFar my maney.

stead of merely selling themselves, (24
il our trade association in making up
it agendas included a panel discussion
that would survey the more recent ex-
periences of users of the medium.”

phized an agency partner who himself

advertising  man,”  philoso-

supervises  four  zood-sized  avcounis,

CENTRAL OHIO'S ONLY

WBNS RADIO

DOMINATES

CENTRAL OHIO

We'll be a monkey’s uncle if WBNS
Radio still isn't the biggest entertain-
ment factor in Central Ohio . . .
the cheapest! It’s a fact . ., more peo-
ple have radios than ever before, Lis-
teners stay tuned to WBNS. There's
no monkeying with dials because
WBNS offers the 20 top-rated shows
with strong CBS programming and

and

locally-loved personalitics. Sponsors
have a billion-dollar listening and
spending audience through WBNS.

ASK JOHN BLAIR

POWER
WBNS — 5,000
WELD-FM—53,000
COLUMBUS, OHIO

L ourLer
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“has a tendency to become the vietim
of his own enthusiasms. 11 was natural
exciled about the

for him 1o zet very

rew <how medivm and wam o learn
all he could about it as quickly as s
=ible, Bl

erredd 1= in losing his senses ol propor-

where he seems to have
ton and reality. Here 1= a medam that
\inerican homes
millions of links

to vut-ol-home receivers, Yet. suddenly

reaches into 98, ol

and which has mam

iods made declassé in the councils of
the trade. It just hasn’t made sense.
Obvionslv TV, with all its newer de-
velopments and problems, <hould gel
the creater <hare of advertising's in-
gquiry and discussion, b that doesn’t
mean that radio shouldn’t be given its
own niche on an agenda il onh o
bring its story up to date,”

What do the advertisig trade asso-

ciations sav i replv?

" * * * * * * "

sl onsiimier
ni
sistenl

promotions are  aecompu-
as o general rules by heavy, eon-
advertising  and by aggressive

g
work on the part of the sales foree,
Advertising. =ales work, and the con-

sumer promotion itsell are all members
of the <ame team.**

JAMES O, PECKIIAM, Exee. 1.0,
A, €. Nielsen Co.

* * L1 * * * * *

\ spokesman for the ANA explained
that it was traditional Tor thar organi-
not lo medinm
above the other, adding. however:

zalion put any one

“We are not quarreling with the
premise that we at our recenl agendas=
haven't been giving rvadio any sperial
degree ol attention. We even are t(uite
aware of the fact some of our members
are increasing their radio appropria-
tinns=. but there is =0 much time that
can be allotted on an acenda. and.

feel that we learn

more about TV it happens that radio

Sie we need 1o
findds itself halanced out of the picture.
\egain, as an organization composed
feel Wt

would be inappropriate [or os 1o com-

ol buyers of adverlising., we

ment on any individual mediom,”
Fhe 1 A's also reluses 1o “subscribe”™
Lo the premise that it has been lirush
ing ofl radio when it come to fornmlat-
ing ils more recenl agendas. Said a
spokesman for the 4 A's:
“Our nol

forums for indoctrination on any par-

annual  meetings  are
ticular medium, The programing com-
thee agendas  the
subjects that they deem would he ol
Lottest terest to them.

nittee selects  for

“There’s no deliberate putting an

We treal all
TV hasnt
been plaved up for its own sake but

medium mto the shadow.
media on the same basis.

because the members .'1[||u||'l'|ll|_\' have
There
are just so many hours devoted 1o a

wanted it treated extensively.

convention or conference and the pro-
gram  planning groups have got 1o
make the most in current appeal out of
every one ol these hours, It can’t op-
crale according to a formula. allowing
<o much time for radio or any othes
medium.”

\s for the fact that the recent East-
ern b A's conference passed up the
topic ol radio as such completely. the
I lrlll‘_'lll 1o
be remembered that the + A's national

-Imfu‘hln;ln has this to say:

commitlee lakes no part in these reg-
wnal conferences and has no influence
on the programs. Anyway it would
seemn that il TV got all the attention, it
rellected the Kind of show thal |Ii'n|:|l'
Luy tickets to attend.”
Here's the recent agenda histories
of the 4 A's and the ANA:
INA: 1952 ifall mecting
'V —“surveving the new [rontiers
of television™
“What
chick?™

Magazines and newspapers

makes a  commercial
“How
to make your advertisements in-
terest more readers™
’Iil'fllf-ﬂ. \u.’h.‘lﬂ';.:
1952 ispring meeling

I'\ “Television the '!-h;lln.' al
things to come”
“What i= TV doing to printed me-
dia?™
“The TV-radio audience— Some
_'.’IIillP{u"‘-ir- for national adver-
Li=er=

“What

makes  people read advertise-

Magazines and newspapers

ments?’

Radio alone: Nothing

1951 ( fall meeting )

'\ “How to increase the t‘l“l'i"lll'_\'
of TV commercials™

IN —“The storv of the Ford Foun-
dation’s workshop. ete.”

Magazines—=A plan [or action on
magazine rescarch”

“What
some segments of the public
think of our ads™

Radio: Nothing

Magazines and newspapers

1951 (spring meeting )
'V “Trends in daviime television™
“What can be done about the con-
[usion
andience research?”

in television and radio

SPONSOR



“sales results from television™
Radio—What's happening 1o radio

time values?”

Magazines “Three AN\ magazine
projecls |:|au|runl for vour bene-
fit”

Outdoor—"How member coopera-

tion helped in getting up-to-date
outdoor eirculation data™

4 A's:
1952 {annual meeting)
TV—"How to write TV commer-
|'iil|.~“
A ”n”_\ wood look at TV *mulll-'-
tion”

TV as of now™
“TV raling services™
Radio/TV—"Ethical
radio and TV™

Radio alone: Nothing

prohlems in

1951 fannual meeting)
TV—"Can you make a profit on
TV
Radio/TV

and TV rating services”

“Evaluation  of  radio
Radio alone: Nothing

“Starch
Reports. Gallup-Robinson Serv-

Magazines and newspapers

ice and other measurements of
copy ellectiveness™
1950 (annual meeting)
'I.\'——“\[iljlll' Ly pes of TV commer-
cials™
“TV as it looks 1o ageney man-
agement”
Magazines and Newspapers—"Ads
with a long-time pult”
Radio — “Broadcast
Bureau's new study No. 27

Measurement

[It's hoped by a growing number ol
advertising executives that radio won't
gel such short shift by these influential
groups in future meetings. Agencies
in particular are anxious o see radio
lopics agzin aired fully. * Kk

In Boston

American Oil Company

through

SOFT-SELL COMMERCIALS

i Continued from page 12)

WANMP was not trying o prove or
imply that all hard-sell commercials
are to be frowned upon. s campaign
was directed only at its own kind ol
listener. However., some ol this soft-
selb phitosophy exists among Madison
\venue pundits. deep in the heart of
hard-sell territory. Some of them even
see a “trend” toward low-pressure com-
mercials on radio.

What started n?
ouess. The classical musie stations have

That's anyhody’s

cerlainly proved 1o a number of ad-
verlisers Lhat :"ll“—]lill'[] ﬂl'“in; can be
\ growing number of FM
total is 17

heen picking up portions. large and

"Ut'l't'.-r-f\ll.
stations | the now ) have
small. of WOXR's serious music pro-
sraming. They have also heen adapt-
il];,' “-{.}X]:“ In-“!'\ on commercials Lo
their own listeners and in some cases
are even more siringenl than the (lag-
<hip station.

But the great popular example ol
\rihur
Godfrey. One soft-sell convert estimat-
ed that (:llllfl't’_\ and Art Linkletter he-
tween them account for about 825 mil-
The friend-

[v. personal approach is more adapta-

gentle selling is. of course.

lion in radio<TV incone.
ble to the video than the audio medi-
um but some of TV's well-known prac-
titioners  of this approach. such as
Dick Stark and

ing themselves in demand for radio

tex Marshall, are find-

announcing. loo.

Bob Hope will soon be trying to do
a Godfrey himsell on radio five davs
a week for Jell-O gelatin, The Jell-O
pudd ngs are already heing advertised
soltly in 265 markets with local peo-
|l|4" l!llill_'_' the actual ulflhl_‘.’ ol com-
mercials on the theory that a Madi-on

 Buys

THE JOSEPH KATZ COMPANY

OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.
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\venue commercial doe<nt eo in Mad-
omn. Wis,” Huant's food product com
miaeri 'l.tl.-\ ||.“|\l‘ |--.--. ciled as ol her
example.

Generally. when broadvasters or ad
verlisers  deliberately avoid --|ll'|'n|i||__‘
listeners. they don’t make a [ronnl aboul

il. ”“\\l'\'l'!. \\ \\H’ |IL|- Lieen Jrrom

tion-conscious almost fram the begin.

ning—surprisingly <o for a station

ammed at long-hairs.

This attitude dates from a telephone
survev made for the station in June
PO,

the air.

eicht months after it went on
The Matthews-Henderson-Me-
Cann-Marsh organization. which made
the SUrvey, concluded that better ad-
verlising  and ]r|1|»|i~'i¢_\ efforls  were
called for in view of the [act that a
majority of WNNMI? fans started listen-
ing lo the station through accidental
tuning of the dial,

The research group didn’t give the
station any advice about what Kind of
promotion was best hut the station. pos-
sibly because of its young staff. has
avoided the ponderous. heavy-handed.
overly serious touch.

The M-H-C-M Lroup also found that
WNMI”s program policy was right in
the groove, Once that was sel. the sla-
tion stood hedrock firm against “irri-
lating”™ commercials. 1t has turned
away housands of dollars in business
hut
they're Lig) either because the produet

ithe adverlisers can’t be named.
couldn’t be plugged m good laste or
hecause the advertiser wouldnt budge
when copy changes were suguzested.

In explaining its promotion cam-
paign of last July. Lee P. Mehlig, sta-
tion production manager. said WNPM's
objectives in salirizing commercials
were two-fold:

“Our first purpoze was to make our

listencrs aware that through planning.

20,000 WATTS

through John Blair & Co.
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Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.

[ E X A NN N AN NNNENRNENENENENNNNNNNNENHN.

ROCHESTER, N.Y./
5,000 WATTS

I
iy

Representatives . . .
EVERETT-McKINNEY, Inc, New York, Chicage
LEEF. O'CONNELL CO.,Las Angeles, San Franclace

The Oul,

COMPLETE BROADCASTING
INSTITUTION IN

/@{'/HHOH(/

WMBG-—»
WCOD-»
WTVR-»

First Stations of Virginia

WTVR
WMBG vhe golling Co.

Blair TV lne,
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and not by cevident. they were niot be-
ing ~ubjected 1o the lengthy. loud. Dla-
tant conmercials every other Chicago
station has: further, thar WANMP spon-
SOTS ,.-..“,:.-1.-'] their customers enough
not Lo subjeet them to the hard-sell ap-
proach. The ervstal-clear infevonce. of
course. i= that il the sponsors respect
soue the Tistener, 1o the extent of <pend-
ine hundreds of dollar= in this was. the
least vou can dois tell him o appre-
ciate what Tie’s doing.

Oy <econd puarpose was lo [::I'li[_\
move than one <ponsor who feh thal
perhaps the quiel. conservative. person-
able advertising teclmique wasn't all
that it was supposcd to be. In other
words: “Where arve the vesults?™ ™

In figuring out the hest way o pul
arross  ils IIUIHLL WAMDP hirass were
conscious of one possihle <stumbling
block. Ns most people know. the long-
hair ~et holds <trong opintons hut sel-
don wreites 1o the editor abowt i.
wa= decided that the hest way 1o make
listeners sit up and take nolive was to
llustrate the sort of commercial that
WAMI does not permit. Just 1o make
sure there would be no confusion in
the listener’s mind, the =atire i the
commercial was drawn with  broad
strohes  (hut  not
turned out lateri. The “commercials™

broad enough. il

were  [ollowed I'.\ a  =lalement  on
WNMP’s Zli}\l'ni.‘h]:_' ||lr|il'_\'.

Fight commercials were written I
Mehlig.  They
times a dav for two weeks
G July
went=s on the air,

were bhroadeast eight
23 June-
or a total of 112 announee-

Here is some sample copy:

15T ANNCR: Ladies . . . here's the
new. labulons Fanny Grope-Up solu-
tion to your weight problem. World-
heauty
Grope-Up. has a new

fatmons consultant.  Fanm
“magic” redae
inge formula that <she’™s imported divect
from the continental shores of Teeland,
2ND ANNCRH: You don't stanve.

AR ANNCR: You dont count cal-
nlil':‘-.

FI'IE ANNCR: You don’t exercise,

STH OANNCR: You just exist

Here's another n'xam[:h-:

SOUND: RECORDS—AHN CROWD
P AND I'NDER FOR:

ANANCR: Fans! Are vou a beer Tan?
Then vou'll really go for K. R Red-
lane’s excitingly new. rvelreshingly (lif-
ferent. Bullo Beer . . . direet from the
landd of the sca-ureen seeweed. Buflo
Beer is the nation’s newest tasle sensa-
How. 1t eontains that special “low-lile™
imgredient that keep you high . . . on

the list of all your guests. Buffo. vou
know. has made town after town in-
famous the world over. So the next
lime someone asks you . .

151 MAN: “What'll you have?”

ANNCR: Dont SAY ., e

2ND MAN: =17 like some of that
heer that those horses are always pull-
ing around.”

\NANCR: Say

SRD MAN: “Buflo Beer, please, the
heer that never hears any hitter bite.”

ANANCR: Bullo Beer is brewed and
hottled in BufTalo.

SOUND: CROWD LD

(her take-ofls were about Finis, the
action,”
tablets  that contain
“Maorophy i, and  Maximilian, the

aqua-colored.  “quadrangle

Lireathi-stopping

pint-sized.
“oive vou milder smoking hack™ and
a hlter that's three times as long as the
t'ij,:;'ll!'lll- itsell 17 \ YR ) B i

fov: Thanks a mtlhon for Maximilian ).

lar-tipped  cigarettes 1hal

At the end of each commercial (1hey
were all about a minute each in
length 1. WM made its paint. Here's
a typical piteh:

"Were you surprised to hear this
commercial on WANMDP? Well . . . an-
nouncements like this one have their
|n|m'r‘. It not on our station. We don’t
mean Lo critivize. We just want to re-
mind vou that driving. hard-sell com-
mercials are never used on WNMP . . .
hecanse our listeners and adverlizers
abject. Il you approve ol our way,
tell onr advertisers,”

Sometimes WNMP punched a little
harder —almost. as one adverlising
man remarked. pullillu in a linle of its
own hard-<ell:

“That's vight .. .
ing. punch commercial on WNMP,
Now. we've proved thal we ean do what
18 other Chivago stations do. But vou.
our Ii‘-l"lll'l"‘n ullji‘('l. and so. 525

vou heard a shout-

WAMIT sponsors sav no 1o driving.
harvd-sell commercials. H you approve
of our commereials, =ay =0 1o our ad-
vertisers and huy their products.”

WAMI was encouraged by the reac-
tion. The station received 56 letters
and cards mentioning the commercials
dirvectly or indirectly. Of these. 36 zot
the point. were pleased. and said =0,
The other 20 were inl]i;.'.llmlt protests.
They either (11 did not see any justifi-
cation for running such commereials,
or (20 did not get the humor.

There were also 108 telephone calls
divectly coneerning the announcements,
Practically all were derogatory.,

Some of the comments of the soft-
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sell erabs were as Tollows (W NMP Kept
a carelul tabulation on every answer)

“I didn’t wait 1o
rest, 1's awlul. What's happened to
WAMP?ZT

“That’s the worst thing | ever heard

even hear the

on vour slation!”

“Are vou so hard up you have to
take advertising like that?”

“We know you don’t earry that _ilmL!
\\]I\ do you have to tell us?™

The station was not put out by this
t||'.‘ll|]a;ll| reaction. On the contrary. i
felt it offered the u}niwl'hm'l!\ of nail-
ing down its point once and lor all.

To each li‘lv{ shone caller it was care-
[H“_\ t'\[rl:lirltﬂ' exacthy why the com-
More than 507,

then answered

”l('!'l'iill:‘
1001 of the

wers run,
i.‘l”f'!*
something along these lines: =1 neve

looked al I’ e

glad 1o mention the station’s name the

it thar way bhelore,
next time o in one of vour sponsors’
stores,” Thirty percent 1311 said they
had already done somethine like that
i the pasl.

The remaining 207 were die-hards,
Mehlig explained. “They were persons
who didn’t believe in commercials on
amy radio station,”

As far as the 20 lellers were ¢on-
cerned, ther were answered like the
phone calls. Reaction was not limited
to mail and telephone calls. however.
Station personnel. 15 in number. were
asked to talk o about two dozen peo-
[Jit' each to gel their response lo the
hopped-up commercials. Here. the sto-
staff
member reported that in almost every

£y was quite different.  Every
case their interviewees [ friends and the
tike ) thought the point was well taken
and the commercials very funny,
Finally, there was the resction of
the sponsors themselves. Sponsors were
told abiout the campaign. of course. hul

In Boston

T LT e i

HUDSON PAPER

through
THE BIOW COMPANY, INC.

the announce-
VMehlic

said, sponsors enjoyed the announce

also lormed of

On the whale.

wi're
ment schedule.
ments and appreciated the station’s el
forts on their hehall, Station salesmen
were Lold by 1"Il‘.t|1l chients that |u'ili1|:'
they had talked 1o were favoralily -
pressed by the campaign,

From all this the station drew the
|.H“|l\\itll'_’ o '}!I*itlll.‘-.

lered f.‘nh.r.dal_\ willt mmost hsteners.
9

annoumeements had regis-

The 128 critiecal conmments poh-

* * * : 4 *x * * *

seAll 1elevision inerease the
chances of suceess or lailure in putting
aeros= your advertizsing message, Buy-
ing a 180 horsepower ear doesn’t auto-
matieally make the driver any beller:
unless he =S Esses the skill and knowl-
edge necessary for the job, it merely
makes it more likel that he'll have an
aveident

does is o

HOBRACE SCHWERIN, Pres.

\J'l‘!"'l‘r!‘” Il’!'.\l"ffrl'h

* * * * * * * *
ably represe nted the standard small
percentage “dislike”™ minority. which

comes forward when any new thing is
miroduced. The 128, the station points
i= 00005 of WNMPs 250,000
“r-l:']lil’l".' auchence,

3. A vahid eriticism from hoth pro

ol

and con seemed o be that the an-

nouncements were loo long.

Lo I this is ever done again. it
should be made even more obvious
that the commercials are satirical.

IT the campaign proved anvthing
else. 11 certainly confirmed the sta-
tion’s ideas about its |ur|i['\ of ]1{1|i!'i1|;_'
connnercials  and lal”‘rl'in;_' them o

WNMP

\[I'II“IE say s about the station’s attitude

listener taste. Here is what

toward advertisers and their commer-
cials:
“h's that any

initially - understood

Buys

SER

o
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'|Il'i|: who ad rlises with us will aes
cepl our opy soguestions and  revi-
‘iHH-, \\\\“'- |I|-|I- Tee= ar l\.!lL!Im'il
by our salesmen = that the client siyes
us material that he has used with other
stalions or i the pewspapers. and we

adjust it 1o it ws. He allows us 1o
handle it as we <ce [iL

“II'— may =ound |'l|-\- an arbitrary dj)
preach but it s not novel, A number
cdil
copy as well as cerlain 1y pes ol

products CWANMI bans aleoholic Dey

erage,

ol loneg-hair <tations SpOnsOrs

lvan
tobacro, and  patent medicing
advertising |,

Ihe acid test of this policy = wha
the sponsors gel out ol i One indica-
laithlulness of WANMIDP <
Lally that 11 a
bheen with  the

\nother
the pull of the station.

tion 1= the
~| OISO =, \ -hl-\\ ~

counts have slalion o

VEOT 0T ore. indicatron 1=
Marshall Field and Co.. a threes ea
client. has sponsored Masterpieces of
davs o
it= downtown Chicacoe
{WANMP has
strong hstenership in Chicago’s fash-
ionable North Shore, )
results:

Husie an hour a day. seven
week Tor baoth

and  suburban  stores,

Here are some (1) increased

autunm szles while other stores sul-
fered declines during a period when
Marshall Field was using normal news-
paper advertising and stepped-up ad-
verti=ing on WANMP: (20 the most suc-
cessful college girls promotion in his.
tory for both downtown and subuiban
stores while newspaper advertising was
down and WNMP advertising was up;
131 inercased trathe and sales in the
|.‘.l'|f|-l| lIf'i'..lil“l"“I»

Other suceesslul clients nclude the
North Shore Hotel the Korhumel Stes]
amd Atuminum Co.. Emercency Steel
Service (_nr'I-.. and Radian Services,

lne. L

s B

-
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Be "Radio-Wise ! Get eatra power
behind your sales message through
“Personality Sclling” on Rahall
Stations . . . where listener
C loyalty really pays off!

ADIOS TOP

e AUDIENCE
o PERSONALITIES
* MARKETS

‘;'g RS

Yes, on all 3 vital points,
Rahall Stations deliver the
goods.

OO0 W ALLENTOWN, PA. 1320 K¢

 (b)
500W NORRISTOWN PA. 1110 KC

W RIER e

MNational Representatives
{a) WEED and CO.
{b) WALKER & CO.

. RAHALL STATIONS

JOE RAHALL, President

"~ Portland’s Family Station

Local News

Edited for Portland listeners—KWJJ
news is carefully spaced to give Local
people a complete coverage of local
and national events.

Local Sports
No other Station in Portland gives such
complete coverage of local sports
events. KWJJ carries exclusive Baseball,
Basketball and Football broadecasts.
Local Music
KWJJ's two popular disc jockeys bring
Portland the kind of music it wants to

hear. Local prefer-
e
o

ences quide the se-
%/
t",

lection of all KWJJ

music,

KWJJ

Studios & Offices
1011 S. W. 6th Ave.

PORTLAND
OREGON
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WRIGLEY

1 Continued from page 321

oul of gum.”

W rigley s quality has never bheen sac-
vificed for quantity .

When World War 11 conditions
caused gum supplies to dwindle. Phil
Wrigley ordered the standard hrands

Spearmint. Doublemint. Juicy Fruit.
and WK, Packed Tight - Kept Right)

taken entirely off the market in the
L. 5. and the remaining output turned
over Lo the L. 5. Armed Forees serving
overseas, For the civilian markel a
warlime brand. Orbit. was manufac-
tured with ersatz materials. In the lat-
ter pirt of the war nol enough top-
arade materials could be ohlained even
to keep up supplying the Armed Forces
with the standard Wrigley hrands, so
W rigley stopped making them and sup-
phied the services with Orhit rather
than put the Wrigley name on an in-
ferior |:rm|u¢-l.

Not until 1946 did Wrigley's Spear-
mint return to the market. followed by
the other three brands. Meantime the
firm continued advertising its regular
famous
empty Wrigley Spearmint wrapper on
Lillhoards and car cards. selling the
name—instead of the gum
many radio war shows,

brands  heavily—using  the

i all s

Al through the war radio zot the
giant’s share of the ad budget among
the three main media— with outdoor
and transit in second place. For exam-
ple. in 1942 Wrigley spent $2.102,000
on net radio time. azainst $89.400 on
magazine space. and 31.500 on newspa-
pers. 1o 1947 it devoted 32.057.578 1o
radio 1ime. 351.551 o magazines, and
only $33.000 to newspapers (PIB and
Bureau of Advertising figuresi, Did
this strateey of withdrawing from the
market hut selling the name pay off?

Here's the answer in post-war sales
of the hig three gum companies:

Wrigley Chicle Boeech Nue*
Y Cmithions) tmithions) (millions)
1940 #3750 2273 $14.0
1947 =), 1 bt =204
1918 S0l =309 5242
1949 0B 523.0)
1950 572.1 5229
1051 5735 $24.7-
20,05

Fogiine obtmined by takimg onethind of 1ol
sitles Domily igures publisied )

Tt Neuee s est. o Satl, Assne of Chewing
G Ny

Chivle’s sensational hoost in sales
the frst six months of this vear— (80

wmillion over 19511 mainly  through
vastly increased use of radio and TV
for Clovets as well as “rnl) ne. Chiclets,
and Beeman's—i~ covered later.

Wrigley's advertising strat-
eqgy: “Tell 'em quick and tell 'em
often!™ was William Wrigley's slogan
and 1's Phil Wrigley's as well. To
tell “em the company has spent the fol-
lowing since it wet 1ls feet in network
radio in 1927:

Outdoor and  transit 550,000,000
Newspapers and magazines 40,000,000

Radio _ 35,000,000
TV 11951-52) 1.500.000
Total S126.500.000

Radio is actually top medium be-
cause ouldoor and transit and newspa-
pers and magazines are lumped above.
Wrigley has spent more on radio than
on any other medium every vear since
after 1936, In that year—Ilast in which
newspapers were favored—it spent #1.-
017456 for network radio time. $1062.-
003 for magazines. 52.350.000 for
newspapers. and $10.950 for farm pa-
pers. No outdoor or transit fl",’lll‘t‘s are
available,

In the postwar period to date Wrig-
ley has stepped up its expenditures in
all media to achieve the balance it feels
is justified by its experience: rough-
Iy one-third radio-TV. one-third news-
papers-magazines. one-third outdoor-
transit.

This has resulted in an increase of
£212.327 in magazine space, $1.295.-
333 in network radio time, and $1.567.-
500 in newspaper space over 1946—the
year nothing was spenl on newspapers,
Il vou include an increase of §309,480
in network TV time (none used in
194G . then the air media lead the pa-
rade in budgetary inereases with $1.-
605.015 (all figures "B and Bureau
ol Advertising 1.

Three men plan advertising at Wrig-
ley: (1) Philip K. Wrigley. the presi-
dent.® of whom a Wrigley executive
said: “He makes the snowballs and we
throw ‘em™: (21 Henry L. Webster,
the advertising  manager, and (3)
Wrigley Offield, Phil Wrigley’s neph-

ew. who is copy supervisor.

“Plul Wrieley owns the Chicago Cubs; the estate

of W, Wrigley, e, owns most of Caraling I.~Lmi_l
and the Arvigona Biltmore 1Towel in Phoen Phil
Wrigley owns TS o of the Willtam Wrig-

lev Jr, Ceng has an in t in or a tontrolling
vate of SELTO0 more, makmg a total ol 648,453
or one-thicd of 1,068 434 shures outstamding, Down
e B G 108, stk B8 pow worth 71% on the
New York Stk Pxchange, 1 Wrigley sold ot
e would get approximately  S7 488,000 for  his
own shares, Company has 12,375 stox kholders.

SPONSOR

R

—

T T a8 R




\i'ttl"lH_\ Phil is the “head wan who
generates the ideas.” Webster sayvs, In
fact I’hil and the rest ol the company
see lo il that the agencies have very
little 1o do bevond time and space buy-
ing and writing copyv. “We're practi-
cally an agency operation ourselves.”
Webster savs. To which Phil Wrigley
adds by way of explanation: “The
agency sells advertising: we sell gum.”
Ruth-
raufl & Ryvan. Chicago. which handles
\utny
|||u.~ car cards (Howard l\t’llil:_: i=
A/E): Arthur Meverhofl & Co.. Chi-

cago—Life with Luigi radio show, car

“'I"I.'_'h‘\ has seven '.l_:,-rlll'it':-:

the Gene radio and TV show

cards. newspaper conie pages (every
i that
prints comics on one page is used

650 at present) (Arthur E, |
is A/EJ: Frances Hooper Advertising

Ht‘\\.\ll{l]ll’l' 1 t‘\t'l'_\ }.'H':_'l' {il\

Veverhofl
.'\gt-ru‘_\. Chicago—women’s and slore
magazines (Frances Hooper A/L):
Eddy-Rucker-Nichels. Boston — siyect
cars (Frederick H. Nickels A/E): Jo-
seph Katz Co.. Baltimore
(John E. McHugh A/E):
nett Co.. Philadelphia
H. Kynett A/Ej: and Charles W.
Wrigley Co.. Chicago— Charles is Phil
Wrigley’s uncle—24-sheel outdoor 1C.
F. l\l\ ser A/JE). In addhition Weiss &

Geller, Chicago. is doing special  re-

slreel cars
Vitkin-Kv-

street cars (H.

search on gum-buying motives and run-
ning a lesl campaign in eastern Penn-
sylvania.

I’hil

Manazer

“!I,_ll\ .."- ilil' fl!lilll.‘-llllll_\ 1
Wrigley \dvertising
Wehster told sponsor. is this:

and

1. Wrigley believes in using all me-
dia.

2. It likes to build its own shows
and talent.

3. It promotes the produect rather
than the program.

4. It pays no altention to ratings.

5. It disregards competitive cam-
paigns,

0. I Tollows through once 11 hegins
a campaign,

7. 1 believes in frequeney and hrey-
ity in advertising.

Webster elaborated on the above as
follows:

“We have never liked stars. We al-
wayvs liked to bhuild our own show and
lalent.
just good enough <o they didn’t tune

'\\ e Llhlil_\‘- |I]I'E\i'1] il }Iln'.!f'.'lll!

us oul. the idea being we wanted the
sum to dominate the actor. We have
never advertised a show for the same
reason we would not 1ake a Hewsapet
ad telling people to go and look at one
tr[ our tiil“l“.’“fl‘.

“Every program we choose has a ba-
We there-

[ore want to be sure the '}Illllul'l 1=

sic purpose—1to sell suni.
more important than a name band or
star,”

Over the years Wrigley shows have
therefore used few stars. but quite a
number of artists later hecame head-
liners: James Melton, who sang in the
first Wrigley show. the Wrigley Re-
view, with Harold sanford and his or-
chestra:; Don Ameche. who was on the
Lone I 'm'," ludian Tribe program n
1931-33 for the munificent sum of 535
a week at the start: the
ters. who made their radio debut in
Double Fvervthing in 1937: and Gene
\utry. whose Western show Wrigley
has sponsored on radio since 1940 and

\ndrews Sis-

on both radio and TV since 1950, In
addition Gail Storm and Lee Bowman
were launched on their Hollywood ca-
reers when they won a lalent contest
on \\-Ii_ulf’_\"- Gateway to Hollyviwood
(Jesse Lasky ] in 1939,

Big names have been vsed. ranging
Lombardo in 1928-29 o

Pop Warner and Knute Rockne as fool-

from Guy

LIGGETT-REXALL

through

BATTEN, BARTON, DURSTINE & OSBORN, INC.
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Lall Torerasters in 1930, Ely Culliertson

i 1932, and Ben Berne e 1911203
But nothing really expensive

f.1|i||'t< Cantor came Lo |'|||| W rigley
once amd offered s services hut
turned down because of the Wrigley
“sell-the-cuni-not-the-star™ ||1|i|--~-»|-||'-.
Eddie was told: “You're too somd. Peo
|||t would remember vou and the <how
and not our gune.”

\\-I"I._'_'Ir'\ has sold more =zum than
dany other Comprny in the world— hil-
lions ol sticks. Here = how radio
hielped.

Wrigley's radio operations:
Wiigley's 25

sunnnitrized

radio can b

facts as [ol

Veiars in
with a lew

linws -
I'otal network shows 20
I'mtal summer shows 15

| pasl 3 vears)
Spol r.‘||||p;1i;_'|1r nunnerous
)

Fotal speit S35 million (Hennry
Webster's estimate)

Wrizley has tried everything on the
air—variely. music, sports. kid, soap
wolnen s, situa-

opera. bridge, news,

tion comedy. poetry. talent. Western.

drama. detective. adventure. and oy
more or less in that order.
\” 1!.‘1\0 \\lITI\I‘rl {I.|i||\ \\t‘“. |".':|'i
that it now uses Gene Aulry in radio

and TN

tion comedy starring J.

and Life with Luigi. a silua-
Carroll Naish.
on radio only indicates Wrigley feels
this is the lormula that pays.

During the past three summers it
has bought six radio shows each sea-
~on in a saturalion campaign  over
CBS costing S700.000. 5690000, and
~572.000 for 1950, 1931, and 1952
I'l'.-[u'f'li.\l'l_\.

Throughout the vears Wrigley has
lact

u=ed CBS almost exclusively. 1In

50,000 WATTS

through John Blair & Co.

103



-

KFMB Q

RADIO
STATION

2
| -

THE QUAD-CITIES

16th IN EFFECTIVE
BUYING INCOME
PER FAMILY

among Sales Management's
162 Metropolitan Arcas

San Diego,
California

HEovonmn adsverising ol s
seehing the gqualiny nankers
st then the Ouard Can
ateir belomes o voug lisg
Mol hese vore cane enbist 1
i ol WHRE whose high

standeng  amonge 2S00
{ Ol Cinaens bends e

i 1oy v gowls

Les Johnson—V.P and Gen Magr.

TELCO BUILDING, ROCK ISLAND, |ll|"°|$
Reprasantad by Avary-Knedael, Inc.
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all huat four ol s total of 16 netwaork
shows have been on CBS. The firs,
1 r;';;i" v Rervien
Network: Calliertson on Bridze awl
;.‘r..'r."_‘ frr-'.".- r’-\ ”f-. ;’h fn”u.l.‘\nu
i 1932 were on NBC Red,
me New FEngland s
Y ankee Netwaork e 1900411,

lere ave the lnghlichts of the W\ rie-
thvouzh the

and Sre vl -

ey radio <how= down
VA=,

FThe W rigley Review tihere's a little
conlusion now over whether o didn’t
hezin as the NI rigley House in New
York and the Wrig -’r'l Honr in =an
Francisco) debuted 2 December 1027
with 1wo casts one on each coast.
WIZ was the New Yok outlet: K,
it San Francisea, The theme song was
]!l.‘f_.'_:-f-l' f_nl":' fl_f. “J‘r'i’r!”.n. [ I'|—- '-lll'\\ wenl
Lranscontinomtal 5 October 1928 a1 a
for the line. As a resuli
alr.mli--u;.-.w Cities  Serviee in

o<l of SH67
W\ rigley
clanming 1o be the hrst network <how
sponsor,  The show van il 31 May
1929,

Ater Gy Lombardo in 1928-29 and
Football Forecasts in 1930, Don \me-
che came on at 835 a week in 1931-33

< “Chiel Waoll Paw™ of the Loue Il ol
Indian Tribe. Belore he quit the In-
dians, he had van up a membership ol
O19.057 Kids in his “irihe.”
LOS05 tomtoms,

distvibinted
15,400 arrowheads
and 15361539 tribal rines.  He

also carey onoa twosway

could
com ersalion
i the Indian <ign language,

My rtle Vale
P31 with a <tory of a mother-daughter
vandeville team. and Phil Wricley was
<o intrigued by it he wold Myt 1o go
She didd

much of the story of her own

meantime appeared in

ahead and write and aer i
telling
life and l'-’l--lin; he

daughier, Donna

Damerel. as Marge. The show. named
Wyrt & Marge, ran daily 1 15 minutes)
for nearly five vears ~ 1931 10 1030,
Cost: 82,775 a week. \griey

Hooper. who told spoxsor Phil Wiie-

: Franees

ley |I\IIII||~I'|\ ]lll! ll:l' -||t||\ u;l'm-fl.-
lmos ‘u" Andy (then on 7:00.7:15
pe EST NBCY an the thears that the
most popular radio prograne o the
country =Ll had plents of people el
whi |n||'{l'l!m| <amething else,

“MHe was rieht.”

“Wyrt & Warge

1kl ‘1Il|i"-"1lli '-Illl\\‘ ll! Tll" |l"llll'l|‘..

\li-- Illu-'l: I =iavs.

hecame one of 1the

Bobhy Brown was the CBS writer.
divector, and general supervisor of the
“.‘ll |ul\ \\ “l'u\
nouneer for Jolmson's Waxi was the
Vetress Patricia Mane

JIrOSEan. Fiiow -

RO nter. -'IIJII

ners was i the (RHET

Wilts o \“' s f;]lln'

Fame wa< on the

The Culberisons zave hrnidoe lessons
and talks in 1032
ran a I|--'.|||I_'«

Jark Fulton.

Marcaret Brainard
program in 193435,
one ol Paul Whiteman's

proteges. sang along with the Andrews
Sisters— Patricia. La Verne. and Max-
ime—in Just Entertainment Tealurving

George Devion and his orehesira, The
show was on e 1935 and acain in
1936, In 1936 Mareh of Time's daily
news dramabzations ||u\l'-| 1o hol.
kieks

over the imltr.i\.il of the Bruno Rich-

aroused 1oo many especially

ard H.-m].llmmm execulion  in the
Lindbergh Kidnaping case — and was
dropped alter six months, BBDO han-
dled hoth the show and the W rigley
Vethur Prvor Je. BRDO Vo
v charge of radio and television, di-
vected the

arceanl.

prresram.

Vaortimer Gooelr, the <alesman. sold
Wrigley gum in 19306-37. Do Frank-
Ihhin MacCormack and Jack Fulton in
Poetie Melodies 1926-28.
1037 Seattergood Baines. a situation

~larhmg m

comedy hased on Clarence Buddington
I\"]I-lll'l“
a hveaear run with Jesse Pugh in the
title role. It was on 15 minutes a day
five davs a week. cost S1.U00 weekly.
David Owen= directed the
Niblee.

~ton. made a <hort commercial film for

T>aley t‘llll‘-l.‘ stories. hesan

show, Gun
who acted in the movie ver-
Wrigley to use in =elling sum to store
Wrigley STH.000 on
rill.'ll'!r-l-}unn transerihed programs 1o

W Ners, -ll-"ﬂ.l

merchandise the picture in 1941-12
one of the few times it ever promoted
i '-Ill-\\. .HI"
<hown in the same
Kibibee feature.
to all merchants. of course,

Double Evervilung ( December 1937-
Mareh

resdsons=g

Wrigley short was then
house with the
Free tickets were senl

10361 was unusual for two
It did not mention Wrigley.
only |ln|||l||'n|itll '\\hil |I no one else
makes ).

IlliSIj_' Lwa

Second. 11 had 1two of every-
annonncers, Iwo orches.

tras. double male singers. double sex.

00F

DOTHAN, ALABAMA

5000/560

NON-DIRECTIONAL

Reprosenta
Sears and Ayer

SPONSOR




tets, double  prave teams, twin girl

singers. amd double-talking comedians
and Lee.  In the werd

Shaw ~lrom

\ndrews Sisters,

Iiliss. the

the Grenadiers. the
Watson, Sutton &

!;I unrge

small. and

Bailey Twins. Brooks &
many others,

"It was the first double show in
radio.” Webster says. “"Might have
even been the last.”

Miss ||ln-|l-‘l' relates that it sold

nwre gum than any other program up
to that time. but at S5.000 a week it
wit= oo l-\|u‘||-i\r‘ and was dri »]qu-ul 20
Marvch 1936,

Billy House's The Langh Liner fol-
lowed in 1938, then in 1930 Jesse
Lasky to Hollywoaod. a
talent show that launched Gail Storim's
and lLee Bowman's il
Charles Vaunda produced

week series.

and Gateway

Careers,

cach 13-

Gene \illi} in Melody Ranch came
under the Wrigley bauner 7 January
194 and has been with the gum com-
When wa
\utry was offered a coloneley. Wrig.
ley tokl him: “No. take a sergeantey
instead, your line and
that of the program.”™ So Autry did.
The program became Sergeant Autry
1915 as the

[y ever sinee. cane,

It's more in

1942-13 and resumed in
Gene Autry Show.
a week for

week lor

Gene now sels SO0
the radio show. S7.730 a
the TV Both

during the summer. o these two pro-

Versioi. shows are ofl
ariams represent a gross vearly income
of S750.750 for nu\\lnl_\ \utry. oul
of which he must. of course. meet all
I'\Ill'l}.“'l"",

\dvertising Manager Webster fig-
ures the Autry TV show costs 750,000
a year for time and talent. Two vears
old. the program has thus meant an

In Boston

PETER PAUL

through

MAXON, INCORPORATED

nnvestment of =215 million sinee Oeto-

ber 1950, Eleven stations are now
I!‘r'll.

Dear Mom, dramatiec sketches in-
valving a soldier’s letters home. ran
most of 190, Ben Bernie eame on in
FOXL in Jast Entertaimmeni awd id so
well Wrieles  broneht him baek in

1942-03 to run things as he !)I!'H"l'l].
The show had no producer, director,
or  announce Bernie acted as  all
three.  But
Bernie died 20 Octohe

With the war
geared Lo the times: First Line, leatur-
ing the Navy: Keep the Home Fires
Burning. which replaced  Bernie and
dealt didl
linerican lmerica in the

intervened aindd

1943,

hive

Calne oz ranis

with the home [ront, as
W omen :
lir. which |r[11:'-_'|-:| the Air Foree, and

Service Lo the Frontl. the \riny <how.

\ll ran at varions times durine the
war. -

Les Weinrotl, an independent Fn.n'k-
ager in Chicago then and now Ted

Bates™ radio and TV director in New
\lil'l\. I'I'Ut{lll'l‘li limerica in the Adir o
Wrigley and speaks fondly of the free
hand Wrigley gave him at that time
and later with the Thanksgiving and
1043,

\mong those appearing oo the air
Richard 1.

warluime ace

Christmas shows aired in

<how was Major Bong of
Poplar. Wis,.
Killed testing a jet plane in California
in 1945, Vdhiiral Richard E.

Byrd was leatured once on the Navy

l\lll' W=

Rear
prograi,

\ier the war came Island | enture.
runing until 200 June 1946, dealing

with the postwar Navy, Then hecause
the huge demand for gum needed little

stinlation by the compgnies, Wrig-

ley J\l'll --Ill§ one network prrogram
goig — Gene  Awtry—until 1950, At

that time it took over CBS' sustainer

__B wys

OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.
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Lafe with Lutgr and ha= <taek witl
ever =mee, Uy Howard, wrile i
producer of My ned Temn role
il ||11--||n'|'-! Lui Postluation eon

dy about an Mabian imamierant, Luigi

Basco (), Carrol Naishio. Talent cost
ST g oweek, aecording to Webster

A\l the war <hows were u=ed o ‘o
vecrmiting, bond hoying, amd war in

dustry t'l||l':|u--m-"| buildd morale, anid.
ol course, advertise Wricley gum. But
note this: Not a word wa~ ever saiil
.I'»r-l]l thi crsalz Orhil o, Yel when
the rezular Wrizley with
drawn Teom the market because of laek
vl

top of all 2um sales in TOFE amd stay e

brands were

ol l|lJ.1“l'- hll]'l'h“ shot 1o the

there till Speaviming came back in 1016
AL wan

Wils ]’\I'\l'll

incidentally
that

.u]\rl'“»irl;.
1o the
HEIREY III'!JJ‘- flt'ln|1|i
Lhirst

basie thouehi
work by
monotony ., fatieue. and the cray
smoke. Webster has a
notebook  Inll  of lettors

from war plant manulacturers to hear

relieyving

mg 1o steal a

this oul.

Wrigley has also experimented with
saturation campaigns and local shows,
In 1935-30 1t nsed 25-word radio head-
lines four times daily  between 7:00
and 11:00 . on three CBS stations.
From 1940 1o 1942 it tried the satura-

Lion tex i|||'r||lh- on a mass scale lor the

hirst Lime covering ersht cities with
LOOY  anmnouncements a week  each.
Chie=imininlte prozram "il‘II‘IlIt'- were

used 1o tell a story, give sone advice,

or ofler hints to homemakers.  Diller-
ent e |r|'ll'u;i- were useid 1o .|}|]u-'||
to differem audiences, Themes Daily

Woments of Pleasure and Transcribed
Enjovment Time, Aeency: Nanderbie

n‘\ “H]-l'll‘-. \Ir|| i \t'\\
Mexica 21 stations were used in 1940-

lexas and

12 1o carry a local gossip show daily

m which the local announcer was e

90,000 WATTS

through John Blair & Co.
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coired b wention a differem Wriales
e merchanm esery  day
How  does Wrighey  leel
~dtipratton v Illlilllll' (T AT
the 18

-|..i|'|~|lll‘t1 iyl

ahout  the
2 Welste
W\ rigley
=l

<Jiwm - lias
GBS the

i=wel

| mirl= L
thiee

=LEhitii r= = il LI R

510 MADISON

VCamtited from frenge 251

KING ARTHUR G.

I owos very mch terested o the
<ory about Kingan and their “King
Vethor Godlrey™ <haw, i the Octoles
Woas very glad
to note it this program s proving
benefieial 1o KRinean o= 1 othink s

better Tor the entive meal imdustey Lo

200l dsste ol SroNsonR,

liars e ey eryone in il doing a satislactony
Linsiness. . . .

However i the last parvagraph ol
tie story ot paee O3 the article states
that  “the Kingan |y grade

werzer wonld Ting this new coneern

pescenl

into fifth position i the weat packing
ncdustey, innesdiately behind Cuodaliy.

wha tanes alter such giants as \r-

mour. Hormel, and Swilt,”

Television
Sketeh Boolk

Your BMI Television Sketch
Book is now a regular monthly
service—an Indispensable com-
pilation of dramalized song
skotches of the very latest popu-
lar song hits as well as the
standard favorites.

Producors, directors and ar-
tists everywhere are using the
BMI Television Sketch Book
fo bring muiscal scenes fo the
TV screen in dramalic, comic
and piclorial fashion. It is filled
with timely and practical work-
ing scripts,

Each month's (Sketch Book)

includes 24 new
and 12 additional

Ly pplr- ment
sketches
funes,

Chock with your station’s
wusic library for cach
mouth's mew release  as

well as flli’ hack

1SS0S,

o

[+
580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOWYWOOD
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Basedd on the 1951 dollay volame of
busines~. the T leading packers rank
as follows winel wdieates that Wilson
& G s the third o sohme, Cadaliny,

Marvell, fifth. Hormel.
Kingan ranks eighth and -

fomrtly, aul
sinth.
crade wenth, and after the new meraer.
i they cominne along about on the
donhit. [l
e in fiilh ||'|;!n'. However. the ||l-inl

<anes basis. this will nao

I am making 1= that Hormel is sixth
instead of being ranked with Nrmour
amd Swill.

1951 Profu

1951 Dadlar per idlar

Rank  Company silis uf =ale
I ~uilt OS2 i) 15
-4 N vt 2 LS00 79
3 W il=on 25000000 o8
| Crdaby £ LU0 .21
i Mauerell VT O i
s Hormel WO, TN Y
7 Rah 205,000,000 Al
A KNingan 212000,000 12
0 Depar Maves 190,000,000 1.57
1 Hyzrad (R
I Fidiin |22 000,000 b

Vs von ares wedoubtedly . more o
les~ interested in the meat packing
indnstey. | have gone a step farther,
in the above figures, and lrave shown
their  profin
1951, 1
lieve yon will be surprised 1o note
they On this total ol
sevon anud three-quarter billion dollar

u|vl|u-ilt' each Codiany
Ter dollay ol =ales.”” in |hee-

how low are,
volume, these eleven concerns liave nel
carning= ol about SELOOODLOM, or i
the neighborhood of 58 an each dolla
ol siles.

We are so aecustomed, these day s,
Lo using astromonnical figures | like 1o
Lireak them down sometines [rom the
--[;|p--_-ilr |-uinl of view, 1, instead ol
domg seven and three-quanter hillion
dallur volume would
have enjoved only STOOO00 business,

these  coneerns
the net earnings would have heen 8500

astonishing, =o't 1?7  and undoult-
cdly not as good as the magazine puls-
lishing business,

Do ot want to appear presumpluons
e writing this letter but | enjov read-
g spoxson and cirenlate it a pum-
bev of people in the oflice, and each
conmented on the Kingan article,

Dox swiern, Ade, & S,
Promotion

I ilson & Co.

(Clicago

L] =IANSDR

appreciates Reader =ith’s  iwter-
mbldomla 1o the  hin article  and s
d te base the wpperta to mahe Wilaan's

eombing  dn the
Mr  Smith's
shanlid hase
v ge of ihe
Vimerican  Mest  Dastitnie
prr dollar of sales.

siry  elear. Il
wlar wi i

EUres
tutal ney
canril g
ligures,

were

FARM RADIO

Thi=s might stimulate other stations
o a similar suceessful promotion:

Pramation on the Twin Falls County
Fair was <agging and needed a new
approoch. With the releases of the De-
findings

KTFI

partment  af \erienliure’s
the
found that new approach.

KRTEL [ound that Twin Falls County

has a right o he proud of its Tarming

Il o recenl  census,

aehievements and made that part ol
an ;||||u';|| to the non-farmer 1o sev
what had brought him prosperity, by
attending the fair. In the process, il
publicized 1o one and all. Twin Falls
Counly s superiority,

The promotion received noteworthy
prraise from the mayor, the county com-
mi==ioners. the chamber ol commerce.
the fair board, the granges. husines-.
men. and fanmers: 1 pros ed once more
RTFs Farm Serviee Department’s ac.
complishment as the channel of under-
standing between farm and city,

The emtire week of the Fair. a sal-
uration campaign ol <hort <pots was
KTFI
\ newspaper ad was run to
The 26.000
attendanee at the fair et a record.

Could KTEI's unusual approach. its
outstamding  promotion have been in-

used on o all available stalion
ltll-.'llu

summmatize the Teatures,

fluential i that inerease? (10 was the

only dilferent factor 1o enter the pic.

tures)
Fromesce M, Garozer, Wer.,
KTFI
Idalo

CANADA

I thought the recent Canadian see-
tion put ot by seoxsoi was one of the
most comprehonsive reporls on the ra-
dio situation in Canada 1 have ever
readl.

GEOFFREY STIRLING, Pres.

Ihe \|'H'[.‘Ilmmﬁtmr( Broadeasting Co.

St John’s, Newloundland

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

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

Elepix

1515 N. Western Ave,, Hollywoed |
155 E Ohio Strect. Chicago

SPONSOR
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“Superman’’ on
134 stations
6 more soon

Montreal TV rates
raised 50%
to $750/hr

Aussies hear
200 soap
episodes weekly

CMBF installs
10,000-watt
transmitter

Lourenco Marques
airs 20 U.S.

programs

2nd biggest U.S.
customer has no
commercial radio

Mexico’s 183
stations blanket
counfry

7-plus TV
stations seen
in Latin America

CBC angers
industry with
talent plan

17 NOVEMBER 1952
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"Superman" is now heard on 134 foreign stations, not counting Canada:
Mexico 90, Australia 20, New Zealand 10, South Africa 10, West Indies
3, Ceylon 1 with 6 in Central America to be added 1 January, accord-
ing to President Paul Talbot of Fremantle Overseas Radio, dis-
tributer. All-Canada Radio Facilities handles show in Canada.

—IRS~

Canadian Broadcasting Corp. upped rates 50% on CBFT, Montreal,
Canadian Government corporation's 2 TV stations,

one of
effective 1 Novem-

ber. New schedule: $750 for 60 minutes, %150 for 1 minute, %56.25
for 8 seconds. Total sets: 10,000,
—IRS-

Australians love soap operas. Recent
radio serial episodes being broadcast
hours. One Sydney station handles 20

Aussie survey disclosed 200
weekly. Total listening: 50
serials a day.

~IRS—

CMBF, Havana (Melchor Guzman, U.S. rep), has installed a new 10,000-
watt transmitter extending its coverage of 3 west Cuban provinces of
Havana, Pinar del Rio, Matanzas withe population of over 2.2 million,
424,380 radio homes.

-IRS-

Lourenco Margues Radio in Mozambique, Portuguese East Africa, now
airing 20 American programs ranginng from Chesebrough's "Dr. Christian"
to General Foods' "Hardy Family." Frank Lamping, managing director,
Davenport & Meyer, writes 25 U.S. firms have spot announcements going
as well. Pan American Broadcasting is rep.

—IRS-

Of top 5 countries buying most from U.S. this vear only U.K. has no
commercial radio. The 5, with U.S. exports to them first & months
of this year: Canada=-=-%$1.3 billion, U.K.-=$%395 million, Brazil--3%374
million, Mexico--%359 million, Japan--%345 million.

—~IRS-

Mexico's 3 radio networks and 183 stations cover country fully, re-
ports William Miller, general manager, Walter Thompson de Mexico, on
a New York visit. His staff produces 22 radio programs weekly, plus

TV comedy show and children's puppet program.

—IRS-

RCA's Jeff Roberts expects 7 new TV stations in Latin America next
year or two plus "gquite a few" in Mexico, as follows: Venezuela 2,
Guatemala 1, Colombia 2, Peru 1, Puerto Rico, 1 or 2. New HIT-TV
station in Ciudad Trujillo, Dominican Republic, was RCA-designed.

~IRS-

CBC in Canada has industry up in arms over tentative proposal that
private stations broadcast Canadian talent from 30% to 48% of day.
Editor Richard G. (Dick) Lewis headed blast in Canadian Broadcaster
"Canadian If It Kills Us" and predicted compulsory listening next.
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The Wrigley story

Vinv company that pours 855 million

itor o omediom in 25 vears and contin-
ues lo lead the field moa highly com-
|n'|i|i\|- mdu=try as well should have
an anlerestinge story to tell.

o has and sroxsor was able

~eenes= account of how the world's |:Il'j.'-

a comprehensive  hehind-the-

radio to
the

est gum companmy has used

distinel  advantage  during pasl
quarier cenlury.

The Wrigley story 1= essentially a
two men William Wrigley
Jrowho founded the husiness and 1ook
it Lo the 1op and his son. Philip K.

W ricley. who's kept the company there

=lory rr[

since 1932,

How to sell TV time

W hunve |-1a'\iu||-]\ remarked that
radio and T

vo hessing hecanse the adver

many - best air buys
Lty
L=t ha=u'1 heen sold. One of oor pet
preeves i< that the art of selling air-time
=l i the same elass. ||ru[l'-&~itrn;1“\
speaking. with space-selling,

Bt there are sizgns that ai-media
salesmen are closing the gap. and that
before long the space =alesmian will
realize that the davs ol professional

Ve atnatenr sellinge gee over,

The =12 Plan™ put into elleet in
\'Ii!l 152 I Chis Television .""I'[!Irl
Sale= b= o case m |u!ini. Slalions epre-
septed Tv thi= hiem were worried  he-
s like other TN stations, (hey
coulilut =ell gdvertisers on Linyving
daviime anmopneement  avatlabilities,

Yoo mamyv of the avatlabilities wer

108

Applause

Bill Wrizlev was the fiirst gum nian
to recognize the selling power of car
cards—in 1907 when, amidst a depres-
<ion. he spent 1 million 1o put a card
In 1927

he was= the first zum manufacturer 1o

inevery stieet car an the U, =,

|'|'|||:_'t!ifl' e 4:‘”.”1"_‘ power of radio
when he and Henry Leslie Webster, his
who's still with
the company. ordered their first radio
the Wrigley Review.

advertising manager
network show

I"hil W vigley has continued devating
up Lo a thivd of his advertising hudgel
to radio down through the vears. In
fact. not a vear has iﬁ'lr-:-t‘ii without a
Wrigleyv show on the air. Twentyv-five
vears amnd 235 million after the first
network program, the Chicago chew-
ing gum giant can look  down al its
compelition from the top. with confi-
dence in the future.

stonsoi i~ publishing the Wrigley
<oty in lwo successive tssues= (17 No-
vember and 1 December . Parl one re-
veals how Wrigley stands in relation to
it= caompetition and the thinking hehind
= air strateey: it also details the 46
radio <hows 1hat Wrigley has aired
and tells whyv, Part two will discuss
what Wrigley's four closest competitors
are doing in radio and TV, summarize
what Wrigley has learned in its quar-
er of a

century in radio,

Sponsorabie education on TV

Amid all the eriticism of sponsored

topnoteh bovs. With WEBS-TVL head-

ed by Craig Lawrence. leading  the
parade. some of these stations appealed
to Tom Dawson. general manager of
CBS Television Spot Sales for help.
Dawson was already at work on the
problem: had been for many months,
1l the
project, Sand Daws=on, “With our re-

station  inlerest  aceelerated
scarch specialist we hegan an exhaus-
tive study and we worked ont a tenta-
tive formula called the weekly dollan
Neal we

volume discount plan. ap-

proached stations we represent . . .
matehed our plan against their ideas

. oevolved a rate stracture. Ont ol
all these came the “12 Plan. A< an im-
the
TN 1o provide legitimately a disconnl

portant final step fir=t elfort in
opportunity to all advertisers  we pal

the plan indo print in national mailings

blood-and-thunder it's  refreshing 1o
note that some enlrepreneurs arve will-
ing to visk heavy cash on new forms of
TV commercial fare far off the beaten
path.

Henry ). Kaulman & Associates, a
prosperous Washington, D. C.. adyer-
tising ageney with a flare for ereative
radio and TV. have developed and
filmed Bringing Up Parents. an educa-
tional TV program with a high spicing
of entertainment. What makes Bring-
ing Up Parents especially unique is ils
ticup with The Association for Child-
hood Education. Tnternational, ACEl.
a professional arganization of 65.000
and others concerned with the educa-
of children. is =0
TV effort that a
member of s stall serves as perma-
nent technical advisor, FCC Commis-
<ioner Frieda Hennock. after seeing the

tion and well-heing
wrapped up in the

preview, =aid, “This is a real <tart in
the kind of program we need on TV.”

L nited Television Programs. a lead-
ing svodicate.  thinks  Bringing Up
Parents has veal commercial potential
and s out selling it as actively as am
adventure strip on its list.. We hope
that advertisers. agencies. and slations
will give this promising program form

oppovtunity 1o prove its worth, For
if Bringing Up Parents can prove itsell
commerciallyv. as we think 1t can. the

way will be open for the further merg-
ing of sponsorship and  educational
television.

and on the pages of Standard Rate and
Data.”
I essenee, the 12 Plan’™ allows an

advertiser who purchases 12 or

nure
announcements a week monon=Class A
\ time Lo receive a 45370 dis-
count oiver and above the earned rate
card on the non-Class A portion,

the Plan worked?
in late October was carry-

or Class

How well has
WOeBs-TY
ing 207 daytime announcements week-
[veoin Aprill 38, WCBSSTY has jos
extended it hroadeast day 15 minutes,
with this period 19:00 10 92451 pro-
aramed locally, WTOPXTY carried 51
daytime announcements in April:
October, 223, KANTV went from 23
to 161 in two months. WHETY. KSL-
TV, and WAFM-TY have just inaugn-
raled the <12 Plan™: WCAUZTY will

1|{I = S0Hl,
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“Wanker-Wese™. . .*

For years, there’s been a strange courtship going on in the Heart of
America. It has been the wooing and winning of the Kansas City Primary
Trade Area by The KMBC-KFRM Team. The Team was the successful suitor
—1in fact the only logical suitor from the very first. KMBC-KFRM made it a
point to understand and coddle “Miss Kansas City Market” from the moment
they met. KMBC-KFRM helped the Market grow — saw her through good
times and bad — served her with the greatest in radio —was her best friend
and through this intimacy became “Market-wise”,

There is no record of when the wedding of The KMBC-KFRM Team and
the Kansas City Primary Trade Area actually took place. But it's been a
tremendously successful union. The heart of the Team and The Heart of
America beat as one and advertisers will tell you that the best proof of this
union are the thousands and thousands of “sales”— large and small — begat
by this powerful voice of The KMBC-KFRM Team and the plump purse of
the Kansas City Primary Trade Area.

This is the fourth of o se-‘es on The KMBC-KFRM know-how
which spells deminonce in the Heart of Americo.

Call KMBC-KFRM or your nearest Free & Peters Colonel for the

X
_ 'rrhgf;':_a‘x Kansas City Market Story. BE WISE—REALIZE...to sell the Whole
Ry Heart of America Wholeheartedly ii's . . .
L
]
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